Republicans contrive a three-night TV special
Biggest spot agency to buy by TV code: Start of atrend?
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Gettysburg National Military Park. This solitary cannon is
one of the hundreds of markers, statues and monuments

i which pinpoint dramatic events and heroic participants in
Y this decisive battle of the Civil War. Every year thousands of

visitors from all parts of the world tour this historic site
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WGAL-TV, a pioneer in its market, is one of
the nation’s first television stations. Today, its
highly-respected call letters are the best known
in 1ts coverage area. Such recognition is the
result of 23 years of balanced programming
and dedication to inform, entertain, and serve

the diverse interests of its many viewers.

WGAL-TV

Channel 8 - Lancaster, Pa.

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

STEINMAN TELEVISION STATIONS - Clair McCollough, Pres.

WGAL-TV Lancaster-Harrisburg-York-Lebanon, Pa. « WTEV Providence. R. 1./New Bedford-Fall River. Mass




Back to work

FCC will try to clean house of multitude
of routine matters that have accumulated
during August—while most commission-
ers were vacationing—when it sits down
to first 'agenda meeting in month tomor-
row (Aug. 29). Although nothing spec-
tacular is expected to come out, Chair-
man Dean Burch’'s game plan is to get
“humdrum stuff” out of way in prepara-
tion for what looks to be busy Septem-
ber—and he has requested as many col-
leagues as possible to be on hand. There
could be quorum problem though. Com-
missioners H. Rex Lee and Charlotte
Reid will be absent, and wife's illness
could keep Commissioner Robert E. Lee
away from office as well (see page 6).
Commissioner Benjamin L. Hooks has
not been regularly participating in com-
mission actions.

High C-P-M

With curious unanimity, ABC News, CBS
News and NBC News took full-page ads
in official program of Republican national
convention last week, as they had in
Democrats’ program month ago. Neither
party program contained paid advertis-
ing for any other news medium. Net-
works’ ads cost $10,000 each.

Frontiersman

Former FCC Commissioner Robert Wells
has broadened his communications base
since leaving FCC Nov. 1, 1971. In ad-
dition to his direction of five Harris En-
terprises stations in Kansas, Colorado,
Iowa and Illinois, he has been elected to
board of directors of Microband Asso-
ciates, New York-based company in
microwave field, headed for ventures in
new multipoint distribution service which
is being seen as potential pay-TV system
(BROADCASTING, Aug. 21),

Sticks and carrots

While Dancer-Fitzgerald-Sample has an-
nounced intention to penalize TV stations
that don’t abide by commercial limita-
tions of National Association of Broad-
casters code (see page 16), Foote, Cone
& Belding, taking opposite tack, says it
is continuing to grant “bonus audiences”
to stations observing standards stricter
than code’s. And Group W—which has
been earning FC&B bonus—has started
campaign for similar recognition (and
competitive advantage over other sta-
tions) from other major agencies. Donald
H. McGannon, Group W chairman and
president, has written agencies to report
his stations are getting “10% advantage”
in audience delivery from FC&B.
FC&B bonus policy was adopted after
Avco Broadcasting announced cutback in

Closed Circuit.

commercial time (BROADCASTING, Feb.
28). Agency's policy goes on, though
Avco gave up and returned to allowable
limits of commercialism under code, with
explanation it had been losing business
(BRrOADCASTING, July 3). Whole subject
of penalties for commercial excess or re-
wards for restraint is gaining wide atten-
tion among agencies. It's to be among
topics of serious discussion at internal
meeting of J. Walter Thompson at New
York headquarters tomorrow (Aug. 29).

Whose tab?

All three TV networks and seven station
groups have been hit by unpublicized
lawsuits, filed over period of months,
seeking more than $215 million in dam-
ages on behalf of trusts that provide
employment for out-of-work musicians
through special concerts, etc. Suits were
started by Samuel R. Rosenbaum as
trustee for Hollywood Film Trust Agree-
ment and Hollywood Television Trust
Agreement, alleging violations of those
agreements. Defendants, however, say it’s
puzzlement, because networks signed
only TV trust agreement and station
groups signed neither. Groups named are
Scripps-Howard, Westinghouse, Corin-
thian, Metromedia, Capital Cities, Storer
and Taft.

Suits, filed in New York state supreme
court, contend producers and distributors
signed film agreements in period 1954-59
specifying they would pay trust 5% of
receipts from TV use of theatrical films,
but that many of those companies are
now out of business or have disposed of
film rights, leaving big sums uncollectible.
Plaintiff’s view is that “obligation follows
the film,” meaning in such cases networks
and stations are liable. As to TV trust,
suits claim networks have not paid as
much as they should—<charge denied by
network sources, although formal answers
have not been filed by networks (or by
station groups, for that matter).

Cultural exchange

Japanese-American cooperation in broad-
casting through interchange of people and
ideas formally gets under way this No-
vember with visit of possibly two dozen
U.S. broadcast executives to Japan under
arrangements coordinated through State
Department with blessing of President
Nixon. Invitations dispatched through
John Richardson Jr., assistant secretary
of state for educational and cultural af-
fairs relate that project was initiated by
broadcasters in both countries and that
group of Japanese broadcasting executives
will make reciprocal visit to U.S.

Project had' its onset in 1960 under
President John F. Kennedy on what was
initiated as “sister station” program in-
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terchange. Prime movers among U.S.
broadcasters are J. Leonard Reinsch,
president of Cox Broadcasting Co., At-
lanta, and Ward L. Quaal, president of
Won Continental Broadcasting Co., Chi-
cago.

Last reel

Future of Cinema Center Films, CBS
Inc.’s theatrical motion-picture produc-
tion operation on West Coast, is uncer-
tain if not nonexistent. Official word is
that no decision has been reached whether
or not production activities will cease.
Unofficially, it's conceded that barring
miracle, end of operation, for all practical
purposes is just matter of time. CBS ven-
ture into movie-making, started five years
ago, produced more than 25 theatrical
features, with biggest success being “Little
Big Man.” Cinema Center 100, Cinema
Center Films TV subsidiary, was phased
out last year.

Bit in the teeth?

‘When executive committee of National

Association of Broadcasters meets Sept.
14 in New York, it will have usual com-
plement of subjects to discuss (political
action, radio re-regulation, consumer leg-
islation, among others) plus one unique
item: recommendation by Elbert Samp-
son, NAB minorities coordinator, for
NAB sponsorship of seminar this fall on
black ownership of broadcast properties.
Mr. Sampson is said to feel this is area
that holds most significant potential for
minorities in broadcasting.

Bounding main

When CBS Inc.'s new president, Arthur
R. Taylor, journeyed to Miami last week
to inspect network’s GOP convention set-
up, newsmen wondered whether corpora-
tion would ever get able-bodied boss.
Young Mr. Taylor hobbied into meeting
on crutches. He had broken his left ankle
in sailing accident. But otherwise, all
attested, he seemed sound.

Hail Britannia

If U.S. philatelists, not to mention broad-
casters, had justifiable complaint about
refusal of Post Office Department in 1970
to issue stamp to commemorate radio’s
50th anniversary, they have triple reason
now to make American eagle scream.
Britain reportedly plans not one but three
stamps to commemorate beginning, in
1922, of regular daily radio broadcasting
in Britain.

In 1969, when National Association
of Broadcasters sought commemorative
radio stamp, authorities said it was out
because in 1964 stamp honoring amateur
radio had been issued.



Wiley, Staggers have
some encouraging words

West Virginia broadcasters brief
on commission’s ‘re-regulation’ study

FCC Commissioner Richard Wiley last
week gave gathering of broadcasters
progress report on commission’s radio
“re-regulation” inquiry—study which he
is supervising. And commissioner, who
spoke before West Virginia Broadcasters
Associations Friday (Aug. 25) gave
ampte indication that he is pleased with
results thus far. .

Evident areas of exploration in inquiry,
Mr. Wiley said, could include such ques-
tions as whether all outlets in markets
served by numerous outlets should be
required to meet programing obligations
"“in precisely the same manner.” Also up
for consideration, Mr. Wiley indicated, is
proposal for different license period for
radio and television stations. But initially
at least, he said, primary emphasis will
be devoted to technical regulations.

Of 400 comments from radio licensees
thus far submitted to commission, Mr.
Wiley said, most commonly referred to
problems are in technical area. Among
suggestions broadcasters have made is
revision in rules that now require log en-
tries every half hour to require such
entries as seldom as three times daily.

Other technical recommendations by
Mr. Wiley include: (1) Requirement for
inspections of transmitting equipment two
or three times per week, rather than once
daily; (2) three or four yearly field
strength measurements rather than pres-
ently required 10; (3) elimination of re-
quirement that stations identify prere-
corded programs as such; (4) axing spe-
cific requirements for station identifica-
tion; (5) alphabetical indexing of FCC
rules; (6) repeal of rule requiring stations
to post operator licenses; (7) creating
separate bureau for radio: (8) combining
operating and technical logs into single
document.

Mr, Wiley also said “extensive anal-
ysis” of various FCC forms is being
undertaken, premise being that docu-
ments are both too long and too many.

Inquiry is also examining present sys-
tem of ascertaining community needs,
commissionet said, noting that “it is pet-
haps a persuasive argument that formal
surveys may be less effective than infor-
mal discussions identifying small-town
problems™ in case of small-market radio
stations.

At same meeting House Commerce
Committee Chairman Harley O. Staggers
(D-W. Va.) commended FCC's efforts in
attempting to clarify fairness doctrine,
adding that broadcasters need better
statement of what is expected of them
under law.

At Deadline

And he suggested “that we not simply
sit back and wait for positive proof” that
TV violence affects behavior. If it can
be admitted that there may be a link,
“then it becomes our duty to act on that
possibility,” he said. “Certainly no one is
going to suffer if we have less violence on
television—and I think we could do with
a lot less.”

One of problems, Mr. Staggers said, is
that industry is being regulated by laws
enacted when today's technology was
undreamed of. “It may be time to start
over from scratch,” he said.

He urged broadcasters to put them-
selves in place of public, which is seek-
ing improved television service, and said
those in Congress should try sympathiz-
ing more with problems of broadcasters.
“We could do with less confrontation and
more consultation,” he said.

AAMCO shifts gears

AAMCO, Bridgeport, Pa., franchiser of
automatic transmission specialists, has
named Albert J. Rosenthal, Chicago and
New York, as national advertising agen-
cy. Rosenthal has been handling several
regional AAMCO dealer groups. It suc-

e ] e T N O TrT T | R S S -
Steinberg changes hats. Charles S.
Steinberg, CBS-TV vice president,
public information, is resigning to
join faculty at Hunter College, City
University of New York, as professor
of communications, effective Sept. 1.
He has been with CBS 16 years, 15
as VP, and before that was director
of education for Warner Brothers pic-
tures and head of Warner public rela-
tions in East. He also has taught and
lectured, is author of three books and
has signed for fourth, all on mass
media.

Mrs. Lee suffers stroke. Mrs. Robert
E. Lee, wife of FCC commissicner,
was reported to be in “poor” condi-
tion late Friday (Aug. 25} by spokes-
man for Washington’s Georgetown
University hospital. Mrs. Lee was
taken to hospital earlier last week
after she suffered stroke.

More chess for TV. Spanish Interna-
tional Network, New York, reported
it has acquired worldwide television,
radio, theatrical and cable-TV rights
to International Chess tournament to
be held in San Antonio, Tex., Nov.
18-Dec. 14. Rene Anselmo, president
of SIN, sald 16 grandmasters have
accepted invitations including Boris
Spassky of Soviet Union, now com-
peting with Bobby Fischer of U.S. Mr.
Fischer is not expected to participate
but Mr. Anselmo said he is negotiat-
ing to have Mr. Fischer narrate com-
petition.
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ceeds Bearden Advertising, New York.
Rosenthal’'s Bruce Ruttenberg will be
account supervisor with Ben Rhodes as
account executive.

NBC sees no wrong
in showing GOP film

NBC late last week defended its showing
of what Democratic National Committee
had called “Republican propaganda” dur-
ing network’s coverage of Republican
convention (see page 12).

DNC Chairman Jean Westwood, in
telegrams Aug. 23 to both NBC and CBS,
contended that Aug. 22 showing of film,
“which was not part of the convention
proceedings on the day they were shown”
amounted to “gift of network prime time”
to Republicans. Pointing out broadcasters
are exempt from equal-time requirements
only in news-event situations, she asked
for explanation of showing and “assur-
ance that you will maintain proper bal-
ance of film time between the two
parties.”

Benjamin D. Raub, vice president and
assistant general attorney for NBC, re-
plied that convention schedule called for
two films (Monday and Tuesday) that
were shown In correct sequence on tele-
vision. But “through a technical error,”
he said, presentation in convention hall
was reversed.

He said both films “were on-the-spot
news coverage” of convention “and ac-
tivities incidental thereto. NBC will, of
course, continue its long-standing policy
of fairness to both major parties, includ-
ing compliance with equal-time require-
ments.”

CBS sources said Friday (Aug. 25)
they had received Mrs. Westwood’s tele-
gram but have not yet responded.

Albuquerque CATV says
local TV’s put on squeeze

Cable company that holds franchise for
Albuquerque, N.M., asked FCC late
last week to revoke broadcast licenses of
that city’s three television stations and
commonly owned radio outlets, because
of what it called “ruthless” joint attempt
to keep cable out of Albuquerque.
General Entertainment and Communi-
cations Co. (Gencoe), subsidiary of LVO
Cable Inc., charged that “individual and
concerted efforts” of three stations have
prevented it from starting service even
though it was awarded original permit
four years ago. Gencoe said that opposi-
tion went beyond typical efforts by local
TV stations and included dissemination
of “false and misleading information,”
on and off air, about cable generally and
Gencoe’s plans in particular; fairness vio-
lations; using station facilities to “harass”
city officials by encouraging floods of



phone calls; and combination to restrain
trade in violation of antitrust law.

Named in Gencoe’s complaint were
Hubbard Broadcasting Inc., licensee of
KOB-AM-FM-Tv; New Mexico Broadcast-
ing Co., licensee of KGGM-AM-Tv; and
KoaT TV Inc., licensee of koAT-Tv. Sta-
tions themselves were among backers of
company that unsuccessfully applied for
Albuquerque franchise four years ago,
though koB-Tv redeemed its shares of
stock before final decision on franchise,
and KOAT-TV has since changed owner-
ship.

S[:ince Gencoe was awarded franchise,
stations have taken numerous legal steps
in court and FCC to block commence-
ment of cable service. Original franchise
was declared invalid by district court,
but that decision was later reversed by
state supreme court. Last month, as city
prepared to issue new franchise to accord
with FCC regulations, stations secured
opinion from New Mexico's attorney
general that franchise was invalid. When
new franchise was issued to Gencoe any-
way, stations began drive to have fran-
chise overturned by public referendum.

RKO General revamps
top echelonin D. C.

First sweeping change under new radio
management at RKO General Broadcast-
ing Co. came last week with firing of two
principal executives at WGMS-AM-FM
Washington, classical-music stations.

Victor A. Forker, general manager for
two years, was replaced by Jerry Lyman,
who had been stations’ general sales man-
ager. Harry Ward, programing director
for seven years, was replaced by Art
Mandlebaum, whose title is director of
special programs.

Changes were made by Bruce Johnson,
vice president of RKO General’s Radio
Division since July. Classical-music sta-
tions have been most economically vul-
nerable links in RKO's radio chain, and
some changes there had been expected
(see page 51).

Mr. Lyman made clear last week, how-
ever, that those changes will not include
dumping or diluting “pure” classical-
music sound. WeMs(aM) had planned
earlier this year to switch to rock format,
but flood of protests stopped that idea.
WaoMs later won waiver of FCC rules
to permit it to simulcast.

NCTA appoints seven
to pay-cable committee

W. Randolph Tucker, Electra Communi-
cations, has been named chairman of
National Cable Television Association’s
special committee on subscription pro-
graming,

Committee was, established by NCTA
chairman William Bresnan to look into
subject of pay cable and recommend
g?l)icy for NCTA (BROADCASTING, July

Also named to committee were Burt
Harris, Cypress Communications: Bill
Brazeal, Telecommunications Inc.; D.

Alec Purcell, Telecable Inc.; Barry
Zorthian, Time-Life Broadcast: Alvin
Cooperman, Athena Communications and
Arthur Anderson, Teleprompter Corp.
Other committee chairmen announced
Friday (Aug. 25) were: J. Orrin Mar-
lowe, Spectrum Communications, chair-
man of utility-relations committee; Marc
Nathanson of Cypress, chairman of pub-
lic-relations committee; Lawrence W,
Kliewer, Peninsula Broadcasting, chair-
man of music negotiating committee: and
Douglas C. Talbott, Cox Cable, chairman
of engineering advisory committee. Other
committee chairmen were named at last
NCTA board meeting last month.

WRG, Gardner talk
about getting together

Wells, Rich, Greene, New York, con-
firmed Friday (Aug. 25) it is negotiating
with Gardner Advertising, St. Louis,
looking toward acquisition and operation
of Gardner as wholly owned subsidiary.
Frank Colnar, vice president in charge of
finance, explained WRG's thinking:
“We're a full-service agency but Gard-
ner is modular in concept [and] various
functions are sold separately. , , . We'd
be feeding them more piecemeal bids

| Headliners

Mr. Curran

John J. McMahon, VP and general man-
ager, KABC-TV Los Angeles, joins NBC-
TV as VP, programs, West Coast, effec-
tive Sept, 1. He will succeed Herbert S.
Schlosser, named executive VP, NBC-TV,
New York (BROADCASTING, May 15).
Mr. McMahon has been with ABC since
1958 in several executive positions inciud-
ing VP and general manager of WXYz-Tv
Detroit before moving to current KABC-TV
post in 1968. Stanley Robertson, NBC-
TV VP, motion pictures for television,
named VP, film programs, reporting to
Mr. McMabhon, also effective Sept. 1. Mr.
Robertson, with NBC since 1957, will
be responsible for all film programs, €x-
cept specials, produced for NBC-TV’s
prime-time schedule. He succeeds Jerry
Stanley who resigns after 16 years with
network, Don B. Curran, since January
1970 VP and general manager of KGO-Tv,
ABC-owned station in San Francisco,
named to succeed Mr. McMahon as VP
and general manager of KABC-Tv. Mr.
Curran has been with ABC for 12 years,
10 of them in radio and TV station man-
agement. His successor in San Francisco
has not yet been named.

Mr. McMahon
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that we'd ordinarily turn down.”
WRG previously had been negative to-
ward expansion through acquisition and
toward expansion outside New York.
In 1971, WRG billed $110 million,
Gardner $59.6 million. Gardner is pri-
vately owned.

GOP production unit
told output needs tag

Broadcasters who use film or tape sup-
plied by candidate for public office in
newscasts must notify their audiences as
to source of material. That’s gist of ruling
last week by FCC Complaints and Com-
pliance Division Chief William B, Ray,
in letter to Gary M. Sukow of National
Republican Congressional Committee.
Mr. Sukow sought clarification of com-
mission’s fairness-doctrine policy imple-
mented last June regarding appearances
by political candidates in which contro-
versial issues come into play (BROADCAST-
ING, June 26).

Mr. Sukow noted that his committee
maintains camera crew and audio feed
service for use by Republican congress-
men wishing to tape programs for use by
stations. Referring to paragraph of com-
mission’s fairness-policy statement requir-
ing broadcasters to inform public when
tape or film is supplied by candidate as
inducement for broadcast, Mr. Sukow
asked whether this requirement is appli-
cable in cases where stations arrange and
exercise editorial control over interview
with legislator but committee supplies
technical equipment.

Mr. Ray stated that commission's
policy is to require such disclosures when-
ever any “records, transcriptions, talent,
scripts or other material or services” are
furnished by candidate. Therefore, he
ruled, disclosure requirement is applicable
when Republican utilizes committee’s
services, since use of equipment falls
under “other material or services” cri-
terion.

NCTA makes another try

National Cable Television Association,
which lost in court when it challenged
FCC's imposition of annual fees on cable
systems, has asked for rehearing. Basis
of its request to U.S., Court of Appeals
for Fifth Circuit was new decision by
another appeals court, invalidating fees
imposed on gas and power companies by
Federal Power Commission. That re-
versal by Washington U.S. Court of Ap-
peals for District of Columbia has direct
applicability to cable systems’ position
before FCC, association said.

Another CFC cable loan

Cable Funding Corp., which went public
earlier last week (see page 35) announced
second loan commitment on Friday
(Aug. 25). It is to Gateway Cablevision
Corp., which holds franchise for Am-
sterdam, N.Y. Loan is for $650,000 at
11% interest plus 20% equity owner-
ship. First loan promised is for $1.45
million to Coastal Cable TV Co. seeking
CATYV franchise in eastern Connecticut.
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How to protect
yourself
against
Broadcasters
Liability losses

Figure out what you could afford"
to lose, and let.us insure you
against judgments over that
amount. We're experts in the
fields of libel, slander, piracy,
invasion of privacy and copyright.
We have 5 U. S. offices so we're
instantly available for consultation
in time of trouble. Drop us a line,
and get full details from our
nearest office.

Employers Reinsurance Corp.,
21 West 10th, Kansas City,
Missouri 64105. Other U. S.
offices: New York, San
Francisco, Chicago, Atlanta.

Datebook.

This week

Aug. 29-31—Workshop-seminar on ilghting for TV,
sponsored by Kliegl Bros. al University of Georgia
TV studios, Athens. Fee Is $250. Contact: Wheeler
Baird, Kliegl Bros., 32-32 48th Avenue, Long [sland
City, N.Y. 11101,

Sept. 1—Deadline for entries, U.S. Television Com-
mercials Festival. Information: 4415 West Harrison
Street, suite 230B, Hillside, 111. 60162,

September

Sept. 4-8—international
Grosvenor House. London.

Sept. 7—Senate Commerce Committee hearing on
nomination of Thomas B. Curtis as member of board
of directors of Corporation for Public Broadcasting.
0 a.m., room 5110 New Senate Office building,
Washington.

Sept. 7-8—Annual convention, Louisiana Association
of Broadcasters. Featured speakers: Governor Edwin
E. Edwards of Louisiana. John Summers. National
Associalion of Broadcasters, and Robert Rawson,
tormer FCC oflicial. Montefeone hotel, New Orleans.

Sept. 8-10—New York State Associated Press Broad-
casters Association meeting. Sagamore hotel. Bolton
Landing, Lake George.

Broaacasting Convention.

- Sept. 11—Regional sales clinic, Radio Adverlising

Bureau. Executive motor inn, Buffalo, N.Y.

Sept. 11-12—Elghth appuval convention, Nevada
Broadcasters Association. Hotel Tropicana, Las Vegas.

Sept. 12—Regional sales clinic, Aadio Advertising Bu-
reau. Sheraton Q'Hare motor hotel—airport, Chicago.

Sept. 13-15—Annual convention, Michigan Association
o/ Broadcaslers. Principal speakers: Senator Robert

P. Grifin (R-Mich.), Commissiones Richard
\V’-’iley. and FCC Secretary Ben F. Waple. Hidden
alley.

Sept. 14—One-day radio seminar co-sponsored by
Radio Advertising Bureau and American Association
of Advertising Agencies. St. Francis hotel, San Fran-
cisco.

Sept. 14—Meeting, San Francisco chapter, National
Academy of Television Arts and Sciences. Clay Whit-
head, director of Otfice of Telecommunications Policy,
wiil be speaker. Mark Hopkins hotel.

Sept. 14-15—Fall meetingF. Florida Cable Television
Association. Ramada Inn, Fost Walton.

Sept. 15—Luncheon meeting, Pacific Pioneer Broad-
casters. $portsmen's Ledge, Los Angeles.

Sept. 15—Annual FCC luncheon, international Radio
and Television Society. Speaker: FCC Chairman Dean
Burch. Hotel Hilton, New York.

Sept. 15-17—American Women in Radio and Televi-
sion Southesn area conference. Sheraton motor hotel,
Nashville.

Sept. 18—American Sociely of Composers, Authors
and Publishers awards dinner. Hillwood country club,
Nashville.

Sept. 19—Regional sales clinic, Radio Advertising Bu-
reau. Hilton inn (Sea-Tac) airport, Seattle-Tacoma,
Wash,

Sept. 19-21—Video Expo [fi, exhibit hlghll?hling
CATV, video cassettes and cartridges, pay TV, closed-
circuit box offlce and film packages. Conference and
workshops to be held. Sponsored by The Knowledge
Industries Publications. Information: (914) 428-5400.
Commodore hotel, New York.

Sept. 20—Repgional sales clinlc, Radio Advertising Bu-
reau. Pittsburgh Hilton, Pitisburgh.

Sept. 20-22—Marketing Conference, Grocery Manu-
facturers of America Inc. Featured speakers include
Arnold B. Elkind, altorney and member, National
Advertising Review Board. Buck Hill inn apnd golf
club, Buck Hill Falls, Pa.

Sept. 20-22—Annual convention, C8S Radio Net-
work Afffliates. Arizona Biltmore hotel, Phoenix.

Sept. 21—Regional sales clinic, Radio Advertising
Bureau. Pontchartrain, Detroit.

Sept. 21-22—Fafl conference. Oregon Association of
Broadcasters. Kah-nee-1a resort, Warm Springs.

Sept. 21-22—Annual broadcast symposium, Instilute
of Electrical & Electronic Engineers. Fealured speak-
ers: Dr. Boris Townsend. Independenl Broadcast Au-
thority. London; W. J. Poch, retired executive, RCA'S
Astro-Electronics Division; Oscar Reed Jr.. Jansky &
Bailey; Richard Gould, FCC; Richard B. Marsten, Na-
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tional Aeronautics & Space Administration, and Blalr
Benson, Goldmark Communications. Washington hotel,
Washington.

Sept. 21-23—Annual convention, Minnesola Broad-
casters Association. Arrowwood, Alexandria.

Sept. 22—Regional sales clinic, Radio Advertising
Bureau. Carrousel inn, Cincinnatl.

Sepl. 22-26—Amesican Women in Radio and Televi-
sion Northeast area confereace. Mohonk Mountain
House, Lake Mohonk, N.Y.

Sept. 24-26—Annual convention, Nebraska Broadcast
ers Association. Yancy hotel, Grand sland,

Sept. 25—Regional sales clinic, Radio Advertising
Bureau. Sheraton motor inn, Charlotte, N.C,

Sept, 25.28—Annual conference, Institute of Broad-
g Financial Manag t. Falrmont hotel, San
Francisco.

Sepl. 26—Regional saies clinic, Aadio Advertising
Bureav. Hilton inn, airport, Atlanta.

Sept. 27—Regional saies clinic. Radio Advertising Bu-
regu. Sheraton-Orlando Jet Port inn, Orlando, Fla.

Sepl. 29 - Ocl. 1—American Women in’ Radio and
Television Western area conference. EI Mirador, Palm
Springs. Callf.

Sept. 29 - Oct. 1—Fall convention, fitinols News
Broadcasters Association. Speakers include Raymond
Shafer, Teleprompter chairman. Ramada inn, Cham-
paign.

Sept. 29-Oct. 1—Expo Electronax, home entertain-
ment show sponsored by Western Electronic Manu-
lacturers Association, t0 include monochrome and
color TV receivers, TV record and playback units, tape
and casselte equipment. Convention Center, Los
Angetes.

October

Oct. 1—Deadline for nominations, 1973 Abe Lincoln
Awards. Box 12157, Fort Worth 76116.

Oct. 1-3—Meeting, Paciiic Northwest CATV Associa-
tion. Redpath hotel, Spokane, Wash.

Oct. 3—Regional sales clinic, Radio Advertising Bu-
reau. Colonnade, Boston.

Oct. 3-5—Fall convention, [llinois Broadcasters

Associalion. Featured speakers: FCC Commissioner

Charlotte Reid and Grover C. Cobb, executive vice

president for government relations, National Associ-

%l’:?n o! Broadcasters. Water Tower Hyatt House,
cago.

Oct. 4—Regional sales clinic, Radlo Advertising Bu-
reav. Sheraton inn-LaGuardia airport, New York.

Oct. 4-5—Combined fall convention, Ohio Associa-
tion o/ Broadcasters and Kentucky Broadcasters Asso-
ciation. Carrousel inn, Cincinnati.

Ocl. 6—Regional sales ¢linic, Radio Advertising Bu-
reau. Sheraton Baltimore inn, Baltimore.

Oct. 6-B—American Women in Radio and Television
{vesl Central area conference. Chase Park Plaza, St.
ouis.

Oct. 6-9—National meeting, Theta Sigma Phi (pro-
tessional women in communications). Marriott hotel,
Houston.

Oct. 8-8—Fall convention, New Jersey Broadcasters
Association Playboy hotel. Great Gorge, McAlfee,

Oct. 9-11—28th annual National Efectronics Con-

Major meeting dates in 1972-73

Sept. 25-286—Annual conference, Instilute of
Broadcasting Financial Management. Falrmont
hotel, San Francisco.

Oct. 29 - Nov. 1—Annual convention, National
Association of Educational Broadcasters. Hil-
ton Internationgl, Las Vegas.

Nov. 12-16—Annual seminars, sponsored by
Broadcasters Promotion Assoclation. Statler
Hilton hotel, Boston.

Nov. 14-16—Annual meeting, Television Bu-
reau of Advertising. Waldorf-Astoria, New York.

Nov. 15-18—Sigma Deita Chi national con-
vention. Statler Hilton, Dallas.

Nov, 26-29—Annual meeting. Association of
National Advertisers. Cerromar Beach hotel,
Dorado Beach, Puerto Rico.

Nov. 28-Dec. 1—Annual convention, Aadio-
Television News Directors Assoclation. Nassau,
Bahamas.

March 25-28, 1973—Annual convention, Na-
tional Association of Broadcasters. Sheraton
Park and Shoreham hotels, Washington.




ference and Exhibition. Communications equlpmenf
will be among Items featured. Regency Hyatt-
O'Hars, Chicage.

Oct. 10—Regional sales clinic, Radio Advertising Bu-
reau. Sheraton-Peabody, Memphis.

Oct. 11.12—Television commercials workshop, Asso-
$:at':on of National Adverlisers. Plaza hotel, New
ork.

Oct, 11-13—Convention, Advertising Media Execu-
g;e's iCredn Association International. Safari hotel,
oenix.

Oct. 11-14—Annual fall conventlon, Tennessee ASSo-
ciation of Broadcasters. Ramada Inn, Jackson.

Oct. 12—Regional sales clinic, Radio Advertising Bu-
reau. Hilton inn, Dallas.

Oct, 13—Fifth annual Kansas Association of Broad-
casters seminar. Theme: current problems facing the
broadcasting industry and what can be done about
them. Student Union, Kansas University, Lawrence.

Oct. 13—Regional sales clinic. Radio Advertising Bu-
reau. Sheraton inn-airport, Denver.

Oct, 13-15—American Women in Radio and Television
East Central area conference. Terrace Hilton hotel,
Cincinnati.

Oct. 15-1T—Annual fall mesting, North Carolina
Association of Broadcasters. Timme Plaza inn, Wil-
mington.

Oct. 15-17—Third National Symposium on_Children
and Television, organized by Action for Children's
Televislon and Yale University Chitld Study Center
and School of Art. Theme will be programing and
financing of children's television. Yale University,
New Haven, Conn.

Ocl. 15-18—Western reglon conventlon, American
Association of Advertising Agencies. Arizona Biltmore
hotel, Phoenix.

Oct. 16—Regional sales clinic, Radio Advertising Bu-
reau. Muehlebach, Kansas City. Mo.

Oct. 17—FRegional sales clinic. Radio Advertising Bu-
reau. Burlingame Hyatt House. San Francisco.

Oct, 18—Regional sales clinic, Radio Advertising Bu-
reau. Sheraton Bl i Min li

Oct, 18-21—WSM(AM)'s 47th Grand Ole Opry Birih-
day Celebration and Disc Jockey Convention. Munici-
pal auditorium, Nashville. For information on segis-
tration write: P.O. Box 100, Nashville, 37202.

Oct. 19—Regional sales clinic, Radio Aavertising Bu-

reau. Wilshire Hyatt House, Los Angeles.

Qct, 19—Regional sales clinic, Radio Adverlising Bu-
reau. Regency Hyatt House, Chicago.

Oct, 18—Eighth annual SESAC country music awards
banquet. Woodmont country c¢lub. Nashville.

Oct. 19-20—All Japan Radio and Television Com-
meércial Counci! (AAC) commerclal festival. Top inter-
national commercials in five categories will be hon-
ored. Hibiya hall, Tokyo.

Oct. 19-21—Annual fall meeting, Missour! Broadcast-
ers Association. Plaza inn, Kansas City.

Qct. 20-22—American Women in Radio and Television
Southwest area conference. Sheraton Fort Worth, Fort
Worth.

Oct. 20-28—-/nternational Fiim, TV Film and Docu-
mentary Market (MIFED). Advance bookings should
be made prior to Sept. 25. MIFED, Largo Domodos-
sola 1 20145 Milan, Italy.

Oct. 22-27—112th semiannual technical conference
and equipment exhibit. Soclety of Motion Piclure and
Te:evision Engineers. Century Plaza hotel, Los An-
geles.

Oct. 24-26—Workshop-seminar on lighting for TV,
sponsored oy Kliegl Bros. at KPRC-TV Houston.
Fee is $250. Contact: Wheeler Baird, Kliegl Bros.,
32-32 48th Avenue. Long Island City, N.Y. 11101.

Oct. 26—Newsmaker luncheon on programing, Infer-
national Radio and Television Socisty. Panel: net-
work program executives Fred Silverman of CBS.
Marty Starger of ABC and Larry White of NBC. Plaza
hotel, New York.

Ocl, 27-29—American Women in Radio and Telsvision
Mideast area conference. Ramada inn, Louisville, Ky.
Oct. 27-29—Falt convention, Texas Association of
Broadcasters. Fairmont hotel, Dallas.

Oct. 29 - Nov. 1—Annual convention, National Asso-

ciation of Educational Broadcasters. Hilton Interna-
tional. Las Vegas.

Qct. 31—Fall _conference. MNational Association of
Broadcasters. The Brown Palace hotel, Denver.

November

Nov, 2—Fall conference, WNational Association of
Broadcasters. Sands hotel, Las Vegas.

Nov, 2-3—Central region conference, American Asso-
ciation of Advertising Agencies. Ambassador hotel,
Chicago.

Nov. 8—Fall conference, National Assoelation of
Broadcasters. Sheraton Plaza hotel, Boston.

Nov. 10-12—Meeting, board of directors, American
Women in Radio and Television. Americana Bal Har-
bour, Miami Beach.

Nov, 12-18—Annval seminar, sponsored by Broad-
gasr‘ers Promotion Association. Statler Hilton hotel,
oston.

Nov, 13-14—18th annual meeting of Advertising
Research Foundation. Hilton hotel, New York.

Nov, 14—Fall conference, National Association of
Broadcasters. Hilton Palaclo del Rio hotel, San
Antonio, Tex.

Nov. 14.16—Annuel meeting. Television Bureav of
Advertising. Waldori-Astoria hotel, New York.

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

Nov. 16—Falli conference, Natlonal Association of
Broadcasters. Chase Park Plaza hotel, St. Louis.

Nov, 17—Radio Day, sponsored by Georgia Assocfa-
tion of Broadcasters. Stouffer's inn. Atlanta.

Nov. 21—fFall conference, National Association of
Broadcasters. Regency Hyatt House hotel, Atianta.

Nov. 26-28—Meeting, Association of National Adver-
tisers. Cerromar hotel, Dorado Beach, Puerto Rico.

Nov, 27-30—Conference, North American Broadeast
Section of World Association for Christian Communi-
cation. Tides hotal, St. Petarsburg, Fla.

Nov. 27 - Dac, 3—~Nationa! Broadcast Editorial Con-
terence, held this year in connection with Radio-Tele-
vigsion News Directors Asscciation convention. Contact:
NBEC Chairman Dillon Smith, editorial director,

\g»:‘AO-TV Chicago 60654. Paradise Island, Nassau,
ahamas.

Nov. 28-30—Workshop-seminar on lighting for TV,
sponsored by Kliegl Bros. Fee is $250, Contact:
Wheeler Baird, Kliegl Bros., 32-32 48th Avenue,
Long tsland City. N.¥. 11101. San Francisco.

Nov. 28 - Dec. 1—Annual conventlon, Radfo-Television
News Directors Association. Nassau, Bahamas.

Nov. 30 - Dec. 2—8iil Gavin Radio Programing Con-
{erence. St. Francis hotel. San Francisco.

December

Dec. 7-8—Winter meeting, Arizona
clation. Mountain Shadows. Scottsdale.

I " t

S Asso-

INTERNATIONAL FILM, TV-FILM
AND DOCUMENTARY MARKET

26th CINE-MEETING
MILAN
20-28 OCTOBER 1972

The International Film, TVfilm and Documentary Market (MIFED) is an
international centre where feature, TV and documentary films are
traded on a worldwide scale. Contacts are made there for negotiating

agreements in any branch of film preduction, co-production, financing
and the issue of import and export licences.

Its comfortable quarters are provided with ail modern facilities and
include numerous studios for the projection of cinema and TV films.
International telephone, cable, telex and telephoto services are
available. Conference rooms and offices. All forms of business and
secretarial assistance. Legal and notarial consultants. Medical advice.
Dining rooms and bars.

3 GRAND AWARDS
FOR TV-FILMS

Advance bookings should be made to MIFED by letter or cable before
25 September.

For information and bookings write to: MIFED - Largo Domodossola 1 - 20145 Milano (ltaly) - Telegrams:
MIFED - Milano & 495.495 - Telex 33660 Fieramll

Delegation in Los Angeles: Dr. Vittorio Sanguineti - 1900 Avenue of the Slars - 90067 Los -Angeles, Cal. -

Telex 67-3394 Haltrade LSA

Delegation in London: Dr. Vittorio Schiazzano - 20 Savile Row - London W1X 2DQ

Delegation In Paris: 90 Champs Elysées - 75 Paris 8* - Telex 29642 Inconia
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Me&Err

SOUL
SEARCHING

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

Soul searching is what happens
when we try to figure out the
ratings. Why are we No. 1 in our
market, or as the case may be,
sometimes No. 3 or 4?

Sou!l 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.

MéeTr

McHUGH anp HOFFMAN, INC,
Televizion & Adverlising Consultanis

7900 Westpark Drive
McLean, Virginia 22101
Area Code 703
790-5050

BROADCASTING PUEBLICATIONS INC.

Sol Taishoff, chairman.
Lawrence B, Taishoff, president.
Maury Long, vice president.
Edwin H, James, vice president.
Joanne T. Cowan, secretary.
Irving C, Miller, freasurer.

Broadcasting«

The nuwsweekly of broadcasting and allied arls
TELEVISION

®
Executive and publication headquarters
BROADCASTING-TELECASTING building,

1735 DeSales Street, N.W,, Washington,
D.C. 20036. Phone: 202-638-1022.

Sol Taishoff, editor.
Lawrence B. Taishoff, publisher.

EDITORIAL

Edwin H. James, executive editor.

Donald West, managing editor.

Rufus Crater (New York), chief correspondent.
Leonard Zeidenberg, senior correspondent.

J. Daniel Rudy, assistant to the managing editor.
Frederick M. Fitzgerald, Ear]l B, Abrams,
senior editors.

Steve Millard, assoclate editor.

Alan Steele Jarvis, assistant editor.

Sharibeth Mandel, Don Richard, sraff writers.
Sandra Bartolina, Ann Cotirell, Michael Kelly,
editorial assistants.

Pamela Dutton, secretary to the editor.

SPECIAL PUBLICATIONS

Art King, director; Joseph A, Esser, assoclate
editor; Jill Newman, edirorial assistant.

ADVERTISING

Maury Lo%, general manager.

David N. Whitcombe, director of
marketing.

John Andre, Southern sales manager.
Gerald Lichtman, classified advertising.
Doris Kelly, secreiary to the general
manager.

CIRCULATION

Bill Criger, subscription manager.

Julie Janoff, Kwentin Keenan, Patricia Johnson,
Jean Powers, Shirley Taylor.

PRODUCTION

Harry Stevens, production manager.
Bob Sandor, production assistant.

ADMINISTRATION

Irving C, Miller, business manager.
Dorothy Coll, Sheila Thacker.

Lucille DiMauro, secretary to the publisher.

BUREAUS

NEwW York: 7 West 51st Street, 10019.

Phone: 212-757-3260.

Rufus Crater, clilef corespondent.

David Berlyn, Rocco Famighetti, senlor editors.
Lauralyn Bellamy, John M. Dempsey, Michael
Shain, assistant editors.

Robert L. Hutton, sales manager; Eleanor R.
Manning, Institutional sales manager; Gregory
C. Masefield, Eastern sales manager; Susan
Hirata, Harriette Weinberg, advertising
assistants.

HolLywoop: 1680 North Vine

Street, 90028, Phone: 213-463-3148.
Morris Gelman, senfor correspondent.
Bill Merritt, Western sales manager.
Sandra Klausner, assistant.

TorONTO: John A, Porteous, contributing
editor, 3077 Universal Drive, Mississauga,
Ont., Canada. Phone: 416-625-4400.

LoNpoN: Dudley D. Carroll Jr., advertising
sales represemtative, c/o American Magazine
Group, 27 Maddox Street, London, W1.
Phone: 01-499-1661.

BROADCASTING® magazine was founded in 1931

by Broadcasting Publications Inc., using the

title BROADCASTING*—The News Magazine of

the Fifth Estate. Broadcast Advertising* was
acquired in 1932, Broadcast Reporter in 1933,
Telecast* in 1953 and Television in 1961,
Broadcasting-Telecasting® was introduced in 1946.

