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@lympics’76

The most prestigious
television event of 1976

...the Winter Games from Innsbruck, the Summer Games from Montreal,
both on the 5 ABC Owned Television Stations.
It's the greatest of all athletic speciacles...with more than 10,000 of the
world's best athletes from more than 100 nations competing in more than 200 individual
and teamn contests in more than 25 different sports. Olympics ‘76 is truly
the most prestigious television event of the year.
And you can beapart of it all.

@ ABC Television Spot Sales, Inc.

National Representatives for
WABC-TV New York/WLS-TV Chicago/ WXYZ-TV Detroit
KABC-TV Los angeles/ KGO-TV San Francisco
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In between assignmeni«
Jfornia, Brazil and India, d

Steve Horn found time tc
present trends in TV adye

Steve, you've won virts
major advertising award. .
initial concept, what, in y
is the crucial factor in a su
commercial?

The casting, the acting
working relationship amo
people. I cannot leave out
tance of light and lighting
the direction, the mood ).

Do you still take still pb

Sure. Probably one thir.
time is spent on print. The
of advertisers who want tt
spots and print ads to have
look. And besides, I really
print, both advertising an

In all the work you ve d:
cluding your public servic

you narrow things down ¢
favorites?

“The Slumlord” (for the New York
Urban League) was one. If it weren't
for that commercial, I probably
wouldn’t be where I am. It had a lot
of hand-held camera, and you don't
see as much of that style today.
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‘me, just like a Polaroid print is

ien I'm shooting a print ad, It is
recially helpful because I direct
ough the camera. And it lets me re-
xck things like lighting and timing.
But the texture of film itself cannot
replaced by tape. It’s the subtleties
1get by playing with the light. By
>rexposing or underexposing.

ere’s an emotional quality to film

t gives the director more to work

To me, 99% of a picture is light,

1 what the light looks like when you

e the picture. And that’s why I

e that picture on film.

4 copy of this and other inter-

ws is mow available, free of charge,

1 fascinating and informative

wklet. For arevealing look at people

{ ideas in the moving visual mdus-
write.: Eastman Kodak Company,

vartment 640-0O, Rochester,

w York 14650.

&

remembered.

Todo that, it took an airplane en-
gine making wind, a cherry picker, 11
rain hoses, numerous holes in the
ground, canopies to vary the light and
plenty of Eastman film.

It was a good day’s work.

Is there any special reason why you
do what you do on film instead of
tape?

I've never even shot a commercial
on tape. It is an important accessory

EASTMAN KODAK COMPANY
Adlanta:A04/351-6510/Chicago: 312/654-5300
Dallas: 214/351-3221/Hollywood: 213/464-6131
New York: 212/262-7100/%an Francisco:
415/776-6055/Washington: 202/554-5808.




tertainment, education,

comm‘unity it promotes —

television can be!”*

3 BOSTON

o setting anew standard

\e1%

WCVBTVE

Station Award—WCVB—TV Boston

“I wish we could give this station
something bey ond the Gabriel! —
Superbly commendable service to
the community at every level — en-

religion,

youth, cultural, public affairs pro-
gramming — by and for and of the

can you

imagine what this country would be
like if every station did this kind of
programming? — A vision of wha

*Judges’ comments, 10th Annual Gabriel Awards 19"



Business:Briefly

Sperry’s spending O Sperry Remington
Shaver Division of Sperry Rand Corp.,
Bridgeport, Conn., plans massive network
and spot TV campaign from September
through December, spending about $3.5
million on behalf of its Remington Radial
and new Remington Soft Touch men's
razors, and new Super Brush styler/dryer
and Fluff 'n Dry blower/dryer for men.
Remington will bolster its participations
on network TV with heavy spot TV
schedule in top-40 markets and also will
increase its use of co-op TV advertising.
Budget for September-December TV
splurge is expected to be more than 50%
over that of last year's period. Campaign
is being created and placed through DKG
Inc., New York.

Boxing’s back via barter O Five national
sponsors have signed for seven-week TV
series of live Friday night boxing bouts to
be carried on line-up of more than 100
stations by TVS Television Network,
starting July 25. Telecasts will be offered
to stations on barter basis, with national
sponsors taking five minutes of
commercial time at cost of $8,000 gross
for 30-second commercial and stations
retaining seven local minutes of one-hour
program, which starts at 11:30 p.m.
National sponsors of first seven telecasts
are Miller Brewing and STP (McCann-
Erickson), American Express Co. {Ogilvy
% Mather), S.C. Johnson (Leo Burnett)
and Old Milwaukee Beer {Cunningham &
walsh). Madison Square Garden Boxing
will promote weekly matches which will
ariginate from various parts of nation.
Among major stations already in TVS fold
are woR-Tv New York, kHJ-Tv Los Angeles,
¥NAC-Tv Boston, wpRi-Tv Providence,
<Tvultv) Oakland, Calif., and WPGH-Tv
dittsburgh.

rrresh look for frozen food O Kitchens of
"Sara Lee, Deerfield, Il is revamping its
creative approach for its baked goods
with new look and sound and new jingle
incorporated into network and spot TV
effort to break in August and spot radio
splurge to begin in mid-July. Benton &
Bowles, New York, is building its
broadcast showcase around new theme,
"Nobody Can Resist Sara Lee.”

Rails take to airO National Railroad
Passenger Corp. (AMTRAK), Washington,
is reported to have increased its budget

to $5 million for fiscal year begun July 1
for expanded campaign in broadcast and
print media, with local and spot TV and
radio garnering about $2.5 million.
Campaign, created by Needham, Harper
& Steers, New York, will concentrate
throughout year on top 15 to 20 markets;
will zero in on adult men and women, and
will kick off in fall.

New York takes a TV leaf from Ohio
lottery book O Revion Flex {Grey
Advertising) is first advertiser to sign up
for special prototype telecast of New
York State Lottery on wasc-Tv New York
July 24 (7:30-8 p.m.). Five commercial
minutes are available in special telecast,
which will feature Monte Hall (Let's Make
a Deal) as emcee. Game-show type set
will be constructed at ABC Television
Theater in New York. Production cost is
$65,000 for show, $45,000 of which will
be underwritten by wasc-Tv, other
$10,000 by State Lottery Commission.
Commission is now negotiating with
other stations throughout New York State
to carry live feed of waBc-Tv broadcast.
Format will be geared somewhat along
lines of The Buckeye 300 Show, weekly
prime-access telecast of Ohio state
lottery, which has been knocking down
50 shares against such top-rated access
shows as Hollywood Sguares and
Treasure Hunt (BROADCASTING, June 2).
WaBC-Tv is billing New York'show as “the
largest TV giveaway in history,” with cash
awards that night totaling more than $3
million. Sources at Lottery Commission
say waBc-Tv has first refusal if ratings of
special are big encugh to warrant weekly
series.

Real spots for plastic D Mobil Chemical
Co., division of Mobil Qil Corp., New York,
will advertise its consumer plastic
products in spot TV campaign in
substantial number of markets next
month for three weeks. Lee King &
Partners, Chicago, is directing

commercials at women of all age groups.

EA picks buyer O Elizabeth Arden Inc,,
New York, has named Air Time Inc., New
York, as its media planning and buying
service, effective Aug. 15. Budget through
remainder of 1975 is approximately
$500,000, heavily in broadcast. Creative
work is handled in-house by Elizabeth
Arden.
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Marx raises TV sights O Louis Marx &
Co., Stamford, Conn., is increasing its
advertising budget in television
substantially for fourth quarter, investing
approximately $5 million for network TV
on children's programs and daytime
series, and on spot TV intop 15 markets
of nation. Campaign will kick off on Sept.
1 and continue for 15 weeks, promoting
Marx's long list of toys to both children
and women 25 and over. Waring &
LaRosa Inc., New York, has created and
placed campaign for Marx as part of its
pre-Christmas push.

Phitlips push O Phillips Petroleum Co.,
Bartlesville, Okla., is touching off spot TV
drive in_long string of major markets
emphasizing "proof of performance”
motif. Campaign will run through July and
August to reach men from 18 to 34 during
height of summer touring season. Agency
is Tracy-Locke, Dalias.

Listen to Perry O Perry Como identifies
five picture problems in TV set reception
in new spot TV campaign to be run by
GTE Sylvania Entertainment Products,
Stamford, Conn,, in 49 markets, starting
Sept. 15 and ending Dec. 7. Spot TV
spree is estimated to cost aimost $1.5

Vision =

million and is in largest number of
markets ever scheduled by Sylvania.
Doyle Dane Bernbach, New York, agency
for Sylvania, is also preparing 30- and 60-
second radio spots with Mr. Como for
dealer and distributor use. Agency is
seeking time periods appealing to adult
men and women.

New product for Aunt Jemima D Quaker
Qats Co., Chicago, is serving up Aunt
Jemima Frozen Pancake Batter, which
will be introduced on store shelves in
early fall, spurred by commercials on
network daytime TV and spot TV in major

droadcasiing is published 51 Mondays a year (combined 1ssue al yearend) by Broadcasling Publications inC.. 1735 DeSales Streel. N.W. Washington, D.C. 20036. Second-class postage paid at
Nashington. Single issues § 1. SubSCriplions: one year $25. twn years $45, three years S60. Add §57 yearly for special delvery. $65 for awr mail, $4 for Canada. S6 for ali other countries. Subscri-
Jer's occupation required. Annually: Broadcashng Yearbook $17.50, Cable Sourcebook $70.



markets still to be determined. J. Walter
Thompson Co., Chicago, is seeking
audiences of housewives, 25-49, and has
created slogan, "The first frozen batter
good enough for Aunt Jemima."