* Reg. U.S. Patent Office.
® 1972 by Broadcasting Publications Inc.
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Gf Your Radio\

Station
Broadcasts
Basketball...
Sportscaster-
of-the-Year

Ray

Scott
Can Work
For You!

In most markets, radio bas-
ketball games are sponsored by
firms who consider it a type
of community service. But
when games are filled with re-
petitive, hard-sell commercials,
it can often defeat the spon-
sor’s purpose and alienate the
listener.

50 Informative Spots

That’s why Ray Scott’s His-
tory of Basketball was pro-
duced! It’s made up of 50 dif-
ferent serialized 60-second
spots that trace the game of
basketball from its unique be-
ginnings to the present.

The spots are filled with
imaginative sound effects and
music behind Ray Scott’s dra-
matic narrative. Each provides
for 10 seconds of closing spon-
s0r copy.

Great Sales Aid

Ray Scott’s History of Bas-
ketball would be a natural for a
regular sponsor of your high
school, college or pro basket-
ball games, or can be used to
add new sponsors.

The cost for exclusive use
in your market is surprisingly
low.

Write or call today for a free
sample tape.

Ray Scott’s
History of Basketball

325 E. McDowell Rd.
Phoenix, Arizona 85004

Phone 602/252-7606

\ J




Monday Memo

A broadcast adverlising commentary from Jay M. Kholos, president, Jay M. Kholos Advertising, Encino, Caliif.

Beating the newspapers
at their own game for
a local retail merchant

Christopher Jackson, vice president for
chain-store sales of the Bureau of Adver-
tising, American Newspaper Publishers
Association, told the national sales con-
ference of the International Newspaper
Advertising Executives in Chicago re-
cently that the long standing role of the
newspaper as the basic local medium for
the three major retail chains—Sears, Roe-
buck & Co., Montgomery Ward & Co,
and J, C, Penney Co.—is not about to
change even though “it is being chal-
lenged by our competition in broadcast
and coolly questioned by the client.”

Mr. Jackson asserted that frequent
trade press articles on local broadcast ac-
tivities by these three giants somehow
always omit the fact that over-all, the
ratio of local ad budgets going into news-
papers is remaining quite constant, about
81 cents out of every dollar.

Mr. Jackson is right in his analysis. The
Radio Advertising Bureau and the Tele-
vision Bureau of Advertising have done a
lot to encourage the use of broadcast by
retailers, and with some success, but the
old-line retailer still thinks of newspapers
as the basic medium. He likes newspapers
because he sees people bringing in a cou-
pon or a copy of his ad, something tangi-
ble he can see resulting from his expendi-
ture of advertising dollars. He doesn't get
that reassurance from broadcast.

We're not a big agency, but $3 million
of our more than $4 million billing, or
75%, is in broadcast, mostly television.
Almost 100% of this is on behalf of re-
tail clients, I believe in the use of broad-
cast by retailers, but only when they use
it as they use newspapers—not institu-
tionally, but with promotion that causes
potential customers to react.

Television, as we use it, is highly flexi-
ble and can be employed as are news-
papers to feature specials and price items.
Changes can be made quickly. We do not
accept being locked in until a particular
flight is over.

We believe in commercials which are
conceptual in that they provide an um-
brella theme, with an opening in the mid-
dle or the end for immediate-response
appeals that give a customer a reason to
come in today. This format allows
changes at a moment's notice.

Our philosophy is that it is possible to
engage in long-range planning to build a
desired image, but at the same time it is
our goal to make every dollar spent pay
off today. We sincerely believe we can
have our cake and eat it too; we can
build for the future and create immediate

Jay M. Kholos after earning a BA in
telecommunications at the University of
Southern California, began in advertising as
a trainee at Carson/Roberts/Inc., Los
Angeles. He subsequently served brief stints
at C/R in the mailroom and as a TV
preduction assistant before joining Asher/
Gould Advertising Inc., Los Angeles, working
in media, creative and account capacities.
After five years—and by then a VP of
Asher/Gould—Mr. Kholes left to open his
own agency, Jay M. Kholos Adverlising,
Encino, Calif. When the agency started, in
May 1968, it had one pari-time employe

and one account, Barr Clothing, the subject
of this '"Monday Memo." Currently the
agency has 22 employes and 25 accounts,
most of them retail advertisers.

[EAm=—= ==t .o o e e

sales, just as newspapers do, for retailers.

Here's how we carry out that philoso-
phy with one client: Barr Clothing, Los
Angeles, This is a large, independent
men’s clothier with but one store, in a
nontraffic location, and a limited budget
in television, about $200,000.

Commercials carry price-promotion
specials and are usually changed weekly.
Appeals are to a lower-middle-class
market where the purchase of a suit is
usually for a special occasion. Frequently
the wife of a customer initiates the sale
and closes it in the store.

Bearing in mind the infrequency of
purchase by the target consumer, com-
mercials are structured with the view
that if the viewer doesn't need something
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now, he will later. There is some fashion
appeal, but price is always included. Barr
is not a fashion store per se.

The clothmg sold by Barr is designed
to zero in on the needs and tastes of the
target market. The client decided early
that rather than be all things to all peo-
ple, it would concentrate on the audience
described,

This gives us a psychographic goal;
we seek an audience of a specific type,
with numbers being secondary. The ob-
jective is programs that develop loyalty
among viewers, either to the activity, the
stars of that activity, or station personali-
ties. Here the nature of the audience is
important; ratings are only one reading
and may mislead,

For this client, the best audiences are
fans of the Roller Derby, wrestling, box-
ing and bowling (but not baseball). Spots
in such programs are fitted to the audi-
ence and seek to evoke an identification
with the specific program. The effect
sought is sponsorship, rather than spot
advertising. Endorsements are obtained
from ringside announcers and celebrities
in telecasts of these sports. Along with the
endorsements go personal appearances at
the store, autograph parties and other pro-
motional activities, Usually three specials
are tied to personal appearances. The
personality is featured on store posters,
banners and hang tags.

Having literally zero foot traffic and
just one store location, Barr is truly a
media store, depending entirely on ad-
vertising to bring people in. It has done
well in the face of competition from tra-
ditional clothing retailers, as well as from
at lcast four other major media promo-
tional competitors.

Advertising dollars are divided 10% to
newspapers, 10% to radio and 80% to
television, In occasional month-long pro-
motions, radio may account for as much
as 25% of the budget. It is used with
saturation schedules that last four or
five days.

Radio can’t do as good a job as tele-
vision in reaching the target audience of
Barr in that it lacks the strong person-
ality identification obtainable on tele-
vision, We use talk radio successfully,
and seek endorsement of program hosts.
When disk jockeys are used, they are
furnished fact sheets rather than a com-
mercial, so they can add their personality
to the spot. We don’t have faith ever in
just buying a spot.

Yes, T believe in broadcast advertising
by retailers when it is used in the same
manner as in newspapers, to create im-
mediate sales. I also believe that con-
ceived and executed properly, such ad-
vertising can create a very favorable im-
age for a retailer over the long haul.



Republicans
orchestrate
a three-night
TV special

News chiefs call it a ‘nonstory’

but still stick with it to the end;
national ratings match Democrats’
_but audience drifts to independenls
where it has the choice; word now:
ail over again four years hence

Some 2,600 representatives of the na-
tion’s radio and television networks, in-
dividual stations and broadcast groups
struck their expensive tents in Miami
Beach last week, and, along with the
Republican convention delegates and
anti-Nixon demonstrators, left the swel-
tering city to the senior citizens who live
there and bargain hunters who vacation
there at this time of year. It had been, in
the words of one network executive, a
*“nonstory.”

But the convention demonstrated that
the Republicans have learned the tech-
niques of transforming a political con-
vention into something approaching
prime-time theater—assuming conditions
are so congenial to party harmony that
they can make use of those techniques.
It was professionally mounted, swiftly
paced, and carefully timed to assure
prime-time exposure; present and former
television producers saw to that.

What’s more, it demonstrated that the
party and the networks, whose relations
have frequently been strained, can work
together in relative harmony in planning
convention coverage, In 1968, there had
been more a feeling of hostility than of
cooperation.

Biicadcasting

At last week’s convention network rep-
resentatives were not entirely charmed by
the Republicans with whom they dealt;
they said the Republicans were “‘sticky,”
less easy to deal with than the Demo-
crats had been. But there were no seri-
ous complaints about the arrangements.
And observers noted that the administra-
tion was now following a deliberate pol-
icy of easing tensions with the media
(BROADCASTING, Aug. 14).

There was a lesson, too, for the coun-
try in the coverage given the demon-
strators and their demonstrations. Al-
though figures were incomplete last week,
it appeared that the networks generally
had gone outside the convention hall to
cover the demonstrators as much as they
did during the Democratic convention in
Chicago in 1968, when their coverage of
confrontations between young antiwar
demonstrators and police fired a national
controversy.

CBS, the only network that could sup-
ply comparative figures, actually broad-
cast more nondelegate coverage in Miami
Beach, In 1968, it had devoted 32 min-
utes and 20 seconds out of 38 hours and
three minutes of convention coverage to
the demonstrations. Last week, CBS spent
40 minutes and 30 seconds on the demon-
strations, while devoting 20 hours and
nine minutes to the convention generally.
(The striking decrease in total coverage
time was occasioned, of course, by the
Republicans’ shorter schedule of events,)

Yet it seemed unlikely that much con-
troversy would flow from coverage of
last week'’s demonstrations. For one thing,
the disturbances were marked by much
less violence than those of 1968—a trib-
ute to careful planning of police officials
and the discipline of their men, as well
as efforts by most of the demonstrators
themselves to avoid bloody confronta-
tions.

The networks were ready for the cov-
erage. They had film and live camera
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crews, both stationary and mobile, in
strategic locations around the hall and at
key points in the city. In addition, there
was a pool camera in a helicopter that
constantly circled the city.

CBS used the occasions of demonstra-
tions Tuesday night to haul out for the
first time its new electronic television
camera capable of broadcasting live
black-and-white pictures without artificial
light, The camera, developed by Norelco
to cover mass demonstrations at night
without attracting the attention that tele-
vision lights do, was used in an interview
with policemen that was shown the next
morning on CBS Morning News with
Jokn Hart. CBS also used a film camera
equipped with a color light amplifier that
is said to permit filming in almost total
darkness (BROADCASTING, July 10).

In Chicago, four years ago, a telephone
strike and restrictions imposed by Mayor
Daley precluded any live pickups. Un-
like Chicago, there were no newsmen
arrested or clubbed last week. The worst
they suffered were dousings of tear gas,
along with the demonstrators they were
covering. As more than one newsman put
it, “We've come a long way since Chi-
cago.”

For all the work (the networks were
represented by more than 1,400 news-
men, technicians, executives and back-up
help and produced a total of some 46
hours and 16 minutes of programing over
a three-day period) and all the money
(the networks spent some $20 million on
both the Democratic and Republican con-
ventions), the returns in viewer interest
seemed quite small.

Special national Arbitron ratings of
prime-time television coverage of the con-
vention, which indicate CBS took first
place, showed the audience for periods
of three-network common coverage to be
almost the same as that attracted by the
Democratic convention, But the overnight
Nielsens for New York and Los Angeles




indicate that where viewers had an alter-
native to convention watching, they often
took it {see page 15).

Yet for all of that—the unimpressive
ratings, the major effort, the prefabricated
convention that was their story—as far as
anyone last week could see through the
smoke and tear gas, it looked as if it will
be gavel-to-gavel coverage again, for
CBS and NBC, in 1976.

“Barring unforeseen changes in the
structure of conventions, we will cover
in 1976 whatever there is available for
coverage,” said one highly placed NBC
official, who declined to be identified. It
is not that he admires the format. Like
Richard Salant, president of CBS News,
he feels it's the worst way to cover a con-
vention—except for every other approach
thus far suggested.

How, both wondered, does a network
cover “important” events live at a con-
vention without interrupting entertain-
ment-program schedules and failing to
give coherent coverage? Mr. Salant was
reluctant to discuss 1976 while still in-
volved in the coverage of a 1972 conven-
tion, but he said: “You can’t move in for
15 minutes to summarize what happencd
hours earlier without possibly missing
something going on at the moment. You
lose the flavor of the thing.”

Implicit in the problem, nctwork ex-
ccutives readily concede, is the competi-
tive factor. One network is not prepared
to let the other do something it is not
doing. Perhaps with that in mind, the
NBC official, while insisting that it was
not the networks' function to advise the
parties on how to conduct their conven-
tions, kept coming back to the thought
that if procedural matters were dealt with
in private, the networks could avoid
gavel-to-gavel coverage and the frequent
long dull stretches it involves.

One suggestion based on news-value
judgment alone—tailor the coverage to
the kind of convention a particular party
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is likely to have—was rejected by Mr.
Salant, frankly on business-judgment
grounds. If the networks covered one
party’s convention gavel to gavel, then
deait with the other in summary fashion
because it lent itself to that kind of treat-
ment—as the Republicans’ frequently did
—"the outery” would be deafening.
ABC News executives feel they have
the answer with capsulized reporting they
introduced four years ago as the result,
in part at least, of economic pressures.
Last week the network did half-hour
wrap-ups, at 4 p.m., of the afternoon ses-
sions and abbreviated sessions at night,
which combined summaries of what
occurred before the network went on the
air with live coverage. Elmer Lower,
president of ABC News, thought the kind
of convention the Republicans produced
was ideally suited to the ABC format.
And Av Westin, who produces the net-
work’s evening news show and served as
floor producer during the Democratic and
Republican conventions, said that while
ABC can “pick and select and boil down
and edit, the opposition is enslaved.”
And it was true last week that CBS
and NBC spent more time covering the
podium than at any other convention. But
that was largely because of the nature of
the beast. With President Nixon and Vice
President Agnew being renominated, vir-
tually all surprise and news interest had
becn squeezed out of the convention in
advance. There was almost nothing in the
way of a story for floor reporters Lo seek
out. Finding news to fill the time was
even a problem for ABC and its trun-
cated coverage, that network’s executive
producer, Wally Pfister, acknowledged.
There was the floor fight on Tuesday
afternoon over the rule to allocate dele-
gates to the 1976 convention—and the
networks chewed on that one like a
hungry dog with a fresh soup bone.
CBS’s Salant noted, however, that CBS
had also spent more time than usual at
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Photos by CBS, NBC and ABC

the podium during the Democratic con-
vention last month and indicated that
CBS was developing a new policy on con-
vention coverage. “We’ve all learned,” he
said. “And what we won’t do again dur-
ing interludes in a convention is go to the
freaks on the floor. We’ll probably stick
more with the podium.”

The fioor fight on Tuesday was about
as close as the Republicans got to gen-
erating the kind of news and controversy
that filled endless hours—many after mid-
night—at the Democratic convention a
month earlier. In Miami Beach last week
floor reporters took second billing to
party figures like Senator Barry Gold-
water (R-Ariz.) and television and movie
personalities like James Stewart and Ethel
Merman. And then there were the visuals
—the taped remarks of Mamie Eisen-
hower and the three Wolper-produced
movies, all projected onto three-sided
screens behind the podium. If it was not
a ‘‘coronation,” as some commentators
termed it, the convention was a celebra-
tion of Richard Nixon and the Republi-
can party.

There were, in addition, the little
touches—the carefully rehearsed Boy
Scouts and Girl Scouts marching onto the
floor with flags; the U.S. Naval Sea
Cadet Corps presentation of the colors;
the youthful pages in red, white and blue
uniforms and the red-, white- and blue-
painted strips around the hall replacing
the traditiona! bunting that soils easily.

It all had the marks of a television
production. And no wonder. Frederic
Rheinstein, one-time NBC WNews pro-
ducer who now operates Lirol Corp., a
television and film production company,
served as consultant, along with Alvin
Cooperman, who several years ago pro-
duced specials for NBC-TV and now runs
the Communications Corp., a cable tele-
vision subsidiary of Gulf & Western.
Both worked with William Carruthers, a
former TV producer who serves as a con-
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Coverage by satellite. Proceedings
at the Republican national conven-
tion last week were transmitted via
satellite by the European Broadcast-
Ing Union to television viewers in 23
foreign countries. EBU transmitted
the U.S. pool coverage, provided by
NBC, to station and networks In
Austria, Belgium, Denmark, Finland,
France, Germany, Ireland, Israel,
Italy, the Netherlands, Norway,
Spain, Sweden, Switzerland and Eng-
land. And via Intervision EBU provid-
ed coverage In Eastern Europe to the
Sovlet Union, Hungary, Poland,
Czechoslovakia, Yugoslavia, Romania,
Bulgarla and Albania. EBU transmit-
ted three 15- to 30-minute convention
packages a day—at 6:30 a.m., 2 p.m.
and 4 p.m. EST. In addition, EBU
sent, either live or on film, uniiateral
pieces to EBU members requesting
them. These feeds were anchored by
foreign correspondents representing
the countries for which the transmls-
slons were designed. Each of the 23
countries receiving the TV feeds also
had the opportunity to take radio
transmissions, with foreign corre-
spondents supplying volce-over com-
mentary.

sultant to the President on the use of tele-
vision and film.

Their tradition of stop-watch precision
led them into at least one embarrassing
situation, however. On Monday the Wall
Street Journal disclosed that the conven-
tion was being run according to a “‘secret”
50-page script. Later that day, CBS’s Dan
Rather obtained a copy and read from it
on the floor. One passage, headed “Intro-
duction of John Wayne,"” noted that Rep-
resentative Gerald Ford (R-Mich.), con-
vention chairman, was to speak one min-
ute (8:53-8:54), and it included his re-
marks.

Mr. Rheinstein sought to downplay
the importance of the script. He said it
was “meaningless,” intended mainly as a
guide. “Most of it didn’t hold up.”

But the disclosure of the script should
not have come as much of a surprise to
the networks. Each was furnished a “1972
Republican National Convention Master
Schedule” that indicated to the minute
and second who would do what and
when: It apparently was an abstract of
the script. At 9:41 p.m. Monday eve-
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Nominee. If CBS's Roger Mudd can
do it, so can NBC's David Brinkiey.
Be nominated for Vice President, that
Is. Wayne Whitehead, news director
of KVAL-TV Eugene, Ore., an NBC
affiliate, was the Republican delegate
who cast his vote for Mr. Brinkley at
the Republican national convention In
Miami Beach, last week. He said he
wanted to “‘even the score” with CBS,
since Mr. Mudd had. received one
vote for the vice-presldential nomina-
tion at the Democratic convention last
month. The vote for the man not be-
loved by all Republicans was one of
the few unscheduled light moments
during the whole convention.

ning, for instance, Secretary of Trans-
portation Volpe, a delegate from Massa-
chusetts, was to rise and offer in a six-
minute message a special resolution. A
six-minute musical interlude was to fol-
low immediately on its adoption.

ABC's Mr. Westin, asked if he had
ever seen anything like the master sched-
ule before, said, “Not since I did a space
launch.”

The Republicans, however, did not
always follow the script. Mr. Rheinstein
said the President’s appearance at Marine
Stadium, between Miami and Key Bis-
cayne, where Sammy Davis Jr. was enter-
taining a group of the President’s young
supporters, on Tuesday night, was a last-
minute decision, although it had been
under consideration for some time. CBS
and ABC had cameras on hand to cover
the entertainment; but NBC, on about
two hours’ notice, had to hustle a mobile
unit the 10 miles from convention hall.

The master schedule did enable the
networks to plan their coverage to a far
greater degree than they could during the
Democratic convention. Indeed, the musi-
cal interludes occurring throughout the
program were not simply dropped in. The
designers of the convention saw it as
moving so fast and as being so tight that
the networks would need time now and
then for a commercial or floor report or
analytical piece. In addition, said Mr.
Rheinstein, the music was to give the
delegate a chance to catch his breath.
“We didn’t want to jam the program
down his throat.”

Disclosure of the “script” wasn’t the
only embarrassment the producers suf-
fered. For all their meticulous attention
to detail, the Republicans managed the
major gaffe of projecting in the hall on
Monday night a movie that was scheduled
for presentation the following night—
while the networks were broadcasting
copies of the right one that the RNC had
provided them. The next night, things
were evened out. What happened? “A
screw-up in the tape room [where the film
was transferred to tape),” Mr. Rheinstein
said.

But Mr. Cooperman, at least, thought
there might have been some profit in the
situation. Considering the precision with
which the convention had been run to
that point, he said, “It makes us look
human.”

The Republican national convention,
of course, was not the only show in
Miami Beach last week. While the dele-
gates were doing their highly polished
thing inside, several thousand young
protestors from around the country,
united principally in their opposition to
President Nixon and the Vietnam war,
were outside engaging in guerrilla theater
that on Tuesday and Wednesday erupted
in street demonstrations that led to mass
arrests.

The party and the protestors were in
a sense competing for the eye of the tele-
vision cameras. But it was really no con-
test.

Coverage of the demonstrators and
their activities was provided on the eve-
ning news shows, and in cutaways from
the convention for brief live pickups, par-
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ticularly on Wednesday evening. Imme-
diately after NBC and CBS had gone on
the air at 7:30 for the final convention
session, the disturbance was reaching its
peak, with demonstrators attempting to
interfere with delegates entering the hall
and the police moving in to make arrests
—and the convention building slowly to
the climactic renomination of Vice Presi-
dent Agnew and his and the President’s
acceptance speeches.

But in a few minutes, the network re-
porters were back in the hall talking to
delegates relating their experiences in
getting past the demonstrators.

For some of the demonstrators who
had hoped to express their opposition to
the war through the cameras that had
come to cover the convention, it was the
climax of a week of frustration, Demon-
strators wondered why the TV coverage
had been so sparse. And one Yyoung
woman expressed displeasure with the
coverage that was being provided; she felt
it concentrated on braless or topless
women and acts of violence, “We're here
for a serious purpose,” she said.

O Y ST O O L L e e P
The whole thing. The first experi-
ment in “network-of-record” cover-
age at a political convention was
offered last week by the Publlc
Broadcasting Service. During 18
hours of afternoon and evening pro-
ceedings over three days of the
Republican national convention, PBS
offerad gavel-to-gavel coverage of
the formal activities. Only during lulls
at the podium did correspondent Bill
Moyers appear on the screen with
background and interviews, Initlal
press comment was favorable, but
network officlals last week were
awaiting broader reaction before
venturing comments about the future
of their experiment.
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Television’s underground
covers the conventions

Video-tapers record both parties
on a small budget and half-inch gear

While the three television networks were
spending some $20 million to cover the
Republican national convention in Miami
Beach last week and the Democratic
counterpart a month ago, a group of
blue-jeaned, long-haired video freaks
were doing their thing at the two events
on a scraped-together budget of $20,000.

Equipped with Sony video recorders,
they prowled the hotel corridors and con-
vention byways, recording as they went.
They poked into television-network news
rooms and anchor booths, chatted with
the Nixon daughters, and rode down to
Miami Beach from New York with a
group of Vietnam Veterans Against the
War, all in search of a convention story.

“Top Value TV,” as the group called
itself on a purposely self-mocking, hand-
lettered sign that was tacked to the cur-
tain of their booth off the convention
floor last week, is an ad hoc organization
that was pulled together from groups
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Interviewing interviewer.

Skip Blumberg (l) and Nancy Caln (r with hand-held camera),
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both of New York, were members of Top Value TV Group that was dolng a program on
the Republican national convention on half-inch tape. Their interview with NBC's Douglas
Kiker will form part of the story dealing with television's coverage of the convention.

around the country to do the convention.
All told, there were 17 participants. They
share passion for and faith in the future
of half-inch tape as a medium for com-
munication, particularly via cable TV.

For economy, portability and ease of
operation they feel the little 25-pound
Sony package that permits recording in
available light gives them advantages un-
known to the TV crew, with its camera,
lighting and soundman requirements.

The 60-minute program on the Demo-
cratic convention and the one being put
together on the Republican gathering
were done with cable television in mind.
Four operations—Sterling Manhattan
Cablevision, Teleprompter Corp., Cypress
Communications Inc. of Los Angeles,
and Continental Cablevision of Ohio—
were persuaded to provide about $7,000
in advance (and thus provide about one
third of TVTV’s budget) for the pro-
grams.

TVTV is one of those organizations
that would not be caught dead with a
structured table of organization. But
Michael Shamberg of New York; Tom
Weinberg of Chicago; Megon Williams of
New York and Allen Rucker of San
Francisco do admit to having done the
preproduction organizing, including rent-
ing a house on nearby Pine Tree Drive
for the 17 members, and raising the
money. Besides the $7,000 from the
cable systems, funds were obtained from
several small foundations.

In focusing their attention on cable,
the group is not saying it has anything
against television. In fact, wsns-Tv (ch.
44} Chicago took the tape on the Demo-
cratic convention and converted it to two-
inch tape for broadcast. Rather, the group
feels more at home technically and emo-
tionally with cable. Half-inch tape, they
note, is compatible with CATV equip-
ment. But more than that, cable, they
feel, gives them an opportunity to help
pioneer original programing. “We're try-
ing to demonstrate the high quality work
that can be done on this kind of cost
basis and with this equipment,” said Mr.
Weinberg.

“We're excited,” said Mr. Shamberg,
“because cable allows us to reach a spe-
cialized market, where in a sophisticated
place like New York you can use lan-

guage that could not be broadcast. We're
excited,” he added, ‘“because it allows
us to program on a full-time basis—
and to define what CATV should be.”

Broadcasting, he feels, is already set
in its ways.

GOP Arbitrons make
CBS arepeat winner

As in July, it was NBC second,

ABC third, but the latter’s
entertainment earlier in evening
made inroads on convention viewing

Special national Arbitron ratings of
prime-time TV coverage of last week’s
Republican national convention looked
like reruns of those for the Democratic
convention last month (BROADCASTING,
July 17).

CBS-TV, first in the Democratic con-
vention Arbitrons, was first again last
week. NBC, which was second in the
Democratic Arbitrons but then took first
place in the national Nielsens for the
same event, was second again. And ABC
was third again, but its selective coverage
of the convention—starting at 9:30 p.m.
NYT Monday and Tuesday and at $ p.m.
Wednesday—once more enabled its en-
tertainment programing earlier in the
evening to score heavily against the con-
vention coverage on CBS and NBC.

Although the outcome of last week's
convention itself was never in doubt, its
average audience for periods of three-
network common coverage was essen-
tially the same as the Democratic conven-
tion’s. The latter had a four-night com-
mon-coverage average Arbitron rating of
34.9; the comparable figure for the three-
night GOP convention was 34.8.

The biggest ratings disparity between
the two conventions occurred on Wednes-
day (Aug. 24), the night President Nixon
and Vice President Agnew made their
acceptance speeches. During the 9-11
p.m. period when all three networks were
covering, the combined average rating
was 35.4—more than two points below
the 37.6 average for the common-cover-
age period of the comparable Wednesday
of the Democratic convention. But Wed-
nesday at the Democratic convention was
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balloting night, not acceptance-speech
night, The Democratic acceptances were
scheduled Thursday night (July 13) but
didn’t actually start until around 3 o’clock
the next morning, long after most of the
prime-time audience presumably had
gone to bed.

In last week’s prime-time periods of
three-network common coverage—9:30-
11 p.m. Monday and Tuesday and 9-11
on Wednesday, 11 p.m. being the Arbi-
tron cut-off point—CBS-TV had an aver-
age 13.8 rating and 40 share of the con-
vention audience, NBC-TV a 12 rating
and 34 share, ABC a 9 and 26. Earlier
in the evenings, ABC-TV entertainment
drew shares ranging as high as Marcus
Welby's 44% of the three-network audi-
€ence.

The overnight Nielsens for the New
York area continued to show, as in the
past, strong performance by independent
stations while the network outlets were
focusing on the convention. For the peri-
ods of common convention coverage over
the three nights, independents averaged
69% of the total TV audience.

As among the networks, NBC claimed
a win in both the Los Angeles and New
York overnights during periods of com-
mon convention coverage. For seven such
hours over the three nights, NBC said
that in New York it averaged a 36 share
as against 35 for ABC and 19 for CBS,
while in Los Angeles it had a 45 share
to CBS’s 32 and ABCs 23.

ABC, however, figuring the New York
Nielsens only and using a 11 p.m. cut-
off for common coverage instead of the
11:45 and 11:30 p.m. cut-offs used by
NBC, said it had scored its first win over
both CBS and NBC in head-to-head cov-
erage of a major event: by that calcula-
tion, ABC claimed its New York average
for common coverage was a 5.8 rating
and 36 share as compared with a 5.6
and 35 for NBC and a 4.7 and 29 for
CBS.

The Nielsen 70-market multi-network-
area report for the GOP convention peri-
od is due out Sept. 1, the national Niel-
sen on Sept. 15.

GOP platform bypasses

broadcast problems

Generalized mentions of government
agencies, consumer protection are in,
but efforts to get plank against
counterads and renewal attacks fail

Just two short passages in the 130-page
GOP platform presented last week to the
Republican national convention dealt
even remotely with matters of interest
to the broadcast and print media and to
advertisers and associated pursuits.

Under the heading “The Individual
and Government,” this observation was
made in ticking off accomplishments of
the Nixon administration:

“Proposed reorganization of the fed-
eral regulatory agencies and appointed
distinguished people to those agencies.”

Toward the very end, in the section
devoted to “Consumers,” the platform
stated:

“We pledge vigorous enforcement of all



consumer-protection laws and to foster
more consumer education as a vital neces-
sity in a marketplace ever increasing in
variety and complexity.”

An “in-house” proposal to include a
plank deploring counteradvertising and
inveighing against frivolous and unseemly
attacks upon broadcast licensees on re-
newal fell by the wayside at the eleventh
hour. Proposals that had been offered by
network spokesmen and the National
Association of Broadcasters were dropped,
presumably as too self-serving, and when
a more innocuous paragraph was offered
through internal press-communications
channels, it became enmeshed in a coun-
terproposal from the Office of Telecom-
munications Policy. The whole idea was
then jettisoned as too controversial, it
was said.

“If we had started a week earlier,” said
one dependable source, “we would have
made it.” And he added: “We are not
abandoning our opposition to the dan-
gerous counteradvertising concept or to
activities of the destructive forces seeking
to undermine or destroy free-enterprise
communications.”

In the section dealing with arts and
humanities a plank covering enlargement
of teaching and scholarship projects con-
cludes with the laconic observation: “We
have also expanded the funding of public
broadcasting.”

How much of the Republicans

The commercial television networks de-
voted 46 hours 16 minutes of air time
to coverage of last week’s Republican
national convention proceedings. NBC-
TV, whose motto used to be “CBS plus
30 minutes,” was CBS minus 1:48 on
this one. By their own counts, CBS-TV
put in 20 hours nine minutes, NBC-TV
18 hours 21 minutes, ABC-TV seven
hours 46 minutes. Totals include cover-
age of afternoon sessions Monday and
Tuesday—Ilive by CBS and NBC and in
daily half-hour wrap-ups by ABC—but
not convention news coverage in regu-
larly scheduled newscasts.

T e e, ) TRl o S
Minor parties get NBC time

NBC-TV last week set aside 15 minutes
to. be shared by Gus Hall and Louis
Fisher, presidential nominees of the Com-
munist and Socialist Labor parties respec-
tively, in a program to be fed to affiliates
last Sunday (Aug. 27) at 5-5:15 p.m. It
was a response to demands for time to
reply to the Aug. 5 appearance of Sena-
tor George McGovern, the Democratic
presidential nominee, announcing his se-
lection of Sargent Shriver as vice-presi-
dential candidate.

All three television networks have been
directed by the FCC to respond to an-
other equal-time complaint lodged by the
Republican National Committee as a
sequel to the McGovern Aug. 5 broad-
cast. The RNC contended Senator Mc-
Govern used most of the 16-minute ad-
dress to attack the Nixon administration
and to urge support for the Democratic
ticket, (BROADCASTING, Aug. 14, 21).

Broadcast Advertisings

Biggest buyer
of spot TV
says violators
of NAB code
will lose out

Question now is whether others
will take it as cue for themselves
as Dancer starts to grade stations
by their commercial practices

A threat by Dancer-Fitzgerald-Sample, a
leading spot-buying advertising agency, to
penalize TV stations for alleged “over-
commercialization” reverberated in spot-
sales offices last week.

Station representatives appeared dubi-
ous as to its effectiveness. Reaction of
other top agencies in New York ranged
from an amused “we’ve been there” to a
prediction that Dancer would be unable
to make its threatened penalties stick.
Some major agencies said, however, they
had less formal versions of the Dancer
plan in work in their own buying.

Dancer officials, however, emphasized
that the agency would institute its pro-
gram next January. The agency intends
then to apply its findings of “station per-
formance analysis” to its spot buying.

The crux of the DFS criteria on com-
mercial practices is the National Asso-
ciation of Broadcasters television code.
Dancer said that stations abiding by the
code “will be treated favorably” in spot
buys and that stations “deviating” from
it would be penalized.

Individualized letters will be sent by
Dancer to at least 40 TV stations, and
possibly more, next month, notifying
them that their past commercial perform-
ance has been wanting. Stations “will be
given until the end of 1972 to improve
upon their past records,” the agency said
last week, and effective in January, “the
commercial environment will become a
significant consideration with every DFS
media buyer.”

Dancer-Fitzgerald-Sample was estimat-
ed last year to be the number-one tele-
vision spot-billing agency in the U.S.
Spot accounted for some $75 million and
network for another $55 million in its
billings. Among its spot accounts are
Procter & Gamble, Sterling Drug, Gen-
eral Mills, Best Foods, Hanes Hosiery,
Beechnut, Boise Cascade and Schick.

Criteria as to what constituted the
commercial environment were established
by the agency’s media research depart-
ment under the supervision of Dick
Weinstein, director. The four areas (or
criteria) studied in the DFS analysis:
number of commercials run in one hour,
number of program interruptions, amount
of “commercial stringing” and degree of
product protection.

The agency collated the NAB TV-
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code standards and its own “code” re-
quirements to come up with the following
limitations:

The number of commercials, regard-
less of length, that are shown in succes-
sion: Four commercials are the maxi-
mum in a program and three in a com-
mercial break.

Commercials must be separated from
competing products by a minimum of 15
minutes.

The number of commercials that may
run in the period of ome hour: nine -
minutes and 30 seconds in prime time on
network-affiliated stations; 12 minutes in
prime time on independent stations, and
16 minutes in all other time periods on
all stations.

Program interruptions must be limited
to two in a half-hour and four in an hour
in prime time, and four in a half-hour in
all other time periods.

Dancer officials described how the
penalty may work in spot buying., The
total audience of a station, “adjusted”
according to these criteria, could be
lowered by thousands of homes and thus
fall below the level of a competing sta-
tion in that market. Consequently the
first station may very well be dropped
from the schedule.

They also explained that the agency
now gets only “back-to-back” product
protection (the agency gets make-goods
or credits in those instances where the
protection is violated). The 15-minute
separation is being sought in view of a
Gallup & Robinson study that showed
“commercials scheduled within 30
minutes of one another achieved 18%
lower recall than the norm.”

(A report of the Gallup & Robinson
study was published exclusively in BrRoAD-
CASTING’s June 26 issue in a “Monday
Memo” submitted by George J. Simko,
senior vice president-media, Benton &
Bowles, New York.)

DFS analyzed the Broadcast Advertis-
ers Reports (BAR) “checking services,”
which is subscnibed to by most major
agencies, for January through June of
this year. BAR monitors the top-75 tele-
vision markets in the U.S,

DFS said that some 40 stations out of
260 in the top-75 markets “will be
penalized” unless they shape up by
January. All study results, the agency
said, were based on “actual DFS spots.”

In general, the Dancer analysis found
the highest average violations per station
to exist at independent outlets as opposed
to network affiliates and among noncode
stations as opposed to code subscribers,
particularly in the top-30 markets,

Dancer reported the following re-
sults of its study:

“(1) Stations ranged from zero to 87
violations during the six-month period.
The average was 7.4.

. “(2) Independent stations were con-
siderably poorer [in their performance]
than network affiliates—22.6 vs. 4.9 vio-
lations.

“(3) Stations are most likely to abide
by NAB code standards with regard to
commercials per hour. Of the nearly
2,000 violations, 34.1% are product pro-
tection, 31% are program interruptions,
26.7% are commercial stringing viola-



tions, and 82% are overcommercializa-
tion.

“(4) Noncode stations, generally the
independents, average 14.5 violations
versus 5.7 for stations belonging to the
code.

“(5) Commercial environment in the
larger markets (numbers 1-30) is poor-
er than in the smaller ones (31 and
below) —the figures being 10.0 vs. 5.0.”

The agency said that the commercials
tracked in its analysis were those of
clients only, and said “the actual number
of violations is undoubtedly far greater
for the advertising community as a
whole.”

Dancer concluded, after noting the
benefits it hoped would accrue to its ad-
vertisers, the stations and to the public,
that “now we’'re beyond the cost-per-
thousand.”

Among the comments solicited from
other agencies, J. Walter Thompson Co.
($65 million in spot TV) indicated that
its studies had not shown such a high
degree of violations. Thorton Wierum,
vice president, director of media services
and administration, said JWT’s discrep-
ancy factor was about 2% and “we
winnow out what seems to be a discrep-
ancy.” He said that for years Thompson
had considered “a 10% penalty or a
10% bonus,” depending on station per-
formance but that “so many factors
enter that it often depends on the market
situation as to whether or not a buy will
be made.”

Mr. Simko of Benton & Bowles (337.5
million in spot TV last year) said the
DFS plan was an “interesting approach.”
He, too, cited Gallup & Robinson on
product protection, noting that it high-
lighted a “serious problem.” But, he said,
Benton & Bowles was “leary of any
formula-type” approach to the problems
in commercial environment.

Joseph Ostrow, senior vice president,
communications planning, Young & Rubi-
cam ($46 million in spot TV in 1971),
said Y&R “always had a stance on this
and we put stations on formal notice but
without fanfare.”

At BBDO ($52 million in spot TV),
Edward Papazian, vice president and
director of media, said the agency is con-
tinually concerned with stations “that are
sloppy.” He said BBDO places a fix on
those stations and “controls make-goods.”
He also said, however, that ordinarily the
top-50 markets get the biggest share of
national business, and extending a
formula to all stations would appear a
futile exercise. Some markets, he said,
obtain such a small share of a national
advertiser’s budget—*“does it pay to
scream?”’

Peter Bardach, wvice president and
director of broadcast, Foote, Cone &
Belding ($15.5 million in spot TV) said:
“We've been there.” He said that two
years ago Foote, Cone prepared quarterly
lists of stations that had overcommercial-
ized. These lists, he said, were based on
BAR monitoring reports. The agency
drew up a “penalty list” and meetings
were held with “offending stations.”

After one year of the procedure, Mr.
Bardach said, the agency “‘concluded re-
gretfully” that the situation was not being

solved—"the abuses were so great but
very general.” He said the agency had
difficulty in establishing distinctions be-
tween degrees of nonconformity (“Some,”
he said, “were more guilty than others.”).

The most critical agency appraisal of
the DFS move came from an official with
an agency that bills between $20 million
and $25 million in spot. The spokesman,
who asked that he be not identified by
name or agency, said he could not under-
stand how DFS expected to penalize sta-
tions and drop them “unless they are
prepared for alternate means.”

“Say all three stations in a three-sta-
tion market fall below the cut-off point.
What do you do in place of spot television
in that market? Use print? Radio?”

November Group,
silent sellers
of the President

Nobody wants to talk at agency
created to do Nixon advertising

The November Group is headquartered
in one of those brutally modern buildings
relatively new to New York’s Third
Avenue. The lobby has a ceiling so high
there appears to be none at all. Dance
Muzak is playing in the elevators. Down
the hall from the November Group is
another ad agency but it need not worry
about competing for accounts. The No-
vember Group is an in-house agency. Its
only client is the President of the United
States. The small waiting room has large,
color photographs of the client—warm,
appealing, human images.

Mike Lesser appears from a side door.
On leave from Marschalk, New York,
where he’s a senior VP, he is the general
manager of the group. His silvered hair
gives him an air of distinction not usually
found around a 29-year-oild. He is deter-
mined to run a leak-proof ship: Informa-
tion is a precious commodity and he is
hording it: “I could give you platitudes,
lies or nothing. I don’t want the Demo-

crats reading BROADCASTING to find out
our next move. Let them do it themselves.
If it takes them a week or two extra, so
much the better.” He has, however, also
been quoted as saying that there will be
no commercials that feature Vice Presi-
dent Agnew, that the objective is to run
President Nixon for re-election.

Geqrge Karalekas, director of media
operations, joined the November Group
on loan from Canada Dry, where he is
director of advertising services. A vice
president at Grey Advertising who has
worked with him for five years described
him as “smart, buttoned-up, dedicated to
detail. He will agonize over ‘have we
thought of everything? ” He added, “I
have the highest regard for George's pro-
fessionalism.”

Mr. Karalekas is also young, in his
thirties, a bachelor, and movie-star mate-
rial in the tradition of George Hamilton.
In planning the broadcast campaign, he
places strong emphasis on demographics
and past voting data: “‘Consideration has
to be given not only to the standard age,
sex, income, education and marital status,
but also to the specific national and re-
gional issues that are important to various
demographic segments.” The predomi-
nant theme will be “now, more than ever”
and the tone of the commercials will be
dramatic, but reserved: “We are not pro-
moting a candidate for office. We are
working to re-elect a President of the
United States.”

Messrs. Karalekas and Lesser are the
gatekeepers of information for the group.
The standard response of others is,
“Check with George,” or “George should
be here.”

Ellen Fitzpatrick worked with George
at Grey. She is planning supervisor for
the group. A tall and striking brunette,
she says a reporter taking notes makes
her nervous because she is sure, almost,
that she is divulging no information
worth taking notes on and besides George
isn’t in the office.

She does confide that one of the
group’s problems is getting commercial
time on stations. It’s a seller’s market and,
since they must sell political time at their

BAR reports: television-network sales as of Aug. 6
CBS $364,448,000 (36.8%); NBC $321,974,300 (32.6%); ABC $303,059,900 (30.6%)"

Total Total
minutes aoflars
week week
ended ended 1972 total 1972 total 1971 total
Day parts Aug. B Aug. 6 minutes dollars dollars
Monday-Friday
Sign-on-10 a.m. 61 $ 354,900 2,276 $ 13,610,600 $ 13,546,500
Monday-Friday
10 a.m.-6 p.m. 997 6,379,900 29,776 207,847,600 189,106,900
Saturday-Sunday
Sign-on-6 p.m. 234 2,045,500 9,437 106,657,200 86,771,200
Monday-Saturday
6 p.m.-7:30 p.m. 96 1,542,400 2,906 52,437,800 42,977,500
Sunday
6 p.m.-7:30 p.m. 18 418,300 a7 8,822,800 13,030,900
Monday-Sunday
7:30 p.m.-11 p.m. 395 13,442,100 12,198 542,955,100 526,930,400
Monday-Sunday
11 p.m.-Sign-off 153 1,569,600 4,658 57,151,100 39,393,900
Total 1,954 $25,752,700 61,668 $989,482,200 $911,757,300

*Source: Broadcast Advertisers Reports network-TV dollar révenues estimates.
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lowest rate, some stations are reluctant
to fill up those precious avails with politi-
cal spots. “My station friends are asking
me to please forget I know them,” she
laughs.

Peter Levins also joined the group from
Grey. He is broadcast supervisor. He is
also nervous—"the more 1 think about it,
the more I think we ought to wait for
George.” Mr. Levins worked on a “ton
of accounts” at Grey. “I think at one
time or another I hit all of them.” He
rattles off some names: General Foods,
Gillette, Revlon. He has never worked
professionally on a political account be-
fore. The transition from working with
products to working with the President of
the U.S., he says, requires “a different
approach. A man is not a razor blade.
It's the human aspects—it’s hard to say.”

The November group is expected to
unveil its commercials in mid-September.
Most spots will run 60 seconds, some five
minutes, none less than a minute.

o= e e — = o E e ]
Buyer found. SFM Media Service
Corp., New York., was named last
week to purchase the television and
radio time and print space for the
advertising of the Committee for the
Re-Election of the President. SFM, a
media-planning-and-buying organiza-
tion, was given the assignment by the
November Group, the Nixon house
agency (see accompanying story).
Total budget of the committee is
said to be about $14 million, of
which $8 million will be allocated to
media. Though no breakdown was
avallable, about $2 million is expect-
ed to be spent in network TV, $5 mil-
lion in spot TV and the rest in radio
and print.

Hartke gets same
answer as Allstate

ABC says airbag ad was rejected
because of fairness problem;
NBC expected to answer same way

ABC has reasserted that the fairness issue
raised by Allstate Insurance Co.’s com-
mercials for automobile airbags prohibits
the network from carrying them.

In a letter to the president of the three
networks—Elton Rule of ABC, Julian
Goodman of NBC and Arthur Taylor of
CBS—Senator Vance Hartke (D-Ind.)
asked for an explanation of “how the
public-interest standard Congress promul-
gated to guide your activities” would be
served by the networks’ refusals to air
the commercials.

“Because of my involvement as chair-
man of the Surface Transportation Sub-
committee,” Senator Hartke wrote, *“I
am deeply concerned at circumstances
which appear to have prevented Allstate
from airing, at its own cost, commercial
messages honestly and openly designed
to promote the cause of automobile
safety.”

ABC replied that it believes in pro-
moting auto safety, but that the copy in

the airbag commercial discussed a con-
troversial issue of public importance and
ABC policy prohibits acceptance of such
material. ABC noted that Allstate was
invited to change the commercial and
resubmit it,

CBS and NBC have not yet answered
Senator Hartke's letter, but NBC's reply
is expected to be similar to ABC’s,

The networks’ refusals to air the three
one-minute spots came to light last month
at a Senate Commerce Committee hear-
ing over which Senator Hartke presided
(BROADCASTING, July 31). The commit-
tee, which had been holding hearings on
auto safety devices, invited Donald L.
Schaffer, Allstate’s vice president and
general counsel, to testify. Mr. Schaffer
said ABC and NBC had turned down the
commercials on fairness grounds and
CBS refused them because it believed
the ads would mislead viewers into be-
lieving that airbags have been shown to
be as effective for drivers as for pas-
sengers.

CBS-TV President Robert D. Wood
subsequently explained that ‘“the thrust
o_f the commercial submitted was that the
airbag provides the best possible ‘passive
restraint’ system, However, no airbag was
demonstrated on the driver's side,” and
Leo Burnett, Allstate’s agency, “told us
that as yet a foolproof airbag has not
been developed for the driver.”

But in his letter to CBS, Senator
Hartke said Mr. Schaffer testified that
the commercials were rejected “because
airbags were not an Allstate product.”

Meanwhile, Allstate is buying nonnet-
work television time and newspaper ad-
vertising to make its point that airbags
are a useful and reliable auto safety fea-
ture.

Wbca-Tv, the channel-20 independent
in Washington, began running the airbag
commercials on Aug. 14,

The Aug. 22 edition of The New York
Times carried a half-page Allstate ad
showing 12 stills from one of the com-
mercials. The stills attempt to show that
the sensing devices activating the airbags
cannot be accidentally triggered and that,
upon the impact of a collision, the air-
bags will inflate and protect the driver.
The headline read: “This TV commercial
shows how today’s airbag can keep your
head from bouncing off a windshield.”
In small print at the bottom of the ad
was the notation that the commercial
"h\?.s not yet been shown on network
T >"

Allstate said last week that it plans to
run ads in other major-market news-
papers and in selected magazines.

Nielsen TV index
reports start Sept. 11

Company also announces format
changes in July pocketpiece

A. C. Nielsen Co. reported last week that
its Nielsen Television Index fast eve-
ning weekly reports for 1972-73 will
start with the period Sept. 11-17, and
that its fast evening persons reports will
cover Sept. 11-24, both beginning a week
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earlier than normal. The fast weekly eve-
ning report gives basic information on
nighttime program viewing by house-
holds, and the persons report provides
data on audience composition. These re-
ports are issued -weekly from premiere
week through the end of January.

Nielsen said it moved up the dates of
the reports because the new network
television season opens the week of Sept.
11.

The company also said that extensive
format changes are included in the latest
NTI “pocketpiece” for July. The changes,
Nielsen said, reflect “cost control con-
siderations” and responsiveness to client
needs.

The new pocketpiece contains two
tables, one listing programs in alphabeti-
cal order and the other listing them by
time period sequence, replacing the audi-
ence data that formerly was listed in five
tables. Nielsen said the new format also
contains more adult-persons age/sex cate-
gories and adds “season to date averages
through current report” for viewers per
100 viewing households.

The counterad cure
could kill =Wiley

Commissioner reminds West Coast
meeting that advertising supports
broadcasting and that it is not within
mandate of FCC to change system

FCC Commissioner Richard E. Wiley last
week pointed out to a2 West Coast audi-
ence of business and community leaders
that the fairness doctrine is the “most
elusive, elastic and ephemeral” FCC doc-
trine; that counteradvertising is “irre-
trievably linked” to this doctrine; and that
of all the applications evolving out of
fairness-doctrine interpretations counter-
advertising “is, undoubtedly, the most
important and most difficult to resolve.”

In what amounted to a general defense
of advertising, Commissioner Wiley, ad-
dressing a luncheon meeting of the Town
Hall educational organization in Los
Angeles, stressed that whatever the ad-
vantages or disadvantages of counter-
advertising, the broadcasting industry’s
ingenuity, creativity and professionalism
“would surely wither and fade away” if
rebuttals to commercials were to chase
away the financial support provided by
advertisers. More pointedly, Commis-
sioner Wiley cautioned that the very ex-
istence of desirable public-interest pro-
graming could be threatened if the broad-
caster’s financial base became unstable.
“It seems reasonable to conclude,” he
said, “that broadcasting will continue to
receive extensive advertising revenues
only so long as advertisers continue to
believe that it is an effective medium in
which to present sales-oriented messages.”

Switching his defense of advertising
into a questioning of the intent and tech-
niques of counteradvertising, Commis-
sioner Wiley acknowledged that false and
misleading advertising cannot be tolerated
but he suggested that much of the thrust
of counteradvertising demands are direct-



The on-the-spot spots.

With film it's so simple to give local advertisers a big
boost. Just take a camera, a power pack, some lights, a
few rolls of film —and shoot a commercial in the merchant's
local habitat.

Viewers get to see the place, the products, and the
personnel as they really are. it's a lot more effective than
having a businessman come to a studio where he stands
on a fake set—or in front of a curtain.

Ancther thing to consider. Film equipment is mechani-
cal so any optical repairs that might have to be made are
normally inexpensive. And there's no need for expensive
standby equipment as there is with tape.

On-location shooting is just one advantage of film.
Your Kodak Sales and Engineering Representative can tell
you about the others. In no time at all you can
be helping local merchants star in their own 30- @
or 60-second specials.

EASTMAN KODAK COMPANY ATLANTA: Bob Baker 404/351-6510/
CHICAGO: Dick Potter 312/654-5300/DALLAS: Frank Reinking 214/351-3221
HOLL YWOOD: John Waner 213/464-6131/NEW YORK: Bill Reddick 212/2627100,
SAN FRANCISCO: Joe Semmelmayer 415/776-6055.




Books for Broadcasiers

Broadcast =
Management .

by Ward L. Quaal
and Leo A. Martin

Explores, in detail, all
management problems
in American radio and
lelevision . . . including
audience, radio and
television programing,
engineering and tech- 101
nical factors, national and local sales, profit
management, personnel matters, and govern-
ment regulations.

272 pages, charts, tables, notes, Index $8.95

C@ Radio

w Broadcasting,
"S558 an Introduction to
the Sound Medium

edited by Robert L.
Hilliard

An up-to-date, basic
5. text on the principles

and technigues of mod-
102. e radio broadcasting.
Five prominent educators, each with an ex-
tensive background in commercial and edu-
cational broadcasting, combine their talents
to bring you a "how-to” course on 1) Man-
agement and programing . . . 2) Operating
and studio facilities . . . 3) Producing and
directing . . . 4) Writing . . . 5) Performing.
192 pages, 20 1IIustratmns. sample seripts,
notes, index $6.95

Color
Television

The Business of
Colorcasting
edited by
Howard W. Coleman

A thoroughgoing and
authoritative exploration
of the components that
make coloreasting a vi-
tal communications force. Covers the tech-
niques of color television, producing for color
TV, the color television audience, doing busi-
ness in color and color TV systems.

288 pages, color illustrations, diagrams,
charts $8.95

—————— ORDER FROM = — — ——

| Broadcasting Book Division
1735 DeSales St., N.W.
“Washington, D. é. 20036

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

101, Broadcast Management, $8.95

102. Radio Broad¢asting, 5595

103. Writing for Televmon and Radio, $7.95

104, 1872 Broadcasting Yearbook, $14.50

107. The Technique of Documcntary Film Pro-

duction, $10.00
111. Color Television, $8.95 X
113. The SoTecnniqne of Television Production,

1 114, Case Studies in Broadcast Management, $4.95
| O 115. Teach with Television, $5.95

Case Studies
in Broadcast
Management

by
Howard W. Coleman

This helpful book
gives solutions to
such problems as—
the radio audience:
where is it and how to enlarge it...
station revenue and economy ... pro-
graming...sales and promotion policy
in new UHF stations . . . late evening
news-weather-sports programing . . .
how to be independent in a four-
station market. A must for all who
aspire to—and hold — management
positions.

95 pages, illustrated $4.95

Writing for
Television
and Radio,

2nd Edition
by Robert L.
Hilliard

Used as a text in over
100 coileges and uni-
versities, this practical
guide Is valuable for
home study. Covers commercials, public
service announcements, news, features,
sports, special events, documentaries, in-
terviews, games and quiz programs, musle
and variety shows, women's and children’s
programs. With the addition of sample
scripts, this workbook will aid you in de-
veloping your own technique and style.

320 pages, sample soripts and excerpts,

Teach with
Television

A Guide to
Instructional TV |

2nd Edition
by | -
Lawrence F. Costello g >
and .

George N. Gordon 115.

This practical manual shows how to
produce and use televised instruction
most effectively on all educational
levels from the elementary school
through_the university. It is about
instructional telewslon—how, when
and where to use 'it.

192 pages, iltustrated, glossary, |gg£§)é

The Technique
of Documentary
Film Production

Revised Edition
by W. Hugh Baddeley

Now revised and up-
dated throughout, this
107. practical guildebook

deals with all aspects
of the production of the factual film. Cov-
ers the means and methods of producing
documentaries step by step from the initlal
idea to the making of release prints and
their distribution.

268 pages, 63 diagrams, glossary, ind?l

-

The Technique g
of Television |

Production

Revised Edition

by Gerald Millerson
Now revised and up-
dated throughout,
and with a new sec-
tion on color tele-
vision, this encyclopedic textbook on

index $1.95 the basucs of TV production consoli-
’ dates its position as the standard in
its field.
440 pages, profusely illustrated $13.50
____________________ ——————— ey
Name
Address
City _____. .State. _ 2ip




ed at the very use of products advertised,
not the veracity and probity of their com-
mercial message. He suggested that the
issue of whether or not a product de-
serves a place in the marketplace could
be better explored in consumer-oriented
programing form instead of by counter-
commercials, but steered clear of recom-
mending the necessity of such program-
ing by government fiat.

Countercommercials, he further con-
tended, would also add to the undesired
interruptions of programing. Questioning
whether 30-second or 60-second spots are
the most effective and appropriate way
to inform consumers, Commissioner
Wiley argued that such techniques “in-
evitably lead to appeals which are brief,
impulsive, often whimsical and sometimes
even emotional—as advertising itself has
shown us.”

He reminded his audience that broad-
cast advertising “supports the American
broadcasting system” and that until Con-
gress decides to the contrary, “it seems
clear that a detrimental restructuring of
that system is neither within the mandate
of the FCC nor, at least in the opinion
of this commissioner, in the public in-
terest.”

Commissioner Wiley emphasized that
there is nothing “inherently evil about an
advertising message.” He said that, as is
everything else in the world, advertising
is imperfect and has to be watched, but
that when used properly its objectives and
results are completely consistent with
economic basics upon which the country
was founded.

Business Briefs

Sara Lee looking. Citing mutual differ-
ences of opinion in creative area, The
Kitchens of Sara Lee, division of Con-
solidated Foods Corp., Deerfield, IIL.
announced it is leaving Doyle Dane
Bernbach, New York, and expects to
select new agency within next 30 days.

Rep appointments, Wqxi-Tv Atlanta:
Katz Television, New York, WMAQ-Tv
and WIND(aM), both Chicago, and wDSM-
aM-tv Duluth, Minn.: Andy McDermott
Sales Ltd., Toronto (for Canada). Kckc-
(AM) San Bernardino, Calif.: McGavren-
Guild/PGW Radio Inc.,, Hollywood.
WLYN-AM-FM Lynn, and WNBP(AM)
Newburyport, both Massachusetts: Har-
old H. Segal & Co., Boston.

The commander moves. Schweppes
U.S.A. Ltd.,, New York, has appointed
Ted Bates, New York, as agency to han-
dle its beverage line ending an 18-year
relationship with Ogilvy & Mather, New
York. Bates since last April has been han-
dling Schweppes’s new soft drink, Kiora,
and internationally it had been assigned
a number of products in England and
Australia. Schweppes is in spot television
($1.3 million in 1971; $521,800 in spot
and $68,800 in network TV for first-half
1972).

Astaire for Timex. Timex Watches (War-
wick & Legler) will fully sponsor Fred
Astaire special, Color Me Red, White and
Blue, on NBC-TV, Sept. 9 (5-10 P.M.
NYT).

Media

NATRA turns up
volume in demands
for black rights

Calls for positive action sounded

by Hooks, other convention speakers;
Shriver is there, but association
charges White House would not offer
speaker of sufficient stature

On each registrant’s identification badge,
right under the photograph, it said in
small italic lettering: “In your hands, we
place the dream.” That message in many
different forms was hammered home to
the members of the predominantly black
National Association of Television and
Radio Announcers at its 17th annual
convention in Philadelphia Aug. 16-20.

“We have power,” said George Woods,
chairman of the board of NATRA. “With
this power, they will put the decisions we
make here on TV, radio and in heavy
newspapers.”

“We’re in this together,” said FCC
Commissioner Ben Hooks to end his
speech on Thursday evening (BROADCAST-
ING, Aug. 21), providing the leitmotif of
the four-day conference,

C. Delores Tucker, secretary of state
of Pennsylvania—the first black woman
to hold the post—emphasized the “se-
riousness” of the gathering and, when she
wasn't railing against the policies of the
Nixon administration (“Nixon’s favorite
call-letters are WASP. He runs a low-
fidelity, closed-circuit system of the privi-
leged, and its format does not allow for
audience participation.”), she challenged
the members to carry some of that seri-
ousness into programing.

She urged the black disk jockeys and
programers to de-emphasize “mind-blow-
ing sweet soul music” and concentrate on
helping the young in black communities.
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Man from McGovern. R. Sargent Shriver, vice-presidential nominee of the Democrats,

“Turn the bass and treble down so they
can get a ‘mind-blowing’ degree,” she
said at one point. Later in the conference,
Mrs. Tucker received the NATRA
Woman of the Year Award.

The Friday night dinner featured a
speech by Democratic vice presidential
nominee R. Sargent Shriver. Mr. Woods,
the NATRA chairman, said during his
introduction of Mr, Shriver that he had
invited both major-party presidential con-
tenders. Senator McGovern could not
make it himself, Mr, Woods explained,
and sent Mr. Shriver in his place. In re-
sponse to his invitation to the Republi-
cans, Mr. Woods said, the White House
offered to send “someone that nobody in
this rcom ever heard of,” and the invita-
tion was withdrawn,

In his speech Mr. Shriver made no
mention of broadcasting.

The Saturday-evening dinner featured
the NATRA awards ceremony and enter-
tainment by Atlantic recording artist
Aretha Franklin. Winners of the major
NATRA awards for 1972 were: album
of the year, Shaft, Issac Hayes; single of
the year, “Have You Seen Her,” The
Chi-Lites; female group, Honey Cone;
male group, Jackson Five; female vocal-
ist, Roberta Flack; male vocalist, Al
Green; combination group, The Staple
Singers; duo of the year, Roberta Flack
and Donny Hathaway; producers of the
year, Willie Mitchell and Thom Beli;
woman of the year, C. Delores Tucker;
man of the year, Noble Blackwell, wcau-
tv Philadelphia; air personality of the
year, E. Rodney Jones, wvoN(aM) Chi-
cago; radio executive of the year, Lucky
Cordell, wvoN(aM) Chicago; FM station
of the year, wpas-FM Philadelphia; AM
station of the year, wvoN Chicago.

Perhaps the tone of the convention
was best exemplified in the remark of one
delegate after Mr, Hooks, the FCC’s new
black member, had roused the audience
to its feet with an appeal for the assertion
of black rights: “You've got a responsi-
bility to go back and tell your station

got in a few licks for his side at the Aug. 18 dinner of the National Association of Tele-
vision and Radio Announcers. His talk on political issues made no mention of broad-
casting. On the rostrum (I-r}: George Woods, WABQ(AM) Cleveland, chalrman of NATRA’s
board; Curtis Shaw, WDAS(AM) Philadelphia, NATRA president, and Mr. Shriver.
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managers you ain’t gonna dance like that
any more,” Commissioner Hooks had
just said. As the delegate stood applaud-
ing with the rest of the audience, he turn-
ed to his neighbor and said: “Ain’t that
something else? ] never heard anything
like that in my life.”

T ——— o T L S

Academics urged
togetintoFCC’s
policy processes

Communications educators are told
to make their presence known,
particularly in community surveys

Educators who specialize in teaching
journalism, TV, film, radio and other
aspects of the communications arts were
invited last week to participate in move-
ments aimed at forcing broadcasters to
make changes in their programing. The
challenge was delivered at a general ses-
sion on research held at the Aug. 20-23
convention of the Association for Educa-
tion in Journalism in Carbondale, Ill.

It was made most directly by Garry
G. Gerlach, now with the Arnold and
Porter Washington law firm and one-time
legal aide to FCC Commissioner Nicholas
Johnson. He called on communications
professionals to participate in public
policy on communications and to become
involved with the FCC. Those who spa-
cialize in communications, he said, have
failed to inform themselves on how gov-
ernment works. Over the years, he said,
the FCC has had to rely on industry
lawyers and engineers to provide the
research nccessary to make policy deci-
sions. Now, he said, the academician
should provide this material for the FCC.

He recommended that AEJ petition the
FCC to establish a liaison office to work
with academic specialists. And, he called
on the association to underwrite a study
of the community-asczrtainment process
and, after this is concluded, to ask the
FCC to make new rules, if warranted.

The ascertainment rules were the tar-

get of strong criticism by Peter Clarke,
professor of journalism at the University
of Michigan. Mr. Clarke suggested that
instead of broadcasters being responsible
for ascertaining the needs of their com-
munities, as now required by the FCC,
citizen groups should undertake this re-
sponsibility. Their aim, he said, should
be through professional research to de-
termine what members of the commu-
nity want from their broadcast services.

This type of open-ended research, he
said, would result in more meaningful
information, not only for the FCC but
more importantly for the broadcaster. It
would provide him with ideas for pro-
grams that elements of his community
seem to feel are needed and desired.

And, he said, this type of research
should be disassociated entirely from the
renewal process. Community ascertain-
ment, he said, should be an ongoing prac-
tice, not a rush project six months before
renewal time.

The experience of a group of Madison,
Wis., viewers who attacked wiIsC-Tv there
at renewal time two years ago was re-
lated by Lawrence W. Lichty, professor
of communication arts, University of
Wisconsin.

The petition to deny renewal, filed by
a group under the name of Better Tele-
vision for Madison (BTM), was aimed
principally, Mr, Lichty said, at opening
the channel to a new licensee, presum-
ably more sensitive to the objections
raised.

BTM also propounded in its filing, Mr.
Lichty noted, a theory that the amount
a station spends on news and public
affairs should be related to profits.

Noting that the station has upgraded
its news and public affairs performance
since the filing of the BTM objections,
Mr. Lichty, however, said that the
BTM group is '“candidly pessimistic.” He
explained why in this way: “The political
and legal powers of a licensee are obvious.
The FCC is tolerant to fault and almost
never looks at promises versus perform-
ance in programing. It is understaffed,
overworked and burdened with problems
much more profound than our own.

C4q This is our idea
| ofa
TV Talk Producer

He or she is extraordinarily aware;
a team leader who sparks creative curiosity; an
aggressive, audience-oriented, production-minded
broadcaster who is part explorer, part crusader, i
part administrator, part peddler, and o
diplomatic politician to boot. This kind of producer,
who has o track record to prove it, is unique.
]| If that’s you, we’d like to know who and where you are.
Please write:
Squire D. Rushnell, Director of Programming
WLS-TV, American Broadcasting Co.
190 N. State St., Chicago, lllinois 60601
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What is BTM compared with AT&T,
NAB and OTP?”

The station’s lawyer and general man-
ager have admitted in private that BTM’s
allegations are “generally correct,” Mr.
Lichty stated. But, he added, they
quickly add that wisc-Tv is little different
from most others and they they will do
better in the future. They warn, he said,
that if BTM is successful it will “de-
stroy the system.”

Mr. Lichty commented: “We are in
effect asking that the system be made to
work. We ask the FCC to do no more
than enforce its own rules.”

[P SRS S sra AL e ]
Promotion man. The Rev. Donald
Connolly proved conscious of his
worldly environment last Wednesday
when saying grace at a luncheon
given for local dignitaries by WPLG-
TV Miami, ABC-TV's channel-10 affil-
iate, in honor of Howard K. Smith,
Harry Reasoner and other radio-TV
stars covering the Republican con-
vention. Here is Father Connolly's
text: “Our heavenly Father: When
you communicated your command-
ments to mankind, you used 10 as
your channel. We now ask that chan-
nel 10 use you as its guide in help-
ing to make it as easy as ABC for
any Smith on the street to become a
Reasoner by watching this station.”

T R 1~ e T T T A
Texas broadcasters hit

school competition

Charge is that noncommercial
KUHT and Trinity College seek
rentals for their TV equipment

Uneasy Texas broadcasters have raised a
question about competition from public-
TV stations—not for audience but in the
renting of station facilities for commer-
cial use. But in the only two instances
where the finger was pointed, one a
public TV station and the other a school
with a TV training sequence but not a
TV station, the allegations were denied,

The charges were contained in one
paragraph of a regulatory and legislative
position paper issued by the Texas Asso-
ciation of Broadcasters last month.

That paragraph read: “Competition
from publicly funded broadcasting is a
growing menace. The competition is par-
tially for audience, but more important
these facilities are now being used to
compete directly with commercial stations
for video-taping, remote and other
sources of income. Obviously they can
bid lower since they have direct funding
to cover their costs, This is not fair, and
it does penalize the local broadcasters’
ability to serve their markets.”

Broadcasters, contacted by BROADCAST-
ING last week, would not name names.
But there was no doubt that two schools
are considered culprits—if not in prac-
tice, at least potentially. One is the
University of Houston, which owns and
operates noncommercial KUHT(TV) (ch.
8) there. The other, which neither owns
nor operates an on-the-air station but



which has a growing communications
center, is Trinity University in San An-
tonio.

One Houston commercial broadcaster
charged that Trinity had underbid him
for TV coverage of the Houston Rockets
basketball pames in San Antonio. It
could have meant $25,000 to him.

Both schools denied competing with
commercial broadcasters. James L. Bauer,
manager of KUHT, disagreed that his sta-
tion was bidding on commercial jobs. He
acknowledged that kuHT has a price
schedule for its color-TV cruiser, and has
received requests, but he claimed it has
been used principally for Public Broad-
casting Service coverage. Once, he said,
it was used by ABC to cover a Wallace
rally in Houston. It has also been used,
he said, by the British Broadcasting
Corp., for the Apollo moon shots. On
two other occasions, he said, it was used
to pick up church services for local
stations whose own facilities were un-
available.

KuUHT has had its $200,000 mobile unit
for nine months; the unit contains two
color cameras and one video-tape re-
corder. The charge is $1,200 a day.

Trinity University, a small, Presby-
terian-oriented school, acquired its $350,-
000 color cruiser last March, according
to Richard H. Simpson, director of the
school's communications center. It rented
the mobile unit to National Education
Television for the Texas Democratic con-
vention, Mr. Simpson said, and has cov-
ered three Houston Rockets games. It has
a rate card for the unit, he acknowledged,
with the commercial rate, $500 per day,
for the unit which contains three color
cameras and one video recorder. This is
with student crew. The communications
center, Mr. Simpson said, has about 70
students who specialize in TV and film,

N P O e i I N o S e ST 5 B e
Senate moves its version
of consumer-agency bill

Out of committee comes measure that
would be voice of public interests
before federal agencies and courts

A Dbill that would create a Consumer
Protection Agency to represent consumer
interests in proceedings before the FCC,
the Federal Trade Commission and other
federal agencies has been approved by
the Senate Government Operations Sub-
committee, and a Senate vote on the
measure is expected by mid-September.

S. 1177, which cleared the committee
Aug. 17 by a vote of 14 to 2, is similar
to an administration-backed wversion
{H.R. 10835) that passed the House 344
to 44 last October.

Under the Senate bill, sponsored by
Senators Abraham Ribicoff (D-Conn.),
Jacob Javits (R-N.Y.) and Charles Percy
(R-Ill.), the CPA would have the right
to participate in all proceedings before
federal agencies and courts and, if re-
quested to do so, in those involving state
and local courts and agencies.

It would receive consumer complaints

and refer them to the appropriate agen-
cies, and would be authonzed to conduct
consumer-interest research and provide
grants to state and local consumer-pro-
tection agencies and nonprofit organiza-
tions.

Administrator of the CPA would be
member of a three-man governing board
appointed by the President with Senate
confirmation.

The Senate bill also would establish
a three-member Council of Consumer
Advisers in the executive branch (to re-
place the White House Office of Con-
sumer Affairs).

The CPA established by the House
measure could intervene only in proceed-
ings of federal agencies and courts and

would be prohibited from intervening in
adjudicatory proceedings that seek pri-
marily to impose fines or other penalties.
The administrator and top-level staff
would be appointed by the President.

The House bill provides a statutory
base for the White House Office of Con-
sumer Affairs and sets up a 15-member
Consumer Advisory Council to advise the
CPA and the OCA.

I A I W e T PO WA i e o R e
NAB switches two dates

A National Association of Broadcasters’
mini-conference of Minnesota TV and
radio broadcasters scheduled for Sept. 22
in Minneapolis (BROADCASTING, Aug.

Sales Department

assess prospect potential.

obtain statistics on demand.

and classifying film library.

Business Office

Instant Data Retrieval Systems
for -TrafficSales-Programing-Accounting

NOW! “Do it yourself” Systems

1. SALESMAN ACTIVITY CARD. To organize salesman time and records, and to
2. SALES PROJECTION CARD. To project booked orders 12 months ahead, and to

3. RATE CARD ANALYSIS. To get instant access to ARB data, quickly retrieve CPM’s,
rank programs and assist in re-structuring rate card. (TV)

4, AVAILABILITY SYSTEM. A display grid for booking spots vertically and horizon-
tally, and to provide product separation and pinpoint preemptible levels. (*)

5. BROADCAST ORDER. A standard combination order, schedule, contract, change
order, etc.

6. LOG CARD. To produce logs without typing, and to detail-schedule spots, pro-
viding proofs against avails system booking errors. (%)

7. COM’L. MATERIAL CONTROL CARD. To record agency instructions, enforce film
rotation, and follow-up for late copy. (TV)

8, MUSIC SCHEDULING CARD. To provide automatic printout of playlists, organize
the music library and improve station

s “‘sound’ by analyzing variables. (R)
9. FEATURE FILM TITLE CARD. For booking feature films controlling end dates

10. TvB PROOF JOURNAL. Received as a carbon copy of TvB invoice posting, to pro-
vide revenue distribution, program profit, and proof of posting. (TV}

12.

11. AFFIDAVIT OF PERFORMANCE. For radio and Local TV billing. Provides 100%

time recordings and comparison with schedufe. All client names visible at time
of posting.

BILLING SUMMARY CARD. Provides aged accounts receivable and all sales
statistics.

EXPLANATION OF CODES... (TV) Television only; (R) Radio only; (*) Raymar
training recommended.

l-To RAYMAR ASSOCIATES, Inc.

14 Christian Court, Belmont, Ca. 94002
1 Send me a sample form and procedure for (circlenos.) 1 23456 78 9 10 11 12
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| ADDRESS
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21) has been canceled because of con-
flict with the Sept. 21-23 convention of
the Minnesota Broadcasters Association
at Arrowwood, Alexandria.

Also changed is the northern Cali-
fornia mini-conference, at the Fairmont
hotel, San Francisco, from Sept. 14, to
Sept. 12. The original date conflicted
with a Sept. 14 radio seminar sponsored
by Radio Advertising Bureau and Ameri-
can Association of Advertising Agencies,
at the St. Francis hotel in that city.

i
Pittsburghers to acquire
Dynamic radio string

Black group to make $2-million buy;
four stations to keep present format

A group of black Pennsylvania business-
men plans to purchase the four radio sta-
tions of Dynamic Broadcasting Inc., it
was announced last week.

The sale, which is subject 10 FCC ap-
proval, involves wAM0-AM-FM Pittsburgh,
wiILD(AM) Boston and wuro(AM) Buf-
falo-Amherst, N.Y, The facilities are to
be bought by Sheridan Broadcasting Co.,
a new firm based in Pittsburgh. Price is
$2 million.

Announcement of the purchase was
made by Harold R. Davenport, president
of Sheridan and dean of the law school
at Duquesne University, Pittsburgh.
Other Sheridan principals include Regan
P. Henry, a Philadelphia attorney; Milton
A, Washington, executive vice president

of AHRCO, a Pittsburgh housing re-
habilitation corporation; Arthur J. Ed-
munds, executive director of the Pitts-
burgh Urban League; Paul W. Yates,
currently executive vice president of
Dynamic Broadcasting, and waMo Gen-
eral Manager Walter L. Jones. Messrs.
Yates and Jones will be responsible for
the day-to-day operation of the four sta-
tions, it was announced. Mr. Jones is also
national sales manager of Dynamic
Broadcasting.

Financing of the transaction was pri-
marily arranged through the Mellon Na-
tional Bank of Pittsburgh with “substan-
tial involvement” by the Equitable Life
Assurance Society.

Dynamic President Leonard Walk, who
will act as a consultant to Sheridan after
the sale is consummated, said no substan-
tial changes in format or personnel are
planned for the four stations. All four
presently have black-oriented formats.

Mr. Davenport said the new company
is “anxious to help the communities serv-
ed by the stations by making the outlets
even more relevant to the communities’
needs and desires.”

Mr. Walk said it is “a little too early”
to determine what future ventures, if any,
Dynamic will make in the broadcast in-
dustry. The company was organized in
1956 with the purchase of wamo. Other
Dynamic principals are James Rich, the
company’s vice president, and Bernard
Friedman, secretary.

Dynamic’s only other station, wLTO-
(aM) Miami, has been sold to Herbert S.

FEATURED BY
AMERICA’S OUTSTANDING

MEDIA BROKER

NORTHEAST
$175.000

Large market daytimer with excellent
signal, ideal for owner-operator.
Priced to sell at less than one and

one-half times last year's gross
with liberal terms.

BLACKBURN «companvine.

RADIO = TV = CATV » NEWSPAPER BROKERS / NEGOTIATIONS * FINANCING ¢ APPRAISALS

WASHINGTON, D.C.
20006
1725 K Street, N.W

\ (202) 333-9270

CHICAGO 60601
333 N. Michigan Ava.
{312) 346-6460

ATLANTA 30308
1655 Peachtree
Road, N.E,
(404) 873-5626

BEVERLY HILLS 90212
9465 Wilshire Blvd.
72:37 _.pj

(213) 274-8151
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Dolgoff, former general manager of
wwoK(aM) Miami, for $450,000 (BROAD-
CASTING, May 29). That transaction is
awaiting FCC approval.

WaAMO(AM) operates daytime on 860
khz with 1 kw. WaMo-FM is on 105.9
mhz with 72 kw and antenna 430 feet
above average terrain. WiLD(aM) is a
daytimer on 1090 khz with 1 kw. WuUFo
is also a daytime-only operation, on 1080
khz with 1 kw.

Changing Hands J
Announced
The following sales of broadcast stations

were reported last week, subject to FCC
approval:

" WaMo-AM-FM Pittsburgh, wiLD(AM)
Boston and wuro(aM) Buffalo-Amherst,
N.Y.: Sold by Dynamic Broadcasting
Inc. to Sheridan Broadcasting Co. for $2
million (see this page).

» Kcmp(aM) Fairfield, Iowa: Sold by
RF Inc., subsidiary of the Harris News-
paper Group, to Ray Sherwood and Gor-
don Snyder for $170,000. The Harris
group, which is controlled by the family
of the late John Harris, also operates
KIUL(AM) Garden City and KTOP-AM-FM
Topeka, both Kansas; KBUR-AM-FM Bur-
lington, Iowa: XFKA(AM) Greeley, Colo.,
and WJOL-AM-FM Joliet, 1. Peter Mac-
donald is chief executive officer of the
Hutchinson, Kan., firm, the broadcast
division of which is operated by former
FCC Commissioner Robert Wells and
Bill Hansen. Mr. Sherwood is manager
and part owner of WAUR(FM) Aurora,
Ill. Mr. Snyder is a businessman in Plano,
Nl KcMp is a daytimer on 1570 khz with
250 w, Broker: Hamilton-Landis.

Approved

The following transfers of station owner-
ship were approved by the FCC last week
(for other FCC activities see “For the
Record,” page 41).

® WsPB-AM-FM Sarasota, Fla.: Sold by
Worth Kramer to Robert M. Weeks,
James W. Walter, Richard Y. Clark and
Robert Hoffer for $600,000. Mr. Kramer
has majority interest in WMRN-AM-FM
Marion, Ohio. Buyers own WMFJ-AM-FM
Daytona Beach and wJnNo(aM) West
Palm Beach, both Florida. Mr. Walter
owns less than half of 1% of Liberty
Corp., which owns the Cosmos Broad-
casting station group (wis-aM-tv Colum-
bia, S.C.; wsra-Tv Montgomery, Ala,,
and wrtoL-Tv Toledo, Ohio). WsPB is
full time on 1450 khz with 1 kw day and
250 w night. WspB-FM is on 106.3 mhz
with an antenna 260 feet above average
terrain.

® WrMP(aM) Tampa, Fla.: Sold by Joe
Speidel to R. A, McLeod for $536,000,
Mr. Speidel owns wpaL(AM) Charleston
and has 83.3% interest in WOIC(AM)
Columbia, both South Carolina. Mr. Mc-
Leod owns a management consultancy
and business promotion firm in New
Orleans and has interests in real estate
and construction firms. WTMP is day-
timer on 1150 khz with 5§ kw.

" KxGF(AM) Great Falls, Mont.: Sold




by W. L. Holter to Marietta M. Ekberg
and William A. Ekberg for $362,500.
Buyers own KFYR-AM-FM-Tv Bismarck,
KMOT-FM-TV Minot and KUMv-Tv Willis-
ton, all North Dakota, and KOYN-AM-FM
Bilkings, Mont. They also own a CATV
system serving Bismarck and 80% of a
cable system serving Mandan, N.D.
KKaF is full time on 1310 khz with 5 kw.

= WDEN-AM-FM Macon, Ga.: 79% sold
by Marshall and Carol Rowland to Elliott
Broadcasting Co. for $325,000. Sellers
are principals in wQx-aM-FM Jackson.
ville, wQyk(aM) Tampa and WQYK-FM
St. Petersburg, all Florida. They are also
applicants for a new FM at West Palm
Beach, Fla. Principals of Elliott Broad-
casting are J. Marvin Elliott and Charles
R. Witt. Mr. Elliott owns finance com-
pany in Macon, Ga., and has real estate
and insurance interests there, Mr. Witt is
vice president, general manager and 21%
owner of WDEN-AM-FM. WDEN is a day-
timer on 1500 khz with 1 kw. WDEN-FM
is on 105.3 mhz with 50 kw and an
antenna 145 feet above average terrain.

Justice loses protest
against Festus, Mo, sale

FCC doesn’t agree that competition
will be stifled by Wright purchase

The FCC has refused to reconsider its
authorization of the sale of xXJCF(AM)
Festus, Mo., despite a Justice Department
contention that the transaction would
lessen competition among that city’s news
media.

On a three-to-one vote (Commissioner
Nicholas Johnson dissented), the com-
mission last week affirmed its April 24
approval of the $325,000 sale of KJCF
by United Broadcasting Inc. to James W.
Higgins and Harold L. Wright and si-
multaneously denied the petition for re-
consideration filed by Justice last May
(BROADCASTING, May 29).

Justice had contended that if the com-
mission allowed Mr. Wright to acquire
an interest in the station (he and Mr.
Higgins are 50% partners) it would be
conferring “monopoly power” on him,
since Mr. Wright is also majority owner
and publisher of Festus’s only newspaper,
the News-Democrat. KJCF, the depart-
ment had noted, is the only broadcast
facility licensed to the city (KXEN[aM]) is
licensed to Festus and St. Louis on a
hyphenated basis).

Parties to the sale had responded that
Justice’s pleading was too late to be valid,
since the transaction had been consum-
mated two weeks prior to the date the
department filed its opposition at the
FCC.

In affirming the sale, the commission
stated that while Justice was correct in
claiming that XJCF and the News-Demo-
crat were the only two sources of news
operating directly out of Festus, the city
is served by a wide variety of other news
media, It said 12 other AM stations and
eight FM’s can be received there, and
residents rely heavily on media originat-
ing from St. Louis, which is 27 miles
from Festus. In addition, the commission

said, Festus is substantially served by the
Jefferson County Press-Times, a news-
paper published in Crystal City, Mo.—
which is separated from Festus by only a
street.

Uniform deadlines set
for public comments

BEST prompts FCC to make 60 days
standard for renewal comments
as well as petitions to deny

The FCC has corrected an admitted in-
consistency in its procedures requiring
broadcast remewal applicants to invite
public comment on station performance.

Under an amendment to the commis-
sion’s rules adopted last week, the public
can now file such comments up to 60
days after the renewal application is filed.
The previous deadline was 30 days.

The revised requirement becomes part
of the rules requiring licensees to broad-
cast and to publish in the local press an
announcement concerning their intentions
to file renewal applications.

The commission said the change was
necessary to bring the public-comment
deadline into conformity with the dead-
line for filing petitions to deny renewal
applications. The deadline for the latter is
60 days after the renewal application is
received at the commission.

The lack of uniformity was brought
to the commission’s attention by Black

Efforts for Soul in Television, a Washing-
ton organization that has participated
often in renewal and other FCC proceed-
ings. BEST claimed that when the com-
mission extended the deadline for filing
petitions to deny from 30 to 60 days in
1969, it should have written the same
provision into the rules governing public
comments. The FCC agreed.