Busy August for H-W QO Hunt-Wesson
Foods Inc., Fullerton, Calif.,, is beefing up
with spot TV campaign in about 35
markets during August to spotlight its
Manwich sandwich sauce and Snack
Pack puddings and fruits. Botsford
Ketchum Inc., San Francisco, is seeking

time pericds catering to women, 18 to 49,

Big buy for CIT O CIT Financial
Services, New York, will be investing lots
of money in lots of radio to reach persons
who want to borrow money. CIT rolls with
spot radio avalanche in maore than 400
markets on Aug. 4 for four weeks and will
mount similar effort for another four

weeks in same markets in late November,

Agency, Ketchum, MacLeod & Grove,
New York, will be pitching its
commercials at men, 18-49 and is
searching out drive-time and Saturday
slots.

Radio for Pan Am O Pan American World
Airways Inc., New York, is taking off on
spot radio flight in major markets,
inciuding San Francisco, Los Angeles,

' TIME & FRECIUENCY
L TECHNOLOGY INC.

TE/

3000 Olcott St., Santa Clara, CA.
95051 (408) 246-6365

BAR reports television-nétwork sales as of June 29
ABC $350,954,000 (29.8%); CBS $425.936.200 (36.2%); NBC $399.013.900 (340%)

Total Total
minutes doifars
week week
ended ended
Day paris June 29 June 29
Monday-Friday
Sign-on 10 am. 105 § 621.800
Monday-Frigay
10 am.-6 p.m. 928 9.229,300
Saturgay-Sunday
Sign-on-6 p.m. 252 2,784,400
Monday-Saturday
6 pm.-7:30 p.m. 97 2,123.500
Sunday
6 p.m.-7:30 p.m. 13 221.800
Monday-Sunday
7:30 pm.-11 pm. 395 21,193500
Monday-Sunday
11 p.m.-Sign-off 189 3012800
Total 1,979 $39,187,100

Source: Broadcast Advertisers Reporls

Washington, Detroit, Miami, Houston and
Boston, to reach adults 18-49 during
height of travel season. Campaign will
last from four to six weeks, depending on
market, with Carl Ally Inc. concentrating
on drive, evening and weekend periods.

Media mix O Plans are not yet concrete,
but NBC Radio is readying spot TV
campaign for its fledgling News and
information Service, with commercials to
begin running in mid-August. NIS is
targeting men and women 18-49,
typically largest demographic audience
for all-news radio, and will buy fringe,
news and prime-access 30's through
Hope Martinez, New York. NBC will
concentrate on cities in which NIS is
already carried and will not limit itself to
buying time on NBC-TV affiliates alone.

Clearasil campaign O Vick Chemical
Co., New York, began major spot radio
campaign last week for Clearasil, skin
cleanser. Nationwide spots will run for 12
weeks, emphasizing major markets,
including Philadelphia, Atlanta, Houston,
Miami, Denver, San Francisco, and Los
Angeles. Teens are target audience;
BBDO, New York, is agency.

Hope's in for Hartz O Hartz Mountain
Corp., Harrison, N.J. will sponsor
nationwide spot radio campaign for
several of its pet products —food and
health care—beginning this fall. Spots
will run for eight weeks, starting Sept. 15,
in list of markets that includes Chicago,
Cincinnati, Baltimore, Philadelphia and
Cleveland. Adults 18-49 are targeted;
buyer is Hope Martinez, New York.

Kinney’s kickoff O Kinney Shoe Corp.,
New York, starts extensive spot TV and
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"1975 total 1975 total 1974 total

minutes doiiars doilars
2813 § 16219500 S 11,737,200
25,167 263719300 229,323,700
7677 119,459,800 108,491,000
2,565 62,929,600 56,487,300
417 10.196.100 8,971,800
10167 623801900 595,439,300
4676 79,577,900 70.715,600

53,472 $1,175,904,100 $1,081,165,900

radio campaign next month in about 75
major markets as part of company's
back-to-school push. Television effort will
last from mid-August to mid-November
while radio splurge will continue for three
weeks. Sawdon & Bess, New York, will be
beaming its messages to men and
women from 18 to 49.

Paint planning O SCM Corp., Cleveland,
on behalf of its Glidden paints, will wield
wide brush in spot TV |ater this month
with campaign running in 60 major
markets on alternate weeks over 16-
week period. Meldru- & Fewsmith,
Cleveland, is seeking mix of men and
women on theory that either sex is prime
prospect for purchase and usage of
house paint products.

Move to two networks O United Van
Lines, Fenton, Mo., is mounting four-
month, $156,000 campaign of 30- and
60-second spots on CBS and NBC radio
networks. Minute spots promote "pre-
planned moving guide" and “hotline" toll-
free information service; 30-second -
spots carry theme “we do more than get
you there" and "United: America’s first
family of movers.” Agency is Kelly,
Zahrndt & Kelly Inc., St. Louis.

Rep appointments O Avery-Knodel Inc.,
New York, named national representative
for Midnight Sun Broadcasters Inc.
stations in Alaska (KEN-aM-Ty Anchorage,
KFAR-AM-TV Fairbanks, KINY-aAM-Tv Juneau
and KTkN[aM] K etchikan), effective July 28
... Blair Television, New York, named to
represent Wowk-Ty Huntington, W.Va...
Century National Sales, New York, named
to represent keRiI(FM) San Diego and
WPTH(FM) Fort Wayne, Ind.



NBC operates TV stations in five cities —New York,
Chicago, Los Angeles, Washington and Cleveland. The
Television Academy awards Emmys in each of them.

And this year something pretty remarkable happened

—each NBC station won as many Emmys as any station
eleven. Its closest challenger,
WNET, won six. i1 Chicago’s
FI U E. Not to be outdone, KNBC
in Los Angeles and WRC-TV
NM in Washington each received the
top total of Emmy Awards in
Does the whole picture leave us self-satisfied? Not at all.
We’re going to keep producing the kind of programs that

in town. {11 InNew York,
WNBC-TYV broke the all-time
record (which it held) with
WMAQ-TV did New York one
better. It earned an even dozen.
their respective cities; while
WKYC-TV in Cleveland tied for
that honor in its town.

win TV’s top awards. Maybe we’ll even improve on this

year’srecord. i1II Only, how do you top five for five?

NBC TELEVISION STATIONS




Monday Memo

A broadcast advertising commentary from Guy Day, vice president, Chiat/Day Inc., Los Angeles

Ad substantiation for
the political candidate?

Way back in 1971, Chiat/Day ran a house
ad announcing its refusal to work the po-
litical arena. The ad ended as follows:

‘... it seems to us that if the Federal
Trade Commission is really intent on
punishing false and misleading adver-
tisers, [it should] keep careful record of all
political campaign promises ... a liar in
public office is one hell of a lot more dan-
gerous to the public than Wonder bread’s
nutritional claims.”

No, we didn’t see Watergate coming.
But we did see an evolutionary trend in
political ‘‘marketing’’ that led us to opt
out. And, although campaign-funded
temptation has neither darkened our door
nor our accounts receivable, we’ve closely
followed the political marketplace. Conse-
quently, I feel qualified to address the sub-
ject at hand: the 30-second politician.

Over the past several years, specific pro-
posals have sought to limit the commer-
cialization of politics. These proposals
have been directed for the most part at
broadcasting. This, of course, stems from
the fact that the radio and television in-
dustry falls within reach of the long,
regulatory arm of the federal government.

But all of the regulatory ideas I’ve heard
share a common problem: They won’t
work. Paid political time is probably here
to stay.

So what? So I'll let you answer a few
questions:

Can an election be won by a candidate
that is the least voted against?

Can the relative popularity of a candi-
date be more related to a packaged ex-
terior than to the contents of the package?

Are political campaign staffs evolving
into functional analogies to product
marketing teams?

Depending on your political-sociological
orientation, the above questions can be
positioned anywhere between hard reality
and science fiction. But if you answered
yes to all of the above, you admit to the
possibilities of a political candidate being
“manufactured.”

The basic idea of manufactured candi-
dates isn’t new. It's fundamental to
machine politics. And, perhaps in recogni-
tion of this, the post-Truman trend has
been toward infusing new ‘‘outside’’
talents into campaign management
hierarchies. And these new electoral ex-
perts, to an increasing degree, come from
marketing and communications back-
grounds. So far, for the most part, they’ve
been long on committee warfare ex-
perience and short on brilliance. But the
selection process is bound to turn around.
And when it does, campaigning will move

Guy Day is a principal and creative director of
Chiat/Day Advertising, Los Angeles and
Seattle, a six-year-oid agency billing about $15
million. His background includes posts with
McCann-Erickson, New York; and Carson/
Roberts and Faust/Day Advertising, both Los
Angeles.

e — = — = — == =]
into the hands of abundantly talented peo-
ple who will bring with them a new sort of
sophisticated, business-honed pragmat-
ism.

What does all the foregoing have to do
with the real world? Well, let’s look at the
current real world of politics.

Fact number one: Not enough people
vote.

Fact number two: Of those who do vote,
not enough understand what or whom
they are voting for or against.

Fact number three: All of the old, seif-
evident truths about who can or can’t get
elected aren’t evident any more (remem-
ber when a Catholic, a black, an actor, or a
Ms. were irreconciliably unelectable?).

Fact number four: Political labels have
lost their meaning (I know a nut who
refers to Nelson Rockefeller as a cryp-
todemocrat and Barry Goldwater as a left-
wing social fascist).

These conditions of fact lead to a safe
assumption: More citizens will vote if they
can be made to care and more voters will
understand what they are voting for or
against if they are skillfully communicated
with.

Enter, stage left, a new product: the
Hero.