However, the commission last week de-
nied a BEST request that licensees with
applications pending at the commission
be required to again notify the public
that they are currently involved in re-
newal proceedings taking note of the
amended rule. The commission said such
an action would seriously disrupt the
processing of the pending renewal appli-
cations.

e TR Y I, L e Sl Aol
Chicanos now after CPB

Mexican-American organization
complalns of lack of representation

The chairman of the National Chicano
Media Council has charged that the Cor-
poration for Public Broadcasting ignores
chicanos and other minorities in employ-
ment and programing.

In a letter Aug. 18 to House Communi-
cations Subcommittee Chairman Torbert
H. Macdonald (D-Mass.), Tony Calde-
ron said public broadcasting has been
“extremely derelict in involving minori-
ties” and that “not one chicano has been
given an opportunity to produce or di-

" Exclusive:

TEXAS

Fulltime non-directional with
excellent coverage. 7V acres
of land plus combination
studio-transmitter building in-
cluded. Billings for 1972 weil
ahead of last year. Good op-
portunity for owner-manager.
Price of $62,000 includes au-
tomation equipment. $18,000

down—>balance negotiable.
Contact George W. Moore
in our Dallas Office.

WASHINGTON, D.C.: 1100 Connecticut Ave.,, N.W,, 20036 {202) 393-3456
CHICAGO: 1429 Tribune Tower, 60611 (312) 337-2754

DALLAS: 1511 Bryan Street, 75201 (214) 748-0345

SAN FRANCISCO: 111 Sutter Street, 94104 (415) 392-5671

Brokers of Newspaper, Radio, CATV & TV Properties
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rect one production series of any major
consequence.”

He said that if the vetoed CPB fund-
ing bill contains no provision for mi-
nority participation (which it does not),
it should.

“Before a replacement {for retiring
CPB President John Macy] is selected,
why not hear the views of each [proposed
“successor] under consideration regarding
the hiring, trammg and promotion prac-
tices of public broadcasting, not to men-
tion its programming?” Mr. Calderon
wrote.

He claimed CPB has no minorities on
its board.

CPB released no immediate comment,
but a spokesman pointed out that the
15-member CPB board does have a mi-
nority member—Gloria L. Anderson, a
black, who is associate professor and
chairman of the chemistry department at
Morris Brown College, Atlanta. “We get
it from all sides,” he said, noting that
Accuracy in Media had complained about
a chicano program the Public Broadcast-
ing Service had carried (BROADCASTING,
Aug. 14).

AFM works out new
contract with networks

The American Federation of Musicians
has reached agreement with ABC, CBS
and NBC on a new 2I1-month contract,
retroactive to Aug. 1 and subject to
ratification by the union membership.

An AFM spokesman said that results
of the balloting among members will be
known this week, but declined to give
details of the proposed pact, pending
ratification.

It was learned that one key item in
the agreement was a provision under
which al] staff musicians at the networks
would be phated out of employment on a
staggered basis over the duration of the
pact. CBS now employs 35 staff musi-
cians; NBC, 30, and ABC, 25. The agree-
ment also calls for staff and “casual”
musicians to receive an increase in com-
pensation, said to be within the federal
wage-control guidelines.

| Media Briefs

ABC adds. KrLs(aM) Santa Rosa,
Calif., has joined ABC’s American Con-
temporary network.

Ounce of prevention. Krix(Tv) San
Francisco has held the first of a projected
four meetings with community leaders
ol access to KPIX. During the Aug. 19
sessions, members of KPIX management
discussed how the station operates in
news, editorials, public affairs and public
service, and how these formats can be
used by the public to gain access to the
station.

Joiner. WHLM(AM) Bloomsburg, Pa.,
has affiliated with NBC Radio.

ABC in Charlotte. Wist(aM) Charlotte,
N.C.,, has joined ABC as affiliate of Amer-
ican Contemporary network.

ATV anniversary

to be celebrated

in ABC-TV special —
but which one?

It's called the 25th of networking,
but nobody can trace a date
when the beginning actually began

In what amounts to one of the company’s
deepest involvements in television adver-
tising, Zenith Radio Corp., looking for a
distinctive program to introduce its mer-
chandising line for 1973, has ‘assumed
full sponsorship of a 90-minute special on
ABC-TV honoring 25 years of commer-
cial-television networking. The Zenith
Presents a Salute to Television's 25th An-
niversary on Sunday, Sept. 10, at 9:30
p-m., will not only keynote Zenith’s mer-
chandising activity for the next year and
pay respect to television nostalgia, but
also will kick off ABC-TV’s new season.

The special is an entertainment pro-
gram. No attempt is made to be historic-
ally precise. “We do not necessarily take
a scholarly approach,” notes a Zenith
spokesman. Indeed the identification with
25 years of television history is itself ten-
vous if not contrived.

The principal justifications for celebrat-
ing network television’s 25th birthday in
1972 (and it is only the commercial-net-
work field that is being honored) are that
the Academy of Television Arts and Sci-
ences was said to be created in 1946 (26
years ago by simple arithmetic), followed
on Jan. 25, 1949 (23 years ago), by the
first Emmy awards for achievements dur-
ing the 1947-48 season. TV networking
developed in rudimentary form during

1947, when programs were shown simul-
taneously in New York and Philadelphia.

Zenith, among the oldest consumer-
electronics firms, pre-dated the 1947
anniversary date by establishing an ex-
perimental TV station (wQxzv) in Chi-
cago in 1939 (33 years ago), but did not
introduce its first TV receivers in the con-
sumer market until the late fall of 1948
(24 years ago). A Zenith spokesman ex-
plains the special’s choice of anniversary
date by saying that the first consumer
excitement about television began in 1947,

Nearly two-thirds of the 90-minute
anniversary special will be live-on-tape
devoted primarily to entertainment. Some
35 minutes will consist of snippets from
an estimated 800 separate bits of film,
kinescope and tape that are designed to
underscore memorable moments from the
last 25 years of network programing.

The format for the program chooses a
somewhat arbitrary group of performers
and programs as those who have had the
most impact on television. The choices
were made by board members of the
Academy of Television Arts and Sciences,
which was brought into the production to
lend an air of authenticity.

No standards or guidelines for selection
were made, but the Television Informa-
tion Office first assembled a committee
of industry people who had personally
lived through much of the history of net-
work television. This committee voted
preferentially to honor some 250 people
and programs and submitted its recom-
mendations to the academy president,
Robert Lewine, who, in turn, circulated
the list among some 30 members of the
academy’s board of trustees. The final
honor roll was pared down to 135 indi-
viduals and programs, and they will be
recognized on the Zenith program in a
credit crawl. Everyone honored, including
producers, writers and executives as well
as stars (names will not be released until
air time), will receive a silver medallion

Was there a goiden age? Among 135 performers and productions to be honored In
Zenith-sponsored retrospective on ABC-TV are these: top row (I-r) Lucille Ball and Desi
Arnaz, Milton Berle, Ed Sullivan and dancers on his original Toast of the Town; lower row
(I-r) Edward R. Murrow In Korea, Jack Benny and Dinah Shore during Emmy presentation,
Patricia Benoit and Wally Cox, of Mr. Peepers.
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Today's transmitter systems.
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Which one is right for you?

At one time, selecting a TV transmit-
ter was relatively simple.

It was a matter of choosing one
transmitter with a specified output
that delivered a signal to one an-
tenna.

Today, however, there are any
number of transmitter system op-
tions available. Making the right se-
lection can save your station money
—and also make life a lot easier for
you and your engineering staff. The
best system for you will depend on
whether or not you plan to operate
your transmitter by remote control,
how easy it is to reach the transmit-
ter site, and other factors. The trend
is toward various types of “backup”
facilities that protect against lost air
time.

Four different transmitter systems
are illustrated here to indicate the
range of options now being offered.

Four TV Transmitter Systems

System #1

Low-Power Standby Transmitter

The primary transmitter in this sys-
tem delivers full licensed power out-
put with a lower-power transmitter
serving as “backup”. If the primary
transmitter falls, the operator brings
the backup unit into service and
transfers the aural and visual output
connections—either manuslly or by
remote control. The advantage of
this system is the availability of
emergency standby protection with
minimum investment in the standby
transmitter. (In many cases the
standby can be an earlier model

transmitter capable of remote con-
trol.) The disadvantage is the reduc-
tion of signal strength while operat-
ing in the emergency standby mode.
To meet FCC requirements for once-

MAIN
TRAKSMITTER
_o\o— L2
ANTENNA
—O
LOW
POWER
TRANSITYER
System #1

a-week inspection, the standby trans-
mitter must be capable of delivering
at least 20 percent of the station’s
licensed power.

System #2

Alternate Main Transmitter

This configuration employs two
identical transmitters, capable of
operating at the full licensed power
output of the station. Only one trans-
mitter is operated at a time, but
either can be operated on the “main”
unit with the other available for
1009, backup. One transmitter may
be serviced while the other is on the
air. Maintenance can be scheduled
at your convenience.

If desired, automatic circuits can
be employed to detect failure of
either the aural or visual output of
the “on-air’”’ transmitter and to
switch the other transmitter on auto-

matically. Exciter switching permits
either of the two exciters to drive
both transmitters, with automatic
switchover to the spare exciter.
“Alternate-main” transmitter op-
eration provides a high degree of pro-
tection against loss of air time, with
only a momentary interruption to
activate the alternate transmitter in
the event of failure of the “on-air”
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unit. Also, the availability of two
identical transmitters simplifies
servicing by providing a cross-refer-
ence for testing and evaluation of
performance.

System #3
Parallel Transmitter
This system also employs two iden-
tical transmitters. The difference is
that both transmitters are operated
simultaneously into a combining sys-
tem, each contributing half of the
visual power and half of the aural
power. If either transmitter fails,
there is no interruption of program
transmission, ‘since the other trans-
Continued on page 3



How well informed are you about the Cart?

You probably already know about
some of the advantages of the RCA
TCR-100 Cartridge Tape Recorder.

But maybe there are important
capabilities you've overlooked.

Try this quick quiz and find out for
sure,

1. How long does it take an opera-
tor to load, optimize and cue a tape
commercial on the Cart? [ A. 3 sec.
OB.30sec.JC. 3 min.

2. How many passes is a cartridge
message good for before it starts to
deteriorate? (] A. 25 O B. 50 O C.
100 O D. 200 or more.

3. How many cartridges can be
loaded into the TCR-100 at one
time? JA.12(0B.22C. 100

4. If you schedule 4 tape commer-
cials during a break, how many Cart
machines would be needed to play
themback? JA. 4 B.2QC.1

5. What's the typical life expect-
ancy of the Cart’s Alfecon IT head-
wheels? ] A. Less than 200 hours
O B. About 300 hours [J C. More
than 500 hours

6. What about tape costs, com-
pared to a reel-to-reel VTR. [J A.
about twice as much [J B. about half
as much [J C. about the same

7. From what scurce can the TCR-
100 record cartridges? (J A. The line
(O B. Other cartridges in the machine
O C. Both

8. The Cart can free up your reel
VTR’s for which of the following
tasks? [J A. Teleproduction (J B.
Promos ] C. Previews

9. What can the Cart do about tape
rebates? (] A. Virtually eliminate
them (O B. Cut down on them dras-
tically (O C. Nothing much

10. How much more storage space
do reels take as compared to car-
tridges? [J A. About 75% more (] B.
About 1009, more [J C. About 2009,
more.

When you check for the right an-
swers (upside down, below), you’ll
probably realize more than ever how
much the Cart offers in cost-perform-
ance advantages.

If you got more than five answers
wrong, the chances are you need a
TCR-100 right now. If you got them
all right, you probably just ordered
one.

And if you haven’t already ordered
one, ask yourself why not.
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TCR-100 Box Score
Number delivered 34
Number of commercials broadcast 648,000*
Present rate (commerciais/day) 3,500*
Man hours saved 26,800%*
*Estimate

TCR-100’s Delivered

KHQ-TV, Spokane, Wash.
KIRO-TV, Seattle, Wash.
KNTV, San Jose, Calif.
KPLR-TV, §t. Louis, Mo.
KSLA-TV, Shreveport, La.
KTSM-TV, El Paso, Texas
NBC, Network, N.Y.C. (4)
WAFB-TV, Baton Rouge, La.
WAPA-TV, San Juan, P.R.
WBAL-TV, Baltimore, Md.
WBAY-TV, Green Bay, Wisc.
WBNS-TV, Columbus, 0. (2)
WBRE-TV, Wilkes Barre, Pa.
WDCA-TV, Washington, D. C.

London Weekend TV, London, United Kingdom
Venevision, Caracas, Venezuela
Austarama TV, Melbourne, Australia

WECT-TV, Wilmington, N. C.
WFMY-TV, Greensboro, N. C.
WGR-TV, Buffaio, N. Y.
WISN-TV, Milwaukee, Wisc.
WJAR-TV, Providence, R. |.
WKBW-TV, Buffalo, N.Y.
WMAQ-TV, Chicago, lll.
WPTV, West Palm Beach, Fla.
WSB-TV, Atlanta, Ga.
WTAE-TV, Pittsburgh, Pa.
WTAF-TV, Philadelphia, Pa.
WTVC, Chattanooga, Tenn.
WUTYV, Buffalo, N.Y.
WWL-TV, New Orleans, L.a.

World's first“T-bar" TV

WQED CHI3  WQEX CHI6

antenna going up in Pittsburgh.

A self-supporting tower and antenna
system with a unique ‘“T-bar” struc-
ture is now under construction for
Pittsburgh’s two educational TV sta-
tions—WQET and WQEX.

Both stations will have their an-
tennas mounted atop a 518-foot tower
at either end of a 40-foot crossbar.
Each antenna is 78 feet in height.

WQED, a VHF station on Channel

13, will use RCA’s Traveling Wave

antenna. WQEX, operating on UHF
Channel 16, will use an RCA Pylon.

Innovations like the “T-bar” keep
our antenna experts where they want
to be. On top.

RCA PRIME TIME



Continued from page 1

mitter continues to operate inde-
pendently. An inherent advantage of
parallel transmitters is the natural
ability of the combiner to absorb re-
flections from the transmission line
and antenna system, resulting in bet-
ter picture performance from the
combined transmitters than from
either transmitter alone. Also, since

on the particular configuration.

With remote control of the main
and standby transmitter, only once-
a-week inspection and calibration is
required by the FCC. The result is
considerable savings in manpower—
especially when the transmitter and
the studio are some distance apart.

The backup transmitter protects
against outages. And lost air time
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System #3

both transmitters are normally in
use, the chance of total loss of signal
is extremely unlikely for any cause
except total power failure.

System #4
Parallel Transmitter with
Alternate Main Capability

In this parallel system, either trans-
mitter independently is capable of
delivering the full station licensed
power. Normally, the two transmit-
ters are operated parallel with each
unit delivering half of the licensed
power load. However, in case of fail-
ure of one transmitter, the power
output of the remaining transmitter
may be doubled—by push-button
control—to restore full licensed
power cutput. No change in setup
adjustments is needed when the
power increase is made. This system
configuration combines the advan-
tages of “parallel” with those of “al-
ternate main” operation. Failure of
either transmitter will not interrupt
program transmission, and either
transmitter may be serviced while
the cother is delivering full visual and
aural power.

Advantages

Standby transmitter systems provide
a variety of advantages, depending

can cause expensive make goods.

With parallel or alternate main
systems, maintenance is simpler, too.
Direct comparisons—meter readings,
tests and the like—can be performed
while servicing. Direct module sub-
stitution can be made and spare
parts inventories simplified.

With alternate main transmitters,

24-hour-a-day transmission is prac-
tical and economical because main-
tenance can be performed during
normal program transmission.

Operation of parallel systems at
one-half power provides full reserve
power for emergencies and tends to
extend tube operating life.

Which RCA TV transmitter system
is right for you?

The versatile RCA TV transmitter
line offers features and options to
handle the needs of a variety of sys-
tems—future needs as well as present
ones. The circuitry is the most com-
pletely solid state of any TV trans-
mitter ever made. So you can expect
long-term stability with few operat-
ing adjustments and simpler mainte-
nance. Plus more reliability, cleaner
color signals, and lower operating
costs.

They're capable of remote control,
remote logging and unattended op-
eration. And their design includes
built-in automation for such func-
tions as exciter switchover, turn-on
sequencing, power output control,
pedestal level control and status log-
ging.

Which means you can benefit to-
day from transmitters that are right
for tomorrow.

Why not talk to your RCA repre-
sentative? He’ll help you explore the
many options now available in VHF
transmitters and help you decide
which system is best for your station
. .. both now and for many years
ahead. And he'll help save money,
too.
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it's alone in the middle.

The cost-effective TK-630 color
studio camera is in a class by itself.
Right in the middle, between the de-
luxe, premium quality cameras and
the marginal performance economy
models.

What's really surprising about the
TK-630 is the superb quality pic-
tures it delivers—quality that you’d
expect only from cameras in the
higher price bracket.

Which means the TK-630 is an
ideal primary camera for the studio
or on remotes. For studios already
‘equipped with color, it'’s a welcome
addition for handling special assign-
ments like news and weather.

Feature for feature, the TK-630

offers outstanding performance/cost
value. It uses a sealed prism optical
system like the highest quality
broadcast cameras. And for stability,
the entire optical system is mounted
on a sturdy bedplate for extra rigid
support of lead oxide pickup tubes,
lens and the prism.

The totally solid state design in-
cludes extensive use of integrated
circuits for compactness and ex-
tended reliability.

The list goes on and on. But, to
give you a better picture of what the
TK-630 is and what it can do, we put
it on video tape. Ask your RCA Rep-
resentative to bring along this dem-
onstration tape on his next visit. It’s
a real eye-opener.

The surprising new TK-630-

Easy-to-carry TK-630 color camera
with plug-in detachable viewfinder be-
comes a portable at moment’s notice.

Products in the news.

The RT-21D is a fourth generation

"model of long-popular RCA reel type
recorders. It meets rigid broadcast
standards for monaural or stereo op-
eration. Variable cue speed permits
one hand cueing. Other key features
include solid state design: push-but-
ton operation: rack, console or port-
able mounting: and choice of tape
speeds: 7% and 15 or 3% and 7%
IPS. A new playback-only version,
RT-20, is now available.

The Type RT-22B automatic tape
recorder is a reel-to-reel machine with
the electronics and cueing versatility
of cartridge equipment. Playback
only, or record/playback models are
offered for both monaural and stereo
operation. The RT-22B has a four-
head transport and the same quality
features as the RT-21D. It utilizes
the same head configuration and cue
tones as standard NAB cartridge
tape equipment.

The RT-16 and RT-26 multicar-
tridge playback systems permit se-
quential or random accessing up to
12 size 1200 cartridge decks (30
min.). Monaural and stereo versions
more than meet NAB specifications.
Both systems include heavy duty
synchronous motors and solid state
circuitry for added reliability of
operation.

Future-compatible broadcast equipment... Tomorrow Systems Today

RCA PRIME TIME



especially created for this occasion.

From the 135 nominees for the medal-
lion on the honor roll, the production staff
for the program selected 12 top-name
personalities to accept their awards on the
program. They are Judith Anderson (ac-
cepting for The Hallmark Hall of Fame),
Jim Arness for Gunsmoke, Lucille Ball,
Milton Berle, Sid Caesar, Nat (King)
Cole (posthumous award accepted by his
widow, Aria), Lorne Green, for Bonanza,
Bob Hope, Edward R. Murrow (posthu-
mous award accepted by his brother,
Dewey), Dinah Shore, Ed Sullivan and
Jack Webb.

The presenters for the program, who
are billed as hosts, include Jimmy Dur-
ante, Dave Garroway, Harry Reasoner,
George C. Scott, Rod Serling, John
Wayne, Efrem Zimbalist and Robert
Young. The nearest of these to an over-
all program host is Mr. Young (not al-
together coincidentally star of host net-
work ABC-TV’s top-rated Marcus Welby,
M.D. series), who will open the program,
speak for the TV academy, introduce Mil-
ton Berle and close the program.

The idea for the show came from
Jackie Cooper and Bob Finkel, partners
in the three-year-old Hollywood produc-
tion-packaging firm of Cooper-Finkel
Productions. As co-executive producers of
the special, Mr. Finkel, who also has been
executive producer of both the motion-
picture academy awards and Emmy
awards shows, and Mr. Cooper had to
locate and bring together the films, kine-
scopes, tapes and live personalities who
make up the show. In what is billed as
a highlight of the program, a recreation
will be staged of the Your Hit Parade
program with the original cast, minus only
Dorothy Collins, who declined to appear.
Mr. Cooper, charged with creating and
designing filmed sequences for the pro-
gram, will, in one sequence, show such
personalities as Edward R. Murrow, Paul
Whiteman, Fidel Castro, Jack Kennedy,
and Marilyn Monroe saying goodnight
during television appearances. Altogether
there will be about 90 seconds of good-
nights made up of more than 90 separate
pieces of material. According to Mr.
Cooper, he had to obtain some 2,000
performer releases to use the visual mate-
rial to be shown.

In some instances releases were not ob-
tained. All of the music on the show is
live because the producers couldn't clear
recordings with the musician’s union.
Such performers as Pinky Lee, Red Skel-
ton and Elvis Presley would not allow
their material to be presented. MCA
Ine., according to the producers, refused
to release any material it controlled,
meaning that Jack Benny had to submit a
clip from a special he did outside the
MCA sphere. One network, NBC-TV,
was reportedly given first crack at the pro-
gram and rejected it.

The Zenith special will abound in op-
tical effects. This is the specialty of Marty
Pasetta, producer-director. He taped the
live segments of the program, including
the awarding of medallions of merit, in
seven sessions covering five weeks.

Zenith will be using nine commercial
minutes in eight commercial positions
throughout the 90 minutes. All of the

commercials, produced through Foote,
Cone & Belding, will be new. They all
will stress the idea of “confidence in Ze-
nith.” Most are pegged primarily to color
TV receivers.

The commercials shown on the special
will subsequently be used throughout
Zenith’s full selling season. Immediately
after the special, Zenith will run commer-
cials on the season premieres of 18 net-
work shows on all three networks, and
further will have a schedule of commer-
cials on six other programs and series
that will continue throughout the season.
Over-all, Zenith is expected to increase
its fall advertising budget by 20%.

Y P
Mountain-zone station
loses FCC appeal

for prime-time startat 7

A claim of fallen ranking
in ARB markets Is rejected

The FCC has turned down a request by
KsL-Tv, the CBS-TV affiliate in Salt Lake
City, for waiver of a new provision of the
prime-time access rule that forces affili-
ates in the mountain-time zone to redes-
ignate their prime time as 6-10 p.m,

The commission’s action came two
months after the agency adopted a rule-
making proposal calling for a shifting of
prime time in the mountain zone (BROAD-
CASTING, July 10). The move was an
attempt to eliminate the numerous re-
quests by stations in that time zone for
waivers of the prime-time rule requiring
network affiliates in the top-50 markets
to broadcast no more than three hours of
network programing in prime time per
evening. The action was necessitated by
a conflict of schedules experienced by
these stations due to an option process
previously implemented by the commis-
sion which permitted those facilities to
use either 6-10 p.m. or 7-11 p.m. as their
prime-time hours.

In requesting the waiver, KSL-TV
argued that a recent survey by the Ameri-
can Research Bureau ranked Salt Lake
City as the 52d market, which would
exempt stations in that city from the
prime-time rule. It asked to be permitted
to continue designating 7-11 p.m. as its
prime-time hours, claiming that a read-
justment of its scheduling at this date
would cause an undue burden for itself,
its viewers and CBS.

The commission, however, rejected the
station’s argument that Salt Lake City is
not within the top-50 markets, noting
that the ARB study ksL-Tv referred to
was the firm’s February-March market
survey, and not a market “ranking.” The
commission's own market ranking, which
came out last March, the agency pointed
out, showed Salt Lake City within the
top 50. Further, the commission claimed,
to grant KSL-Tv a waiver on the basis of
its argument that it would have to pur-
chase nonnetwork programing to fill cer-
tain time slots if it is forced to operate
with prime time at 6-10 p.m. would be
acting “in a fashion flagrantly and patent-
ly inconsistent with the [prime-time]
rule.”
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Dr. Comstock has
second thoughts
on violence study

Senior staffer for surgeon general

in that huge search for connections
between aggression depicted on TV
and aggression in the real world
now says more research is necessary

One of the architects of the surgeon
general’s controversial report on TV and
violence says it's not certain that tele-
vision is the provocative influence that,
in his view, the report makes it out to be.
“The central question of the role of tele-
vised violence In aggressiveness among the
young cannot be taken as fully resolved,”
according to George A. Comstock. “The
most justifiable interpretation of the evi-
dence presently available is that televised
violence increases aggressiveness. The
case, however, is not beyond reversal.”

Dr. Comstock was senior research co-
ordinator and science adviser to the
surgeon general’s Scientific Advisory
Committee on Television and Social Be-
havior, which delivered its five-volume
report early this year (BROADCASTING,
Jan. 17, et seq.). He is now on the staff
of the Washington office of the Rand
Corp., with which he was also associated
before he joined the violence committee
staff, and his views are contained in a
paper he has written and circulated to
many of those associated with the vio-
lence study.

The paper is entitled “Television Vio-
lence: Where the Surgeon General's
Study Leads,” and its skepticism about
the certainty of the report’s conclusions
has struck some of his former associates
as markedly different from his approach
while the study was in progress.

Dr. Comstock feels that “the totality
of findings” over the years, from research
done prior to as well as in conjunction
with the surgeon general's study, de-
serves to be considered as making “a
strong case” for TV violence as a causa-
tive influence in aggressive behavior. But
while the over-all pattern of the studies
is consistent in this respect, he says, “the
components taken separately are less
convincing.”

Thus he finds that “the laboratory ex-
periments at present depend in part for
their relevance on the supportive findings
from the studies measuring everyday be-
havior,” while the latter, in turn, “are
not really convincing.”

He feels, therefore, that there should
be further research, and that it “must (a)
undertake to deal with the objections
to the laboratory experiments thereby
establishing the link between the lab-
oratory and ordinary life, and (b) under-
take to further verify in studies using
measures of everyday behavior the ap-
parent causal role of televised violence in
aggressiveness.”

Dr. Comstock also proposes extensive
research looking toward adoption of
public policy regarding TV violence. This
research should proceed even though



TV’s culpability is still uncertain, he main-
tains, because the evidence suggests it
would be more dangerous to wait for
certainty than to go ahead with policy
studies without it.

One policy study, he suggests, might
consider how competitive commercial
pressures, leading to the use of violence
to attract audiences, might be removed
from program production (as they have
been removed, he notes, in the Children’s
Television Workshop's production of
public TV’s Sesame Street and Electric
Company series). Another might explore
possibilities for eliminating or reducing
competitive pressures so that violence as
an entertainment element would be
abandoned or at least excluded from por-
tions of programing, and a third study,
he says, might examine ways to develop
“regular, informed reaction to television”
by consumers, “preferably at the com-
munity or regional as well as at the na-
tional level.”

A “community television council or
workshop,” Dr. Comstock continues,
“might bning together representatives of
the wvarious concerned and involved
public — education, business, parents,
social science, law enforcement—in an
organization with a professional staff that
would regularly and formally react
through public report o television viewed
by children and the young.”

Such a council, according to Dr. Com-
stock, “would translate the findings of
social-science and policy studies on a
national level into concrete local action.
Its recommendations would bear on three
areas: (a) school programs—how edu-
cators should deal with television; (b)
home behavior—how parents should
deal with television, and (c) television
performance—what broadcasters might
do to help.

“No institutionalized attack on tele-
vision is envisioned. The recommenda-
tions would not be confined to the pos-
sibly harmful, but would also, and
probably for the most part, advance con-
crete constructive uses of the medium.

“In sum, we need to discover how to
produce more desirable television, how
to release competition’s hold on program-
ing and how to construct meaningful
everyday action from what social science
can learn.”

More studies proposed
on televised violence

NIMH, which already has nine
research projects under way,
may add another $170,000 worth

The National Institute of Mental Health
has under consideration six applications
for research grants that involve TV and
violence studies, it was learned last week.
The grants seek $170,000, and bear out
the comment made by Elliot L, Richard-
son, secretary of health, education and
welfare, that there is a high level of in-
terest in the subject in the academic
community.

Mr. Richardson made this observation
in his letter to Senator John O. Pastore
(D-R.I.) two weeks ago in which he
stated that the formulation of a TV-vio-
lence profile would take from two to four
years { BROADCASTING, Aug. 21).

NIMH sources declined to reveal the
proposers and subjects, since the appli-
cations are still under consideration. They
acknowledged, however, that these are
in addition to more than $450,000 in nine
grants that are outstanding for research
in this fleld.

Senator Pastore, who is chairman of
the Senate Communications Subcommit-
tee, conceived the idea of a violence in-
dex after he received the report of the
surgeon general on TV violence and chil-
dren earlier this year. That study found
inconclusive an outright correlation be-
tween TV violence and aggressiveness in
children (BROADCASTING, March 27).

Early this month, Mr. Richardson told
Senator Pastore that there was no way
to establish a simple TV violence index,
but that a “profile” taking into account a
number of factors might be attainable
(BROADCASTING, Aug. 7).

The nine TV-violence studies already
being funded by NIMH are the follow-
ing:

Albert Bandura, Stanford University,
experimental analysis of vicarious psy-
chological processes, $37,922; Leonard
Berkowitz, University of Wisconsin, de-
terminants of aggressive behavior, $41,-
567, and research on repeated exposure
to film violence, $57,591; Walter 7.
Raine, California State College at Long
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Beach, study of the spread of civil dis-
order, $129,403; Roger E, Ulrich, West-
ern Michigan University, effects of ob-
serving violence on human aggression,
$32,415; W, David Foulkes, University
of Wyoming, psychological and psycho-
physiological dream studies, $34,577;
George Gerbner, University of Pennsyl-
vania, cultural indicators, $64,519; David
L. Rosenhan, studies in altruistic be-
havior, $40,354; Mark P. Zanna, Prince-
ton University, causes and consequences
of credibility in TV news, $19,977.

Finger points at networks
for high program costs

Screen Gems’ Mitchell says
they’re first to give in to unions

John Mitchell, the president of Screen
Gems, last week laid blame for “spiral-
ing” costs of TV-series production to
“the fact that in every union negotia-
tion—with actors, writers, producers, di-
rectors, and so on—the first guy to cave
in was the networks. They were afraid
to go dark. The networks sold out every
time because they just weren’t willing to
face even the possibility of a strike.”

In remarks at a luncheon meeting of
the National Academy of Television Arts
and Sciences’ New York chapter last
Thursday (Aug. 24), Mr. Mitchell also
blasted the networks for “trying to hold
the price line on shows™ when they should
be “plowing the money and the talent
back into programing.” He said the net-
works had the resources because the com-
ing season would be “a banner year. The
network are in the best shape they’ve
ever been in.”

Mr. Mitchell suggested also that one of
the reasons critics find TV series “boring”
is *“the rigid half-hour and 60-minute
structure,” which he said was “a tired
vestige of the old radio formats.” He pre-
dicted that within four years the net-
works would begin imitating the British
broadcasting system, in which the length
of the shows is determined by the need
of the writers. “If a writer can tell a story
in 18 minutes, that’s how long the pro-
gram should run,” he said. “Or if he
needs 111 minutes, he should be given
111 minutes.”

Program Briefs

Only the best. Independent Television
Corp. has released a package of 12 one-
hour musical-variety specials titled The
Best of Tom Jones, Initial sales have
been made to Kcop(Tv) Los Angeles,
CKLW-TV  Windsor-Detroit, wWTAF-TV
Philadelphia, kpPLR-Tv St. Louis and
KPTv(Tv) Portland, Ore.

Household hints. Beckwith Presenta-
tions Inc., New York, has received radio
syndication rights from King Features
for Hints From Heloise, based on daily
newspaper column. Program consists of
five five-minute segments each week and
focuses on information of interest to
the homemaker.



New UHF blames
FCCinaction

for keeping it
from cable access

Independent in cable country
says nobody’s left with antenna
that can pick it off the air

The first television facility licensed to
operate in the northern California com-
munity of Santa Rosa has run into
trouble because the cable systems in the
area refuse to pick up the station’s signal
without first getting a certificate of com-
pliance from the FCC. Xit Spier, general
manager of KFTY(TV), channel 50, which
went on the air Aug. 19, pins the blame
squarely on the commission.

“I think we’re the first UHF independ-
ent to go on the air in this country since
the new cable rules went into effect,” he
says, “We have found that cable com-
panies in this area refused to carry us—
although we are the number-four priority
station on every one of these systems—
without first getting a certificate of com-
pliance from the FCC.” (Under current
cable rules, a cablecaster making any
change—adding or deleting a station
from its line-up, for instance—must file
with the commission for a certificate of
compliance. )

According to Mr. Spier, Storer Cable
TV Inc. filed for a certificate of compli-
ance to carry the station in early May
and is still awaiting a reply. Other major
cable systems in the XFTY area are owned
by Cablecom-General Inc. and Viacom
Communications.

“The commission has some 900 certifi-
cates that have been filed since April—
and has acted on about 20 of them,” Mr,
Spier charges. “The end result is that the
type of station such as ours that the com-
mission intended to aid by its rules is
simply being hampered, The new cable
rules have done exactly what the com-
mission didn’t want to happen.”

Mr. Spier says the current situation for
the station is disastrous (“I mean disas-
trous”). Santa Rosa, north of San Fran-
cisco and west of Sacramento, has not
previously had a television station and as
a result is heavily cabled. “Of the some
200,000 television homes in our imme-
diate broadcast area,” he explains, “over
120,000 of them are served by cable.
This means that the cable subscriber has
taken down any antenna he may have
had. If we don't get on the cable we have
no access to these homes—none.”

Hoping for relief, KFTY last week filed
a petition with the commission asking
for a waiver of the certificate-of-compli-
ance rule by citing hardship. Krry asked
the commission to order the cable com-
panies to carry the station’s signal.

KFrY is owned and operated by the
Redwood Empire Broadcasting Co,,
which has three major partners and a
number of limited partners (including

Norman H. Strouse, former chairman of
the board of J. Walter Thompson, who
is retired in nearby St. Helena). The prin-
cipal partners, all alumni of NBC on the
West Coast, manage the station on a
daily basis. Genera] Manager Spier was
in charge of all live, tape and film pro-
duction other than news as executive pro-
ducer for KNBC(TY) Los Angeles. Hank
Lightfoot, director of operations, was
lighting director for NBC Burbank. Stan
Atkinson, director of news and public
affairs, was on the news staff of NBC-TV
West Coast.

The station has been in development
for five years. Yet its future, after only
a week of operation, is not promising.
“The commission has really done it to
us,” explains Kit Spier.

Kaufman and Broad
dropping cable unit

Tele-Communications to give stock
worth $23.5 million for 50 systems

Kaufman and Broad Inc., Los Angeles-
based home building company, has agreed
to sell its wholly owned cable-TV sub-
sidiary, Nation Wide Cablevision Inc.,
to Tele-Communications Inc., Denver-
based muitiple cable-TV owner and major
common-carrier microwave communica-
tions operator. According to the agree-
ment, expected to be completed some
time in September, Kaufman and Broad
will receive 700,000 shares of Tele-Com-
munications common stock. Based on cur-
rent quotations of TCI shares, the trans-
action has the indicated market value of
$23.5 million. Nation Wide has franchises
in more than 50 communities on the
West Coast encompassing some 435,000
dwelling units of which about 50,000
are presently subscribers. The acquisition
is expected to bring TCI’s total cable TV
subscribers to more than 300,000 in 24
states.

A diversified communication company,
TCI owns 78% of National Telefiim As-
sociates Inc., Los Angeles-based program
distributor, through TCI Programs Inc., a
wholly owned subsidiary. George C.
Hatch, principal in the A. L. Glassmann
group-station operation, is senior vice
president of TCI and chairman of the
board of NTA.

P e T N R |
ATC wraps up deal

American Television & Communications
Corp., Denver, which last month an-
nounced plans to merge with Cox Cable
Communications Inc. (BROADCASTING,
July 24), has completed acquisition of
Jefferson Carolina Corp. from its joint
owners, United Telecommunications Inc.,
Kansas City, and Jefferson Standard
Broadcasting, Charlotte, N.C., subsidiary
of Jefferson Pilot Corp. Acquisition, first
announced in December 1971, was for
undisclosed amount of cash and ATC
common stock. Jefferson-Carolina oper-
ates cable-TV systems in North Caro-
lina, South Carolina and Georgia with
an estimated total of more than 50,000
subscribers.
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Maryland county eyes
its own cable system

$11.5 million in revenues seen
from total wiring of all homes

The ranking administrative officer of
Montgomery county, Md., considered one
of the richest counties in the country, has
proposed a government-owned cable TV
system.

That recommendation was made last
week by James P. Gleason, who holds the
office of county executive. Mr. Gleason
held out the promise of a new source of
revenues for the county adjacent to
Washington, plus special channels for
governmental units.

In urging that government ownership
be studied, Mr. Gleason noted that if the
county’s 160,000 homes were wired up
it would result in revenues of $11.5 mil-
lion yearly—or $6 million if only half
the households were connected. Construc-
tion would cost about $20 million, he
said.

Mr. Gleason suggested that the system
be operated by an outside firm in order
to avoid any sembiance of programing
bias or censorship.

Mr. Gleason said that he hoped to hire
an outside consultant to advise the county
on the feasibility of government owner-
ship, appoint an advisory committee and
hold public hearings.

He noted that 16 municipally owned
cable systems are operating throughout
the country. (Most are in small towns
such as Jackson, Minn., Crystal Falls,
Mich., and Opp, Ala.) He also stated
that six prospective applicants had advised
his office they intend to apply for a
CATV franchise when an ordinance I
enacted.

At the same time that Mr. Gleason
was making his announcement, a Mary-
land legislator announced that he would
introduce a bill to place CATV under
state utilities iurisdiction. State Senator
Harry McGuirk said he will ask the next
general assembly to approve state regu-
lation of cable TV,

D P S < N ] |
Columbia Cable gets
basketball and hockey

Columbia Cable Systems Inc., Westport,
Conn., announced last week it has signed
a two-year agreement with Teleprompter
Corp., New York, under which Columbia
obtains the right to distribute the home
games of the New York Nets (basket-
ball) and New York Islanders (hockey)
to CATV systems in New Jersey, Penn-
sylvania and New York state, including
portions of Long Island. .
The agreement provides for a mini-
mum of 80 live games each season, start-
ing this fall. These events will be pro-
duced by Teleprompter; transmitted by
its Manhattan CATV systems and car-
ried by microwave to Columbia’s CATV
system in Wayne, N.J., and to other in-
stallations in New York and Pennsyl-
vania. Columbia will serve as a sales
agent to the systems it does not own.



Is payola coming

back to haunt?

Top FCC sleuth Ray talks
ail around the subject

while mentioning possibility
of public hearipgs

The FCC's chief investigator feels that
at least some future hearings the com-
mission holds on payola—a topic the
agency has traditionally dealt with bec.
hind closed doors—should be open to the
public,

“I think that when we have substantial
preliminary evidence of payola or plug-
ola,” said William B. Ray, chief of the
FCC'’s Complaints and Compliance Divi-
sion, “the commission might very well
find the public interest to be served by
making at least some of these future pro-
ceedings public.”

Mr. Ray, who says he came on this no-
tion only recently, made his feeling public
in a speech at a Billboard radio program-
ing seminar in Los Angeles on Aug. 18,
In that address, he claimed that open
hearings on payola inquiries could give
Congress, the public, the news media and
the broadcast and recording industries
the opportunity to “learn what we [the
commission] learn and get a better idea
of how much payola really exists and

LPB

is definitely
not
fattening...

LPB is a manufacturer and dis-
tributor of Studio and Broad-
cast equipment at low, low
prices. It's worth your time to
find out more, so call Dick
Crompton or Ted Davey or

LPB

LPB Inc.

520 Lincoln Highway
Frazer, Pa. 19355

(215) 644-1123

Mr. Ray

who is responsible for it.” The commis-
sion would not “go on any mere fishing
expeditions, or conduct witch hunts, or
try to smear the reputation of innocent
people,” Mr. Ray said. But “when our
preliminary investigation has indicated
that a person or company is involved in
illegal practices or has knowledge of vio-
lations on the part of others,” he said,
open hearings might well be in order.

Mr. Ray also noted that, since the
commission authorized a formal inquiry
in 1964 into payola (BROADCASTING,
Nov. 30, 1964), it has held four non-
public evidentiary hearings in four major
cities on charges that various stations or
their employes engaged in payola or
“plugola”—cases in which individuals at
stations received undisclosed payment in
exchange for the on-air promotion. Mr.
Ray last week further said that two of
these inquiries are now well known to the
public, referring to investigations during
the mid-sixties which resulted in_hearings
involving stations in Southern California
and New York. The West Coast proceed-
ing resulted from charges that representa-
tives of several record companies made
payments to disk jockeys at stations in
the Los Angeles market in return for
preferential airplay. In the second case,
announcers at WBNX(AM) and WHOM-
(aM), both New York Spanish-language
facilities, were implicated im similar
charges.

Mr. Ray last week would not com-
ment, however, on specifics of the two
other proceedings he mentioned in his
Los Angeles speech. He noted that the
commission terminated its involvement in
one of those cases several years ago when
it learned that another federal agency
was investigating the activities of an indi-
vidual implicated in the proceeding. But
the commission is still very much in-
volved in the other case, Mr. Ray said.
A commission attorney assigned to the
case is said to be currently preparing
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a detailed report on the proceeding.

This case, acording to Mr. Ray, is in no
way connected with reports by columnist
Jack Anderson of continued payola
(BROADCASTING, April 3, et seq.). Mr. Ray
pointed out that the FCC has conferred
with officials of the Bureau of Narcotics
and Dangerous Drugs on Mr. Anderson’s
charges that disk jockeys have accepted
drugs as payola.