The Hero is designed to make people
care. The Hero is designed to communi-
cate with them. The Hero can come from
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anywhere, regardiess of race, creed or
even sex. And the Hero fulfills a gigantic
hole in our cultural requirements.
America has always had an insatiable ap-
petite for heroes. And, by golly, we're
fresh out of stock.

Finding or creating the Hero, ‘‘posi-
tioning”* him (or her}, and convincingly
presenting him (or her) to the public is a
classic marketing/creative execution
problem. And in reward for the best per-
formance in the marketplace comes not a
few measly share points, but the whole
enchilada—an entire term of office. Which
is another way of saying that the creative
execution only has to work once, followed
by four years of finding out if the product
is worth a damn.

I’'m not crazy enough to predict success
for a thoroughly researched, skillfully
constructed, precisely timed, marketing
strategy for an attractively packaged,
parity priced, necessity product supported
by clear benefit claims, dramatically and
memorably presented and nourished by a
competitive spending plan. Such products
have failed before.

But I am crazy enough to believe that a
few factors germane to electoral politics,
when added to the above product profile,
make predictability a hell of a lot safer:
The product is free. It can’t be adequately
sampled. You end up with it, like it or nét.
Once you’ve got it, you've got it for a long
time. It is unrestricted as to advertised
claims, benefits, and even contents. It can
kill you, tax you or save your life.

In fact, I’m even crazy enough to
believe that given all the factors described
above, the best product doesn’t win; the
best creative execution does.

I am not suggesting a conspiracy. But [
am suggesting that an evolution to a high
state of marketing and communications
abilities will make a heavy impact on the
political process.

I am also suggesting that a great pro-
duct, a smart client and a talented agency,
together, can move mountains. They can
do this within the highest moral and ethi-
cal framework. And they do it with total
dedication to the best interests of the
public, regardless of whether the client is a
breakfast cereal or a candidate for Presi-
dent.

Why then do we refuse to work, profes-
sionally, in the political arena? Because
we, like you, need a Hero. Because we,
like you, are capable of being mmisled.
And because we, like you, are unable to
predict the effect on any person, regard-
less of credentials, once they drink the
elixir of governmental power.

Emotionally, we’d love to go to bat for
Dr. Jekyll. But, realistically, we'd hate to
be responsible for Mr. Hyde.




arris MW-5
S5kW AM
ransmitter
has PDM
oing for if.

Harris' MW-5 transmitter needs only two tubes for 5,000 watts—
provides 125% positive peak modulation capability for a louder sound—has
plate efficiency approaching 90% for lower
operating cost. All this possible because of
Harris’ patented Pulse Duration Modulator*
(PDM) also featured in our top-selling
50,000 watt MW-50 transmitter. For complete
information write, Harris Corporation,
Broadcast Products Divislon, 123 Hampshire
Street, Quincy, lllinois 62301.

HARRIS %

COMMUNICATIONS AND
INFORMATION HANDLING




WBTV
Presents

The Little
Rascals

in
Charlotte

‘ I'd never admit it at
contract renewal time,
but these classics just seem to

go right on and on, taking , ,

time periods right and left

—JOHN A. EDGERTON
WBTV, Charlotte

1

SUNDAY 12:30-1 p.m.
with the entire family.
Over half the Homes,
Adults, Women—every
category—watches the
winner. More than doubles
it's lead-in with Adults.

For a complete breakout of this
and other markets, call or write
Michael G. King

KING WORLD
PRODUCTIONS, INC.

903 Mountain Ave,
Berkeley Heights, N.J. 07922
(201) 464-9746
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Where Things Stand

Status report on major issues in electronic communications

Copyright 1975 Broadcasting Publications Inc. May be quoled
with credit.

® |ndicales new of revised listing.

Antitrust/networks. Justice Department an-
titrust suit charging networks with illegally
monopolizing prime time was filed in U.S. Court
in Los Angeles in April 1972. Suits were dis-
missed on ground that networks were denied
access 1o White House tapes and documents
they said they needed to support their charge
that Nixon administration was politically moti-
vated in bringing suits. However, Judge Robert
J. Kelleher permitted Justice to refile suits after
President Ford moved into White House, and it
did. (Case nos. 74-3599 RJK et al) Network
appeals contending Judge Kelleher should not
have permitted refiling of suits were dismissed
by Supreme Court (BROADCASTING, May 5).

Broadcasting In Congress. There are mea-
sures pending in both houses of Congress to
permit one-year experiment of broadcasting
chamber proceedings. Main resolution in
House is H. Res. 269 by Jack Brooks (D-Tex).
In Senate it's S. Res. 39 by Lee Metcalt (D-
Mont). House Rules Committee, which has
alternately discussed and postponed further
discussion of Brooks resolution, has formed
subcommittee to conduct hearings on mea-
sure. No action has been taken by Senate
Rules Committee on S. Res. 39, but full Senate
on June 9 voted for first time to permit broad-
cast coverage of debate on Senate floor—
limited to one issue, contested New
Hampshire Senate election. Coverage never
happened, however, after negotiations be-
tween Senate staff and networks over lighting
and other technical arrangements broke down
(BROADCASTING, June 16).

Cable legislation. FCC's proposed revisions
in cable television legislation are scheduled
for commission discussion on July 30.

a2 Cablerebulld deadline. FCC last week can-
celled 1977 deadline for cable systems 1o
comply with 1972 rules {see "Top of the
Week”). Action concludes rulemaking in
Docket 20363. Commission, however, has out-
standing another rulemaking (Docket 20508)
that is considering possible alternatives to
1977 deadiine. That search goes forward;
comments are due July 25.

Children’s TV. FCC's policy statement on
children's television programing, adopted last
year {BroaocasTING, Oct. 28, 1974) has been
appealed 1o U.S. Court of Appeals in Washing-
ton by Action for Children's Television {Case
no. 74-2006). And House Communications
Subcommittee Chairman Torbert Macdonald
{D-Mass) will hoid hearings this week on
broadcast advertising and children.

Citizen agreements. FCC policy statement
and notice of proposed rulemaking (Docket
20495) on citizen group-broadcaster agree-
ments has been issued. Comments are due
July 25,

a Community ascertainment. FCC has in-
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stituted rulemaking (Docket 19715) designed
to modify procedures commerciat stations
follow in ascertaining community problems
(BroancasTING, May 12). Comments have been
filed in proceeding (BROADCASTING, July 7).

Comparative renewals. FCC discussion on
proposed policy on comparative proceedings
involving renewal applicant and applicant
seeking to displace him, originally set for June
12, has been postponed indefinitely.

Consumer agency. Senate passed bill to es-
tablish Agency for Consumer Advocacy after
amending it to ensure agency may not involve
itself in broadcast license renewal proceed-
ings before FCC. Agency would have no
regulatory powers; its function is to represent
consumer interest in agency and court pro-
ceedings. In House, Jack Brooks's (D-Tex.
subcommittee of Government Operations
Committee has conducted hearings on con-
sumer agency measure similar to that passec
by Senate, but with one significant difference
for broadcast industry. Bill, H.R. 7575 does no
exempt proposed agency from involving itsel
in license renewal proceedings. National Asso
ciation of Broadcasters, which fought for tha
exemption in Senate bill, is hopetul it will be in
cluded in House bill before it clears ful
Government Operations committee.

s Copyright legislation. Omnibus copyrigh
revision bills are pending in both houses ¢
Congress, both establishing copyright liabilit
for cable operators and public broadcaster:
Senate Copyright Subcommittee has comr
pleted markup and cleared for full Judiciar
Committee its bill (5.22), which is substantialt
same as bill that passed full Senate last yea
House Judiciary Subcommittee on Court:
Civil Liberties and the Administration ¢
Justice, meantime, has been conducting hea
ings on House copyright bill, H.R. 2223. Grout
ing witnesses by issue, subcommittee he
heard from FCC and Oftice of Telecom
munications Policy, cable industry, broadca:
industry (BROADCASTING, June 16) and hear
from public broadcasters last week {see stor
this issue).

Crossownership (newspaper-broadcast
FCC order banning newspaper-broadcastin
crossownerships prospectively and requirir.
breakup of 16 crossownerships has been a|
pealed by various parties to three different ci
cuil courts of appeals. Suits have bee,
transferred from the Fourth and Eighth circuits
to one in Washington, where they have beer
consolidated (Case nos. 75-1064 et al)
However, court has yet to designate circuit ir
which they will be argued. In addition, numbe:
of parties petitioned commission to reconside’
its order, but the commission has denied them

Crossownership {television-cable televi.
sion). FCC has initiated rulemaking {Docke
20423) aimed at easing restrictions it had im
posed on common ownership of cable systen
and television station in same market (BroaD
CasTING, April 17). Comments were due May 19
replies, May 30.



Distant sports. FCC has adopted "same-
game"” rule governing cable television's impor-
tation of distant sports programing (see "Top
of the Week").

EEO guidelines.FCC is considering staff draft
of proposed equal employment opportunity
guidelines (BROADCASTING, June 16).

Fairness doctrine bills. Senate Communica-
tions Subcommittee conducted five days of
hearings on two bills intended to eliminate fair-
ness doctrine. S.2 by Senator William Proxmire
(D-Wis) would delete Section 315 from Com-
munications Act, section containing equal time
requirement as well as statutory basis for fair-
ness doctrine. Proxmire bill in fact would
prohibit FCC from influencing broadcast pro-
graming or scheduling in any way. S.1178 by
Senator Roman Hruska (R-Neb.) would do that
and also address other practices which "dis-
criminate" against broadcasters (lowest unit
rate, cigarette ad ban, postal service and
armed forces advertising). There will be more
hearings, as yet unscheduled, on two mea-
sures. Proxmire bill has twin in House,
H.R.2189 by Robert Drinan (D-Mass.). and Mr.
Hruska's bill is duplicated in H.R. 4928 by
Charles Thone (R-Neb). There is no sign of
movement on two House bills.

FCC’s fairness-doctrine report. FCC's new
fairness statement exempting product com-
mercials from application of fairness doctrine,
rejecting concept of reasonable access to
broadcast media, and otherwise modifying
fairness doctrine (BROADCASTING, July 1), is sub-
ject of petitions for reconsideration filed with
commission as well as appeal filed with US.
Court of Appeals in Washington by National
Citizens Committee for Broadcasting and
Friends of the Earth.

Fee schedule. Various parties have appealed
FCC's order modifying its fee schedule (BRoAD-
CASTING, Jan. 20} (Case nos. 75-1053 et al);
some 60 appeals have been filed by broad-
casters and others from commission's refusal
to refund fees paid under previous schedule
which was held by Supreme Court to be illegal
(Case nos. 75-1064 et al). Several parties
seeking refunds have filed in U.S. Court of
Claims (Case nos. 82-74 et al.).

KRLA (AM). Comparative hearing case, un-
derway since 1964, is now on appeal to U.S.
Court of Appeals in Washington (Case nos.
74-1002 et al). Six losing applicants are
challenging FCC's grant of Pasadena, Calif.,
frequency to Western Broadcasting Corp.,
whose principals include Bob Hope. Decision
awaited.

B Leapfrogging. FCC has initiated rulemak-
ing {Docket 20487) aimed at modifying or
repealing rules that require cable systems to
select closest stations in importing distant sig-
nals. Comments originally were due July 8;
date has been changed to July 29. Replies are
now due Aug. 22.

License renewal legislation. At least 50
license renewal bills have been introduced so
far in 94th Congress. Nearly all provide for
lengthening renewal period from three to four
or five years and give renewal applicant
preference over challenger for substantially
living up to his license commitments. None,
however, is yet on the agenda of communica-

tions subcommittee in either house. NAB has
placed its stamp of approval on two renewal
bills, H.R. 5578 by Representative Louis Frey
(R-Fla), which now has over 70 cosponsors,
and another, yet to be formally introduced, by
Senator Paul Fannin (R-Ariz.).

Network exclusivity on cable. FCC order
substituting 35- and 55-mile zones for signal
contours as basis of protecting television sta-
tions has been appealed to U.S. Court of Ap-
peals {BroabcasTing, April 21) in Washington
by CBS, NBC and ABC television affiliates as-
sociations. Order also is subject of petitions for
reconsideration filed with commission. Also,
commission has agreed to adopt
simultaneous—instead of present same-day—
nonduplication protection for broadcasters in
the Rocky Mountain time zone (BROADCASTING,
June 23).

Nutritional advertising. FTC has repub-
lished its proposed trade regulation rule on
nutrition claims in food advertising in confor-
mity with rulemaking procedures set out in
Warranty-FTC Improvements Act Comments
on disputed issues must be filed by July 28;
deadline for comments not proposing disputed
issues to be announced.

Obscenity. FCC's declaratory ruling on inde-
cent and obscene broadcasts (BROADCASTING,
Feb. 17) is being appealed to U.S. Court of Ap-
peals in Washington (Case no. 75-1391) by
object of ruling, Pacifica Foundation’s
WBAI(FM) New York. Specific ruling involved
station's broadcast of George Carlin album cut
that commission ruled indecent and obscene.

B Pay cable; pay TV. FCC's modification of
its pay cable and pay television rules (BROAD-
CASTING, March 24) is being opposed on two
{ronts. Broadcasters and cable operators have
appealed to U.S. Court of Appeals in Washing-
ton, and ABC and NBC have petitioned com-
mission for reconsideration. Meanwhile Sena-
tor Philip Hart (D-Mich) and his Senate Anti-
trust Subcommittee are looking into charges
that broadcasters are "throttling” pay cable,
Two days of hearings were held in May (BRoaD-
castinG, May 26). A second round of hearings
was held last week (see story, this issue).

Payola. Grand juries in three cities have in-
dicted 186 individuals and six firms on charges
relating to payola. Another grand jury indicted
Clive Davis, former CBS Records head, for in-
come-tax evasion. Justice depariment says its
investigation, which resulted in indictments,
reached into 16 cities, is "only the beginning"
(BROADCASTING, June 30).

‘Pensions’ case. FCC decision holding that
NBC violated fairness doctrine in connection
with Pensions: The Broken Promise TV pro-
gram, was reversed by U.S, Court of Appeals in
Washington on Sept. 27, 1974, Full court
granted petitioner, Accuracy in Media, rehear-
ing, but later reinstated original decision and
referred to original court panel the question of
whether, as commission urged, the issue had
become moot: AIM has announced its inten-
tion to appeal to Supreme Court (BROADCASTING,
June 30). Hearings will be held July 24.

Performers’ royalty. Senator Hugh Scott (R-
Pa) has attempted for some 30 years to push
through legislation establishing performer's
royalty to be paid by broadcasters. In last ses-
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9 Wistful
Vista ——Jllj]
with Fibber McGee”

Five one-hour radio specials. Excellent
all-family programming, as Fibber
McGee (and your audience) listen again
to some of the classic annual Christmas
broadcasts, heard year-after-year, from
radio’s golden days. Included will be
Christmas broadcasts from such great
old radio shows as:

“The Jack Benny Program'
‘“Blondie"

“Duffy’s Tavemn™

“Lum 'n Abner"
“Suspense’’

““Mr. First Nighter"

Each special 5414 minutes, including
positions for seven :60 commercials.
Two plays; once before Christmas and
a repeat on Christmas Day if desired.
Personalized promos available.

Send now for audition tape and rates.

Radioland Producticns, Inc.
5901 N. Cicero Avenue, Chicago, Ill. 60646

SERIES 4000 - introduced at the
NAB show — new ‘‘no-nonsense’’ ma-
chines with innovative features and un-
paralleled reliability. They represent 15
years of engineering excellence from the
world’s largest manufacturer of tape
cartridge machines.

A few of the features setting industry
standards are PHASE-LOK HI head |
bracket, air damped auto release deck, |
fast forward, FET switching, exception-
ally cool operation, rugged construction,
optional internal fault/splice detector,
and optional diagnostic meatering.

Available in a full range of models,
Call or write for specifications and prices.
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sion of Congress, it was defeated as amend-
ment to Senate's copyright bill. Senator Scott
has subsequently introduced concept in sepa-
rate bill, 5. 1111. Senator Scott will preside at
Copyright Subcommittee hearing on bill July
24. Duplicate of Scott bill has been introduced
in House (H.R. 5345) by Representative
George Danielson {D-Calif.). Danielson bill will
be taken up July 23, during hearings by House
Judiciary Subcommittee on Courts, Civil Liber-
ties and the Administration of Justice on over-
all copyright reform measure.

Personal attack rules. FCC order asserting
that WMCA(AM) New York violated personal
attack rules has been appealed by licensee
Straus Communications Inc., which claims
rules are unconstitutional {Case nos. 75-1083
and 75-1084) (BROADCASTING, June 16).

Pole attachments. Since fall of 1970, Na-
tional Cable Television Association and AT&T
have been at stalemate in pole-rate negotia-
tions. Most recent proposal by AT&T has been
rejected by NCTA (BROADCASTING, June 9). FCC
Chairman Richard E. Wiley has brought sides
together once more in last effort to help them
resoive their differences before commission
finally faces question of whether to assert ju-
risdiction in issue and impose its own rate for-
mula.

Prime time access rule lil. FCC on May 14
modified rule in response to decision by US.
Court of Appeals in New York which essen-
tially affirmed rule's constitutionality (Broao-
CASTING, May 19). Two appetiants —National
Association of Independent Television Pro-
ducers and Distributors and Sandy Frank Pro-
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N l:mimlnﬁe EQUIPMENT—from the largest
hmalnust nuthmatmn company =l

FLAY HACK MUY

THE SMC LOGI-CART

Small, stackable units that will fit
anywhere. Logi-Carts feature solid
state switching, quiet solenoid, RF
shielding, plug-in circuit boards, full
metering of record play and bias,
plus the exclusive L.E.D. peak indi-
cator. Small size and quiet operation
make this unit ideal for production
rooms. Logi-Cart units are available
in mono or stereo.

SMC offers financing with low
down payment and 30 day satisfac-
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tion guarantee, plus a full year parts
warranty, Get complete information
with a phone call. Or return the
coupon without delay.
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Systems Marketing Corporation
1005 W. Washington Straet
Bloomington, lllinois 61701
309-329-6373
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|

|
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gram Sales Inc.—asked court to reverse com-
mission on effective date—Sept. 8, 1975. They
wanted date extended, but court rejected their
requests. Frank has asked for rehearing
(BROADCASTING, June 30).

B Public broadcasting funding. Bills pro-
viding five-year authorization and appropria-
tion for Corporation for Public Broadcasting
have cleared commerce committees in both
houses and await action by appropriations
committees. Senate bill (S.893) and House
version (H.R. 6461) provide some amounts of
funds be made available over five-year period,
but House bill has tougher "matching formula”
for fourth and fifth years than does Senate bill.
And House bill provides that "significant por-
tion" of government money should be used for
instructional programing, language not in
Senate bill. Subcommittee of Senate Ap-
propriations Committee has held hearings on
bill, but has not yet scheduled markup. House
Appropriations Committee held hearings last
week (see story, this issue).