Mr. Ray said the commission has re-
frained from opening payola hearings in
the past because of an initial policy deter-
mination eight years ago that such pro-
ceedings should be kept in confidence.
But, he continued, there seems to be a
“natural tendency” at the commission “to
hold public hearings on as many things
as possible ., . . Why should we make
payola the one exception to this just be-
cause we started out that way?”

| Breaking In

1 Take It on Home—Chariie Rich (Epic)
" Charlie Rich has had no hit in a very
long time—since the early 60’s as a mat-
ter of fact. He has been able to pack night
clubs for years, but he has not been able
to sell records.

“I Take It on Home” is his newest of-
fering and it shows signs of breaking Mr.
Rich’s drought. It is produced by Billy
Sherrill, Tammy Wynette’s producer, and
perhaps its greatest power lies in its sense
of underproduction. It is simple—the
first half of the song is Charlie Rich’s
pure voice and piano alone and it doesn’t
break into full orchestration until almost
the end. The song is about a man who
resists the temptations of other women
for the sake of his woman at home:
“When I'm not workin’, I don’t hang
around. I take it on home.”

Although Mr. Rich has enjoyed his
most recent acceptance among country
fans (he was, during the 1950, part
of the Sun Records stable which included
Jerry Lee Lewis, Elvis Presley and Roy
Orbison) he is not an artist whose sound
can be readily classified as country. This
record can be considered for pop play.

Key country outlets went on the record
almost immediately after its release two
weeks ago. They include: wgAP(AM)
Fort Worth, kKENR(AM) Houston and
wiRE(AM) Indianapolis.

P,

J.efferson Airplane

Long John Silver — Jefferson Airplane
(RCA) ® Since Marty Balin, one of the
founders of this group that popularized
the San Francisco sound, left the Jeffer-
son Airplane last year, the sound of the
band has not been quite the same, Lead-



ership of the group has been left to Grace
Slick and Paul Kantner who, on the Air-
plane’s last album, seemed a bit uncom-
fortable in their new roles. Long John Sil-
ver comes one Airplane album and two
Slick-Kantner solo albums after Marty
Balin's departure, and all now seems
well with the new JA.

Long John is the Airplane popping the
balloons of health-food nuts, religious
fanatics, and “mindless” patriots. That’s
their style. Plenty of Jorma Kaukonen
wah-wah guitar, plenty of half-screeching,
half-talking cynical Gracie Slick and
plenty of Paul Kantner didacticism. Two
new additions: Papa John Creach on elec-
tric violin (he was on their last album),
and John Barbata replacing Joey Coving-
ton on drums.

FM rock stations playlisting the Jeffer-
son Airplane last week: wMMR Philadel-
phia, cHUM-FM Toronto, WMMS-FM

- Cleveland and wrNO New Orleans.

Rick Nelson

Garden Party—Rick Nelson (Decca) "
Ricky Nelson is now 31. It has been
a long way since the days of Ozzie, Har-
riet, Dave and “Hello Mary Lou.”

Rick Nelson began his comeback a cou-
ple vears ago in the beginnings of the
country-rock movement. He had a popu-
lar record—it wasn’t quite a hit—with
Bob Dylan’s “You Belong to Me.”
Today, Rick Nelson is his own man with
the self-written, self-produced “Garden
Party.” It has taken a very long time to
break this record. It was released in the
middle of June. It is now beginning to
turn up on playlists in both secondary and
major markets.

“Garden Party” is autobiographical and
bitter at that. It's the story of an artist's
disillusionment with his audience: “When
I got to the garden party, they all knew
my name. But no one recognized me, I
don’t look the same.” The chorus: “It's
all right now. I learned my lesson well.
See, you can’t please everybody, so you
got to please yourself.”

The flip side of the single may be con-
sidered for airplay if “Garden Party”
is well received. It’s called “So Long
Mama,” and it’s the tale of a man
rejecting his girl friend for her coldness.
“You walk around with your nose up in
the air. I bet you've never seen the ground.
You'd better learn to breathe through
your ears, "cause if it rained right now,
you’d drown.” Rick Nelson bares his
fangs. .

Stations reported on the “new” Rick
Nelson last week included: WIBG(AM)
Philadelphia, KILT(AM) Houston, KENR(AM)
Houston, WMAK(AM) Nashville and
wPIX(FM) New York.

BBDO all set
to go public
Officers of one of largest

U.S. agencies hope to sell
770,000 shares at $25 each

BBDO International Inc., parent of
BBDO and other domestic and interna-
tional subsidiaries, filed a registration
statement with the Securities and Ex-
change Commission in Washington last
week, proposing the sale of 770,000
shares at a maximum of $25 a share. If
sold at that price, this would total $19,-
250,000. The shares are being sold by
200 officers, directors and employes, in-
cluding Tom Dillon, president of BBDO
International and of the BBDO agency.
Mr. Dillon is selling 75,000 shares out
of the 250,000 he owns.

BBDO International announced last
June that it would be going public. The
firm reported that its revenues from com-
missions and fees in 1971 totaled $42,-
658,000, and net income $3,189,000
($1.42 a share) after extraordinary in-
come. For the first six months of 1972,
the company reported revenues of $20,-
815,000 and net income of $1,809%,000
(79 cents a share) after extraordinary
credits. Its billings in 1971 totaled $322,-
863,000, it said.

It noted also that it is the fourth
largest U.S. advertising agency, and sixth
largest in the world. It reported that its
international billings have moved up from
31.8% of its $304,663,000 total billings
in 1967, to 10.7% of last year's total.

Television continues to be the most
important medium for BBDO, the regis-
tration specified, accounting for 51.7%
of all domestic billings in the first six
months of this year: in 1967 TV was
only 38.9%.

In a list of officers’ remuneration, the
report showed that this year Mr. Dillon
is receiving $160,000 annually in salary,
and $22,460 in bonus; James J. Gordon,
executive vice president, and Bruce E.
Crawford and E. E. Norris, both senior
vice presidents, each $82,000 and $22,-
460; Clayton Huff, treasurer, $85,000

Purposeful smile.
ident, stands to collect $1,875,000 If the
stock offering submitted for SEC clearance
goes through and sells at the predicted
price of $25 a share.

Tom Dillon, BBDO pres-

and $17,250; Raymond E. McGovern,
vice president, $43,000 and $6,290.

Among the other selling stockholders
are Mr. Gordon, 45,000 shares, leaving
him with 105,000; Messrs. Crawford and
Norris, each 37,500, leaving 87,500;
Mr. Huff, 22,500 leaving 52,500, and
Mr. McGovern, 7,500, leaving 17,500.

As of June 30, BBDO International
showed total assets of $41,109,404, with
current assets $34,124,095. Current lia-
bilities were $21,536,345; long-term lia-
bilities, $680,214, and retained earnings,
$18,892,845.

There are 4.5 million shares of BBDO
International common stock authorized,
with 2,500,800 outstanding.

Cable financing firm
strengthens its hand

$15-million proceeds from CFC
offering to be available along
with $30 million from six banks

An initial public offering of one million
common shares of Cable Funding Corp.’s
stock at $15 per share was oversubscribed
last week.

The proceeds of $15 million (less un-

More fLan a a’ecaa’e 0/ Condtrucfiw .S;mice
fo ﬂroat[cadeﬂ aml the ﬁ-oaa’aaah‘ng jmlu:}fry

HOWARD E. STARK
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NEW YORK, N, Y. 10022
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derwriters’ commissions), plus $30 mil-
lion for which the firm has commitments
from six banks, will be used to provide
loans to CATV companies building new
systems or enlarging existing ones, and
for operating expenses. CFC also expects
to obtain equity positions in some of the
cable firms 1t lends money to.

The underwriting group was ied by
White, Weld & Co., New York.

After the sale, there were 1,233,326
shares outstanding.

CFC was founded late in 1971 and was
publicized for the first time this year at
the convention of the National Cable
Television Association in Chicago
(BROADCASTING, May 22).

Its principal officers and directors, who
together own 11.8% of the outstanding
common stock, include Milton A. Gor-
don, New York stockbroker; Morton L.
Janklow, New York lawyer; Martin F.
Malarkey, veteran CATV system owner-
operator and now a cable consultant in
Washington, whose firm, Malarkey, Tay-
lor & Associates, will act as consultants
to CFC in evaluating applications for
loans plus other services.

Others well known in the communica-
tions field who are directors are Dr. Jo-
seph V. Charyk, president of the Com-
munications Satellite Corp.; Walter Cron-
kite, CBS News correspondent; Harrison
Salisbury, associate editor of the New
York Times, and David J. Mahoney,
president-chairman and chief executive
officer of Norton Simon Inc,

President of CFC is Harold D. Ewen,

formerly CATV division vice president
of Economy Finance Corp. Martin R.
Smith, of the Malarkey firm, is vice presi-
dent and treasurer, and Stephen M. Gor-
don, senior research associate with the
New York brokerage firm of Halle &
Steiglitz, is vice president and secretary.

At the time of its public offering last
week, CFC had one loan commitment
outstanding. This is to Coastal Cable TV
Co., one of the applicants under con-
sideration by the Connecticut Public
Utilities Commission for a franchise to
serve Groton, Ledyard, Stonington, North
Stonington and Voluntown. The loan is
for $1.45 million at prime plus 4% inter-
est and calls for 15% ownership.

Financial Briefs

American Television & Communications
Corp.,, New York, reported record rev-
enues and earnings for fiscal year 1972,
with net income up 98% over last year's.
For year ended June 30:

1972 1971
Earned per share 3 238 $ 1.90
Revenues 14,798,173 11,331,408
Net income 1,452,239 732,387

Tele-Communicatiens Inc., Denver, re-
ported “significant gains” in revenues
and earnings for first half of 1972, For
six months ended June 30:

1972 1971
Earned per share $ 019 $ 0.08
Revenues 8,446,310 5,835,140
Net income 837.910 263,457

San Juan Racing Association Inc., San

August 23,1972

This announcement is neither an offer to sell nor the solicitation of an offer to buy
any of these securities. The offering is made only by the Prospectus.

1,000,000 Shares

.AA, Cable Funding Corp.

Common Stock
(Par value $.02 per Share}

Price $15 per Share

Copies of the Prospectus may be obtainad in any State only from such of
the several underwriters as may lawfully offer the securities in such State.
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Incorsorated
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Juan, P.R., which owns radio stations
in Philadelphia, Washington, Cleveland,
Atlanta and Miami, reported increases
in revenues and income for fiscal-year
1972. For year ended April 30, 1972:

1972 1971
Earned per share $ 179 § 119
Revenues © 20,087,248 17855170
Net Income 3,495,359 2,321,033

Ampex Corp., Redwood City, Calif., re-
ported to shareholders at annual meeting
that on top of previously announced net
loss for last fiscal year ended April 29,
1972 of $89.7 million (BROADCASTING,
July 17), firm lost $3.2 million in first
period of the new fiscal year. It was indi-
cated at meeting that first-quarter loss
was less than had been expected. Share-
holders also were told that key to com-
pany’s continued existence was hammer-
ing out of new agreement extending
Amper’s credit for two years (BROAD-
CASTING, July 24). Arthur E. Hausman,
president and chief executive officer, said
Ampex currently has backlog of more
than $100 million in orders. For quarter
ended July 29:

1972 1971
Earned (10ss8) per share § (0.29)  ......
Revenues 66,809,000  ......
Net income (loss) (3.155.000)  ......

Note: According to company., comparison to year-
earlier figures would not be meaningful bscause of
accounting changes in fiscal 1971 and 1972.

National Telefilm Associates Inc.,, Los
Angeles, distributor of films for TV and
theaters, reported a slight profit based on
an extraordinary gain for the nine months
of the current fiscal year, still a significant
turnaround from losses during the previ-
ous comparable period. For the nine

months ended June 30:

1972 1971

Earned (loss) per share -« § 000 § 50.07)
Revenues 3.212,196 2,433,242
Net income (loss) 23,740 (477,135)
Notes: Net eamings includes total extraordinary in-
come of $95,704, Effective Oct. 1, 1971, company
changed accounting rules resulting in reduction of
net income for the six months ended June 30, 1973
by $365,911 or three cents per share below what It
otherwise would have been.

Wrather Corp., Beverly Hills, Calif., TV
film producer and syndicator, has sold to
public 227,000 common shares of its one’
million shares holdings in Teleprompter
Corp., New York. Indications are that
Wrather may sell 23,000 more shares of
its Teleprompter interest in near future.
Shares already sold—part of the stock
resulting from merger Dec. 30, 1971 of
Muzak Inc., wholly owned subsidiary of
Werather, into a wholly owned subsidiary
of Teleprompter—amounted to some
$9.3 million. Wrather realized an extra-
ordinary gain of $4.7 million, or $2.09
a share,

FM’s also feel
high cost of living

NAB study of average station shows
'71 gains in net revenues and sales
were again offset by rising expenses

The typical FM station in 1971 had in-
creases of 23.2% in net revenues and
21% in time sales, but its deficit margin
was less than in 1970—minus 6.3% vs.
minus 9.5%.

In a report issued last week by the
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:nues and expenses of the typical FM radio station nationwide 1971

Percent

1971 1970 Change
AL BROADCAST REVENUE a $ 82,800 $ 67,200 23.2%
AL TIME SALES $ 85,300 $ 70,500 21.0
om:
Networks 0 0 0.0
National and regional 4,800 3,100 54.8
Local advertisers 80,500 67,400 19.4
AL BROADCAST EXPENSE $ 88,000 $ 73,600 19.6
om:
Technical 9,300 8,400 10.7
Program 28,100 25,500 10.2
Selling® 16,400 13,000 26.2
General and administrative 34,200 26,700 28.1
CTED EXPENSE ITEMS
AL SALARIES¢ $ 45,400 $ 48,100 (5.6)
om:
Technical 4,400 4,300 23
Program 18,800 23,400 (19.7)
Selllng 11,800 12,000 (1.7)
General and administrative 10,400 8,400 23.8
IECIATION AND AMORTIZATION $ 7,400 $ 7,900 (6.3)
IC LICENSE FEES $ 1,800 $ 1,600 125
FIT (before federal income tax) $ (5,200) $ (6,400) 18.8
FT MARGIN (6.29%) (9.45%) 33.4%

e sales plus other broadcast revenues less cash discounts and commissions to
incies, representatives and brokers.

ludes all promotions, excludes agency and rep. commissions.

ludes salaries, wages, and bonuses of officers and employes.

:kly market summary of 124 stocks allied with broadcasting

Approx. Totai marke(

shares capltail-

Zlosing Closing Nat change % change 1972 ou! zatlon

iug. 23 Avg. 16 in week in week High Low (000) (000)
174 78 174 .00 81 1/2 51 174 8r4l8 658,708
3/8 1 7/8 + 172 + 26466 5 1 5/8 1+815 4,310
3/4 57 1/4 - 1172 - 2.62 64 174 48 61496 362,152
3/8 61 3/8 -1 = l.62 63 45 1/2 281096 1+696+296
1/8 48 1/4 - 1/8 = +25 51 36 1/4 5:827 280+424
3 174 = 174 = T.69 4 1/8 2 1/4 820 2v460
174 16 + 174 + 1.56 23 7/8 12 1/4 800 13,000
3/4 13 7/8 - 1/8 - .90 22 3/8 12 7/8 21341 32+188
1/8 10 1/8 .00 11 5/8 4 250 2531
3/4 9 1/4 = 172 o 5.40 18 1/4 8 3/4 2,010 17,587
1/4 19 174 -00 29 8 1,037 19,962
23 1/4 = 174 = l1.07 27 18 22589 59,547
1/8 29 1/4 - 2 1/8 = T.26 30 172 15 172 1,042 28,264
54 7/8 + 1/8 + 22 59 174 41 3/4 42064 223.520
TOTAL 65,605 3,400,949
7/8 6 1/4 - 3’8 - &6.00 8 3/4 4 1/2 1,250 7+343
17 .00 20 7/8 13 7/8 11,497 195,449
5/8 3 7/8 = 174 = 6.45 7 1/8 3 3/8 2+257 8,181
172 5 1/8 + 3/8 + 7.31 8 374 5 1/8 3,999 21:994
1/4 30 3/8 + 1 7/8 + 6.17 42 172 28 172 3,264 105,264
172 12 3/8 = 7/8 = 7.07 13 1/8 9 1/2 3,969 454643
174 80 1/2 = 174 > «31 8l 3/8 63 12,894 1+034,743
1/8 19 5/8 = 172 = 2.54 27 1/8 18 3/4 8,282 158,393
1/4 27 = 3/4 - 2.77 32 174 23 172 2+ 220 58,275
3/4 26 3/4 + 2 + 7.47 32 5/8 24 5/8 19+ 483 560,136
12 1/4 - 3174 - 26.53 20 172 9 24843 25,587
1/¢ 11 174 .00 14 6 172 475 5r343
7 1/8 - 178 = 1.75% 9 1/8 &6 12646 11,522
1/8 6 7/8 + 174 + 3.63 9 578 6 374 261948 192,004
1/8 7 1/8 .00 7 7/8 6 1/2 1,621 11:549
1/72 13 3/8 + 1/8 + .93 16 1/8 12 172 1+154 15,579
1/2 3172 .00 4 7/8 2 475 1,662
3/4 27 1/8 = 3/8 - 1.38 30 17 172 3,357 B89.799
3/8 20 + 3’8 + 1.47 21 5/8 17 172 6,753 137.592
12 174 15 174 .00 20 7/8 14 3/8 23,327 355,736
38 37 172 + 1/2 + 1.33 49 3/8 34 3/8 34434 130,492
20 20 172 = 172 - 2.43 30 3/4 18 172 2,772 554440
37 3/4 37 5/8 + 178 + .33 39 27 1/4 51959 224+952
40 3/4 40 374 .00 44 14 2+408 98,126
14 3/4 14 374 Q0 19 3/8 13 1,335 19,691
20 172 21 - 172 = 2.38 30 9 942 194311
2 172 2 3/4 = 1/4 = $.09 4 7/8 1 5/8 919 24297
3 1/8 3 + 1/8 + 4.16 4 1/4 2 378 21292 74162
28 1/4 27 + 1 1l/4 + 4.62 34 172 26 81324 2355153
40 1/8 40 3/8 = 1/4 = .61 43 1/4 33 12,146 487,358
36 1/8 39 1/8 - 3 = 7.66 39 3/8 24 2,318 83,737
25 1/4 29 - 3 3/4 - 12.93 34 3/4 25 174 1,958 49,439
121 1/74 132 1/4 - 11 - 8.31 135 82 5/8 251471 3,088,358
14 5/8 12 5/8 + 2 + 15.84 30 3/4 12 178 1,005 14,698
48 3/4 47 + 1 3/4 + 3.72 48 3/4 31 49223 205,871
5 1/2 5 7/8 = 3/8 S 6.38 7 2 1,328 7+304
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Approx.

Total market

shargs capitali-

Stock Closing Closing Net change % change 1972 out zation

symbol Exch. Aug. 23 Aug. 16 in week in wael High Low (000) {000)
WASHINGTON POST CO. WPO A 36 3/4 36 1/4 + 1/2 + 1.37 37 1/4 23 172 44789 175+995
WHDH CORP. 0 23 24 - 1 = 4,16 30 11 589 13+547
WOMETCO WOM N 22 5/8 23 = 3/8 = 1.63 25 7/8 18 1/2 5,789 130+976
Cable TOTAL 225+ 715 8+091.701
AMECD ACD 4] 2 1/4 2 3/8 - 1/8 - 5,26 12 3/4 11/2 1+ 200 24700
AMERICAN ELECTRONIC LABS AELBA O 4 3 7/8 + 1/8 + 3,22 9 3/4 3 1,726 6,904
AMERICAN TV & COMMUNICATIONS AMTY ] 46 46 1/2 = 1/72 - l1.07 47 1/4 17 1/4 21462 113,252
BURNUP & SIMS BS1IM 0 22 1/8 22 1/2 = 3/8 = l.66 23 3/8 6 3/4 6,887 152:374
CABLECOM-GENERAL cCe A 11 1/2 12 1/8 - 5/8 - 5,15 18 1/4 11 1/8 24395 274542
CAMLE INFORMATION SYSTEMS 0 2 3/4 3 - 1/4 - 8,33 4 3/4 1 3/4 955 2,626
CITIZENS FINANCTAL CORP. CPN A 9 91/8 - /8 - 1.36 15 1/4 9 2,355 214195
COLUMBIA CABLE ccag O 18 7/8 19 1/2 - 5/8 - 3.20 21 3/4 18 1/2 900 16+987
COMMUNICATIONS PROPERTIES COoMu o] 11 1/4 11 3/4 = 172 = 4,25 27 3/8 11 1/8 1+917 214566
COXx CABLE COMMUNICATIONS [*4 A 40 1/8 39 + 11/8 + 2.88 41 3/4 23 1/4 3,556 1421684
CYPRESS COMMUNICATIONS CYPR O 22 1/6¢ 22 1/2 - 1/ = 1.11 23 7 2+732 604787
ENTRON ENT A 3 1/4 3 174 .00 9 1/a 3 1,320 4+290
GENERAL INSTRUMENT CORP. GRL N 30 3/4 31 3/8 - 5/8 - 1.99 32 7/8 20 3/4 6+501 199,905
LVO CAHLE INC. Lvoc 0 14 13 7/8 + 1/8 + .90 16 1/2 6 3/4 11466 201524
STERLING COMMUNICATIONS STER 0 4 3/4 4 3/4 .00 7 3/4 3 172 2v162 10+269
TELE-COMMUNICATIONS TCOM 0 34 1/4 32 172 + 1 3/4 + 5.38 36 1/4 15 172 3+574 122,409
TELEPROMPTER TP A 40 1/4 39 5/8 + 5/8 + 1.57 46 1/2 28 1/8 154551 6254927
TIME INC. TL N 47 1/8 47 172 - 3/8 - .78 664 3/4 44 5/8 1 T1+284 343,258
VIACOM vIA N 22 1/2 22 1/4 + 176+ 1.12 28 1/2 15 1/2 3,836 864310
vIKOA vIK A 11 1/4 11 3/8 - 1/8 - 1.09 19 3/4 8 21333 261246
Programing T0TAL 71+112 240074755
COLUMBIA PICTURES o149 N 10 1/2 10 5/8 = 1/8 = 1.17 1« 7/8 9 1/8 6v342 664591
DISNEY bIS N 189 193 - & - 2.07 201 3/4 132 3/& 13,802 246084578
FILMWAYS FWy A 5 3/8 4 7/8 + 1/2 + 10.25 8 4 3/4 1+868 10:040
GULF & WESTERN GHW N 37 1/2 37 5/8 - 1/8 - .33 44 3/ 28 15+816 593,100
MCA MCaA N 25 3/4 25 172 + 1/6  + .98 35 7/8 24 1/4 8,182 210,686
MGM MGM N 20 3/4 21 = 1/4 = l1.19 21 1/2 16 3/4 5+ 897 1224+ 362
MUSIC MAKERS MUSC o] 2 2 .DO 3 3/4 1 1/8 534 1+088
TELE~TAPE PRODUCTIONS o] 1 7/8 1 3/4 + 1/8 + 7.14 2 7/8 1 2,190 4,106
TRANSAMERICA TA N 19 3/8 19 1/2 - 1/8 - .64 23 1/2 16 174 67,213 1+302,251
20TH CENTURY=FOX TF N 9 5/8 10 - 3/8 - 3,75 17 8 5/8 8+562 824409
WALTER READE DRGANIZATION WALT 3] 2 1 7/8 + 1/8 + 6:66 4 1/8 1 3/8 2+203 4,606
WARNER COMMUNICATIONS INC. wCl N 46 5/8 47 1/8 = 1/2 = 1.06 50 1/« 31 1/a 16+221 756,304
WRATHER CORP. weo A1l 1/2 12172 - 1 - 8.00 17 7/8 9 7/8 2,166 24,886
Service TOTAL 150,954 S5+78b4 787
JOHN BLAIR BJ N 14 1/4 15 3/ - 1 1/2 - 9.52 22 3/8 14 1/4 2,600 37,050
COMSAT co N 54 3/4 5¢ 3/4 + 1.38 75 3/8 52 10,000 5474500
CREATIVE MANAGEMENT CMA A 10 10 5/8 = 5/8 - 5.88 15 1/2 9 3/8 1,056 10.:560
DOYLE DANE BERNBACH poyL O 28 29 -1 - 3,64 34 3/4 24 1+925 53,900
ELKINS INSTITUTE ELKN D 2 5/a 2 3/6 - 1/8 - 4.54 16 3/8 2 5/8 | NY-Y-13 44368
FODTEs CONE & BELDING FCB N 12 3/8 11 7/8 + 1/2 + 4221 14 10 5/8 2,176 264928
GREY ADVERTISING GREY O 16 1/2 16 3/6 - 1/¢ = 1.49 18 1/8 9 1/a 1+200 19,800
INTERPUBLIC GROUP 1PG N 32 1/4 31 172 + 3/4  + 2.38 36 1/8 22 3/4 1+843 594436
MARVIN JOSEPHSON ASSOCS. MRVYN O 14 1/8 14 1/6 = 1/8 - .87 17 3/4 5 1/8 825 11,653
MCCAFFREY & MCCALL 0 12 1/2 13 = 1/2 o 3,84 16 1/2 7 585 T+312
MOVIELASB MOV A 2 1 5/8 + 3/8 + 23,07 3 1/8 1 5/8 1ra0Q7 2+814
“P0 VIQEOTRONICS MPO A &4 & .00 7T 1/8 3 5/8 547 2,188
NEEDHAM, HARPER & STEERS, INC, NDHMA D 30 1/2 29 l/a + 1 1/4 + 6,27 34 1/8 21 1/2 911 27+785
A. C. NIELSEN NIELB O ST 3/4 57 + 3/4 + 1.31 59 1/4 37 s/8 5+299 306,017
DGILYY £ MATHER 0GIL 0 43 45 - 2 = babl 48 1/2 16 1+716 73,788
PKL CO. PKL o 1 3/a 1 5/8 + 1/8 + 7.69 9 1/2 1 5/8 778 1,361
J. WALTER THOMPSON JWT N 32 3/4 32 + 3/4 + 2.34 49 1/4 32 2+711 88,785
UNEVERSAL COMMUNICATIONS (NC. 0 14 1/2 14 + 1/2 + 3.57 17 8 715 104367
WELLSy RICH, GREENE WRG N 23 5/8 22 + 1 5/8 + 7.38 27 1/8 19 5/8 1+618 38+22%
Manufacturing TOTAL 394576 1,329,837
ADMIRAL ADL N 16 3/8 16 1/2 - 1/8 = .75 27 15 5/8 Sv163 B4y 544
AMPEX APX N & 1/2 6 3/8 + 1/8 + 1.96 15 1/8 5 1/8 10+875 70,687
CARTRIDGE TELEVLSION INC. o} 31 3/8 30 + 1 3/8 + 4.58 43 1/2 16 172 2,083 65+354
CCA ELECTRONICS CCAE 0 3 3/8 3 5/8 - 1/¢4 = 6.89 6 1/4 2 174 8al 24973
COLLINS RADLOD CRI L] 15 1/8 15 1/4 = 1/8 = .81 19 7/8 13 1/4 2+968 444891
COMPUTER EQUIPMENT CEC A 2 7/8 2 7/8 .00 4 5/8 2 3a 2+421 61960
CONRAC Cax N 31 1/2 31 + 1/2 + 1.61 39 3/8 27 1/8 1+259 39,658
GENERAL ELECTRIC GE N 66 69 1/2 =~ 3 1/2 - 5,03 70 1/8 58 1/4 182+123 12,020,118
HARRIS=INTERTYPE HI N 51 49 + 2 + 4,08 59 48 1/4 64365 3244615
MAGNAVOX MAG N 33 33 5/8 - 5/8 - 1,85 52 1/4 27 1/2 17+685 583,605
3M MMM N 8l 3/4 84 3/4 -~ 3 - 3,53 85 3/4 T4 1/&4 1124651 9,209,219
MDTDROL A MOT N 119 119 5/8 -~ 5/8 - .52 129 1/8 80 13,481 1,604,239
DAK TNDUSTRIES OEN N 21 18 1/4 2 3/4 + 15.06 21 9 5/8 1+638 34,398
RCA RCA N 36 3 5/8 - 5/8 - 1.70 45 32 1/8 744352 246764672
RSC INDUSTRIES RSC A 2 5/8 3 - 3/8 - 12.50 « 3/8 2 1/2 3,458 9,077
TEKTRONI X TEK N 56 1/2 58 1/2 - 2 - 3,41 65 1/2 32 3/4 8s136 . 459,684
TELEMATION TIMT O 4 1/4 6 1/2 - 2 1/4 = 34,61 13 3/4 & 1/ 1,050 4rab2
WESTINGHOUSE WX N 43 3/4 45 3/4 - 2 - 4,37 54 7/8 41 5/8 B64927 3,803+056
ZENITH 43 N 41 7/8 45 3/8 - 3 1/2 - 1.7 50 1/2 39 3/4 19,037 197174
TOTAL 552¢553 31+841,386
GRAND TOTAL 1+105+555 52+4584415

Standard & Poor's Industrial Average 125.59 125,19 + .40

A-American Stock Exchange
M-MId Stock Exchang

N-New York Stock Exchahge
O-Cver the counter (bld price shown)

A btank in closing price ¢olumns
indicates no trading in stock.
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Over-thg-counter bld
Pierce Fenner & Smitl

grllcas supplled by Merrill Lynch,
nc.,

ashington.



Broadcast Advertising

Babette Jackson, VP, research director,
Dancer-Fitzgerald-Sample, New York,
named senior VP.

David M. Donald, associate manager,
Concepts, new-product planning and
development group, Young & Rubicam,
New York, elected VP, Y&R Interna-
tional.

Ruth Levine, casting director, Benton &
Bowles, New York, named VP.

John B, Marafi Jr., supervisor, Iberia
Airlines account, Compton Advertising,
New York, elected VP.

Nat Gayster, media director, Bob Varian,
management supervisor, and Stan Gerber,
senior account executive, Warren, Muller
& Dolobowsky, New York, named VP’s.

Dave DeVries, director, television and
radio production, DKG, New York,
named VP.

Charles 8. Kleber, VP, management su-
pervisor and member of board, W. B.
Doner & Co., Detroit, joins Grey Adver-
tising there as senior VP, general man-
ager.

Walton Mansfield, European-area super-
visor, Opel account, McCann-Erickson,
Frankfurt, Germany, named senior VP,
director of account services. M-E’s De-
troit office.

Fred R. Petrosino, local sales manager,
wrtopr-Tv Washington, appointed national
sales manager. He is succeeded by
Michael T, Dorsey, with station.

Tom Neville, with Western States Media,
Los Angeles, media representative, joins
PSA Broadcasting, San Diego, in newly
created position of regional sales man-
ager. PSA is licensee of Kpsa(FM) Los
Angeles, KPSE(FM) San Diego, KPsc-
(FM) Sacramento and KpsJ(FM) San
Jose, all California.

Frederick L. Guirty, manager, headquar-
ters store, J. W, Mays department stores,
New York, joins WRVR-FM there in newly
created position of retail sales manager.

Jim Bocock, VP and general manager,
WAAB (AM ) -WaAAF(FM) Worcester, Mass.,
joins KSFX(FM) San Francisco as gen-

RRadaE = . “a =L lTEEcEsLS == ja=— )
New head of IDC. Paul M. Roth,
senior VP, media services, Kenyon
& Eckhardt, New York, and re-
cently head of his own TV pro-
gram packaging-distribution  firm,
joins International Digisonlcs Corp.,
Chicago, as president and chlef ex-
ecutive. He succeeds Jordan Ross,
founder and former acting president,
who will continue as a consultant to
International Digisonics, which oper-
ates a talent residual-payment service
in the brecadcast-commercials field as
well as an electronic monitoring
system.

eral sales manager.

Yohn Stolzenburg, with KMEN(AM) San
Bernadino. Calif., appointed sales man-
ager.

Di Visek, VP and media director, Lloyd
Advertising, Omaha, joins KFMX{aM)
there as head of sales department.

William K. Pedersen, assistant director,
advertising, Eastman Kodak Co., Roches-
ter, N.Y., appointed director advertising,
marketing division, U.S. and Canadian
photographic division.

Stella Porter, general manager and media
director, Media Partners Inc., broadcast
buying service, New York, named VP,

Michael Leder, research director, Tele-
vision Advertising Representatives, New
York, joins Cunningham & Walsh there
as media supervisor.

Stuart Silver, senjor research supervisor,
BBDO, New York, joins Kenyon & Eck-
hardt there as senior project director,
Macleans, Brylcreem, and Brown and
Williamson accounts.

James C. Wynns, assistant account ex-
ecutive, Dancer-Fitzgerald-Sample, New
York, appointed account executive, Rey-
nolds Foods and Rival Pet Foods ac-
counts.

John E. McGowan, sales manager, Chi-
cago East region, Peters, Griffin, Wood-
ward, Chicago, appointed area manager,
PGW, New York. He succeeds Al Jarrett,
who resigns to go into own business.
Robert F. Buselli, with sales staff in Chi-
cago, succeeds Mr. McGowan.

Media

Olin F. Morris, director, public affairs,
WREC-TV Memphis, named VP, New
York Times Broadcasting Service. licensee
of station.

Clifford H. Braun, program manager,
wFLD-Tv Chicago, assumes additional
duties as VP, administration, Field Com-
munications Corp., licensee of station.

Mark Hurd, general manager, KFRC(AM)-
KFMs(FM) San Francisco, named VP.

John F. Bayliss, general manager, KIMN-
(aM) Denver, and James B. McGovern,
general manager, kYXi(aM) Portland,
Ore., elected VP’s, radio division, Pacific
and Southern Broadcasting, licensee of
stations.

Charles H. Warner, formerly VP and
general manager, RKO Radio Repre-
sentatives, New York, joins wwsw-aM-
FM Pittsburgh as executive VP and gen-
eral manager.

Frank Deaner, corporate advertising and
promotion writer, Avco Broadcasting
Corp., Cincinnati, appointed publicity
manager, He is succeeded by Bernard
Barth Jr., with Avco-owned wLWD(AM)
Dayton, Ohio.
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Fates & Fortunes.

NAFMB directorships filled. Ten
new directors-at-large were elected
to the board of the National Associ-
ation of FM Broadcasters., Chosen to
serve until April 1973 were Phil
Sheridan, WNCI Columbus, Ohlo;
James Gabbert, KiOl San Francisco;
Roy Elsner, KQIP Odessa, Tex.;
George Kravis, KRAV Tulsa; Thomas
Holter, WLVE Poynette, Wis.; Jeff
LaCaze, WJBO-FM Baton Rouge;
Thurman Worthington, WTAR-FM Nor-
folk, Va.; Raymond Fritsch, KSL-FM
Salt Lake City; Alex Smallens, Ameri-
can FM Radio Network, New York,
and Jack Baker, CBS-FM Spot Sales,
New York. They join existing flve di-
rectors: Robert Cole, CBS-Owned
FM Stations, New York; Elmo Ellis,
WSB-FM Atlanta; Harold Neal, ABC
Radio, New York; Robert Ardrey,
WIOF Waterbury, Cenn., and Jack
Severson, WKUB Manitowoc, Wis.

Tim McDonald, assistant director, adver-
tising and promotion, WNEw-TV New
York, joins wcveB-rv Boston in same
capacity. Gretchen Wortham, with wcvs-
TV, appointed director of community
affairs.

Gene Waters, program director, wsAL-
AM-FM Logansport, Ind., appointed gen-
eral manager.

Floyde E. Beaston, sales director, wLTD-
{(AM) Evanston, Ill, appointed station
manager.

William C. Chadwick III, general man-
ager, KRDS(aM) Phoenix, joins wNRI(AM)
Woonsocket, R.I.,, as station manager.
Jack Caron, on staff of wHIM (AM) Provi-
dence, R.1., joins WNRI as operations man-
ager.

David Tolbert, with waco-aM-FM Waco,
Tex., joins KEFC(FM) there as station
manager. Michael W. Wisnieski, with
WACO-AM-FM, joins KEFC as operations
manager.

Shirley Palmer, public-relations director.
KF1{AM) Los Angeles, joins KHJ(AM)
there as promotion director.

Hank Lightfoct, with NBC, Burbank,
Calif., joins KFTY(FM) Santa Rosa, Calif.,
as director of operations.

Harvey Mednick, director, advertising,
merchandising and promotion, KHJ (AM)
Los Angeles, joins KaBc{(AM) there as
director, creative service.

Programing

Thomas H. Smith, assistant program
manager, WNEW-Tv New York, joins
WCBS-TV there as program manager.

Donald W. Joannes, formerly sales ex-
ecutive with Paramount Television, Holly-
wood, joins 20th Century-Fox Television
there as Western division sales manager.

Martin Itzikman, director, business af-



fairs, John H. Secondari/Productions,
New York-based documentary film pro-
ducer, joins Winters-Rosen Productions.
Los Angeles, as VP, business affairs.

Richard M. Denham, program manager,
WRC-AM-FM  Washington, joins WFMD-
(AM)-wFRE(FM) Frederick, Md., as
program-production manager.

Fred Gray, with wLMD(AM) Laurel, Md.,
appointed program director. Jim Herron,
with station, appointed assistant program
director.

Ray Smithers, with wiNnD{(aM) Chicago,
joins WYEN(FM) Des Plaines, Ill., as
program director.

John Russell, with wasp(aM) Browns-
ville, Pa,, appointed program director.

Bob Gallemore, with wACco-AM-FM Waco,
Tex., joins KEFC(FM) there as program
director.

Broadcast Journalism

John R. Corporon,
head of Newsweek
Broadcasting Service,
New York, named di-
rector, news operation
of wrix(Tv) there. He
& formerly was VP, gen-
' eral manager of Post-
' Newsweek’s WTOP-TV
Washington and be-
fore that VP, news
and public affairs,
Metromedia TV.

H. Calvin Thornton, manager, UPI cen-
tral division, Chicago, elected to new
post of VP-marketing New York. He will
direct UPI's sales and marketing opera-
tions in both broadcast and newspaper
fields.

Richard C. Graf, director, news program
services, NBC, New York, joins non-
commercial WNET(Tv) there as managing
editor, The 51st State, nightly news pro-
gram.

Stan Atkinsen, reporter, NBC News,
Burbank, Calif., joins KFTY(TV) Santa
Rosa, Calif,,
public affairs.
Dick Dale, with wNRI(AM) Woonsocket,
R.I, appointed news and public-affairs
director.

John Watkins, with wsTtK(AM) Wood-
stock, Ill., joins wYEN-FM Des Plaines,
Ill., as news director.

Roger Heydt, with KFQD(AM) Anchorage,
joins wLMD(AM) Laurel, Md., as news
director.

Jon Matthews, with kxoL(aMm) Fort
Worth, joins KITE(AM) Terrell Hills,
Tex., as news editor-reporter.

Randy Woed, with wcau-aM-Tv Phila-
delphia, joins ABC News, New York as
news correspondent.

Wes Sarginson, with Kyw-Tv Philadel-
phia, joins wMAL-Tv Washington as co-
anchorman.

Mr. Corporon

Music

Charles W. Godwin, who resigned two
months ago as Mutual's VP, station re-
lations (*Closed Circuit,” June 26), joins

as director of news and-

Kaiser-Field top echelon. Board of
representatives to operate five Kaisar
Broadcasting Corp. and one Field
Communications teievision stations
under new partnership (BROADCAST-
ING, Aug. 21) will include six mem-
bers from Kaiser (77.5% owner and
three from Field Communications
{22.5% owner). They are: Edgar F.
Kaiser, chairman and chief executive
officer, Richard C. Block, vice presl-
dent and general manager, E. E.
Trofethen Jr., Donald E. Browne,
James F. McCloud and James K.
Parker of Kaiser. Representing Field
are Marshall Field, James E. Fletcher
and Alexander Hehmeyer. Name will
be Kaiser Broadcasting Co.

Broadcast Music Inc. as field representa-
tive in mid-Atlantic region. He will be
based in Washington.

Jarrett Day, program director, wXLN(AM)
Potomac-Cabin John, Md., joins WLMD-
(AM) Laurel, Md., as music director.

Cable

Robert H. Symons,
VP and general man-
ager, Teleprompter
CATV division New
York, joins Televi-
sion Communications
Corp., New York, as
VP of newly created
metropolitan systems
division, responsible
for company’s CATV
operations in urban
markets.

Robert L. Gault, marketing manager,
Rollins Broadcasting's CATV system,
Wilmington, Del., joins FCB Cablevi-
sion, Irvine, Calif., as national marketing
manager.

Ed E., Bookout Jr., systems manager,
National Transvideo Inc., Bristol, Tenn.,
joins Teleprompter Cable TV of Galves-
ton, Tex., as manager.

Perry G. Nash, manager, Teleprompter’s
cable-TV system, Rawlings, Wyo., ap-
pointed manager, Teleprompter’s Rich-
land, Wash., system.

Michael J. Monahan, general manager,
Auburn (N.Y.) Cablevision, joins Parker
Cablevision, Worcester, Mass., as man-
ager.

Werner Koester, VP-operations, Oak In-
dustries, Crystal Lake, Ill., CATV divi-
sion, appointed director, European opera-
tions.

Charles L. Covey, formerly with KDKA-TV
Pittsburgh, joins Mt. Lebanon Cable TV
Corp., Pittsburgh, as general manager.

Mr. Symons

Equipment & Engineering
Hank Maynard, senior engineer, RCA,
Burbank, Calif., joins Telemation, Salt
Lake City, as chief engineer, research
and development.

Dr. Lowell I, Smllen, with RCA, Moores-
town, N.J., joins Laser Link Corp.,
Woodbury, N. Y., as VP, engineering.

Robert L. Malcolm, with Allis-Chalmers,
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West Allis, Wis,, joins Collins Radio Co.,
Dallas, as VP, corporate industrial rela-
tions.

L. R. Dongelewicz, Northern and Eastern
European area sales representative, broad-
cast and commercial communications
products, RCA, Geneva, appointed man-
ager, field sales, Europe, Africa and Mid-
dle East.

Robert R. Stone, coordinator, technical
facilities, National Public Affairs Center
for Television, Washington, joins non-
commercial KCET(1v) Los Angeles as
engineering manager, studio and remote
operations.

Lynn Willoughby, chief engineer, waco-
AM-FM Waco, Tex., joins KEFC(FM)
there in same capacity.

Allied Fields

Marvin J. Strauzer, with Adam Young
Inc.. New York, joins American Re-
search Bureau there as regional manager,
broadcaster services.

Jack M, Thomell, with Office of Tele-
communications Policy, Washington, joins
Diversified Communication Investors Inc.,
Lubbock, Tex., as president and chief
executive officer.

Deaths

William A. Fay, 72, pioneer broadcaster
of Rochester, N.Y., died Aug. 18 of heart
failure in Genesee hospital there. He
went to Rochester in 1928, was manager
of wHAM (AM) there until early fifties and
general manager of affiliated wHAM-TV
(now WRoC-TV) from 1949 to 1957,
After licensee Stromberg-Carlson Co.
merged with General Dynamics Corp.,
Mr. Faye was elected president of
successor Stromberg-Carlson Broadcast-
ing Co. He retired in 1968, His wife, Mil-
dred, son, William K., and daughter,
Julie, survive.

Stanley W, (Stan) Shaw, 64, retired radio
and television announcer, who originated
late-night Milkman's Matmee program on
wNEW(AM) New York in 1935, died
Aug, 16 in Newton, N.J. Mr. Shaw con-
tinued with program until 1942 and later
worked for wiNs(aM) New York and
wrPIX(Tv) New York until 1947. He is
survived by two sons.

John Wayne Kirkpatrick, 70, former gen-
eral manager, woRD(AM) and later wSPA-
AM-FM, both Spartanburg, N.C., died
Aug. 13 there after brief illness. At time
of death he was account executive with
wSPA-AM-FM. He is survived by his wife,
Eloise, son, daughter and stepdaughter.

Edwin R. Perry, 55, director of account
services, ABC Inc., New York, died Aug.
20 at his home in Rockville Center, N.Y.
He joined ABC in 1963 as manager of
guest relations, and assumed account
services post in 1968. He is survived by
his wife, Charlotte, and two sons.

Dr. Calvin Miles Thompson, 76, who
had conducted religious program on
wSYR(AM) Syracuse since 1936, died
there Aug. 17 after brief illness. He was
also advisor, religious programing, for
wSYR-AM-FM-TV. He is survived by his
wife, Helen Ruth, and one daughter.




As compiled by BROADCASTING Aug. 16
through Aug. 22, 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 permit. D—day. DA—directional
antenna. ERP—eflective radiated power. khz—kilo-
heriz. kw—kilowatts. LS—local supset. mhz—mega-
hertz. mod.—modification. N—night. PSA—presun-
rise service authority. SCA—subsidiary communi-
cations authorization. SH—specified hours, SSA—
special service authorization. STA—special tem-
porary authorization. trats.—transmitter. UHF—
ultra high frequency. U—unlimited hours. VHF—
very high frequency. vis.—visual. w—watts. *—edu-
cational. HAAT—height of antenna above average
terrain. CARS—community antenna relay station.

Existing TV stations

Final actions

®» KOOL-TV Phoenix—FCC granted request by
KOOL-TV Phoenix for waiver of prime-time access
rule in connection with CBS pro football telecast
and_other CBS programing on Aug. 25 when net-
work will preempt regular programing after 9 p.m.
to present game. Action Aug. 16.

s *KEET(TV) Eureka, Calif.—Broadcast Bureau
granted mod. of license to change studio location
to 3100 Edgewood Road, Eureka. Action Aug. 16.

® KBSA(TV) Guasti, Calif.—Broadcast Bureau
granted license covering new commercial TV; ERP
219 kw vis,, 22.4 kw aur. Action Aug. 16

8 WTOP-TV Washington—Broadcast Bureau grant-
ed CP to install alt.-main trans. at main trans-ant,
location. Action Aug. 17.

8 WEMT(TV) Bangor, Me.—Broadcast Bureau
granted license covering changes. Action Aug. 14,

8 WZZM-TV Grand Rapids, Mich—FCC granted

waiver of prime-time access rule and authorized up

to 3 hours and 15 minutes of ABC network pro-

iraming during prime time on Aug. 20. Action
ug. 16,

® Liberty Television Inc. (KEZI-TV Eugene, KO7IA
Qakland, KO7IL Winston, K11GT College Hill,
Friendly Street, cast and southeast of Eugene, South
Willemette and Fox Hollow, KI2ZHA North Rose-
burg, Winchester, Roseburg, Deer Creek, South
Roseburg, Oake and Glengary area, West-North-
west Roseburg and Garden Valley area all Oregon—
Broadcast Bureau granted mod. of commercial TV
and TV translator licenses covering change in name
to Liberty Communications In¢c. Action Aug. 16.

® KVRL{TV) Houston—Broadcast Bureau granted
authority to operate trans. by remote control from
3935 Westheimer Road, Houston. Action Aug. 16,

@ KSL-TV Salt Lake City—FCC denied request by
KSL-TV for exemFLiOn from or waiver of prime-
time access rule for 1972-73, KSL-TV contended
that recent ARB survey (Feb.-March) showed KSL-
TV as being in 52d market rather than in top 50 to
which rule applies, Commission said KSL-TV's
ARB wmaterial is summary and analysis of ARB's
Feb.-March Survey and not ARB ranking. It pointed
out that each spring commission issues notice show-
ing stations in top 50 markets and said that list for
this year dated March 16 included Salt Lake City.
Action Aug. 21

8 WYAH-TV Portsmouth, Va—Broadcast Burcau
granted requested authority to operate trans. by re-
mote control from 1318 Spratley Sweet, Portsmouth.
Action Aug. 15,

@ KVOS-TV Bellingham, Wash.—Broadcast Bureau
granted license covering alt. main trans. Action
Aug. 14,

1 KNDU(TV) Richland, Wash.—Broadcast Bureau
granted license covering permit which authorized
changes in existing station. Action Aug. 9.

Aclions on motions

® Acting Chief, Broadcast Bureau, on request of
Friends of the Earth, extended through Aug. 23
time to file reply comments in matter of amend-
ment of commission’s sponsorship identification
rules (Doc. 19513). Action Aug. 15.

® Acting Chief, Broadcast Bureau, on request of
Representative Alphonzo Bell {R-Calif.), extended
through Aug. 15 time for filing statements and ac-
cepted Mr. Bell's letter statement; and on request of
Bernard A. Balmuth, extended through Sept. ] time
for fiing replies in matter of amendment of rules
to limit use of reruns on network owned or affiliated
stations to 25% of prime time in each year, and

For the Record.

require identification of rerun material (petition of
Bernard A. Balmuth). Action Aug. 18.

[] l_-lcaring Examiner Charles J. Frederick in High
Point, N.C. (South Broadcasting Co. [WGHP-TV]
and Furniture City Television Co.). TV proceeding.
upon unopposed motion by Furniture City Televi-
sion Co. for rescheduling of rates, canceled pre-
viously established procedural dates and Set new
rrocedural dates. and scheduled hearing for Nov.
14 {(Docs. 18906-7), Action Aug. 15.

8 Hearing Examiner Chester F. Naumowicz Jr. in
Daytona Beach. Fla. (Cowles Florida Broadcasting
Inc. [WESH-TV] and Central Florida Enterprises
Inc.). TV proceeding, on informal request of Cen-
tral Florida Enterprises Inc., scheduled further con-
flzrcnce for Aug. 15 (Docs. 19168-70}, Aclion Auyg.
® Hearing Examiner James F. Tierney in New
York [WPIX{(TV}] and Forum Communications
Inc.), TV proceeding, granied petition by Forum
Comimunications Inc. for leave to amend application
to reflect option gbtained by Inner City Broadcast-
ing Corp. for purchas¢ of WLIB-FM New York
(Docs. 18711-2). Action Aug. 14.

Other action

® Review board in matter of ¢h. 7. Boston, TV
Froceeding, denied petition by Community Broad-
casting of Boston Inc., one_of applicants in ¢om-
rarative proceeding for ch. 7, v add ex parte and
abuse-of-process issues against RKO General Inc.
(WNAC-TV). RKO's application for renewal of
license was designated for consolidated hearing on
Dec. 18, 1969, with applications of Community and
Kh: Dudley Station Corp. {Docs. 18759-61). Aclion
ug. 16,

New AM stations

Actions on motions

8 Acting Chief, Office of Opinions and Review,
in Lebanon, Pa., and Catonsville, Md. (Lebanon
Valley Radio I[nc. and Radio Catonsville Inc.),
AM. proceeding, granted request by Radio Catons-
ville Inc. and extended to Aug. 9, time to file
application for review of review board decision re-
leased June 7, in separate action, granted request
by Lebanon Broadcasting Co. and extended through
Aug. 24 time to file opposition to Lebanon Valley
Radio Inc.’s application for review; and in sepa-
rate action, pranted request by Broadcast Bureau
and extended through Sept. 5 time to file responses
to application for review filed by Radio Catons-
ville Inc. (Docs. 15835, 15839). Action Aug. 1S5,

8 Hearing Examiner Charles J. Frederick in Talla-
hassee and Quinc¢y, both Florida (Charles W. Holt,
et al.), AM proceeding, granted unopposed motion
by Charles W. Holt for leave to amend application
to include certain information concerning his busi-
ness connections (Docs. 19445-7). Action Aug. 14,

® Hearing Examiner Millard F. French in Pine
Castle-Sky Lake, Fla. (Hymen Lake), AM pro-
ceeding. on examiner’s own motion. scheduled fur-

ther hearing for Aug. 17 (Doc. 19432). Action
Aug. 14,

® Acting Chief Hearing Examiner Jay A, Kyle in
Pineville, La.. and Dermott, Ark. (Robert wan

Wagner and Southeast Arkansas Radio Inc.). AM
rroceeding, granted petition by Southeast Arkansas

Radio Inc. for leave to amend application by in-
clusion of June 26 minutes of shareholders’ meeting
reflecting expansion in number of directors from
six to seven and to formalize election of Billy Cal-
houn as director (Docs. 19473-4). Action Aug. 16.

s Hearing Examiner Chester F. Naumowicz Jr, in
Indianapolis, Omaha, and Vancouver, Wash. (Star
Stations of Indiana Inc., et al.), FM and AM pro-
ceeding, granted petition by Star Stations of Indiana
Inc. for leave to amend application to show changes
in officers and directors of its various corporations;
in separate action. granted request by Indianapolis
Broadcasting Inc.. reopened record, identified docu-
ments, received exhibits. and closed record (Docs.
19122-5). Action Aug. 15.

Other actions

@ Review board in Santa Cruz, Hollister, Aptos-
Capitola. all California, AM proceeding, granted
mution by St. Cross Broadcasting Inc. for exten-
sion of time through Aug. 24 to file responsive
pleadings to request by Progressive Broadcasting
Co. for waiver of rules and motion to enlarge
issues. Mutually exclusive applications for California
AM’'s by St. Cross Broadcastin%(lnc.. Santa Cruz;
Milo Communications Corp. (KMPG), Hollister;
Lloyd M. Marks, Seaside; and Progressive Broad-
casting Co.. Aptos-Capitola, were set for hearing
by commission memorandum opinion and order on
May 17. Each of applicants proposes daytime oper-
ation with 5 kw on 1540 khz. Upon applicant’s
request. hearing examiner dismissed application of
Lloyd M. Marks on June 29 (Docs. 19503-4,
19506). Action Aug. 18,

® Review board in Corpus Christi, Tex.. Colurado
Springs and Boulder, both Colorado. FM and AM
proceeding, granted request by Broadcast Bureau
for extension of time through Aug. 25 1o file excep-
tions and brief in support of partial initial deci-
sion (Docs. 19089, 19158-9). In partial decision
released July 11, Hearing Examiner Lenore G.
Ebhrig found A. V. Bamford, applicant for new
FM in Corpus Christi and AM in Colorado Springs.
qualified to be licensee: and in separate but related
aclion, Examiner Ehrig dismissed Mr, Bamford’s
Colorado Springs application and granted Brocade
Broadcasting Co.'s application for new AM at
Boulder. Action Aug. 15,

Existing AM stations

Starts authorized

8 WBMB West Branch, Mich.—Authorized pro-
gram operation on 1060 khz, I kw-D. Action July 7.
® KBUG Springfield, Mo.—Authorized program
opcration on 1060 khz, 500 w-D. Action July 7.

® WMVI Mechanicville, N.Y.—Authorized program
operation on 1170 khz, 250w-D. Action July 18.

8 WGLX Galion. Ohio—Authorized program oper-
ation on 1170 khz, 250 w, DA-D. Action July 27.
8 WHMT Humboldt, Tenn.—Authorized program
operation on 1190 khz, 500 w-D. Action July 5.

® KAMA El Paso—Authorized program operation
on 1060 khz, 10 kw-D. Action July 12.

Final actions

8 KXEM McFarland, Bureau

Calif.—Broadcast

EDWIN TORNBERG
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Summary of broadcasting
Compiled by FCC July 31, 1872

Not
n air Total on air Total
Licensed STA' CP's on air CP's authorized

Commercial AM 4.352 4 18 4,374 49 4,4231
Commercial FM 2,311 i 51 2,3632 116 2,479
Commercial TV-VHF 504 1 [ 5133 13 5242
Commercial TV-UHF 184 4] 7 1813 60 2513
Tolal commercial TV 687 2 12 701 73 174
Educational FM 509 0 17 526 79 605
Educational TV-VHF 86 4] 3 89 3 92
Educational TV-UHF 119 ¢ 6 125 1 136
Tolel educational TV 203 3 10 214 13 227

* Spacial Temporary Authorization.

! /nciudes 25 educational AM’s on nonraserved channels.

2 |nciudes 15 educational stations.

3 Indicates four educational siations on noniesefved channais.

granted license covering new AM, Action Aug. 18.

s KRLN Canon City, Colo.—Broadcast Bureau
granted mod. of license covering change of hours
of operation from specified to unlimited. Action
Aug. 18.

® WDBO Orlando, Fla.—Broadcast Bureau granted
remote control from 750 North Texas, Orlando,
during nondirectional operation only. ‘Action Aug.
15.

s KBRV Soda Springs, Idaho—Broadcast Bureau
granted main sludlo location changed to 120 East
2d Street, Soda Springs; remotc control permitted
from main studio location. Action July 21.

s WESL East St. Louis, 1l1l.—Broadcast Bureau
granted CP to install new aux. trans. Action Auvg.
14.

u WESL East St. Louis, 1ll.—Broadcast Bureau
granted license covering new AM. Action Aug. 18.

m KOKX Keokuk, lowa—Broadcast Bureau grant-
ed CP to change the MEOV’s on nighttime¢ direc-
tional pattern. Action Aug. 11.

s WLOX Biloxi, Miss.—Broadcast Bureau granted
CP to increase tower height to 140 fi. Action Aug.

[] WBUY Lexington, ~N.C.—Broadcast Burcau
granted main studio location redescribed as on
Highway U.S. 29, onc mile northeast of Lexington;
remote control permitted. Action July 2L

Fine

s WXXX Hattiesburg, Miss.—FCC notified Triple
X Broadcasting Co. that it has incurred apparent
lHability of $2,500 for operating during presunrise
on every day in August and September 1971, with
twice authorized power and for operating with ex-
cessive daytime power on most days from Aug. 27
tlo Sept. 30, 1971, in violation of rules. Action Aug.

New FM stations

Final actions

® *Arcata, Califl—Arcata Union High School Dis-
trict. Broadcast Bureau granted 91.5 mhz, 10 w.
HAAT 30 fi. P.O. address 1720 M Street, Arcata
95521. Estimated construction cost, $8,575; first-
year operating cost nNOne; revenuc none. Pnncxpals

Fuller, president, board of trustces, et al,
Action July 25.

u Gardiner, Me.—Abenaki Co. Broadcast Bureau
granted 104.3 mhz, 29 kw. HAAT 180 fu. P.O.
address Box 442, Gardiner 04345. Estimated con-
struction cost $37,214; first-year operating cost
$8,500; revenue $11,500. Principals: Jon A, Lund
(75%) and Roger V. Snow Ir. (25%). Mr. Lund
is member of Maine House of Delcgales and prac-
tices law in Augusta, Me. Mr. Snow is president
(54% ) of Durgin-Snow Publishing Co., Westbrook,
Me., newspaper publisher. He also is coordinator
of Bureau of Labor Education, University of Maine.
Action Aug. 4

# Gaylord, Mich.—Alpinec Broadcasting Co, Broad-
cast Bureau granted 106.7 mhz, S0 kw. HAAT 580
ft. P.O. address Box 580, Gaylord 4973S. Estimated
construction cost $91, 000 first-year operating cost
$36,801; revenue $56,847. Principals: John D, De-
Groot, president (45%), et al. Mr. DeGroot is
station manager of WAAT(AM) Cadillac, Mich.
Action Aug. 14.

u Cloguet, Minn.—Cloquet Broadcasting Co. Broad-
cast Bureau granted 100.9 mhz, 3 kw, HAAT 140
ft. P.O. address % miie south on Highway 33,
Cloquet 55720. Estimated construction cost $26,700;
first-year og_fraung cost $3,800; revenue $8 300
Principals: Harry Newby, president (%%Ll

Cloquet Broadeasting Co. owns WKLK(A &‘Clo-
quet. Mr. Newby is re%sua.r of deeds, riton
county, and owns Credit Bureau of Carlion County

and Carlton County Abstract Co., both in Carlton,
Minn. Action Aug. 1.

m *Auburn, N.Y.—Board of Trustees, Auburn
Community College. Broadcasi Burcau granted 88.9
mhz, 142 w. HAAT 102 ft. P.O. address Franklin
Strect Auburn 13021. Estimated construction cost
$22,150; frst-ycar operating cost $6,115; revenue
none. Principals: Dr. Albert T. Skmn:r, et al. Dr.
Skinner is president of college. Action Ang. 2.

s Oneonta, N.Y.—Franklin Mountain Broadcaslmg
Corp. Broadcast Bureau granted 103.1 mhz, 1.9 kw.
HAAT 360 fi. P.O. address Box 656, Oneonta
13820. Estimated construction cost $55,479; first-
year operating cost $42,000; revenue $42,000. Prin-
cipals: Anthony LeoGrande, vice ~ president
(15.4%), Helen F. Bracken (82,2%). et al. Mr.
LeoGrande owns LeoGrande Electric, electrical
contracting firm, in Oneonta. Action July 19.

® Delphos, Ohio—Tri-County Broadcasting Co.
Broadcast Bureau granted 107.1 mhz, 3 kw. HAAT
300 ft. P.O. address Peoples National Bank Build-
ing, Delphos 45833. Estimated construction cost
534 019; first-year operating cost $14,580; revenue

8.000. Principals: Raymond A. Tanner. presi-
dent (25%) Joseph G. Parson (25%), William T.
Jones (1 /&%) et al. Mr, Tanner owns Ray’s Elec-
tronic Service. Van Wert, Ohio, and is chief engi-
neer at WERT-AM-FM Van Wert, Mr. Parson is
employed by WCBA{(AM) Corning. N.Y. Mr. Jones
is general manager, WMVR-AM-FM Sidney, Ohio.
Action July 18.

® *Eric, Pa.—Gannon College. Broadcast Bureau
granted B9.1 mhz, 18 w. HAAT 88 ft. P.O. address
Zurn Science Center, Gannon College, West 7th
Strecet. Erie 16501. Estimated construction cost
$5.100; first-year operating cost $7,050; revenue
none. Principals: Wilfrid J. Nash, et al. Mr. Nash
is president of the college. Action July 26.

® Hilton Head Jsland, S.C.—John J. Henry and
Deiyle B. Medlin. Broadcast Bureau granted 106.3
mhz, 3 kw. HAAT 300 ft. P.O. address 5 North
Sea Pines Drive, Hilton Head island 29928. Est-
mated construction cost $74,034; first-year operatin
cost 321708 revenue $40,000. PrmclpaIS’ John J.
Henry (78.6%) and Delyle B. Medlin (21.4%).
Mr. Henry owns John J. Henry & Associates, pub-
lic relations firm. in Alexandria, Va. He also owns
(55%) Business Productions Ine., motion picture
production company. in Washington. Mr. Medlin,
formerly with Department of the Navy, is now
retired. Action Aug. 2.

= *Mount Vernon, Wash.—Skagit Valley College.
Rroadcast Bureau granted 90.1 mhz. 10 w. HAAT
75 M. P.O. address 2405 College Way, Mount
Vernon 98273, Estimated construction cost $4,727;
first-year operating cost $1.000; revenue none,
Principais: Dr. Norwood M. Cole, president, board
of trustees, et al. Action July 24.

® *QOlympia. Wash.—Evergreen  State  College.
Broadcast Bureau granted 89.3 mhz. 17.8 w. HAAT
203 f1. P.O. address ¢c/o Dean Katz, Library Build-
ing. Room 3216, Evergreen State College, Olympia
98505. Estimated construction cost $3,270; first-year
operating cost $1,400; revenue none. Pnnc:pa]s_
Dr. Charles McCann, et al. Dr. McCann is presi-
dent of college. Action Aug. 1.

Action on motion

® Hearin Examlner James F. Tierney in Sun City,
Ariz. (Alvin Korngold and Sun City Broadcast-
ing Corp.), FM proceeding, set certain procedural
dates and scheduled related hearing for Oct. S
(Docs. 19087-8). Action Aug. 16.

Other actions

® Review board in Laurel and Ellisville, both Mis-

pr ding. denied petition by South-
land lnc., appllcant for new FM on ch., 272A,
Laurel, to enlarge issues against South Jones Broad-
casters Inc., competing applicant for facilities at
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Ellisville (Docs., 19415-6). Southland requested
addition of lack of candor, strike, financial and
suburban community issues against South Jopes.
Action Aug. 18.

& Review board in Carlisle, Pa., FM proceeding,
|n response to petition by leberland Broadcast-
ing Co., enlarged issues in proceeding involving
applications for new FM on 93.5 mhz at Carlisle to
include lack of candor and misrepresentation
against WIOO Inc. Mutually exclusive applications
of W100, Hilton, McGowan & Hilion, Russell C.
Lash and "Cumberiand were set for hzannf in com-
mission order released March 24 (Docs. [9468-71),
In separate but related action, board dismissed
Keuuol% by Cumberland to enlarge inquiry. Action
ug. 18.

Deslgnated for hearing

® Chief. Broadcast Bureau, designated for hearing
mutually exclusive applications of Radio Dinuba
Co. and Korus Corp. for new noncommercial FM
on c¢h. 255 in Dinuba, Calif. (Docs. 19566-7),
Radio Dinuba proposes operation with 8.8 kw and
ant. height of 1,004 {t. and Korus with 1.5 kw and
ant. height of 2,043 ft. Hearing will determine
whether there is reasonable possibility that tower
height and location proposed by Radio Dinuba
would constitute air menace. Action Aug. 16,

Existing FM stations

Application

8 KFIG(FM) Fresno. Calif.—Seeks CP to change
frequency to 101.1 mhz ch. 266; change trans.,
studio and remote control locations to Del Webb
Center. 2220 Tulare, Fresno; install new trans.;
install new ant.; change TPO; ERP 50 kw; HAAT
N9 ft. Ann. Aug. 18.

Starts authorized

= *WUAL(FM) Tuscaloosa, Ala. —Authonzed pro-
r.'luuﬁnper'mon on 91.7 mhz, TPO w. Action
uly

s KLAZ(FM) Little Rock, Ark.—Authorized pro-
gram operation on 98.5 mhz, ERP 100 kw, HAAT
80 ft. Action July 7.

® *WFAM-FM Jacksonville, Fla.—Authorized pro-
gram oreration on 91.1 mhz, ERP 37 kw, HAAT
460 ft. Action July 12.
8 WTAO(FM) Murphysboro, Ill.—Authorized pro-
krnm operation on 104.9 mhz, ERP 2.45 kw, HAAT
200 ft. Action July 11.

s KSMI(FM) Donaldsonville, La, — Authorized
program operation on 104.9 mhz, ERP 3 kw, HAAT
A0 ft. Action July 7.

8 *WBIM-FM Bridgcwater, Mass —Aulhon.zed pro-
frallmlooperauon on 91.5 mhz, TPO w. Action
uly

s *WTCC(FM) Springfield, Mass. —Aulhonzed
program operation on 9.9 mhz, TPO 1

8 WINR-FM 1Iron Mountain, Mich. —Aulhonzcd
program operation on 1039 mhz, ERP 56 kw,
HAAT 620 fu. Action Aug. 10.

s WRBJ-FM_ Si. Johns, Mich.—Authorized pro-
gram uperation on 92.1 mhz, ERP 3 kw, HAAT
125 fr. Action July 17.

8 KBHP-FM Bemidji, Minn.—Authorized program
operation on 101.1 mhz, ERP S8 kw, HAAT 350
ft. Action July 27.

8 WLSE-FM Wallace. N.C.—Authorized program
operation on 94.3 mhz, ERP 3 kw, HAAT 300 f1.
Action July 3.

8 WATW-FM _Ashiand, Wis.—Authorized program
oreration on 95.9 mhz, ERP 3 kw, HAAT 155 ft.
Action Jaly 31.

Final actions

8 KVOY-FM  Yuma. Ariz.—Broadcast Bureau
granted request for SCA to conduct background
music service on multiplex basis using subcarrier
frequency of 67 khz. Action Aug. 18.

8 KVIM(FM) Coachella, Calif.—Broadcast Burcau
ranted license covering use of former main trans.
ar aux. purposes only. Action Aug. 18.

a KPR1(FM) San Diego—Broadcast Bureau grant-
ed CP to install new trans.; ERP S0 kw; ant. height
230 ft.; remote control permitted. Action Aug. 11,

8 KOME(FM) San Jose, Calif.—Broadcast Bureau
yranted CP 1o install new amt, Action Aug. 11,

8 KSPM(FM) Aspen, Colo.—Broadcast Burcau
pranted CP to install new ant.; make changes in
ant. system: ERP 520 w.; ant. height 1,790 ft.; re-
mote control permitted. Action Aug. 1

8 KADX(FM) Denver—Broadcast Bureau granted
CP to install new trans.; install new ant.; lﬁlP 50
kw; ant. height 175 ft. Action Aug. 11.

» WATR-FM Waterbury, Conn.—Broadcast Bureau
granted CP to change studio location to rear of
Baldwin Avenue, Waterbury; install new trans.; in-
stall new ant; ERP 16 kw; ant. height 790 ft.;
ﬁmote control permitted; condition. Action Aug.

s WINO-FM Palm Beach, Fla.—Broadcast Bureau



Professional Cards

JANSKY & BAILEY
Atlantic Research Corperation

Shirley Hwy. at Ednll Rd
Alexandr| a, Va. 223

(703) 354-2400
Member AFCCE

—Established 1926—
PAUL GODLEY CO.
CONSULTING ENGINEERS

Box 798, Uppar Montclair, N.). 07043
Phone: (201) 746-3000
Member AFOOE

EDWARD F. LORENTZ
& ASSOCIATES
Consulting Engineers
(formerly Commarcial Radio)
1334 G 5'.3,‘ N.w'.‘,, Svite 500

71
Washington, D. C. 20005
Member AFCCE

COHEN & DIPPELL
CONSULTING ENGINEERS

Formerly GEO. C. DAVIS
527 Munsey Bldg.
(202) 783-0111
Washington, D. C. 20004
Member AFCCE

A. D. Ring & Associates
CONSULTING RADIO ENGINEERS
1771 N §t, N.W. 296-2315
WASHINGTON, D. C. 20036
Member AFOOF

GAUTNEY & JONES
CONSULTING RADIO ENCINEERS
2922 Telestar Ct. (703) 560-6800

Falls Church, Va. 22042

Mombsr AFOOR

LOHNES & CULVER

Consulting Engineers
1242 Munm Building
Washington, D. C. 20004
(202) 347-8215

Member AFOOE

ROBERT E. L. 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 §t.,, NW.
Republic 7-6646

Washington, D. C. 20005
Member AFGOE

STEEL, ANDRUS & ADAIR
CONSULTING ENGINEERS
2029 K Street N.W.
Washington, D. C. 20006
(202) 223-4664
1301) 827-87125
Member AFOON

HAMMETT & EDISON
CONSULTING ENGINEERS

Radio & Television
Box 68, International Airport

San Francisco, California 94128
(415) 342-5208
Member AFPCCE

JOHN B. HEFFELFINGER

9208 Wyoming PI. 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 AFGOR

CARL E. SMITH
CONSULTING RADIO ENGINEERS
8200 Snmowville Road
Cleveland, Ohio 44141
Phone: 216-526-4336
Member APACE

VIR N. JAMES
CONSULTING RADIO ENGINEERS
Asnliutim_: and Field Engineering
omputerized Frequency Surveys
345 Colorado Blvd.—80206
{303) 333.5562
DENVER, COLORADO
Member AFCCE

E. HAROLD MURN, JR.
BROADCAST ENGINEERING
CONSULTANT

Box 220
Coldwater, Michigan—49036
Phone: 517—278-6733

ROSNER TELEVISION
SYSTEMS
ENGINEERS—CONTRACTORS
29 South Mail
Plainview, N.Y. 11803

(516) 694-1903

JOHN H. MULLANEY

CONSULTING RADIO ENGINEER
9616 Pinkney Court

Potomac, Maryland 20854

(301) 299-8272
Member AFCCE

MERL SAXON
CONSULTING RADIO ENGINEER
622 Hoskins Street
Lufkin, Texas 75901

634-9558 632-2821

Service Directory

COMMERCIAL RADIO

MONITORING CO.
PRECISION FREQUENCY
MEASUREMENTS, AM-FM-TV
Monitors lhpnrod & Cortified
103 5. Market St.

Lee’s Summit, Mo. 64063
Phone (816] 524.3777

CAMBRIDGE CRYSTALS
PRECISION FREQUENCY
MEASURING SERVICE

SPECIALISTS FOR AM-FM-TV

445 Concord Ave.
Carbridge, Mass. 02138
FPhone (617) 876-2810

SPOT YOUR FIRM'S NAME HERE

To Be Seen by 120.000* Readers—
among them, the decision making sta-
tion owners and managers, chief engi-
neers and techricians—applicants for
am fm tv and facsimile facllities.

*1970 Readership Survey showing 3.2
readers per copy,

contact
BROADCASTING MAGAZINE
1735 DeSales St. N.W.
Washington, D. C. 20036
for availabllities
Phone: (202) 638-1022




%amed CP to change trans. location to 1500 North
lagler Drive, West Palm Beach; install new trans.;
make changes in ant. system (in-
'ERP 100 kw; ant. height 340 ft.

install new ant
crease height);
Action Aug. 18,
s WGNB(FM) St. Petersburg, Fla—Broadcast Bu-
reau granted request for SCA. Action Aug. 1
s WMTM-FM Moultrie, Ga—Broadcast Bureau
granted CP to install new trans.; ERP 100 kw; ant.
helghl 165 ft. Action Aug. 10,
s WMDH(FM) New Castle, Ind.—Broadcast Bu-
reau granted CP 1o install new ant.; make changes
in wansmission line; ERP 20 kw; ant. height 225
ft. Action Aug, 11.
s WHAV-FM Haverhill, Mass.—Broadcast Burecau
granted CP to install new trans.; install new ant.;
ERP S0 kw; ant. height 350 ft.; remote control
permitied; condition. Action Aug. 11
s KBMS(FM) Billings, Mont.—Broadcast Bureau
granted extension of time to complele construction
of new station to Jan, 1, 1973. Action Aug. I8.
s *KRNU(FM) Lincoln, Neb.—Broadeust Bureau
granted CP to change trans. location, studio loca-
tion and remote control 1o 601 North 12th Street,

Lincoin; make change in ant. system (mcmasc
height). Action Aug. 18.
s WEQR(FM) Goldsboro, N.C.—Broadcast Bu-

reau granted CP to install new trans.; install new
ant.; make changes in ant. system; ERP 50 kw;
ant. height 320 ft. Action Aug. 11.

® WTJS-FM Jackson, Tenn.—Broadcast
granted request for SCA. Action Aug. 11.

Bureau

Actions on motions

» Acting Chief, Broadcast Bureau, on request of
LaCrosse Radio Inc., licensee of WLCX La-
Crosse, Wis., extended through Aug. 28 time to
file commenls and through Sept. 7 time to file
reply comments in matter of amendment of FM
table of assignments, LaCrosse (Doc. 19533).
Action Aug. 15.

® Acting Chief, Broadcast Bureau, on request of
Robert Walton, extended through Aug. 21 time to
file comments, and through Sept. 1 time to file
reply comments in matter of amendment of FM
table of assignments, Salem, Ark., Breckenridge,
Colo and Berne, Ind. (Doc. 19535). Action Aug.

Renewal of licenses,

all stations

® KKIS(AM) Pittsburg, Calif.—Broadcast Burcau
granted renewal of license for station and its co-
pending aux. and SCA when approgpriate (subject to
condition that assignment of license be consummated
within 45 days of date of grant and that commission
be notified of such consummation within onc day
thereafter). Action Aug. 15.

® Broadcast Burcau granted renewal of licenscs for
following stations and their co-pending auxiliaries:
KREX-AM-FM-TV _ Grand Junction, KREY-TV
Montros¢e and KREZ-TV Durango, all Colorado.
Action Aug. I1.

® Broadcast Bureau granied rencwal of licenses for
following stations, their co Eendmg auxiliaries and
SCAs where apptopnate YES Roseburg, Ore.;
WATN Watertown, DFM Hyannis,
Mass.; WCRV  Washin 1on. WEHH-AM-
FM Horscheads and WELV Ellcn\ulle both New
York; WEOL Elyria, Ohio; WHUM Reading,
Pa.; WKDR Platlsbur%v and WMHR(FM) Syra-
cuse, both New York; WNAE Warren and WNEP-
TV Scranton, both Pennsylvania; WNEW New
York WNRK Newark, Del.; WRRN(FM) Warren,
WSLT Octan Clty-Somcrs Point. N.J; WVCG
Coral Gables, Fla., *"WVTC(FM) Randolph Cen-
ter, \{l7, WXLR(FM) State Cotlege. Pa. Action
Aug. 17.

Modification of CP’s,
all stations

s WHTB(FM) Talledega, Ala.—Broadcast Bureau

ranted mod, of CP to change trans. location to
i{-lagpolc Mount, Talledega; change studio loca-
tion and remotc conwrol to 1020 Anniston Road,
Talledega; change trans.; change ant.; make changes
in ant. system; ERP 250 w, amt. height 870 ft.;
remote control permitted. Action Aug. 11.

s KEWE(FM) Camarillo, Calif.—Broadcast Bureau
granted mod. of CP for new station to extend com-
pletion time to Jan. 6, 1973. Action Aug. 18,

m KNXT(TV) Los Angeles—Broadcast Bureau
granted mod, of CP to extend completion date of
commercial TV to Feb. 16, 1973, Action Aug. 16,

® KO9KF San Ardo and Bradley, both California
—Broadcast Bureau granted mod. of CP (o extend
completion date for VHF TV translator to Feb.
16, 1973. Action Aug. 16.

8 WTOP-TV Washington—Broadcast Bureau grant-
ed mod, of CP to change type ant.; ant. height 770
ft. Action Aug. 17,

s KNUW(FM) Great Falls, Mont.—Broadcast Bu-

reau granied mod. of CP to change trans. location
to west of Highway 87 interchange north of Mis-
souri River 0.9 mile Great Falls; change studlo
location to 10th Avenue South and 4th Street, Great
Falls; change new trans.: change new ant.; make
changes in ant. system (increase height); ERP 36
kw; ant. height 470 ft. Action Aug. 11.

8 KOSED, changed to KIOIC Alma, Glenwood,
Pleasanton and Mulecreck, all New Mexico—
Broadcast Bureau granted CP to change frequency
of VHF transiator from ch. § (76-82 mhz) to
ch. 10 (192-198 mhz) and to make changes in ant.
system. Action Aug. 15,

s KSYS(TV) Medford. Ore.—Broadcast Bureau
%‘antcd mod. of CP to changé name lo Liberty
elevision, joint venture comprised of Liberty Com-
munications Ine. and Siskiyou Broadcasters Inc.
Action Aug. 15

8 W47AA Altoona, Pa,—Broadcast Bureau grant-
ed mod. of CP (o extend co ;Ieuon date for UHF
translator to February 16, 1973, Action Aug. 16.

® WS56AA Orocovis, Puerto Rico—Broadcast Bu-
reau granted mod. of CP to extend completion
date for UHF translator to Feb. 16, 1973. Action
Aug. 16.

Translator actions

8 KI11CC rural area of Checkerboard, Mont—
Broadcast Bureau granted CP to make changes in
ant. system of VHF TV translator. Action Aug. 16.

8 KO2DE Alma, Pleasanton, Glenwood and Mule

eek area, all New Mcexico—Broadcast Burcau
granted mod. of license covering change in primary
TV of VHF TV uwanslator to KOAT-TV Albu-
querque, N.M. Action Aug. 16.

Other actions,
all services

8 Chief of Complaints and Compliance Division of
Broadcast Bureau informed Glenn J. Sedam IJr.,
general counsel of Committee for the Re-election of
the President. that under political-spending law elee-
tion day is included in 60 days preceding date of
general election during which lowest-unit-rate charge
is in effect for candidaies. Ann. Aug. 17.

Ownership changes

Applications

s KRIB(AM) Mason City, lowa—Secks assign-
ment of license from Mason City Broadcasting
Corp. 10 Radio Comumunications Inc. for $250,000.
Sellers: Verna C. Ekberg, vice president, er al.
Buyers: Carl Kenneth Kjeldseth, president (30%),
Merle D Oakes (19%), and Chesterman Co.
(51%). lae:ldselh and Mr. Oakes are account
c:xecutwes 0[ TIV(TV) Sioux City, lowa. Cy B.
Chesterman s principal (82.2%) of Chesterman
Co., bottlers, in Sioux City. Ann. Aug. 8.

8 KWOC-AM-FM Poplar Blufi, Mo.—Seeks assign—
ment of license from Poplar Bluff Broadcasting 5
to Three Rivers Broadcasting Co. for $212,500.
Sellers: Alan Wolpers, president, et al. Buyers:
Delbert W. Shaffner, president (49.2%), Leland D.
Shaffner (49.2%). et al. Delbert Shaffner is_electri-
cil contractor in Lowry City, Mo. Leland Shafiner
is director and owner (16%%) of Riverbend In-
dustries Inc., Stigler, Okla., CATV operator. He
also_is staff engineering consultant of Donrey lnec.
in Fort Smith, Ark. Ann. Aug. I.

Actions

® Acting Chief Hearing Examiner Jay A. Kyle, in
matter of applications for transfer of control of
D, H. Overmyer Communications Co. and
Overmyer Broadcasting Co. from D. H. Overmyer
o U.S. Communications Corp.. granted request by
Broadcast Bureau and extended through Aug. 29
time to file proposed findings of fact and conclu-
sions of law, at which time Bureau will determine
whether record can be closed and further date for
filing of proposed findings can Dbe made (Doc,
18950). Action Aug. 16.

8 WATV(AM) Birmingham, Ala.—-Broadcast Bu-
reau granted assignment of license from Satellite
Broadcasting Co. to Crescendo Broadcasting Inc.
for $250,000. Sellers: Martha C, Seymour, presi-
dent (100%). Buyers: William N. Garrison, presi-
dent (25%), Lee Goodman Jr. (25%), C. O. Over-
cash (25%), et al. Mr. Garrison is partner in
Cook & Garrison, law firm, Fort Worth, Tex. He
also has various rcal estate interests in Fort Worth
and Duncan, Okla. He has interests (12.5%) in
Airline Tnstruments Inc., aircraft maintenance firm,
Saginaw. Tex. Mr. Goodman owns (50%) Meadow-
hrook Nursing Home Inc., and owns Amy-Debs
Dress Shop, both in Fort Worth, He also owns
(50%) Open Road Publishing Co. and (25%) Edu-
cational Media Magazine Inc.. both Fort Worth.
He also owns (25%) Mcadowbrook Nursing Home.
Action July 31.

s KOLI(AM) Coalings. Calif—Broadcast Burcau
yranted assignment of license from C. W. Mizner
to Pleasant Valley Broadcasting for $47,500. Buyers:
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Roger A. Pond, Jim E. Henderson, Donald K,
Allen, and George C. Allen (each 25%). Mr. Pond
is account executive of KLYD-AM-FM Bakersfield,
Calif. Mr. Henderson owns and operates A-1 In-
dustrial Laundry and Jim’s Dairy Delivery, both
in Bakersfield. Donald Allen is newscaster and has
interests in -AM-FM  Bakersfield. George
JAI}enJ 18150 has interests in KLYD-AM-FM. Action
uly 31,

n KKIS(AM) Pittsburg, Calif.—Broadcast Bureau
granted assignment of license from Norcal Broad-
casting Corp. to Schofield Broadcasting Co, for
$475,000. Sellers: Donald C. Johnston, president,
et al. Buyers: Dick Schofield (45.9%), Wayne
Hoffman (47.7%), et al. Mr, Schofield, formerly
gencral manager of KFOX(AM) Long Beach,
Calif., is president. Mr. Hoffman is board chair-
man of Flying Tiger Corp., airline, principal stock-
holder of Universal International Corp., equipment
leasing, and principal stockholder of Hungry Tiger
R-nc.. lrgsmuranl chain, all in Los Angeles, Action
ug.