Section 315, Senate Communications Sub-
committee Chairman John Pastore's (D-R.L)
bill to exempt presidential and vice presiden-
tial candidates from equal-time requirements
in Section 315 of Communications Act {(5.608)
is being scrutinized during hearings on fair-
ness doctrine bills. There will be further hear-
ings before subcommittee takes action on it.
House Communications Subcommittee Chair-
man Torbert Macdonald (D-Mass) has in-
troduced measure (H.R. 5600) which echoes
Mr. Pastore's bill, but also provides that pro-
grams like Meet the Press be exempted from
equal-time requirement, and that spokesman
from opposing parly be given opportunity to
reply to any partisan broadcast address by
President. No action has been scheduled on
Macdonald bill.

Star stations. FCC order stripping Star
Broadcasting of KISN(AM) Vancouver, Wash.,
KOIL-AM-FM Omaha, and WIFE-AM-FM In-
dianapolis has been appealed to U.S. Court of
Appeals in Washington (Case nos. 75-1203).

VHF drop-ins. In April, FCC adopted inquiry
(Docket 20418} into feasibility of dropping as
many as 83 VHF channels into top 100
markets (Broapcasting, April 7). Inquiry
resulted from United Church of Christ petition
which substantially embodied study by Office
of Telecommunications Poiicy suggesting
channels could be added if mileage-separa-
tion standards are reduced. Commission in-
vited comments on economic and technical
feasibility of drop-ins; deadline has been ex-
tended from July 11 to Oct. 15.

= WNCN{FM) (now WQIV). Citizen groups
have appealed to U.S. Court of Appeals in
Washington FCC action authorizing New York
station to change its call letters before time for
protest had expired and from denial of stay
(Case nos. 74-1925, 74-1926). They have also
petitioned commission to deny station's
renewal application. Principai issue is format
change from classical to rock. Competing ap-
plication for wQlv's frequency has been filed
by Concert Radio Inc. GAF Corp. has offered to
buy station for $2.2 million, return it to classical
format and reimburse citizen groups and Con-
cert Radio for legal expenses.



® indicates new or revised listing
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This week

July 13-15— New York State Broadcasters Associ-
ation 14th annual executive conference. The Otesaga
hotel, Cooperstown.

a July 14— FCCs new cdeadline for comments on
proposed rulemaking (Dockel 20482) which would
exemp! cable systems serving fewer than 1000
subscribers from obligations of commission's syndi-
cated program exclusivity rules. Previous deadline
was July 3. Deadline for reply comments was ex-
tended from July 23 to Aug. 4. FCC, Washington.

a July 14-17—Hearings on broadcast advertising
and children before House Communications Subcom-
mittee. Rayburn House Office building, Washington.

July 1415 — FCC Future Planning Conference. FCC,
Washington.

July 15— Radio Advertising Bureau |dearama meet-
ing on small-markel sales. Holiday Inn, Bismarck, N.D.

July 15— Radio Advertising Bureau |dearama meet-
ing on small-market sales. Holiday Inn. Jacksen, Tenn.

July 15-18 — New England Cable Television Associ-
ation board of directors meeting. Mount Washington
hotel, Bretton Woods, N.H.

July 15-16— New Engiland Cable Televizion Associ:

ation convention. Mount Washington hotel, Bretton
Woods, N.H.

July 17 — Radio Advertising Bureau |dearama meet-
ing on small-market sales. Holiday Inn, Fargo, N.D.

July 17 — Radio Advertising Bureau|dearama meet-
ing on small-market sales. Holiday Inn. Knoxville,
Tenn.

July 17-18 —Institute of Broadcesting Financial
Management/Broadcast Credit Association quarerly
board of directors meetings. Hyatt Regency, Taronto.

July 19 =~ Motion Picture Laboratories Inc. annual
4lm seminar. Memphis State University, Memphis.
Contact: MPL, P.O: Box 1758, Memphis 38101.

e ——
Also in July

July 20-22-—California Broad 8 Aasociati
summer meeting. Robert T. Howard, president, NBC
relevision Network, will be featured speaker. Del
Aonte Hyatt House, Monterey.

luly 22 — Radio Advertising Bureauldearama meet-
ng on small-market sales. Ramada Inn, Boise, Idaho.

luly 23 —Hearing before House Judiciary Subcom-
nittee on Colirts, Civil Liberties and the Administra-
ion of Justice on pending bill providing for establish-
nent ot performers’ royalties to be paid by broad-
-asters (HR. 5345). Raybumn House Cffice building,
¥ashington.

luly 25 — FCC's deadline for comments on proposed
Jlemaking (Docket 20495) and praposed policy
tatement regarding citizen group-broadcaster agree-
1ents. Replies are due Aug. 11. Informal comments
without extra copies) will be accepted in effort to ob-
in widest possible response. FCC, Washington.

- July 29— FCC's new deadline for comments on in-
quiry {Docket 20487) into leapfrogging rules relative
to cable pick-ups of programing. Previous deadline
was July 8. Deadline for reply comments was ex-
tended from July 23 1o Aug. 12. FCC. Washington.

July 29— Radio Advertising Bureau |dearama meet-
ing on small-market sales. Holiday Inn, Anchorage,
Alaska.

August

Aug. 3-4 —South Carolina Broadcasters Association

E!at:‘:book@

summer convention. Hilton hotel, Myrtle Beach.

Aug. 3-9— National A of Broadcasters
sixth sales management seminar. Harvard University
Graduate School of Business Administration. Boston.

8 Aug. 6-7— Tennessee Association of Broadcasters
license-renewal seminar. Participants include John
Summers, general counsel of National Association of
Broadcasters; R. Russell Eagan of Washinglon law
firm Kirkland, Ellis & Rowe; Richard Shiben, chief of
FCC Broadcast Bureau's Renewal and Transfer Divi-
sion, or if he ¢annot attend, an aide, and group of
broadcasters who have encountered license-renewal
problems in past. Airport Hilton Inn, Nashville.

Aug. 11 -=Deadline for reply comments on FCC
notice of proposed policy statement on citizen group-
broadcaster agreements (Docket 20495). FCC, Wash-
ington.

Aug. 11— FCC deadline for comments on proposed
rulemaking (Docket 2052 1) concerning ownership re-
porting and disclosure by publicly held corporations
that own interests in broadcasting stations. Proposed
rules are based on Model Corporate Disclosure
Regulations issued in January by nteragency Steer-
ing Committee on Uniform Corporate Reporting
(Broadcasting. Feb. 3). Replies are due Aug. 26. FCC,
Washington.

Aug. 11— FCC deadline for comments on proposed
rulemaking (Docket 20520) which would amend
broadcast station multiple ownership rules to set a 5%
limit on institutional ownership of broadcast stations.
Replies are due Aug. 26. FCC, Washington.

Aug. 11-12— National Religious Brocdcasters
Eastern convention. Lancaster Bible College, Lan-
caster, Pa.

Aug. 14-15—Arkansas Broadcasters Association
summer convention. Thursday Banquet speaker: Har-
ry Walker, vice president for public affairs, Shell il
Co: Thursday tuncheon speaker: Tom Swatiord, CBS-
TV Network vice president in ¢charge of program prac-
tices. Indian Rock Resort, Fairfield Bay.

Aug. 14-17—Annual meeting, Concert Broudcasters
Association. Blossom Musi¢ Center, Akron, Ohio.

Aug. 18 — FOC’s new deadline for comments on pro-
posal to institute rules regarding a system for auto-
matic identification of station transmissions {Docket
20351). Previous deadline was May 19, Deadline for
reply comments was extended from June 2 to Sept. 2.
FCC, Washington.

Aug. 18—-Comments due at FCC on proposed
rulemaking concerning possible alternatives to March
31, 1977, deadline for older major marketl cable
systems to comply with access and ¢channel capacity
ules adopted March 31, 1972 (Docket 20508).
Replies are due Sept. 8. FCC, Washington.

Aug. 18 — FCC deadline for comments on rulemaking
(Docket 20508) which would estabtish new class of
radio station to be used to transmit information to
motorists and other travelers (Docket 20508). Pro-
posed radio class would operate on either 1606, 1612
or 530 khz. Reply comments due Sept. 5. FCC, Wash-
ington.

Doubleday
Media
Offers

Regional Managers

Bob Dolchau
214-233-4334
Dollas

Neil Sorgent
602-264-7459
Phoenix

Conway Croig
512-824-5528
Son Antonio

Peter V. OReilly
1730 M. St. N.W.
Woshington 20036

NORTH CAROLINA
COLLEGE TOWN
AM-CLASSB FM

POSITIVE CASH FLOW--
ASSUMABLE DEBT.

Includes five acres —new building.

City has highest median household income in state.
Population growth rate 12.5%.

Good living for owner —operaror.

$625.000—very favorable rerms.

Call Pete V. O'Reilly: 202-872-1100

Doubleday Media
Brokers of Radio TV CATV ond Newspoper Properties
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Aug. 18-22 — University Film Association’s 29th an-
nual conference. Papers and sessions with deal with
new trends in video disc systems, video cassettes and
videotape recordings in comparison with super 8 and
developments in 16mm and 35mm films. Rochester
Institute of Technology, Rochester, N.Y. For further in-
formation on program: Professor Peter Dart, University
of Kansas, Lawrence 66045; (913) 864-3991, For qu-
eries on local arrangements: Protessor Reid H. Ray,
RIT, Rochester 14623; (716) 464-2772.

Aug. 21-24— West Virginia Broadcasters Associ-
ation fall meeting. Greenbrier, White Sulphur Springs.

Aug., 22-23— Tennessee Associated Press Broad-
casters Association meeting. Hyall-Regency hotel,
Knoxville.

Aug. 29— Comments due at FCC on inquiry to re-
evaluate need for UHF television taboos in connection
with channel allocations. Reply comments due Sept.
17.

L]
September

Sept. 5-7 — American Women in Radio and Televi-
sion Western Area Conference. Caesar's Palace, Las
Vegas,

Sept. 12-14— American Radio Reloy League con-
vention. Speakers will include FCC Commissioner
Robert E. Lee and (astronaut) Owen K. Garriott, deputy
director, Science and Applications, National Aero-
nautics and Space Administration. Sheraton Interna-
tional Conterence Center, Reston, va.

m Sept. 12-14 — Maine Asasociation of Broadcasters
annual meeting. Sebasco Lodge, Sebasco Estates.

Sept. 14-16 — Louisiana Association of Broad-
casters fall convention. Royal Sonesta hotel, New
Crleans.

Sept. 14-16— Nebraska Broadcasters Association
annual convention. Holiday Inn, North Platte.

Sept. 15—Deadline for entries in Town Crier Bell
Awards for reporting agricultural subjects to urban au-
diences (Broadcasting, March 24). Open to voling

Major meeting dates in 1975-76
Sept. 17-19— Radio Television News Direc-
tors Association international convention. Fair-
mont hotel. Dallas.

Sept. 17-20— Institute of Broadcasting Fi-
nancial Management annual conference. Cen-
tury Plaza hotel, Los Angeles.

Sepl. 17-20— Nationdl Association of FM
Broadcasters 1975 National Radio Broad-
casters Conference & Exposition. Marriott
hotel, Atianta.

Nov. 12-15—The Society of Professional

Avenue of the Americas, New York 10020.

Sept. 15 Deadline for entries in 1976 Ohio State
Awards competition, sponsored by the Institute for
Eduedtion by Radio-Television, fo1 informational,
educational and public affairs radio and.television
programs. Additional information and entry forms: The
Ohio State Awards, 2400 Clentangy Road, Columbus,
Ohio 43210,

Sept. 18-17 —Society of Broadcast Engineers, In-
diana chapter, regional convention and equipment ex-
hibition. Atkinson hotel, Indianapolis

Sepl 17-19— Radio Television News Directors As-
tion international convention. Bill Monroe, NBC

Journalists, Sigma Delta Chi, 66th annivers-
ary convention. Benjamin Franklin hotel, Phila-
delphla.

Nov. 18- 19 — National Association of Educa-
tional Broadcasters 515t annual convention.
Sheraton Park hotel, Washington.

Nov. 18-20 — Television Bureau of Advertis-
ing annual convention Americana hotel, New
York.

Feb. 21-28, 1976 — National Association of
Television Program Executives 13th annual
conference. Fairmont and Mark Hopkins
hotels, San Francisco.

Mearch 21-24, 1976 — National Association
of Broadcasters annual convention. Chicago.
May 5-9, 19768 — American Women in Radio
and Television 25th annual national conven-
tion. Marriott hotel, Philadelphia.

June 15-20, 1976 — Broadcasters Promo-
tion Association 2151 annual seminar, Wash-
ington.

members of National Farm Broadcasters Association.
Sponsored by Elanco Products Co., lelsuon of Eli Lilty
& Co, Indianapolis 46206.

Sept. 15 —Deadline for entries in 1975 Highway
Safety Journalism awards (Broadcasting, March 17),
Uniroyal Highway Safety Awards, Uniroyal Inc, 1230

*CP
is Curtis Parham,
our new 6-10 a.m. man.

He has just what the middle-of-
the-road ear wants to hear. A
truly creative personality . . ,
bright and naturally funny. CP’s

backed by Alabama’s biggest
and best news staff,

WAPI RADIO 1070

Birmingham, Alabama
NBC 50,000 WATTS
Represented Nationally by

the Christal Company

NEW MATH

for Birmingham Radio Buyers

WAPI=MOR+CP*
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28 and musically with it. And he’s
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News and a past RTNDA president. will be keynote
speaker, Fairmont hotel, Dallas.

Sept. 17-20—Inastitute of Broadcasting F‘maucml
Management anriual conference. Century Plaza hotel,
Los Angeles. (1976 conference will be held Sept.
12-16 in Boston; 1977 conferences in mid-September
in Chicago).

Sept. 17-20— National Assaciation of FM Broad-
casters 1975 National Radio Broadcasters Con-
ference & Exposition. Masriott hotel, Atlanta.

Sept. 17-19— Tennessee Association oi' Broad-
casters convention. Holiday Inn-Rivermont, Memphis.

Sept 19-21—American Women in Radio and
Television Mideast Area Conference. Hilton Inn, An-
napolis, Md.

Sept. 19-21—American Women in Radio and
Television Southern Area Confereénce. Ramada Inn,
New Bern, N.C.

Sept. 22-23— National Religious Broadcaaters
western convention. |nternationa! hotel, Los Angeles.

Sept. 22-24— National Cable Television A iation
board meeting, L'Enfant Plaza hotel, Washington.

Sept. 24-25 — Kentucky CATV Assaciation fall con-
vention. Continental Inn, Lexington.

Sept. 26— World Plan C: ittee of Inter
hkcommunicati_an Uniorn meeting. Genevd.

Sept. 26— FCC deadline for comments or
"warehousing” of movies by networks with regard 1¢
pay cable distribution (Docket 19554). FCC, Wash
ington.

Sept. 26-27— Boston chapter of The Society .0
Broadcast Engineers second annual "mini-vention” fo
broadcasters. Information: Mike Goldberg, WGBH-T\
Boston, or Steve Cohn, WSMW-TV Worcester, Mass
Sheraton Yankee Drummer Inn, Aubuin, Mass.

Sept. 28-0c¢t. 3—Society of Motion Picture an.
Television Engineers 117th technical conference an.
equipment exhibit. Jack Valenti, president of the Mc
tion Picture Association of America, will be Sept. 2'
luncheon speaker. Century Plaza hotel, Los Angeles

Sept. 29- 30— National Religious Broad, 5 Mic
west convention. Winona Lake, ind.

EEE—

October

Oct. 2-3—0Ohio A iation of Broad 7 fall col

vention. Columbus.

Oct, 2-5—Joint fall meeting, Missouri Broadcaste
Association and Illinois Broadcasters Associatio
Chase-Park Plaza hetel, St. Louis.

Oct. 2-8— International Telecommunications Unic
Telcom'75, second world telecommunication exhit
tion. Event scheduled simultanegusly with Secor
World Telecommunications Forum. Second [ntern.
tional Festival of Telecommunications and Electronic
Film, and “Youth in Electronic Age" competition all *
be held in same city. Palais des Exposition, Genew

Oct. 3-5— Hiinois News Broadcasters Associatio™
fall convention. Site to be announced. Peoria.

0Oct. 3-5 — American Women in Radio and Televisior.
Northeast Area Conference. Rye Town Hilton inn, Rye
NY.

Oct. 8-10—Indi Broad, s A iation fal
convention. Royal Inn, South Bend.

Oct. 9-12— Women in Communications Inc. annua
national meeting. Sheraton Inn-Skyline East, Tulsa
Okfa.

Oct. 10-12 — American Women in Radio and Televi



sion East Central area conference. Plister hotel, Mii-
waukee.

Oct. 13-14 — National A iation of Broadcasters
1975 fall conference. Fairmont hotel, Atlanta.

Oct. 12-15— American Association of Advertising
Agencies Weslern region convention. Maui Surf holel,
Maui, Hawaii.

Oct. 15 —FCC's new deadline for commenls on inqu-
iry into dropping new VHF channeis into top 100
markets (Docket 204 18). Previous deadline was July
11. Deadline for replies was extended from Aug. 11 to
Nov. 18. FCC, Washington.

Oct. 18-17 — National Association of Broadcasters
1975 fall conference. Marriott hotel, Boston.

Oct, 17-18 —American Women in Radio and Televi-
sion West Cential area conference. Hilton hotel,
Omabha, Neb.

Oct. 22-23 — Kentucky Broadcasters Association fall
convention. Red Carpet Inn. Bowling Green.

Oct. 24-28 — American Women in Radio and Televi.
sion Southwest Area conference. Dallas.

Oct. 25-27 — Texas Association of Broadcasters fall
meeting. Houston Oaks hotel, Houslon.

u Oct. 26-28 — Post-Newsweek Stations in Cooper-
ation with the League of Women Voters and the Aspen
Institute's Program on Communications and Society,
to sponsor "Ballots and Broadcasting: from Harding-
Cox to 1976 and Beyond"—conference to make
electronic media more effective in the electoral pro-
cess. Reston Conference Center, Reston, Va.

Oc¢t. 30— FCC deadline for reply comments on
“warehousing" of movies by networks with regard to
pay cable distribution (Docket 19554). FCC, Wash-
ington.

|
November

Nov. 2-4 — Action for Children's Television sfifth na-
tional symposium on “Children's Programing and The
Arts.” Speakers include Ray Hubbard, Post-
Newsweek Stations; Thomas Hoving, Metropolitan
Museum of Art; author Jerzy Kosinski; John O'Connor,
New York Times; illustrator Maurice Sendak and Her-
bert Schmertz, Mobil Oil Corp. Atlanta Memorial Arts
Center, Allanta. Contact: ACT. 46 Austin Street.
Newtonville, Mass. 02160.

Nov. §.7—~International Film & TV Festival of New
York 1975, Americana hotel. Conlact: International
F.T.F. Corp., 251 Wesl 57th Stieet, New York 10018.

Nov. 6-7—American Association of Advertising
Agencies Central region annual meeting. Continental
Plaza hotel, Chicago.

B Nov. 7-9—American Women in Radio and Televi-
sion board of directors meeting. Philadelphia Mairiott,
Philadelphia.

Nov. 9-11— National A iation of Broad 8
1975 fall conference. Monteleone hotel, New Orleans.
Nov. 10-14 — International Radio and Television
Society facultylindustry seminar. Tarrytown Con-
ference Center, Tarrytown, N.Y.

Nov. 10-11 — Advertising Research Foundation an-
nual conference. New York Hilton, New York.