8 KFNF(AM) Shenandoah., lowa—Broadcast Bu-
reau granicd transfer of control from Peter
Gureckis (324% before, none after) and Bruce L.
Rauma (20%4% before, none after) to John H.
Gayer (32%3% before, 85% after). Consideration:
$21,106, Buyer; Mr. Gayer is president (50%) of
Radio Denver Corp., Denver, and president (20%)
of Big Country Radio Inc.. Steamboat Springs,
Colo. He alsp owns John H. Gayer Prorusmnal
Engineer, consulting firm, Lakewood, Colo.,
owns controlling interest in Gering National Bank
Gering, Neb. Action Aug. 15.

8 KAGE-AM-FM Winona, Minn.—Broadcast Bu-
reau granted transfer of control from James B.
Goetz (50% before, none after) to Jerry Papen-
fuss (50% before, 100% after). Consideration:
$139,500. Seller: Mr. Goetz is president of General
Television Inc., CATV and microwave systems
operator. Buyer: Mr, Papenfuss is general manager
of KAGE-AM-FM. Action Aug. 15.

» KOOK(AM) Billings, Mont.—Broadcast Burcau
granted assignment of license from Montana Net-
work to Matico Inc. for $365.000. Sellers: Garry-
owen Broadcasting System (99.96%), et al. Garry-
owen Broadcasting System is owned by J. S. Sample
(99.96%), et al. Garrvowen stations are: KPAX-
TV Missoula, KXLF-TV Butte, KOOK-TV Billings,
and KRTV-TV Great Falls, all Montana. Buyers:
Russell H. Matthias, president (75%) and William
W. Matthias (25%). Russell Matthias is partner
in Meyers & Matthias, law firm, Chicago. He also
is director and officer in numerous companies in
Chicago area. including Matico Tnc.. Wesco, Super-
vised Investors Summit Fund Inc.. Balanced Tncome
Fund. and Technology Fund. William Matthias is
director and officer of International Computation
Inc.. Cambridge, Mass. and Matico Inc. He also
}xnlq v3a|ri°“s real estate interests in Chicago. Action
uly 31.

8 WSLB(AM) Ogdensburg, N.Y.—Broadcast Bu-
reau granted assignment of license from Seaway
Radio Inc. to The Wireless Works Inc. for $160,000.
Sellers; George W. Blngham. president, et al. Buy-
ers: Christonher B. Coffin, Fresuﬂen( (454%),
F.ugene H. Blabey II. vice president {25%), et al.

Coffin_is station manager and vice president
fm sales of WKAJ-AM-FM Saratoga Springs, N.Y.
Mr. Blabey is regiunal exccutive of UPL He also
is vice president and_ director of Livonia, Avon &
}.alke;illle Ruailroad Corp., Livonia, N.Y. Action
uly 31.

8 WCDL-AM-FM Carbondale, Pa.—Broadcast Bu-
reau granied transfer of control from Mary D. Bell
(50% before. none after) o Robert G. Adams Jr.
(50% before, 100% after). Consideration: $55,000.
Seller: Mrs. Bell is executrix of estate of William
H. Ware. Buyer: Mr. Adams is treasurer of W
AM-FM. Action Aug. 14.

s WOPI(AM) Bristol, Tenn.—Broadcast Burcau
granted assignment of license from Tri-Cities Broad-
casting Co, to Thomas Ray Tolar Sr. for $142.000
Sellers: E. O. Roden. James E. Reese, and Zane
D. Roden. All of above have interests in WGCM-
(AM) Gulfport. Miss.. WBOP-AM-FM Pensacola,
Fla.. WTUG(AM) Tuscaloosa. Ala.. and WORIJ-
(AM) Jackson. Miss. E. O. Roden owns WRBIP-
(AM) Booneville. Miss. Buyer: Thomas Ray Tolar
Sr. . Tolar, formerly vice president and general
managcr of WMEL(AM) Pensacola, Fla,, is man-
ager of WVIX(AM) Pensacola. Action July 31,

Cable

Final actions

® [nternational Telemeter of New Bedford, New
Bedford, Mass.—Cable TV Bureau granted, pur-
suant to rules request, filed on behalf of ref-
erenced cable television system, for extension of
time to and including Sept. 1 to reply (o opposi-
tions to its ap| ghcmmn for certificale of compliance.
Action Atg. |

® Cable TV Bureau granted following operators of
cable television systems certificates of compliance:
Coaxial Communications of Columbus Inc., Colum-
btis, Ohio; Bay City TV Cable Co., Bay City, Tex.;
Hawkeye Cablevision Inc., Urbandale,’ Towa; Re-
sort Television Cable Co.. Hot Springs, Ark.;




Burney Falls Cablevision Inc.,

Burney, Calif.;
Cruces _Cable Co., Las

Cruces, N. Mex.; Salina
Cable TV System Inc., Kinsley and Pratt, both
Kansas; KWR Systems Inc., Vernon, and Tioga
TV Cable Co., Owego, both New York; Herington
CATV Inc., Herington, Kan.; Mustang Cable TV
Inc., Andrews, Tex.; Thomaston Cable Co.. Thom-
aston, Ga. Actions Aug. 18.

Other actions

8 FCC has designated following as members of
ad hoc advisory committees on cable television:
Committee on federal-state/local relationships: Rob-
ert Cahill, Marc Nathanson, Amos Hostetter, Moses
Shapiro, William Daniels, Yolanda Barco, John
Witt, Roland Homet, Morris Tarshis, Archie Smith,
Thomas Houser, Bowman Cutter, Frank Norwood,
Benny Kass, Edward Shafer, Wayne Current, Ken-
neth A. Gibson and Jacob W. Mayer (FCC repre-

sentative). Committee on  technical standards:
Walter 5. Wydro, Joseph L. Stern, Kenneth A.
Simons, Herbert Michels, Theodore S, Ledbetter,

Arthur R. O'Neil, Joe E. Hale, Issac S. Blonder,
Harold_Katz, Archer S. Taylor, Robert W. Peters.
Oscar_Reed, Jr., Hubert Schiafly, George W. Bart-
lett, Delmer Ports, R. W. Behringer and Jacob W.
Mayer (FCC representative),

8 FCC Chairman Dean Burch approved following
rmanent _subcommittee assignments for Cal
elevision Federal-State/local Advisory Committee:

Subcommittee A—initial organizational phase:

chairman: Raymond Shafer, Teleprompter Corp.;

Avern Cohn, Detroit; Rev. William F. Fore, Na-

tional Council of the Churches of Christ; David

Goldman, St. Paul, Office of City Attorney; Alan

H. Greenstadt, Optical Systems Corp.i John J.

Gunter, United States nference of Mayors:

Charles E. Hammond, Arlington, Va., Public_Utilj-

ties Commission; Otto_J. Hetzel, Center for Urban

Studies, Wayne State University; Albert L. Horley,

Department of Health, Education and Welfare;

Irwin Karp, Communications Media Committee of

ACLU; Robert F. Kelly, New York state assembly;

Ronald Lightstone, Viacom International Inc.; John

W, P. Mooney, High Fidelity Cable TV Co.;

Alma Pedroza, Our Latin Amigos: Norman John

Peterson, cable TV consultant to George R. Mc-

Lead; Trwin B. Polinsky, Sterling Communications

Inc.; James T. Ragan, Athena Communications

Inc.,, Edward J. Roth, Washington; Gene W.

Schneider, LVO Enterprise Building; John Sodolski,

Electronic_ Industries Associatlon; Robert H, Van

Deusen, Glenview, 11, village manager; Edward S.

Warner, Baltimore Regional Planning Council;

Meredith A. Weaver Jr., Washin%on Mayor's Eco-

nomic Development Committee; Fred Weber, Rust

Craft Broadcasting Co.; Dr. Harold Wigren, Publi-

Cable Inc. NEA; Richard Flynn. Goldwater and

Flynn; Sydney Arak, National Association of The-

ater Owners Inc.; Walter Kaitz, general counsel,

California.  Community  Television _ Association;

Wilmot Horton, Theta-Com; Susan Greene. Black

Communicator; George Vukasin, city councilman,

Oakland. )
Subcommittee B—study phase: chairman: Donald

A. Dunn., Stanford University, Frank L. Allen,

Teleprompter Corp.; Anne . Branscomb, Ar-

nold & Porter: Robert Brooks, Cable Television

of Telcom Engineering Inc.; William F. Eich, State
of Wisconsin Public Service Commission; Byron D
Jarvis, Metz & Jarvis Associates Inc.; Herbert
Schulkind, Bly, Shuebruk, Blume & Gaguine; L. W,
Kliewer, Peninsuia Broadcasting Corp.: Charles E.
Lathey. U.S, Department of Commerce, Office of
Telecommunications; Norman C. Lerner, Transcom
Inc.; F. Sherwood Lewis, Business Equipment
Manufacturers Association; 3. Alan MacKay, Office
of Economic Opportunity; Martin Malarkey, Ma-
larkey, Taylor Associates; Harvey C, Mansfield,
University of Texas Department of Government;
Ms, Sherrill C. McMillon. Office of Telecommuni-
cations Policy; Earle K. Moore, Moore, Berson,
Hambutg & Bernstein; Larry Perry, Knoxville,
Tenn.; Rev. W, James Richards, United Church of
Christ_Office of_Communication; Michael H. Rob-
erts, St. Paul Department of Public Servica: W.
Randolph Tucker, Cypress Communications Corp.;
Fred W, Warden, IBM; Thomas R. Warner, United
States Independent Telephone Association; Hatha-
way Watson, RKO General Inc.: Richard F. Zitz-
man, Rosstec: Don Shuler, vice-president, Cypress
Communications; Morton Berfield, Cohen and Ber-
field; Walter Baer, Rand Corp.; Joseph Benes,
president, California Community Television Asso-
cl%i\ovn; Michael Neben, Educational Technology,

Subcommittee C—franchising phase: chairman:
Holt Riddleberger. National Association of Educa-
tional Broadcasters; Stephen R. Barmett, University
of California; Michael Botein, University of Geor-
gia; Howard J. Braun, Fly, Shuebruk. Blume &
Gaguine; Gary Christensen, Arlington, Va.; Alan L.
Dessoff, National Association of Counties: Aaron
Fleischman, Television Communications Corp.;
Joseph H. Floyd. Midcontinent Cable Systems Co.;
Michael H. Franklin, Writers Guild of America.
West Inc.: Philip R. Hochberg, Daly, Joyce &
Borsari; Mark A. Hutcheson, Davis, Wright. Todd,
Riese & Jones; Albert H. Kramer, Citizens Com-
munications Center: James L. McHugh, Jr.. Steptoe
& Johnson: Lawrence W. Lichty. Wisconsin’s Blue
Ribbon Commission on CATV; Bruce Lovett,
American Television & Comimunications Corp.;
Joel H. Levy, Cohn and Marks; Henry R, McCarty,
Ph.D., San Diego County Department of Education:
J. Patrick Michaels Jr.. TM Communications: Rob-
ert S. Powell Jr., Center for Analysis of Public
fssues; Nelson Price, New York; Wiliiam R. Ralls.
Michigan Public Service Commission: James Lee
Rankin. New York Office of the Mayor; Thomas G.
Shack Jr., Law Offices of Thomas G. Shack Jr.:
Arthur H. Wessner, Emmaus, Pa.: William Malone,
Washington: Mrs. Harriet Pilre]l. New York; Jack
Valenti, Motion Picture Association of America;
William K. Jones. New York State Public_Service

Commission; Lewis Cohen, hen and Berfield:
Donald Williams, vice-president, Cox Cable Co.;
Richard  Galkin. president, Sterling Manhattan

Cable Television Tnc.: Barry Le Mieux, Bedford
Stuyvesant Restoration Corp.: John Reading, mayor.
(C)nm‘and; Alfred Alquist, state senator, San Jose,
alif,

Subcommittee D—post award regulatory phase:
chairman: Tom Atkins, Boston; David H. Arm-
strong, Tllinois  Commerce  Commission: William
A. Banks, WHAT{AM) Philadelphia; Jerome S.
Boros, Fly, Shuebruk. Blume & Gasguine; John J.

Borris, Rockaway, N.J., councilman; Dr. John E.
Brandl, University of Minnesota; Robert W, Carl-
son, Minnesota Public Service Commission; Robert
W. Coll, McKenna. Wilkinson & Kittner; Sidney
Dean Jr.. New York: Lee Druckman, Tucson, Ariz.;
Roy Easley, Association of Maximum Service Tele-
casters Tnc.; John Gwin, National Cable Television
Association Inc.: Robert N. Harris, Advance
Brands Inc.; Patrick Healy, National League of
Cities;: Raymond E. Joslin, Continental Cablevision
of Ohio Inc.; Don R. Le Duc. Ohio State Univer-
sity: Donald M. Malone, University of Nebraska-
Lineoln College of Law; Richard A. Marciano,
Stanford Research Institute; Monroe E. Price, Uni-
versity of California; Roland C, Rapp, Mayor,
Lakewood, N.Y,: Larry Reed, Milwaukee Bucks;
Victor P. Reed. San Francisco; Paul Rodgers,
NARUC; Richard J. Sands, Minnesota assistant
senate counsel: Michael Valder, Urban Law_Insti-
tute of Antioch College; Richard F. Shively, Telesis
Corp.: John Hite. Oklahoma City; Frank Drendel,
vice-nresident. Cypress Communications; William
Schiller. vice-president. Storer Cable Inc.;
Thomas Wilson. Amvideo Corp.. Gerry Slater,
general _manager. Public Broadcasting Setvice,
Raiph Dills, state senator, Gordenia, Calif.

Cable actions elsewhere

The following are activities in commu-
nity-antenna television reported to BROAD-
CASTING through Aug. 22, Reports in-
clude applications for permission to in-
stall and operate CATV’s, changes in fee
schedules and franchise grants. Franchise
grants are shown in #talics.

® Unincornorated areas of Highlands county, Fla.
—C. Wesley Ward has applied for franchise, Mr.
Ward proposes jnstallation fee of $15 and monthly

rate of $6.

8 Columbia. Md.—Radio Corporation of America
has aoplied for franchise. Proposed system would
rrovide for one-way and two-way transmission that
could be used for burglar alarms, preference poll-
ing, bank depositing. and other devices. Installa-
tion fee of $70 and monthly rate of $5.50 to §7
have been proposed.

® LaPlata, Md—CATV General Corp. has been
awarded franchise by town council.

= West Boxford, Mass.—Jack Pear] has applied for
franchise.

» Lockland, Ohio—Cable Television Inc. has been
awarded franchise. Monthly charge will be $6.

8 Springfield. Ohio—Continental Cablevision of
Ohio Inc, has been awarded franchise.

» Charleston, S.C.—Charleston Cable TV Co., Tele-
Prompter Corp, of New York, and General Electric
Cablevision Corp. of Schnectady, N.Y. have applied
f?rsgrslimms“' All three firms propose monthly rate
of $5.95,

Classified Advertising

Payable In advance. Check or money order only.
Copy: Deadiine is Monday, for the following
Monday's Issue. Copy must be submitted by letter
or wire; no telephoned copy accepted.

Replies should be addressed to Box Number, c/o
BROADCASTING, 1735 DeSales St., N.W.,
Washington, D.C. 20036.

Applicants: If tapes or films are submitted, piease
send $1.00 for each package 1o cover handling
charge. Forward remittance separately. All tran-
scriptions, photo, etc., addressed to box numbers
are sent at owner's risk. BROADCASTING
expressly repudiates any llabliity or responsibllity
for thelr custody or return.

Rates, classified listings adse:

—Help Wanted, 40¢ per word—$5.00 mini

RADIO

Help Wanted Management

In the west with multiple group. Excellent oppor-
tunity for sales manager experiencéd or capability
10 move up. References. Box H-214, BROADCASTING.

General manager for AM/FM New Jersey based op-
eration. Must be sales oriented, good administrator,
through knowledge of FCC rules. Send resume to Box
H-217, BROADCASTING.

—Situations Wanted, 30¢ per word—$5.00 minimum.

-—All other classifications S0¢ per word—$5.00
minlmum.

—Add $1.00 for Box Number per lssue.

Aates, classlfied display ads:

—Situations Wanted (Personal ads) $25.00 per Inch.
—All others $40.00 per Inch.

—b5" or over billed at run-of-book rate.

—Statlons for Sale, Wanted to Buy Statlons,
Employment Agencles and Business Opportunity
advertising requires display space.

Agency Commission only on display space.

St ful CW station needs experienced, sales con-
scious GM. $15,000 plus. Write: Personnel Mgr., Box
1209, Mt. Vernon, |ll. 62864 or call 618-242.4023.

General manager, AM & FM in small midwestern
market at Carmi, Ilinois. Must be strong on sales,
self starter, community minded, and take full charge
of profitable operation in this southern lllinois com-
munity. New studios and offces in downtown loca-
tion. Guaranteed salary, plus bonus based on pere
formance, car and expenses furnished. Position open
September 15th. Wonderful community to live and
raise a family. Send complete resume to Ken E.
Hamilton, Manager, WROY Radio, Box 31, Carmi,
lllinois 62821.

Management Continued

Partner wanted—interested in opening station in
northern New England (VT). Resume and financlal
status to Box 187, Bradley, Ill. 60915.

Unusual opportunity for sales-oriented, pragmatic, am-
bitious young man to manage one ofo io’s finest
FM radio stations in one of the state’s richest mar-
kets. Present manager leaving to establish own
agency, We have several applications, but want to
be certain selection goes to right man. 1f you are
frustrated in your present position, have strong de-
sire_and talent, and want to live and rear your
family in one of America’s finest university com-
munities, send complete resume {no phone calls,
please) to President, Portage Valley Broadcasters,
Inc., Box 163, Bowling Green, Ohio 43402. Do it
now. This ad will not be repeatsd.

Radio ad salesman, experienced or well trsined, to
sell and service accounts for 300(!, small market radio
station located in South. Good working conditlons and
fringe benefits. Salary plus commission and car allow-
ance. Send complete details. Box H-147, BROAD-
CASTING,
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Sales Continued

Announcers Continued

Technical Continued

Salesman to train for sales manager opening in south-
eastern radio, TV, CATV chain. Excellent chance to
qualify for future manager opening. Send resume,
references and current photo. Box H-202, BROAD-
CASTING

Local sales manager. Aggressive salesman with 4 to 7
years’ experlence to take charge of local sales
force for northeast AM-FM operation. Salary, commis-
sion and override. Fringes, including full paid retire-
ment plan, are better than most. Send resume to Box
H-206, BROADCASTING.

Sales manager, for #1 contemporary, 5000 watt full-
time facility. Best fringe benefits include retirement,
cash profit sharing. Excellent growing, depression
proof mid-eastern seaboard city. Box H-227, BROAD-
CASTING.

Fulltime, AM salesman. Experience in small to me-
dium market. Immediate, excellent opportunity.
Maryland. Box H-250, BROADCASTING.

Opening to be chief salesman and head up depart-
ment for 50 KW FM Stereo Class € far reaching, rural
radio station (400 ft. tower on hill) about a year old.
Experience valuable, but should be young and ener-
getic. Liberal opportunities for top executive future
with company; bonuses for doing good job, including
equity in company. For details write ‘"Voice of the
Prairies,” KCGM, Scobey, Mont. 59263.

Morning man on top rated Florida station with con-
temporary-MOR format. Excellent market, large. Must
be experienced with bright sound and have natural
sense of humor. Send audition tape, background, ref-
erences, picture, etc., in complete package for im-
mediate consideration to Box H-252, BROADCASTING.

Florida South Gulf Coast metro market need experi-
enced morning man for contemporary format 5,000
watt fulltime. Start $225 week plus falent remotes.
Air mail tape and resume to Box H-26%9, BRCAD-
CASTING.

MOR personality who can entertain adults and young
adults. Some TV possible if qualified. If your future
concerns you, check the benefits of this uvpper mid-
west leader. Box H-270, BROADCASTING.

If you're mot worth $130 per week or more don't
apply. Morning announcer or combo with sales or
engineer. 5 KW ABC Affiliate. KOLY Radio, Mobridge,
$.D. 57601.

Need jock from tri-state area who is wizard in
production room. Capable of putting some color on
the air. Excellent money. Send resume, tape, letter
first time to: WAHT, P.O. Box 15, Lebanon, Penna.

Central Florida. Full-time MOR station, owned by
major group, has opening for a quality-oriented sales-
man with the ambition and drive it takes to make it
to the top. For a confidential discussion. of your
abilities and the opportunity available, contact Jerry
Norman, Vice-Pres. Gen’l Mgr., WBJW, 222 Hazard
St., Orlando, Florida. 305-425.6631.

Sales manager: We want a dynamic street salesman
to head up our sales staff. As sales mansger, he must
be the top producer of his sales force. Five figure
salan{)eplus override, plus benefits. Contact Mr. Mike
Blumberg, General Manager, Radio Station WEXT at
203-521-1550, Hartford, Conn.

Sales manager for contemporary programed FM in
pleasant Indiana community. Salary plus commission.
Excellent facilities, young staff. Good opportunity for
experienced, successful salesman, Opening is immedi-
ate. WIUC, Box 405, Winchester, indiana 47394, Or
phone Dave Stout, Operations Manager, any time at
this number only: (317) 282-5618.

WKSS sales expanding, profitable opportunity for
ng:fessionll. Call 8ill Hinds, The Mansion, Hartford.
EOE.

Young, experienced announcer fo learn sales and
work into management. Immediate opening in one
station market. Apply in writing 1o Great Scott Sta-
tions, Headquarters, Broadcast Lodge, Box 638, Potts-
town, Penna. 19464,

NEW RATES

Effective with the September 4 issue,
Regular Classified Advertising Rates
will be adjusted as follows:

Situations Wanted ...30¢ per word*
Help Wanted .. .40¢ per word*
All Others .......... 50¢ per word*

* $5 Minimum

With more than 120,000 readers each
week, BROADCASTING is by far your
most effective classlfied buy. That's
why you belong in BROADCASTING.

Announcers

We have: A large chain of radio stations; new con-
trol and production rooms, fully equipped; a great
climate (central Florida); super working conditions;
all company benefits, including life-health insurance;
& 40 hour week and a progressive MOR format. The
iob s yours . . . If you have: The ability to com-
municate! To be able to talk to people, not at them.
You must realize that 1o be good you must work
hard at it. No primma donnas, please. Big voice not
necessary but a human voice a must . . . let's talk

et's communicatel Write Box H-51, BROAD-

CASTING.

Top 35 market: Major MOR personality station look-
ing for a real communicator with something to say.
We're an equal opportunity employer with a great
facility in a great market. Super stable sitvation, we
need you if you're great. Send resume and salary
requirement to: Box H-67, BROADCASTING.

Morning man top 40 chain station in eastern N.C.
new station equipment. Experienced in air work and
production a necessity. Send tape and resume. Also
need local newsman experienced in news. Box H-136,
BROADCASTING.

Immediate opening for afternoon personality in mid.
west market of 50,000, Starting salary $6,700. Addi-
tional earnings possible if you can sell or do sports.
Upbeat MOR format. Write Box H-191, BROAD-
CASTING.

Morning drive DJ 10 double as music director for fast
moving rocker. East. $325 a week. Need tape, resume,
references and latest picture. Box H-203, BROAD-
CASTING.

Morning man—for small-medium market northern
Jersey AM.FM siation. Experience preferred. Tape-
resume to Box H-184, BROADCASTrN(E’.

One topnetch production person and one super jock.
Good pay, great station. Production guy to be good
with comedy. Jock to take over highly rated 3|ow
on 50,000 watt northeast giant. References will be
checked. Box H-238, BROADCASTING.

Air personality who understands one-to-one communi-
cations for midnight to 6 AM show on a highly suc-
cessful MOR station. Send aircheck, resume and salary
to Bill Taylor, Program Director, WDBO, Box 1833,
Orlando, Florida 32802.

Exceptional personality announcer wanted for number
one station in fast growing Florida coastal area. We're
looking for 8 man who wants to combine above aver-
age pay with delightful living, who is strong on
M.CR. pop standard format, news and production
and yet has that gift of gab which will hold the lead
in this three county market. If you think we can’t
afford you, at least try us. Shift 69 AM and I1-
2:00 PM Mon thru Sat with balance on production.
No fioater. Prefer family man with steady work
record who seeks Florida living by the sea. Send
resume, salary needs, and tape including 3 minute
news, 3 spots and 1 hour off air show to Hudson
Millar, WIRA, Ft. Pierce, Florida, an Airmedia station,
equal opportunity employer,

Uptown country announcer for well established per-
sonality gig. Must able to communicate with
audience. WMHI, Frederick, Md. 21701. Tel. 301-
662-2148.

Number One rated Beautiful Music Station wants
besutiful voice for Midwest metro station. Tape, pic-
ture, resume. WSIV, 28 S. 4th, Pekin, II1. 61554,

Technical

Chief engineer. New York City. Directional full-time
AM and FM. Send resume to Box H-224, BROAD-
CASTING.

Need a chief enginesr with experience in maintaining
AM transmitters, DA, RPU, mobile studio, recording
studic and contemporary format studio; with abilir
program/aroduction/sales people and translate needs
into working systems; make equipment need pro-
posals fo management and bid specifications to sup-
pliers; prepare quarterly budget planning and year
end reports; prepare FCC filings and proofs and have
desire to lead a six man engineering staff. This is a
leading station in a top 50 market city in the south-
west. Send a complete resume of experience and
education, photo, salary requirements and 2 brief
stalement of approach to engineering management

by objectives 10 Box H-259, BROADCASTING.

Medium southern California market fulltime DA AM
contemporary, FM stereo automated needs chief Encgi-
neer. We want to continue our high quality audio
service to the community so the right man must also
know audio, not just transmitters. Excellent benefits,
salary, community. Please send resume to Joe Tourte-
lot, KDES AM & FM, 821 N, Palm Canyon Drive, Palm
Springs, California 92262.

Man with FRrst ticket to take transmitter readings.
WAMD, Aberdeen, Md. 21001,

Combination first class engineer-news man needed at
once. Emphasis on engineering. Class IV station. Ex-
cellent working conditlons and fringe benefits. Con-

tact Bob Michael, Manager, WGVA, Geneva, N.Y.
315-781-1240. No collect calls please.

News
Immediate opening. ‘‘Take charge’” news director.

Starting salary $7,000 with additional earnings possi-
ble if you can do sales or sports. Wrlte Box H-190,
BROADCASTING.

Leading New England medium market contemporary
must add 3 individuals next several months. Must
handle both news and dj. Each opening has different
mix. Third class a must, 140-150 per week. 5 days
a week. Tapes and resume please. Equal opportunity
here, so let’s hear from everyone. Box H-228, BROAD-
CASTING.

Programing, Production, Others

PD and PM drive jock. $400 week. Fast-packed rock
and soul sound. Southeast. Immediate opening. Send
tape, resume, references and picture {now-type). Box

H-204, BROADCASTING.

Program director. MOR station in Florida. Experience
necessary. Send resume and tape to Box H-229,
BROADCASTING. .

Experienced program-production direcfor for MOR
formatted station in one of four largest Florida
markets., Good facilities and market position. Im-
mediate opening and opportunities for qualified P.D.
Write Box H-271, BROADCASTING.

September opening for an announcer who is a wizard
in the production room. WKCY is a 5KW formatted
modern country station located in a clean college
town in Virginia’s beautiful Shenandoah Valley. Three
station market. Good pay for the right man. Call
to Don Miller or Ken Riggle, WKCY, Harrisonburg,
Va. 703-434-1777.

Production director needed for active university

ic-TV department. Primary responsibilities with
FM good music station and some work in TV produc-
tion. Supervise student lab work. Must have BA or BS,
Chance to work on MA in broadcast journalism. Equal
opportunity employer. $680 monthly, 10-mos. con-
tract, renewable. Resume and references. Philip Hess,
Chairman, Radio-TV Dept. University of Montana,
Missoula, MT. 59801, (406) 243-4931.

Situations Wanted, Management

Sickly sales? Listless listeners? 20 year veteran super-
sales GM with New York City experience will write
you a fully.staffed Rx guarartteed to cure your coastal
metro blues. Double your present income. Along with
currently employed 1op-rated production oriented staff
will give your market the most exciting MOR it's
heard. Package: GM, PD, MD, firsts, news, production,
class. Box H-222, BROADCASTING.

Aggressive genersl manager. Experienced take charge
broadcaster. Currently employed as GM. Will invest
ISAé. Excellent references. Box H-240. BROADCAST-
NG.

Coastal South Carolina. Chief engineer, experienced
all phases studio and sransmitier maintenance, proofs
and construction. Non-directional AM-FM. Small mar-
ll(elé excellent opportunity. Box H.225, BROADCAST-
NG.

General manager. Experience in top 10 markets. Ac-
cent on sales. If you're looking for teens and 18-24
1 can deliver. Track record and references—excellent
resume upon request. Address: 183 Nassau Drive,

Springfleld, Mass. 01109, 413-783-3913.
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Management Continued

Announcers Continued

News

Broadcaster, 21 years experience, ail phases—family
man, 40, seeks first management position. I you be-
lieve in the over 30 housewife, care about both
tlients and eudience, want a doer, not s talker, 8
shirtsleeve executive who conducts business on the
street and not in a cocklail lounge, have a good finan-

Attention east coast: Black hardworking, versatile per- '

sonality with pound of experience and ton of talent.

Available now. Box H-268, BROADCASTING.

Young reporier with experience as news director,
state capitol correspondent, city bureau chief. Will
move anywhere. Box H-114, BROADCASTING.

Country jock. Desire 10 p o & a.m. First phone.
Experience. Box H-272, BROADCASTING

cial base to work from and can offer me 13-15

thousand per year -+ security, Ieos talk it over. Strong midwest contemporary morning man. PD ex-
Presently employed in top 50 Ohio market. No perience, ticket, references, 29 with college and
rockers plusel“ Box H-244, BROADCASTING, family. (317) 297-4690.

General Manager avsilable now. Box 3312, Green Have talent, but need proper direction. Experienced,

Bay, Wisc. 54304

Experience countsl 4 years radio experlence in all
phases from jock to GM. College grad with BS Man-
agement, 3rd endorsed. | know the meaning of work.
Gene Laks, 4023 Terhune Place, Fairlawn, New Jersey
07410. 201-794-3896.

Sales

Experienced
salesman
terial.

time salesman. Retail salesman, direct
lus first phone-announcer, Management ma-
-fortys. Box H-236, BROADCASTING.

Announcers

DJ, tight board, good news, commercials, 3rd phone.
Box G-212, BROADCASTING.

FM voice appeal.
BROADCASTING.

Music/news/stability/drive. H-73,

personable, can take orders. Meade, 2006 Karen Drive,
Yeadon, Pennsylvania 19050.

individualistic pro . . . Top mar-
tape . . . 1800 Bluebird, Munster, Ind.

Impressionable . . .

ket . . . no
219-838-8783.

Experienced, outstanding sporiscaster seeking play-
by-play. Employed in medium market, 31, seven years
radio, all sports and college play-by-play, sports di-
rector. Good ratings. 303-596.7146.

1st phone, bright, exciting sound. 18 mo. experience.
24, single. Sonny Stevens, 1-513-825-2430.

Sportscaster . , . | will provide play-by-play or
“color” and analysis for any sporting event on a
continving or single-event basis. Any sport, any
event, college or pro, anywhere. Excellent quality.
Curremly doing network reports. Allan Bernard, 233
East Erie Street, #1206, Chicago, Illinois 60611,
312:642-0836 or 642- 0833, after 6:00 P.M

DJ, tight board, 7 years closed circuit owner/opera-
tor, wit plus voice, dedicated-enthusiastic.cooperative/
creativa. Ready now. Tape, resume. Box H-149,
BROADCASTING. .

Polished performer with solid academic and broad-
cast education announcer-DJ-newscaster.-newswriter.
%%g;mé:ld former school teacher. Box H-159, BROAD-

First phone, authoritative news, top salesman, 1%
Z”“ broadcasting school including TV news, college,
appy seelung light rock or MOR. Box H-166, BROAD-

4 years in major market FM, medium market AM, as
personality, music director, traffic reporter, newsman.
B.S. broad’cas'lng. third endorsed, married, 24. Air
check, resume, photo, avsilable upon upon request.

Box H-182, BROADCASTING.

Employed radio news anchorman major midwest seeks
change. Other major preferred but would consider
news sports or jock in smaller market. Box H-197,
BROADCASTING.

Announcer, first phone, experienced, news, sports,
will relocate. Box H-213, BROADCASTING.

Disc jockey—newscaster. Dependable, experienced
tight board man who ¢a3n do musi¢c or news show.
Prefer to do rock show. I'm creative, versatile, and
authoritative. |'m aggressive salesman who can sell
air time. Professionally trained third endorsed. Call
212-996-6551. Box H-215, BROADCASTING.

Washington-Baltimore—relocate 30-mile radius, Cur-
remly top Richmond station. Pipes, production, pro.
Experience: Contemporary, MOR(md), top 40{md), News
(AP award), others. fable, family, consider all. Box
H-220, BROADCASTING.

Rob a cradle. | year. AM/FM/music/news, but |'ve
been taught by 1 market pros and my fresh ap-
proach will hold your youthful audience if we both
believe in numbers. H-223, BROADCASTING.

First phone, young, experienced. strong production.
Box H-226, BROADCASTING.

Top 40 jock in early 30‘s with Ist. Looking for
major market. Currently all night jock in top 100
market. Prefer daytime but will consider all replies.
For tape and information write Box H-232, BROAD-
CASTING.

Southwestern Michigan, college grad, 6 months ex-
perience, third endorsed, parttime or fulltime, top
40 or MOR, (616) 345-8434 or Box H-239, BROAD-
CASTING.

DJ third phone looking for first bresk into broad-

casting. Tight board, g news, commercials. Ready
now. Larry Fertitta, 12 Lawrence Circle, Middletown,
N.J. 0774

Need immediate job: Older, but versatile, creative,
dependable, well experienced, small station radio
man. First phone, light maintenance. Good references,
consider any area. gmhh, B12.299-2471.

Need first bresk into radio. Recent broadcast grad.
Good voice, st phone. Age. 20. Relocate anywhere.
Steve Snyder, 502 Chester Ave., Pittsburgh, Pennsyl-
vania 15214, Tel 412-322-3254.

Mature announcer. Deep voice best wlted to news
and commercials . . . better music. Currently doing
personality program. Prefer returning to non-person-
ality format. Now employed. References. Tape. Con-
tact Barry Ritenour, 10%2 4ih Sireet, Fond du Lac,
Wisconsin.

Experienced jock—tight board—good production. 1st
phone, sports play-by-play. Available immediately.
All locations considered. 1-713-835-2210 after 6 p.m.

Hard working, imaginative top 40 DJ—MD. Team man,
10 years radio some TV. 5 years eastern metro PM
drive, 8 years same station. Salary is consideration
for this family man. Looking for bigger and better
markel. Would like to work with progressive man-
agement team. Personal interview preferred, will
consider and reply to all inquiries. This ad is not
a space filler: I'm packed and serious. Can be any-
where and ready to go to work in 24 hoyrs. Chuck
Raymond, P.O. Box 551, Sandy, Oregon 503.622-4532.

Morning personality . . . warm . . . creative . . .
major market. Will consider medium for security.
1-216-521-1871 evenings.

Professional ‘‘first,’ two years experience top 40
radio, |nclud|ng Music Dirsctor. Married, desires
svable position at small/medium_market station. Henry
Kastell, Post Office Box 337, Cumberland, Maryland
21502.

First phone announcer seeks position at MOR or Top
40 station in Florids. College grad, 22, single, and
draft exempt. Hire me and you won't be sorry, 305-
922-6897. Box H-273, BROADCASTING

Personality iock who ctan humor and communicate
without rammlng it down anybody's throat. Recent
college grad in broadcasting, but no beginner. Me-
dium market experience, hot on production. Assistant
radio instructor. Seeking sir and production dulies in
contemporary MOR or rock. Marlon Podschwit, 3822
7th Ave., Rock Island, IIl. 309-786-5088.

$10,000 a year can get your station a dynamite con-
temporary or top 40 jock. First phone, experienced.
Send details to Box H-247, BROADCASTING.

Experianced all phases sports announcing radio/tv,
young (27), college grad, seek heavy sports, top 50
markets . . . can [ead or follow. Box H-251, BROAD-
CASTING.

Technical

Large market chief. Proven track record of boosting
lovdnass and signal penetration. AM-FM directionals,
proofs, construction. Age 27, married, B85. Currenily
employed NE at 12X salary. Box H-153, BROADCAST-
ING.

Before going to work as a plumber, | want to give
all of you P.D.’s a final chance! Age: 24, 1st phone,
5 years experience, CAW and rock. Oh yes, mother
Iuyé 1 sound goodl Write Box H-263, BROADCASIT-
NG.

Country jock, first phone. Experience. lnterested, let's
talk. Box H-265, BROADCASTING.

Chief engineer (announcer) experienced AM direction-
al, FM Stereo/SCA. Wants challenge. Will relocate.
Box H-167, BROADCASTING.

Chief enginesr-announcer. Experienced, proofs, di-
rectionals, etc. Country-western specialist, production.
Consider any location. Box H-249, BROADCASTING.

The time is now. 4 years experience in all facets of
radio néws—including national wire service. Present-
ly at city’'s number one station. Seeking new horizons
at facility where news is paramount. BA and first
phone. Box H-142, BROADCASTING.

Young newsman wants to work and learn under real
professional. College graduate with journalistic and
political science background. Commercial and non-
commercial experience. Third ticket. Box H-257,
BROADCASTING.

Hardworking, young newsman seeks position in me-
dium to major market. Original writing style. Good
voice. 5 years experience. 914-783-6645 or Box H-262,
BROADCASTING.

Five year pro:
petently and
CASTING.

airs, films, com-

reports, writes,
H-266, BROAD-

authoritatively. Box

Need good newsman? Are you medium market? At
small market now—ready to move up. Tape and per-
sonal interview will convince you. For live tele-
phone audition 402-376-3446 before 8:15 A.M.
after 6:15 P.M. CDT. Also 11:40 AM. CDT to 12: 45
P.M. CDT or write Chuck Hatchett, KVSH, Valentine,
Nebraska 69201,

Sports director, three years experience, all play-by-
play news, disc jockey. Call (516} 621-3583.

Programing, Production, Others

Fully qualified program director small or medivm
markets. Box G-279, BROADCASTING.

Rock program director with major market experience
wants small or medium market to settle down and
raise 8 family. Good air show, production, copy,
knowledge of programing. First phone. Box H- 173
BROADCASTING.

Program-eperations director available. Medium market
experience. Major market jock experience. Box H.199,

BROADCASTING.

Ready for programing. Currently Vz-million metro.
MOR, oldie, top 40 formats. Super music knowledge,
producnon, voice, creative idea man. M.D. last 2 sta-
tions. Stable, references. Nearly 5 years experience.
Box H-221, BROADCASTING.

Expensive—but well worth the money. You get what
you pay for—so why not go first class. Producer-
director with network experience—available if you
can afford me. Box H-233, BROADCASTING.

Modern country programer. Heavyweight professional
with successful major-market rating history. Top cre-
dentials. Seeking take-charge opportunity with large
market fulltimer. Write Box H-234, BROADCASTIN

Program director/announcer or promotion/announcer.
Young, successful, aggressive, promotion-minded,
years AM/FM. Programing from progressive to easy
listenina. Extensive production experience and knowl-
edage all types music. Newscasting/sporiscasting and
automation experience. Ability to work and commu-
nicate with people. Flare and poise for success in
any market. Box H-237. BROADCASTING.,

Solid gold! Love to program it fulltime. Experienced
contemporary PD and strong jock. Stake your claim
at (317) 297-4690. Box H-245, BROADCASTING.

Program director of small market station and seven
year broadcast veteran of larger markets seeks per-
manent position of music programing for either
chains, public radio or independent stations with no
air worf required. Box H-246, BROADCASTING.

Copy-production pro. 20 years experience in small,
medium and large markets. Mature voice. Winner of
3 national awards. Give me copy notes and produc-
tion studio; I'll give you original, creative spots that
sell. Good under pressure . . . and fast. Prefer me-
dium market but town size secondary to job satisfac-
tion. Married, 3 grown children. Wife and | free to
relocate. Box H-255, BROADCASTING.

Country programer desires asscciation with progres.
sive minded station. All markets considered. Box
H-267, BROADCASTING.

Chicago area, experienced 1st phone announcer for
weekends and/or parttime. 312-631-0811.

Low budget high quality program available for pres-
tige advertiser. Ballads-standards-religious. Exclusive
each market. Tenor and organ. Audition and details
from Warren Barfield, 1940 Fairfield Dr., Raleigh,
N.C. 27608. 919.833-8478.
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Situations Wanted Continued

News Continued

Sales Continued

Programing, Production, Others

Sports play-by-play. Experienced. First phone. 27.
Married. Ron Finstad, 408-269-2945. Relocate.

TELEVISION
Heip Wanted Technical

Medium size MSO is seeking a "take charge’” engi-
neer large established southern system. Must have
min. of three years CATV experience jn maintenance,
layoust, head end customer service and management of
personnel. First class ticket preferred. Excellent work-
ing conditions, insurance, paid vacation. Send resume
and salary requirements to Box H-32, BROADCASTING.

Two FCC licensed, qualified engineers for rapidly de-
veloping UHF station in the Midwest. Send resume
to Box H-72, BROADCASTING.

Major West Coast independent cable TV engineering
firm needs ambitious engineer who can handie people
as well as hardware. Engineering degree highly de-
sirable. Motivation essential. Send resume to Box
H-81, BROADCASTING.

TV Engineer: Major midwest university needs engi-
neer with 2 years tech training and 4 years mainte-
nance experience, to work with TR-70S, TK-44S, as
well as helical VTRs and CCTV equipment. Salary
range $11,500-$14,300. 2B days vacation snd good
hours. Box H-258, BROADCASTING.

Challenging opportunity exists for a chief engineer
at Dallas-based UHF TV station. This position offers
a wide Iatitude of engineering assignments which
can be handled by an aggressive and experienced
i7r|5dzi6/‘i?dual. KBFI-TV, P.QO. Box 7270, Dallas, Texas

Weatherman or girl experienced with either news or
commercial background. Contact Doug Hill, WBT, Rich-
mond, Virginia. Send tape and resume. No phone call.

Anchorman/reporter. Immadiate opening in top Cali-
fornia market for experienced anchorman/reporter.
Excellent working conditions and benefits at CBS af-
filiate if qualified, call Cal Bollwinkel, 916-441.4041.

Professional meteorologist. Mature experienced . . .
including radar. Join highly professional news team
in top 70's market. Send resume, video tape if avail-
able to Tom Torinus, News Director, WLUK-TV, Green
Bay, Wisc. 54305,

Programing, Production, Others

Immediate opening for an advertising and promotion
manager at a television station in a large midwestern
marker. Box H-230, BROADCASTING.

Creative artist to join expanding professional team ar
mid-south public TV station. Demonstrated experience
required in illustration, design for all print media,
and sefs. Excellent benefits and working conditions.
Equal opportunity employer. Send resume and salary
requirement. Box H-243, BROADCASTING.

Executive producer for public affairs at ETV station.
Equal opportunity empioyer. Send resume to John
Hutchinson, WNED-TV, Hotel Lafayette, Buffalo, N.Y.
14203, Please state salary requirements in letter.

Promotion manager for community and politically
minded station. Must have administrative abilities in
all phases of television. Call collect, 512-B54-4733,
or write Gen. Mgr., KIII-TV, Box 4669, Corpus Christi,
Texas 78411,

Art director for ETV station. Experienced in all forms
of print and on-air art including scenic design. Salary
open d i on qualifications. Equal opportunity

Major market VHF in one of nation’s fastest growing
area needs Studio Technician. Requirements include—
Firstclass radio telephone license; Minimum 3 years
experience; Maintenance and operation ability; tech-
nical school graduate or equivalent technical educa-
tion. Write: Lou Bell, Chief Engineer, KNTV, 645
Park Avenve, San Jose, California 95110. Equal Op-
portunity Employer.

Caribbean Calling: West Indies Television Nerwork is
now accepting application for the position of chief
engineer. You must be personally capable of the
instalfation and maintenance of 3 VHF transmitters,
STL, and studio equipment. This calls for a “working
engineer’’, with [ittle requirement for theoretical or
administrative skills. The resort Island of 5t. Maarten
offers a combination of magnificent beaches and un-
surpassed year-round climate. Submit full resume,
references, recent photo, and vyour salary require-
ments, to Donald W. Husted, Manager, Netherfands
Windward Television, Saunders.Cul de Sac, Sint Maar-
ten, Netherlands Antilles.

Chisf telavision enginear, UCLA has an immediate
opening in our television division. Maintenance and
operation of three studios and must have knowled
of two inch VIRS and remote truck. We are currently
undergoing color conversion. Supervising, scheduling,
planning and maintenance required of this individual.
Call for interview 213-825-7741.

Broadcast equipment sales. Gravco Sales, Inc., a sub-
sidiary of the Grass Valley Group. is eannding its
New York office. A strong technical background in
color televislon systems Is essential. Sales experience
desirable. Please send 8 resume to Robert Lynch,
Gravco Sales, In¢., Station Plaza East, Great Neck,
New York 11621.

News

Sports Anchorman for large Southeastern market; must
have solid sports background and several years air
experience as TV sports anchorman. Absolute fop
salary will be Eaid to qualified individual. Plesse send
resume and photographs with application; you will
be contacted if we desire video tapes or other in-
formation. Box H-138, BROADCASTING.

TV general assignment reporter-relief anchorman.
Major market, group-owned, southwest station needs
experienced street reporter and relief anchor. Salary
open, Box H.165, BROADCASTING.

News anchorman—3#1 news station, Upper Mldwest,
top 60 market. Must be working newsman. Send VTR
or tape and resume 1o Box H-188, BROADCASTING.

Southeagtern experienced TV weatherman wanted . . .
schedule will require working with a progressive
news team filming and reporting other local news
stories . . . good working conditions and company
benefits . . . send resume and salary requirement to
Box H-194, BROADCASTING. An equal opportunity
employer.

employer. Send resume and portfolio to John Hutch-
inson, WNED-TV, Hotel Lafayette, Buffalo, New York
14203,

Three cameramen-reporters, one anchorman. New
Central Florida TV. Will consider training radio news-
man. Resume, photo, tape, salary requirements fo
News Director, WSWB-TV, 1080 Woodcock Rd., Suite
259, Orlando, Florida 32B03. No phone calls.

Film editor leading independent station has
opening for an experienced re-editor. No news. Ultra-
modern plant and excellent working conditions. Send
resume and salary requirements to: Mr. Jim Hague,
WUAB-TV, United Artists, 8443 Day Drive, Cleveland,
Ohio 44129. An equal opportunity employer.

Executive producer for cultural affairs at ETV station.
Equal opportunity empiloyer. Send resume to John
Hutchinson, WNED-TV, Hotel Lafayette, Buffalo, N.Y.
14203. Please state salary requirements in letter.

Situations Wanted, Management

Top pro seeks position as general or sales manager
of a television station on 'io west coast. Under 40
with 16 years of radio #nd television experience.
Currently employed as sales manager with a terrific
track records. Box H.174, BROADCASTING.

Account Executive/Radio & TV Director—now buying,
producing, filming, copywriting (including afl work
on 5 state department store account) at $750,000 pius
agency, seeks management position with larger
agency or station in Southeast or Southwest. Experi-
ence: & years TV production, 2-TV sales, d4-agency.
Age 33. Present income high teens. VT samples of
award winning and hard sell (plus award winning.
hard sell) commercials on request. Box H-231,
BROADCASTING.

Preducer/director . . . excellent background currently
in top fifteen market desires position as production
manager. Box H-235, BROADCASTING.

Reporter/anchorman . . . seeks position in medivm
or large market. Experienced both in radio and TV
news as reporter, anchorman and editor on local and
network levels. Young but mature. Excellent personal
app2arance. Personable, authoritative style. Degree
in Business Administration. Excellent writer. 312-
6420836 or 642-0833 after 6:00 P.M. Box H-260,
8ROADCASTING.

Sales

New York based research company needs syndicated
service salesman for TV stations division. Sration rep
or sales experience helpful. Send resume and salary
requirements in confidence to Box H-218, BROAD-
CASTING.

Sales manager available immediately. 16 years excel-
lens track record AM and TV. National regional sales
manager for 4 TV and 2 AM. Constant increases, even
when national averages down 19%. Average increase

up 45%. Relocate. Buy in. Box 683, Tyler, Texas
75701, 214-592-6280.
Announcing

Announcer/nsws 13t phone, 26 years old; married;
dependable, prefer Western states but all replys wel-
come. Jim Orate, B22 S, Harbor, Anaheim, Calif.
92805.

Technical

Seven years television final control operations, South-
east. Box H-37, BROADCASTING.

Broadcast engineer seeks administrative opportunity
with educational or commercial facility. B.S. degree,
first phone, former instructor and photographer. Box
H-192, BROADCASTING.

News

Television weatherman—parsonable, good appesrance,
medium market experience—BA degree—newswriting
and directing experience. Potential anchorman and
creative talk show host. References. Box H-104,
BROADCASTING. .

Experienced Black newscaster . . . presently workin
market half-million. Seek TV position or. Box H-173,
ROADCASTING.

Experienced, dedicated professional offers solid, in-
formative weathercasting. Have knowledge and the
ability to share it. Gulf coast or west preferred. Box
H-253, BROADCASTING.

Thoughtful pro with something to say seeks major
market editorial position. Politics emphasized. Award-
\;vircn;ing news background. Box H-254, BROADCAST-
NG.

Programing, Production, Others

Young woman—B.F.A. and M.A. in film and television
production. Experience on air, producing, directing,
writing and photography seeks position. Currently
working for major network as associate director. Box

H-219, BROADCASTING.

Operations Manager—3! vears old, over 11 years ex-
perience with ad agency, AM, FM, all phases of tele-
vision including announcing, directing and photog-
raphy—for resume contact Dan McGrath, Post Office
Box 2264, San Bernardino, Calif. 92406

Art director-TV graphics, full range of top quality
award class ﬁrapgics by experienced pro. Reply P.O.
Box 9814, Chevy Chase, Maryland 20015.

Cameraman, production assistant, 24, experienced.
Any phase production in TV (air or cable). BA in
1&C. Will relocate. Vince Tolino, 1453 Sylvan Terrace,
Pittsburgh, Pennsylvania 15221, 412-371-6015.

Exparienced in most phases of TV production. Wish
1o relocate northern California or Colorado. John
Zavher, 2084 Jersey Ave., Westfield, N.J. 07090.

WANTED TO BUY EQUIPMENT

We need used 250, 500, 1 KW, 5 KW & 10 KW AM
and FM transmitters. No junk. Guarantée Radio Supply
Corp., 1314 lrbide St., Laredo, Texas 78040.

Used console, turntables, cartridge playback machines,
and accessories 1o equip small studio. Send details
and prices. Chief Engineer, WFBR, Baltimore, Mary-
land 21218B.

We need (2) 10-ft. dishes 2-thousand MC with radi-
ators; also 1-5/8 inch transmission line. Contact
phone 618-253-7922 Chief Engineer.

FOR SALE EQUIPMENT

Heliax-styroflex. Llarge stock—bargain prices—tested
and certified. Write for price and stock lists. Sierra
Western Electric, Box 23872, Oakland, Calif. 94623.
Phone (415) B32-3527.

Raytheon transmitter parts for RA-250, RA-1000A an_d
RA-S5A AM transmitters. Raytheon transformer repair
service available. Write for prices and information.

CA Service, Springfield, Vi. 05156.

Complate broadcast mobile unit with 2 RCA 1K-30
cameras, zoom lens, 2 syn. gen., audio, etc. Ready

1o roll. (312) 738-1022.

3 Gates ST 101—Spot tape machines. All for $200.00.
First certified check takes all. John Birdsong, WPGA,
Perry, Georgia 31069, 912-987.2980.
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For Sale Equipment Continued

Instruction Continued

RADIO

RCA BTA.5F KW AM transmitter, excellent condition.
Hy-Power Electronics, Dallas, Texas, {214} 272-5567.

IVC B0O0's (color) and RCA 23" color monitor/receiv-
ers available for lease. Extremely favorable terms.
Richard Rubinstein, The Ultimate Mirror, Ltd., 7
West 79th St., N.Y.C., N.Y. 10024. Telephone 212-
362.7500.

For Sale: RCA 250 K transmitter, 250 watt. A pair of
810°s driven by a 828, plate ‘modulated by 828'.

Dimensions are 3921 x82". $100 plus buyer pays aII
moving costs. Family Life Radio, Mason, Mich. 48854,
517-676-2489.

Mike Boom, Mole-Richardson type 103-B with peram-
bulator. Mint condition. $950. Kluge Films, 5350 W.
Clinton Ave., Milwaukee, Wis. 414-354-9490,

Complete studio. 2 automatic reversing 72 ips tape
decks with 14 inch reel capacity. 1 single direction
tape deck with 14 inch reel capacity. 1 Autosperser
automatic switching "‘brain’’ with 20 position panel.
Has its own VU meter. 1 Time clock for automatic
insertion of commercials, weather or special music.
Above easily adapted for stereo, comes in standard
19 inch racks. Complete manuals and schematics. 1
GE console in excellent condition. Color coded
switches . . . twin VU meters . . . 2 complete power
units. 1 console table with built-in remote switches
for turntables auvdition circuits and microphones ,com-
plete with cabling and plug-in modules 150 hours
blocked program music, including dinner, bigband,
Variety, light classical. This it a complete automation
system for either a radio station or SCA or cable
operation. Can save buyer thousands of dollars.
F.O.B. Odessa, Texas. $2,000. Come see it. KQIP
Radio. 506 American Bank Building, Odessa, Texas.
{915) 337-6262.

C.B.5.-FM Volumax Model 411 (stereo) used one year.
Perfect. WWTO, Peoria, lllinois 309-674-2000.

Ampox Mark ten video heads—excellent condition,
:%rénpgegsly refurbished. $2000.00 each. Call (404)
636-4

Ampex Velocity Compensator—for 1200 Serjes, ex-
cellent condition. $6500.00. Call (404) 636-4363.

CBS Image Enhancer—like new, Model 526. $2000.00.
Call (404) 6346-4363.

N Pennsylvania and New York. F.C.C. first phone in
Sparta G00CRP & &00CP-RK stereo cartridge playback 1 to 8 weeks. Resuhs guaranteed. American Academy { Drive Time Newsman
and raf:rgler bmn with 'IdSOHz &Kgé(rz“:x)xacue.z%nse of Broadcam"r‘l ;':roved for veterans, 726 Chest-
year old in excellent condition. ox . nut Street, P iadep ia, Pa. 19104, WA 2.0605. A |eadi t 20
Santa Rosa, California 95405, (707) 528-4434. (|ocateéjn|sn ﬁ\aehggumwist)o?s expr;‘:ér:gt
- - - Think about it. We cost less but take more time to its News Staff.
VR-1100 used videc signal system complete including prepare you for a first phone. 10 weeks $355. [t's If you are energetic articulate, write
Mark X head, $1,995. 408-739-4262. the best wuy.ChStafe a?ﬁroved.w(gnegbu Seorqvai;es, 333 weﬁ can evaluatge news and deliver it
Eas io. i , Illinoi: . 6494 0 : ¢
Ampex mode! 600/601 users—noise, heat, and |ﬂuérer G (i (SR D i well. send tape and resume to
reduction kits available from VIF International. Box  Need 7st phone fast, Then the Don Martin School Box H-284, BROADCASTING
1555, Min. View, Calif. 94040. 408—739-9740. intensive Course (five weeks) is the one you !
need (npproveg for Veterans) (Bank financing avail-
: T cT able}. Learnlﬁnm the ﬁn%st instructional staff in 'f,‘he
country. Utilizing animated films in addition to other
bRl visual aids you are assured of obtaining your 1st Situations Wanted Management
phone as well as gaining a good basic background in
Earn Electronics Degres malnl{ by correspondence. communications electronics. Our proven record of suc-
F.C.C. license preparation included (optional). Ac-  cess is surpassed by no one. Why take chances on
credit:’d. ?ccragiﬁnﬁ ComwlsslonRNHSC. G.l(.;Billhap- sicond best or Q&I;ecourses? Ol;.lr next intensive Programerll.‘.onsultant
proved. Free brochure. rite: Registrar, Grantham Theory Course will gin September 11, 1972, For i H — i
School of Engineering, 1505 N. Western, Hollywood, additional information call or write Don Martin Schoo! g"ﬁ Msmta':f hiav':.idfd,:fﬁ.a,lfa n:.::m'!:(t;g?:ri
California 90027. of Radio & TV, 1653 N. Cherokee, Hollywood, Calif. group—wushes return ta major market program-
- - - 90028, HO 2-3281. position or G.M. slat, small or medjum may-
First Class FCC License theory and laboratory training “ Good track record, references. Reply in
in six we'eks. Be prepar:d RO Ietlfhe n;&s:teli's in the confidence to ’
nation’s largest network of 1st class icensing
schools train you. Approved for veterans® and ac- MISCELLANEOUS Box stl, BROADCASTING
:.:rrec::tedlrg:rr‘nbelr .h.la\":’onal ASS(;CIB'IO?‘ olf Trade and J
echnica ools rite or phone the location most 1 U
convenient 10 you. Elking Insiote In Dallas®+ 2600  Imen o e a0 He ol cameory
Inwood Rd. 357-4001. Qrrin, Mariposa, Calif. 95338,
Elkins in Ft. Worth, 1705 W. 7th §t. Prizes! Prizes! Prizes! Nationntl‘I br%nds for prom;- Announcers
.. N tions, contests, programing. [+] arter, or trade
Elkins in Houstan®**, 3518 Travis. . better! For fantastic deal, write or sphone esle- MAJOR MARKET
P n " vision & Radio Feastures, Inc., 166 E, Superior 3t
Elkins in San Antonio**, 503 §. Main. Chicago, Illinois 40611, call collect 312-944-3700. MOR PERSONALITY
Elkins in Hartford, 800 Silver Lane. . caral . : he d '
“Free’”’ Catalog everything for the deejay! Super daytime entertainer ready for
Elkins in Denver**, 420 S. Broadway. Comedy books, airchecks, wild tracks, old radio coﬁnect.o:&.m outfit that wants raytm S5
shows, FCC tests, and morel Write: Command, Box now. Stable professional with top back-
Elkins in Mlami**, 1920 Purdy Ave. 246348, San Francisco 94126. ground.
» H [223 . .
Elkins in Atlanta®***, 51 Tenth St. at Spring, N.W. Fall hg' Polilicsl 2. 3°E programs ﬂg Free ‘ﬁdis'f;’z L Box H 255, BROADCASTING
P - e tape. Gerry Wilkinson Enterprises. 1542 Nort t
Elkins in Chicago***, 3443 N. Central. Philadelnhis. 19137,
Elkins in New Orleans***, 2040 Canal. 4
*The Blonde!’ Over 150 recorded “lines’ by saucy/ AVAILABLE NOW FOR STATIONS
Elkins in Minneapolis***, 4103 E. Lake 5t. swe:'t1 ga‘l-I Ideal sclt:t-‘i;; ;loice. D|==iav's’ seﬁrmrv. IN THE MIDWEST, MEN AND
weather-girl, etc. g ree :atang_o other re- WOMEN WITH THOROUGH AND
ins i i i corded features. Chicago Broadcast Circle, 25 Eost
Elkins in St Louis, 5841 Chippews. Chestnut, Chicago, 60611, PROFESSIONAL TRAINING IN THE
Elkins in Cincinnati, 11750 Chesterdale. FUNDAMENTALS OF RADIO. FOR
) Jocks-proven programing techniques. Guaranteed to AUDITIONS AND RESUME, WRITE
Elkins in Oklahoma City, 501 N.E. 27th. ?we you E\oreiprofes;'lonzl sou|nc= and pregara for TO: ANNOUNCERS, 1726 SOUTH
arger market, $5.95. Broadcast Information Services,
Elkins in Memphis***, 1362 Union Ave. Box 2274, lancaster, California 93534, g SENECA, WICHITA, KANSAS 67213

Elkins in Nashville***, 2106-A Bth Ave. S.

Elkins in El Paso®, 6801 Viscount.

Elkins in Seattle**, 4011 Aurora Ave., N.

Elkins in Colorado Springs®*, 323 South Nevada Ave.

Since 1946, Original six week course for FCC 1st
class. 620 hours of education in all technical aspects
of broadcast operations. Approved for veterans. Low-
cost dormitories at school. Starting date Oct. 4,
January 3, April 11, June 27, October 3, 1973.
Reservations required. ‘William B. Ogden, Radio Opera-
tional Engineering School, 5075 Warner Ave., Hunt-
ington Beach, Calif. 92649.

On the air announcer training at R.E.l. features in-
dividual, realistic preparation for your Radio/TV
career. R.E.l.'s engineering course features intensive
training for the FCC First Phonel Complete either
course in just five (5) weeks! Call 1-800-237-2251 toll
free for brochure. Write: R.E.l., 1336 Main Street,
Sarasota, Florida 33577,

R.El., 3123 Gillham Road, Kansas Ci
64109. (B16) 931-5444. Or toll free: 1

R.E.l, B09 Caroline SI., Fredericksburg, Virginia
22401. Calt Ray Gill (703) 373-1441. Or toll free:
1.800-237-2251.

1336 Main Street, Sarasota, Florida 33577. Call
(8]3) 955 6922, or toll free: 1-800-237-2251.

Mlssouri
-237-2251.

Help Wanted Management

GENERAL MANAGER

New York State Major-Market Sta-

tion Grossing One Million Per Year.

Combination AM/FM With Separate

ProFrammg $32,500 Plus 10% of

Profit OWnersh|p Available. Write:
Box H-139, Broadcasting

Announcer

MODERN COUNTRY MORNING DRIVE

One of the top chains in the country is exfand-
ing again. We are looking for a high calibre,
stable personality to work in one of the top 20
markets. Send tape and resume to:

Bob Claytos . . . KBDOX Radie . . .
Rd., Daflas, Texas 75238.

9300 McCree

licensed by New York State, veteran approved for
FCC 1st Clast license and announcer-dise-jockey train-
ing. Contact A.1.5. Announcer Training Studios, 25
West 43 5t,, N.Y.C. (212) OX 5-9245,

First class F.C.C. license theory and laboratory train-
ing in five weeks. Tuition $333.00. Housing $16.00
per week. VA approved. New classes start every Mon-
day. American Institute of Radio, 2622 Old Lebanon
Road, Nashville, Tennessee 37214, 615.889-0469.

F.C.C. TYPE exams guaranteed to prepare you for
F.C.C. 3rd. $(10.00 with broadcast endorsement) 2nd.
($12.00), and 1st, ($16.00), phone exams; complete
package, $25. Research Company, Dept. B, Rt. 2,
Box 448, Calera, Alabama 35040.

HOCKEY

Play-by-play announcer for Cincin-
nati Swords over 50,000 watt giant.
Can you cut it?
H.G.S. Sports
2504 Queen City
Cincinnati, Ohio 45238

News
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Situations Wanted

Announcers Continued

50,000 Watt free-lance announcer

seeking staff position in a similar situation.
Adult rock, centemporary or classical formats.
M.A. in music, impeccable references.

Steve Sullivan, 16-B Allen Dr., Saratega Springs,
N.Y, 12866, 518-584-5623.

Programing, Production, Others

SOLID AIR PERSONALITY
Currently five years in metro Southwest MOR
seeking new challenge and opportunity. Have
worked all formats over 18 year career. Back-
ground includes PD, news director, regional net-
work sports and play-by-play, remotes, TV

. .« the works. éolleze Grad, Family.
I"LL 00 _THE JOB,
L Box H-241, BROADCASTING

weather and staff, newspaper journalism, sales |

SPICE OF SPONSORS

Is variety, Network quality voice will voice'rour
spots with spice, TLC, and 4 smile. Fall [ine-
up special: 60's, $15. 30's, $10. I1D's, $5, 24-
hour automated formats (ID's promos, etc.), $25.
Volume an1 cash discounts, Serd copy, instruc-
tions to RICK O'SHEA PRODUCTIONS, 1111 Las
Vegas Blvd. So, Ste. 317, Las Vegas, Nevada
89104 Free Las Vegas show info.

| TELEVISION

Heip Wanted Management

MANAGEMENT

Our TV snd Radio station clients, including sev-
eral major groups, are constantly looking for
exceptional young management talent in the
$18,000 to $40,000 salary range. If you are cur-
rently 3 General Manager, Sales Manager, or
salesman and would like to be contacted when
openings occur that fit your qualifications and
career goals, send resume to:

RON CURTIS & COMPANY, O'HARE
PLAZA, 5725 EAST RIVER ROAD, CHI.
CAGO, ILLINOIS 680631. RESUMES WILL
NOT BE SUBMITTED TO CLIENTS WITH-
OUT YOUR APPRDVAL. NO FEE.

Business Opportunity

Employment Service

Situations Wanted Management

GENERAL MANAGER

Avaitabte for UHF station in top 25 markets. Ex-
perienced—sales pro—profit oriented. Compe-
tent—excellent references.

40 year old enthusiastic take-charge individual
looking for big challenge with $$ to match.

Box H-242, BROADCASTING

News

F Television
News Director

Experienced reporter seeks increas-
ed responsibilities in news manage-
ment in major market; B.AA., MA;
eight years experience as reporter,
anchorman.

4 Box H-157, BROADCASTING

( ) 527 Madison Ave., New York, N.Y. 10022
NATIONALLY SYNDICATED TV SERIES
for sale. 130 color Hi Band videotaped programs.
Masters plus one set of dubs. Daily women's
series featurinidnationally known star. Very rea-
sonable price. Address inquiries to:
Box H-248, BROADCASTING BROADCAST PERSONNEL AGENCY
Sheries Barish, Director
\.. y,
Miscellaneous
s 2 FOR SALE Stations
810 IMPACT RADIO PACKAGE
"Di;l YouWhK{\ow;'h—;'COrn one"w—r;'Honufseheld — ~
Hints"'—"What's The Answer''—''Words Wis-
dom"". n}iu to 20 seconds  each, Per}ect 't'dm{vt-. STATIONS FOR SALE
ins"* and sponsorable for any type format. 8 ARIZONA. Priced at ome and one-quarter
different features on tape. $5 weekly—unlimited 1,
use, for audi;’ion tape apnd completeyinlnrmation gross. Profitable. $100,000. $25,000 down.
write: HWayden Huddleston Productions, 305 2 ROCKY MOUNTAIN. Exclusive. Full time.
Shenandoah Bldg., Reoanoke, Va. 24011 or call = Profitable. $230,000. Terms.
(TR, y 3. SOUTHEAST, Exclusive AM-FM. lliness
e forces sale. $135,000, Terms.
'd -
The Public Cable Television Authority
8200 Westminster Avenpe J dCL L . Sto
Westminster, California 92663
and ASSOCIATES
!Nill shortly'have ava_ilahle full speciﬁcn?ifms of 6430 Sunset Blvd., Suite 1113
joint franchise requirements for the cities of P.0. Box 550
Costa Mesa, Fountain Valley, Huntington Beach Los Angeles, California 90023
and Westminster. Serving 2 community of 359,000 L Area Code 213—464-7279 y
people. Copies may be obtained by writing to
the Authority.
— 4 )
3 A
$90,000 FREELANCING LuBue Media Brokers Inr.
Working two days a week, a medium market an- 116 CENTRAL PARK SOUTH
nouncer became a highly paid celebrity after
gevelupinz this ur;:sual' cotn'::ept. t[luw Iprqu NEW YORK, N.Y.
six years on the air, this entire plan is
azailalbley at low cost to men and women an- (212) 265-3430
nouncers nationwide. Free information. J
write Box H-216, BROADCASTING h
\_ J
[ 4 "y
|  SPECIALIZING IN HONESY
Ml tional' RADID AUOIENCE MEASUREMENTS
ead[o | AT SENSIBLE PRICES. (FROM 5269) INCORPORATED
| BROKERS & CONSULTANTS
Research| 3 G0k amzonsw j
502- 836-2792 COLLECT 2110 MERCANTILE BANX BLOG.
I DALLAS, TEXAS 75201 (214) 651-8088
.. J
Instructions
BROADCAST SALES SCHOOL [ )
Five of 80u1dheasl's| most Iz;uc::esslul broad'; LARSON/WALKER & COMPANY
1 { n
ggztizmngonevuecry cfiar:lsesangs ur.'lifrdo"nﬁo-zzf:y. Brokers, Consultants, & Appraisers
Classes limited to 20. For small to medium n
Los Angeles, Calif. 90067 Wash., D.C. 20006
e o How 1o s rada. O"e he 1801 Ave of the Stars © 1725 e Si, N,
K i entury City, Suite 50 wite
C%Illns410448)337gtl130r?&03r0g55te 213/271-1567 20272231553 J
L ’ \
r 2
SE Small Daytime  $ 90M 29% | SE Small Daytime  $130M 29%
E  Small  Daytime  225M 29% | L Medium Daytime  230M  SOLD
E Metro Fulitime 965M Nego | E Metro . Daytime 175M Cash
SE Metro Daytime 275M 29% | W Metro FM 65M Nego
SE CATV 1350 Potl  140M Terms | MW Major FM 700M Nego
@ CHAPMAN ASSOCIATES®
business brokerage service
o ATLANTA o CHICAGO s DETROIT ¢ ELMIRA, NEW YORK o
Please write: 5 Dunwoody Park, Atlanta, Ga. 30341
_ J
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One of the hardest working
whiz kids in radio: RKO’s
Bruce Forrester Johnson

Bruce Johnson is the current boy wonder
of Los Angeles radio. Well, at 37, maybe
no longer a boy—but more surely the
reigning local phenomenon. In the last
two years he has turned two stations,
with drastically different programing for-
mats, from losers into money-makers.
Isn’t that the name of the game in sta-
tion management? RKO General appar-
ently thought so. Last month, Mr. John-
son, only several years removed from
relative obscurity as a radio time sales-
man, was named vice president of the
RKO General Radio Division with respon-
sibility for the division's 12 radio sta-
tions, as well as the six nationwide of-
fices of RKO Radio Representatives.

“I'm happy to be here,” is Bruce John-
son's not surprising reaction to his
latest move up. “It’s where 1 always
wanted to be—a job similiar to this. Be-
lieve me, it was no accident, I've spent 20
years preparing.”

His big break came in 1970, when ASI
Communications Inc., having acquired
KFAC-AM-FM Los Angeles, searched for a
manager to turn the failing classical-
music properties around. Bruce Johnson
was plucked from the sales ranks of
Metro Radio Sales and given command
of his first stations. In a year's time he
claims to have reversed a 1969 operating
loss of some $80,000 into a $300,000
operating profit.

The KFAC success took him back to
the Metromedia fold as vice president
and general manager of the group’s long-
suffering Los Angeles AM outlet, KLAC.
According to Mr. Johnson, KrLac, by the
time he took over (then newly switched
to a country-music format), was losing
$80,000 to $100,000 a month. He was
with the station only through four quar-
ters, yet claims to have almost immedi-
ately doubled its billings and more than
doubled billings through his last six
months with the station. By the time he
left in July, his projections indicated that
the station, which lost $700,000 last year,
would make more than $500,000 this
year.

What turns floss into gold? “Audience
involvement” is Bruce Johnson’s prin-
cipal explanation. ‘T've always been a
stickler for getting involved with the au-
dience,” he says. “And I don’t mean just
through the mail or by phone—I mean
get out among them much in the same
way the old time politicians did. T insist
that our station personnel and especially
the air personalities get involved on a
one-to-one basis. I don’t think we can
program effectively unless we really know
what is going on in the community.”

At krFac he put this philosophy to
work by forming a listeners’ prganization

Bruce Forrester Johnson, VP, RKO General
Radio Division, RKO General Inc., Los
Angeles and New York; b. Nov. 15, 1934,
Los Angeles; BA, telecommunications,
University of Southern California, Los
Angeles, 1956; JD, Southwestern University
School of Law, Los Angeles, 1968;
announcer-promotion writer-salesman,
KOOQOL-AM-TV Phoenix, 1956-57; U.S, Army,
assigned to Armed Forces Radio and
Television Service, Hollywood, as announcer,
1957; public-relations representative, U.S.
Army Exhibit Unit, Washington, 1957-59;
discharged as first lieutenant; manager,
Peters, Griffin, Woodward Inc., Los Angeles,
1959-61; account executive, AM Radio
Sales Inc., Los Angeles, 1961-64; manager,
Metro Radio Sales, division of Metromedia
Inc., Los Angeles, 1964-66; VP, Metro Radio
Sales, Los Angeles, 1966-68; VP and West
Coast manager, Metro Radio Sales, 1968-
69; VP and general manager, KFAC-AM-FM
Los Angeles, 1969-71; VP and general
manager, KLAC (AM) Los Angeles, 1971-72;
regional VP, Metromedia Radio, 1972; VP,
Radio, RKO General Inc., July 1972;

m. Linda Brooks of Los Angeles, March 17,
1960: children—Stacy, 10; Shelly, 9;
Jennifer, 8.

to promote live concerts, established a
theater and club operation that featured
live classical-music talent, promoted
travel programs for listeners, set up an
art gallery on station premises, started a
classical-music magazine. There is more,
of course, to Mr. Johnson’s seeming suc-
cess with station management. At KLAC
he trimmed and reorganized staff, made
changes in sales and programing man-
agement, introduced a goal-oriented
philosophy.

On a programing level, he believes in
basics, of not trying to be all things to all
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people, At KFAC he eliminated semi-
classics from the playlist, wanting lis-
teners to be assured they were listening
to a pure classical station. At KLAC,
where evidently there was some belief
that country music had to be slick and
smooth to appeal to Los Angeles audi-
ences, he opted for a straight country
sound and country personalities.

People—*"an elite corps of profession-
als"—are at the root of Bruce Johnson's
operating philosophy. “I look for the
achievers,” he says, “the hard-working,
disciplined people with drive who not
only want to better themselves but also
the people around them. I believe that
people are the only asset a company has.”

Those descriptions, above all, fit Bruce
Johnson himself. At the University of
Southern California, as an undergradu-
ate, he was, among other activities, chief
announcer for the school FM station,
columnist for the university newspaper,
president of the telecommunications fra-
ternity and a member of the varsity base-
ball team. At the xooL stations in Phoe-
nix, his first job after graduating from
USC, he signed the TV station on as
booth announcer at 6 am. (as he tells
it), rode the board until 9 in the morn-
ing—writing on-air promotion spots be-
tween breaks—did a combo shift on radio
between 9 and noon, sold time until 3
in the afternoon, was back on radio until
6, did live TV spots at night and on
weekends. While in the Army, stationed
in Washington, he found time to work
at night for wrtG(Tv), first as a switch-
board operator, later as a TV director,
and on weekends as an announcer for
wFAXx (aM) Falls Church, Va.

Now that he’s climbed well up on his
mountain, what is Bruce Johnson going to
do? The RKO General radio properties,
for the most part, are winners, not losers
in need of a magical touch. Wor(am)
New York, KHI(AM) Los Angeles, KFRC-
{aM) San Francisco, wRko{AM) Boston,
wHBQ(AM) Memphis, all contemporary
music stations, all are at the top or near
the top of their market competition.

The FM stations—now in the same
markets as the AM stations—are in for-
a shakeup. Diversification and change are
to be the keynotes. WHBQ-FM Memphis
and wRroR Boston will be sold. Wcar-FM
Detroit, wkFMm Chicago and waxy Fort
Lauderdale will be acquired. Individual
identities will be established, through
separate call letters, for wWoR-FM New
York and KHJ-FM Los Angeles. The pro-
graming formats of XHJ-FM and KFRC-
FM will be changed.

All of this leaves out WGMS-AM-FM,
the classical-music stations in the Wash-
ington area, which Mr. Johnson says
have been having troubles. But Mr. John-
son’s presence has already been felt there
as the station underwent personnel
changes late last week (see page 7).




Editorials

Who'’s on first?

It's getting harder all the time to figure out what kind of
format-change proposal will get by the FCC in a station trans-
fer, as the proposed buyers of Krsp-FM (fortmerly KOGO-FM)
San Diego have discovered to their disappointment.

As reported here a week ago, the Kelly brothers of Sacra-
mento, Calif., decided against buying their way into a hearing.
They lef the contract run out on their proposed acquisition.

In that case the FCC, responding to a protest by local
citizens, said a hearing would be necessary to determine
whether the change that the Kellys proposed from classical
music to contemporary would serve the public interest. The
protestors had asserted that the change would eliminate the
city’s only classical format. By implication, the FCC was say-
ing that San Diego is entitled to at least one.

Only a few weeks earlier the FCC had approved a transfer
of KBTR(AM) Denver to Jack Roth, a group owner based in
San.Antonio, Tex., and the change of that station’s format from
all-news to’ country-and-western music. Mr. Roth had shown
that other stations were providing Denver with comprehensive
programs of news. Here the FCC was implying that an all-
news commitment may be abandoned if news in reasonable
supply is available piecemeal on other stations.

The inconsistencies in those two cases raise obvious ques-
tions about FCC judgments, but of even larger consequence
is the question of whether the FCC ought to be dealing in for-
mats at all. We think it ought not to be.

It would be nice to believe that the FCC might be ordered
out of that business by the courts, to which the Denver approval
has been appealed by the citizen groups and the rival ‘station
that originally protested Mr. Roth’s change from news to
music. Chances are, however, that no matter how that case is
ultimately decided, the commission’s authority to consider for-
mats will itself be left undisturbed. As with so many other
inequitable developments now confronting broadcasters, this
situation needs correction by changes in the basic law.

Feeders at the trough

One of the key figures in the surgeon general’s million-dollar
study of television and violence has had some second thoughts
about the massive report he helped produce. He feels the report
was misinterpreted by most media initially, and by this maga-
zine throughout, as unduly minimizing TV’s role in aggressive
behavior. But he also feels, now, that the case against TV is
far from clear.

The man is George A. Comstock, who left the Rand think-
tank to become senior research coordinator and science adviser
to the surgeon general’s scientific committee during its two-year
study. Now back with Rand in its Washington office and pre-
sumably free of some of the pressures that attended production
of the five-volume report (BROADCASTING, Jan. 17), Dr. Com-
stock has produced a paper of his own, “Television Violence:
Where the Surgeon General's Study Leads.” Coming from a
man considered a hardliner by some of his committee asso-
ciates, the paper contains some remarkable assessments:

“The central question of the role of televised violence in
aggressiveness among the young cannot be taken as fully re-
solved. The most justifiable interpretation of the evidence pres-
ently available is that televised violence increases aggressiveness.
The case, however, is not beyond reversal.”

“At present, understanding of the phenomenon now given

the stamp of scientific verisimilitude is remarkably slight.”

“Acceptance of the causal hypothesis rests on the consistence
of the findings of these varied studies [considered by the com-
mittee]. The components taken separately are less convincing.”

Despite all these caveats, Dr. Comstock keeps saying that
the evidence “at present” indicates *‘clearly” that “televised
violence contributes to aggressiveness among the young,” and
what he suggests is still more research. That hardly comes as a
surprise from a professional researcher who is in the employ
of a research firm.

Now that Dr. Comstock’s own re-evaluation of the original
report has been circularized, it is more evident than ever that
the government has no business spending any more money
to follow up a study that, despite its huge scope and expense,
is still subject to changing interpretations.

Hebert by the tail

Representative F. Edward Hebert {pronounced ay-bear) (D-
La.), a former city editor of the New Orleans States, has tor-
pedoed legislation to redress the wrong perpetrated by Con-
gress a year ago in preventing the purchase of broadcast ad-
vertising for armed-forces recruiting. He has done this out of
pique over the CBS-TV documentary, The Selling of the Penta-
gon. Mr. Hebert, militantly military, has never forgiven the
network for suggesting that the Department of Defense con-
tained human frailties.

In the past year, since the broadcast media were frozen out
of the department’s advertising budget, recruitments have
lagged. Those big-space ads in magazines and newspapers just
haven’t delivered. The lost revenue, along with the banned
cigarette business and the hard-liquor advertising that broad-
casters voluntarily reject, have bloated national linage in news-
papers and consumer magazines.

Congressman Hebert's avowed purpose is to hit the net-
works, which are undeserving of such reprisal. Actually he is
striking at thousands of radio and television stations which, in
the smaller markets at least, hunger for such business.

Broadcasters would be justified in rejecting military-recruit-
ment PSA’s as long as the military services are buying adver-
tising in competitive media. This is the time to hold the line.

.

Drawn for BROADCASTING by Sidney Harris
"Your summer replacement turned out far better than we expected.
Next summer, however, we hope to have you replace him.”
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When WBAL spealks, people listen.

Because we've earned their respect by
being much more than the average station.

We're community-oriented, aware of our
responsibilities and sensitive to the needs
of our listeners.

Sure we entertain, but we inform, too,
and we speak to people’s concerns.

From, recipes to revenues, from When you want to sell something—
traffic to treaties. to the man of the house ot the lady of the

The best in musie, certainly, along with house—do it through the speaker of the house.
thorough reporting of local, national, and Contact your MeGavren-Guild repre-
international news. sentative and ask for Baltimore’s Bonus-Buy.

Professional coverage of all major sports

and complete weather information.
Outstanding feature programs, and
Baltimore’s best-liked 1adio personalities.
Quite literally, WBAL is a household
word—in Baltimore and well beyond.
Pennsylvania, Delaware, Virginia,

West Virginia and the rest of Maryland. Maryland’s only 50,000 watt station.

Call 301-467-3000 or contact McGavren-Guild PGW Inc. In Canada contact Andy McDermott, McDermaott Sales Limited, E. Toronto, Ontario.
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Drift-free circuitry makes it possible to enjoy ~ SALIENT FEATURES:
O 3 presettable mix-effects systems

O No coaxial delay lines in all re-entries
in a control panel no larger than most O Quad split with external drives

three mix-effects system with quad-split

single mix-effects switchers. Discover the O Edger on all keys
OJ Up to 3 chroma keys. Composite and RGB type

O Ultra stable system
O Easy to install. Only one sync pulse is required
dominance in production capabilities. [ Al the extras used in today's production techniques

advantages of a switching system that

satisfies ad agencies and insures

10 yeoars of speciali Designed, factured and delivered some of the world's largest and most complex i

GOOD ENGINEERING IS VITAL

3620 Ridgewood Ad.. N.W., Atianta, Ga. 30327
404/233-9459

TS s VITAL INDUSTRIES, INC.

2644 N. Sevenih St,, Terre Haute. ind. 47804
812/466-3212 MAIN OFFICE: 3614 S.W, Archer Road, Gainesville, Fla. 32601—Phone 904/378-1581