Nov. 12-.15—The Society of Professional Jour-
nalists, Sigma Delta Chi, 66th anniversary convention.
Benjamin Franklin hotel, Philadelphia.

Nov. 13-14 — National A iation of Broadcast
1975 fall conference. Pick Congiess hotel, Chlcago

® Nov., 16-19— National Association of Educa-
tional Broadcasters 515t annual convention. Sheraton
Park hotel, Washington,

Nov. 17-18—National A iation of Broadcasters
1975 tall conterence. Brown Palace hotel, Denver,

Nov. 18-19—American Association of Advertising
Agencies Eastern annual conference. Waidori-Astoria,
New York.

Nov. 18-20— Television Bureau of Advertising 21st
annual meeting. Americana hotel, New York.

Nov. 20-21— National Association of Broadcasters
1975 tall conference. Fairmont hotel, San Francisco.

Nov. 30-Dec. 3— Association of National Adver.
tisers annual meeling. Breakers hotel. Palm Beach,
Fia.

No other tape cartridge machine
can do so much for so little

Recorderfreproducer $775

PDII

SERIES

At last—a machine that records
and plays mono tapesin the "A"
size cartridge, stops automati-
cally on the 1kHz cue tone
and—offers you longer life, less
maintenance and better perfor- -
mance than any other cartridge
machine at an economy price.

Compare for yourseif

ITC's famous air-damped solenoid
with Teflon coated plunger as-
sures super-quiet operation.
Deck is milled from a solid block of
¥z inch thick aluminum. It won't
warp...presents the same flat,
stable surface to cartridges every
time. Assures correct azimuth of
heads.

Heavy-duty micro adjustment

head assembly with adjustable

tape guides. Designed for easy,
accurate adjustments.

O Direct-capstan, 450 RPM, hys-
teresis-synchronous drive motor
—with an electrolyzed shaft
—minimizes wow and flutter.
Eliminates need for rubber belts
and separate flywheel assembly.

O New trim-line design lets you place
three units side-by-side in a 19
inch rack. Each unit is only 5%
inches wide, 5% inches high and
15inches deep.

O Features latest solid state compo-

nents, even for switching applica-

tions. No relays. Printed circuit
cards plug in.

Reproducer
$550

Call us and we'll prove it to you

For complete information call us collect at 309/828-1381. You'il
be talking to experienced broadcasters who not only know what
ITC equipment can do—but know what you want it to do.

INTERNATIONAL TAPETRONICS CORPORATION

P.O. Box 241 « 2425 South Main St.. Bicomington. iL 61701

1120001
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“COUNTRY L
“THE | —Adult MOR

“THE L ROCK" —An instant winner
“MUSIC..JUST FOR THE TWO OF US™

"
—Muodern country

saurtiful farm
ALL FULL CONCEPT, 24 HOUR

MUSIC SERVICES.
ALS0 CUSTOM JINGLES.

ETERS PRODUCTIONS, INC.
8228 Mercury Court, San Diego, Ga. 32111 Teleph
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A question of responsibility

EDITOR: The June 23 ““Open Mike’' letter
headlined *““The No No Songs’’ included
an appeal to ‘‘the industry” to establish a
“‘code of ethics’” and ‘“seal or logo.”
While I am sympathetic to the author’s o-
pinion of these intellectually degenerate
songs which depend on gutter language to
attract the attention of what surely is the
proper audience for such manure, |
wonder why this music director is so eager
to give away his rightful authority over
music selection to the majority vote of
some ‘‘commission.”

I would think that music directors are
selected by a station management because
the management has confidence in the
discretionary ability of the person whom
they appoint as music director.

Does the music a station broadcasts
determine the make-up of its listening au-
dience? Does the make-up of that au-
dience determine which advertisers will
pay dollars to reach that audience? How
will a commission help if they decide that
these records meet the ‘‘industry code of
ethics?”— W. J. Falgout IIL

EDpitoRr: Our’s is a religious operation, so |
had to review The Bitch is Back, The No
No Song, and Only Women Bleed, but !
could really find little wrong with the
songs other than what could be construed
from the titles. “‘Bitch” is only a word, the
bleeding was definitely not menstruation,
and Ringo Starr’s record should be hailed
as one putting down the use of dope, no
matter what the singer’s reasons for doing
so might be. Did Mr. Christie ever listen
to the words? Did he just read the titles?
Or is it just possible his middle name is
Nose? — Patrick J. Shirley, vice president,
engineering, Tape Networks Inc., Delano,
Calif.

EDITOR: Blue Christie laments the release
of “‘records such as The Bitch is Back, The
No No Song and Only Women Bleed.”
WLOF, he (or she) states, has taken a stand
against ‘‘these’’ kinds of records and does
not play them.

This is regrettable, not so much in the
action itself, but in the espoused reason-
ing behind it. From the time of the so-
called *‘drug-lyric scare,”” the FCC has
steadfastly emphasized that its concern in
this area is that licensees be aware of just
what they are broadcasting over the public
airwaves. The edict was one of respon-
sibility, not of censorship.

It is important that programing deci-
sions not be based on a glance at song ti-
tles or on hearsay. WBPM, for example,
deleted The Bitch is Back only after listen-
ing to it and determining that the language
would be offensive to its audience and was

Open Mike.

not essential to the meaning of the work.
On the other hand, The No No Song and
Only Women, for all the attendant con-
troversy, are in reality perfectly valid
pieces of considerable import. The former
is actually a tongue-in-cheek anti-drug
song which also addresses the problem of
alcoholism, and the latter a rather pretty
ballad with none of the overtones which
its album-cut title might connote.

WBPM believes that if a licensee exer-
cises practiced judgment, he will never
deprive his public of its rightful broadcast
input and will never be in trouble come
license renewal time.— Dick Hyatt, pro-
gram director, WBPM(FM) Kingston, N.Y.

EDITOR: 1 read with amusement Blue
Christie’s letter—concerning so-called
‘‘controversial records.”

It would seem that Mr. Christie believes
that the recording industry is in existence
solely to keep stations like WLOF supplied
with a force-feed tapioca top 40.

The suggestion of a commission to
‘‘police” the recording industry is repug-
nant to the concept of artistic freedom.

Mr. Christie’s job as a music director
ought to be to listen to records that he
receives and decides to air. Should Mr.
Christie decide that a record is ‘‘too blue’’
for wLOF, he does have the option of not
airing such.

However, the establishment of a polic-
ing commission to decide what is “‘de-
cent’” and what is ‘‘obscene’ smacks of
Big Brother.— T.A.J. Pollack, chief
engineer, WECW(FM) Elmira, N.Y.

EpiTOR: Blue Christie suggests that the
radio and record industry should *‘estab-
lish ... their own controls and code of

ethics’’ concerning record lyrics.

Although the FCC and most responsible
broadcasters would agree with Mr.
Christie’s apparent goal of forbidding
obscene lyrics over the air, 1 hope that his
idea of a commission intended “‘to rate
controversial subjects covered in records™
is discouraged.

The core of the problem is the definition
of “‘obscene.”” What would be the pro-
posed commission’s definition?

I believe that it is in the character of
most broadcasters to be suspicious of any
organization - designed to substitute its
judgment for that of a licensee. Broad-
casters must continue to police them-
selves individually, not collectively. Every
licensee must guard this right closely if he
is to guarantee the existence of whatever
degree of freedom he currently enjoys.

Obscenity should not be broadcast.
However, it is simply not in the interest of
broadcasters to support the idea advocated
by Mr. Christie— William L. Oxley,
California State University, San Diego.
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Who's in charge here?

EDITOR: A couple of weeks ago at the in-
vitation of the FCC a group of Rocky
Mountain broadcasters journeyed to
Washington to present a well documented
case for the retention of same-day non-
duplication rules for CATV in the moun-
tain time zone. Like all such efforts, this
one was both expensive and time consum-
ing for the small-market broadcasters in-
volved.

It turned out to be an exercise in
futility!

The commission cbviously had reached
a decision prior to the panel discussion, as
the new report and order went out almost
as quickly as the panel session ended
[BROADCASTING, June 23]. ! do not
believe a single hour’s deliberation was
given to the testimony.

There is much being said these days
about regulatory agencies which have
been ‘‘captured’’ by the business they are
supposed to regulate. It can never be
rightfully said that the FCC has been
overtly sympathetic to the broadcast in-
dustry.

But the question is now: Has the FCC
been captured by the National Cable
Television Association? — Rex G. Howell,
chairman of the board, KREX-TV Grand
Junction, Colo.

Spreading the blame

EDITOR: There has been considerable
comment lately on ‘‘those tricky exams”
the FCC is using for broadcast-endorsed
third phones. Apparently, the part that
people are having trouble with is element
nine, which is the exam for the broadcast
endorsement. The difficulty of the ele-
ment nine exam was increased when
operating privileges for thirds were in-
creased.

The study guide available from the
Government Printing Office indicates that
a broadcast endorsed third-class operator
should know when to run station iden-
tification, know how to convert kilovolts
to volts, know how to calculate power by
the indirect method, know how to calcul-
ate power by the direct method, and know
how to calculate antenna base current
ratios.

In no case, is it necessary for the opera-
tor to know how to convert kilovolts to
volts, calculate power by the direct or in-
direct method, or to compute base current
ratios. Having such items on the exam
makes it somewhat of a farce in the eyes
of those who just want to be disk jockeys,
but must do routine transmitter opera-
tions.

The problems 1 have found with third-



class operators are just as common in
many first-class operators. They generally
don’t care about transmitter operation.
These operators are too busy trying to run
a good show to be bothered with transmit-
ter operation. The transmitter is the
operator’s primary responsibility. The disk
jockey’s show may suffer slightly by taking
time to make proper log entries, but he
will be legal.

When an FCC inspector finds an error
in logging, the station licensee is generally
cited for failure to require operators to do
whatever it was that wasn't done. The sta-
tion licensee has several options available
to insure he doesn’t get such a citation.

The first option is to make it clear to
operators that they are indeed responsible
for proper operation of the transmitter
and keeping of the logs. If the operator
repeatedly makes the same errors, fire
him. The station licensee has taken steps
to make sure that such improper operation
shall not be continued.

If this operator is such a great talent that
you would rather not fire him, you can
assign another operator to be responsible
for transmitter operation while the ‘‘star™
is on the air. Another possibility would be
the instailation of automatic logging
equipment with the required tolerance
alarms. The star is still responsible for the
operation of the transmitter, but all that is
then required is a “*periodic’ inspection.

[ agree that the FCC exam for element
nine asks questions on subjects that are
not required for proper routine operation
of a broadcast transmitter. I also agree
with the FCC that many of the presently
licensed operators do not appear to be
qualified for routine transmitter opera-
tion.— Harold Hallikainen, president,
Hallikainen & Friends, San Luis Obispo,
Calif.

What's in a name

EDITOR: Your comprehensive “‘Special
Report’ on children’s programing (June
30) includes a Nielsen top-10 survey in
which The Little Rascals places fourth
among syndicated chiidren’s shows.
That’s not bad for a 40-year-old series,
ind you'd think we’d be satisfied. But we
<now we would have done better if only
rou could have found us more often.

The Little Rascals is frequently not

isted under its own name. [t’s called Mon-
‘y’s Rascals on WFBC-Tv Greenville, $.C.,
Kirby's Rascals on WBTV(TV) Charlotte,
N.C. The Little Rascals is on twice daily
imn KBAK-TV Bakersfield, Calif., as Morn-
ng Comedy and Comedy Classics. On
VKEF-TV Dayton, Ohio, it's Clubhouse 22.
n Paducah, Ky., on WDXR-Tv, it’s on the
Jncle Briggs Show. On WAVE.Tv
.ouisville, Ky., Comedy Capers. On wDIO-
v Duluth, Minn., Cartoon Carnival.

[ realize a syndication survey can only
report what it finds, and I’m having my
own troubles finding us sometimes. But I
wanted to set this record straight.—
Michael G. King., executive vice president,
King World Productions, Berkeley
Heights, N..J.
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Something New

---1Its

RIAS

Now the heart of the Bias
system is a Burroughs 6700 com-
puter—one of the largest com-
puters around today. That means
we're faster and more efficient
than ever before. So we've
designed new programs and re-
designed old ones to take ad-
vantage of our new capacity.

What's more, Bias is a “real
time” computer system. Whether
it's sales, traffic, billing, or any
other station operation, you get
the information you need when
you need it. And that’s just one
of the reasons why Bias is the
largest “real time’’ broadcast
computer service in the world.

For more information call
901-332-3544 collect; ask for Pat
Choate, Director of Marketing.

BROADCAST INDUSTRY AUTOMATION SYSTEM
a division of Data Communications Corp. I M
3000 Directors Row, Memphis. Tennessee 38131 I IIII
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Closed Circuit.

Insider report: behind the scene, before the fact

Breather

FCC will slow down during August,
traditionally guiet time when
commissioners and staff take vacations.
But there will be regular meetings—on
Aug. 1, 7, 14 and 28. FCC Chairman
Richard E. Wiley expects to take time off
during one week that no meeting is
scheduled. No special meetings are
expected, and chairman has advised
colleagues workload will be light,

Remade for ﬁ

Number of R-rated movies in
Paratnount’s big package deal to networks
last week (see page 51) will pose severe
editing problems for standards-and-
practices departments. Rape-murder
scene that opened “‘Death Wish, ™ nose-
slicing incidentin *‘Chinatown,”” and
nude love-making episode in *‘Don’t
Look Now™' are three examples of footage
that will have to be altered. But network
editors have been spared extensive job of
blipping four-letter words that abound in
police picture, **Serpico.” Separate sound
track with profanity reduced was recorded
during shooting to make it more palatable
for eventual showing on television.

_
Collector
John P. McGoff, Midwest publisher who
retains hope of acquiring ailing
Washington Star (without its broadcast
properties) was in Washington last week
to advance his cause among political
figures —as FCC was about to face
decision on transfer of Star and its
stations to Joe Allbritton, Texas banker.
Mr. McGoff, who has petitioned FCC to
deny transfer and necessary waiver of
¢rcssownership rules, has vowed to take
FCC to court if his petition is deaicd.
But meanwhile, he is busy dickering for
other acquisitions. He has made $400,000
offer for kGU{(aM) Honolulu, owned by
family of late James Copley, of Copley
Press, is said to be eyeing television
stations in two major markets. His
Washington contacts were told last week
he is confident of eventually getting Star,
converting it from evening to morning
paper to ‘‘go head to head’’ against
Washington Post which conservative Mr,
McGoff thinks typefies Eastern liberal
press esiablishment,

S

Busy, busy

Rand Coip., think tank based in Santa
Maonica, Calif., has begun study of two-
way CATV under 30-month, $1-million
National Science Foundation grant, using
cable system in Spartanburg, 5.C. Tested

will be such services as classroom teaching
to scattered students, post-graduate study
for physicians. Rand is due to publish
three 1iore reports on broadcast matters
during rest of this year —bibliography of
research projects and papers on TV’s
effect on social behavior (with emphasis
on violence) end of this month; impact of
local TV station ascertainment studies on
local problems next month, and FCC-
underwritten study of future of broadcast
television in fall.

Ly T ]
Off the road

Number of local-news-oriented CBS-TV
affiliates (including at least two in top-10
markets) are reported ready to reject
network’s new Threc for the Road next
fall (Sunday, 7-8 p.m., NYT) in favor of
either full hour of news or half-hour of
news and half-hour of syndicated
entertainment. One CBS-affiliate source
said basic reason for defection is that CBS
schedules pro football Sunday afternoon
right up to start of prime time, which,
beginning next September, runs froni 7 to
11 p.m. on Sundays. (In recent years, CBS
affiliates have had half-hour at 7 p.m. for
ncws, but FCC's access-rule tinkerings
ave giving all three networks fout hours on
Sunday.) Second reason, this source says,
is belief that Three for the Road will be
buried by Disney, its NBC competitor,
within fitrst few wecks of season.

Win some; lose some

It’s safe bet that Taft Broadcasting Co.,
which quit National Association of
Broadcasters several years ago because it
believed all NAB ['V memibers ought to
subscribe to NAB code, will rejoin
association, perhaps by end of this week.
(Taft's six TV statioas have continued
code subscription all along.) Group would
have anncurnced intention to rejoin NAB
right after NAB television board
reaffirmed new policy niaking code
subscription mandatory for TV members
(BROADCASIING, Junc 23), but did not
want to seem to be u pstaging
Westinghouse Broadcasting, which took
opposite course of quitting NAB on
grounds that code (which it left years ago)
is too lenient,

e ——
Dissolution

Mcekei Co., one of oldest naries in radio
station repiesentation, icporledly is
considering closing cut its radio division
to concentrate on TV representation.
President Robert L. Dudley is said to have
becn discussing with other 1adio reps
possibility of their taking over parts of list,
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estimated unofficially to number little
over 100 stations. One report said many
may go to Pro Time Sales Inc. Mr. Dudley
and other Meeker executives acquired
TV-radio firm 20 months ago from Clair
R. McCollough, now-retired president of
Steinman stations in Pennsylvania,
members of Steinman family and estate of
Rgobe)rt Meeker (BROADCASTING, Nov. 12,
1973),

T .
Fine, fine tuning

FCC is scheduled to return to
troublesome equal employment
opportunity issue this week, with draft
notice of proposed rulemaking — which
has already been through innumerable
rewrites—having gone through at least
two more in last 10 days. First, office of
Commissioner Benjamin L. Hooks took
ciack at it; commissioner felt that draft
that emerged from drafting committee
had been trimmed down too much
(**Closed Circuit,” July 7); then
Broadcast Bureau staff —principally
Richard Shiben, chief of Renewal and
Transfer Division—took Commissioner
Hooks’s draft and earlier ones with view
to producing document commission
would accept. Mr. Shiben and
Commissioner Hooks and his staff were to
nmieet on subject late last week in hopes of
ironing out any problems with “final’’ draft.

Some staffers said there may be
problems of substance to.settle. But
apparently problems don’t include model
affirmative-action plan which.was
contained in Commissioner Hooks’s
draflt, for that was lifted virtually intact
from drafting committec’s product.
Dirtanny
Futures
Sales for NBC’s News and information
Service have been slow to date al network
and local levels, but NIS officials, having
expected slow start, still are predicting
upturn in fall along with increase in
number of subscribing stations. Early
network money has come from several
national magazines aiming for adult
audience NIS expects to reach.

Atlocal level, change of format has
brought dollar losses for at least some
subscribing stations, but once again, sales
managers seem unworried and expect
recovery in fall. In Washington, where
NBC 0&0, WRC(AM) , is often cited as
good barometer for success of NIS, station
cut rate card in hdlf to encourage agency
and retail sampling of new format, and has
seen local dollars come back to about half
of what they were before format change.
Station’'s national-account response is
called “good.”



Broadcasl:ingaJuIM

TheWeek in Bruef

HEAT'S OFF O Cable rebuild deadline of March 31,
1977, has been cancelled, a relief to industry that had
protested economic crunch. Sport blackout rule and
simultaneous nonduplication protection requirement are

adopted by FCC, both favored by cable interests. PAGE 22.

ONTHEROAD [0 Who went where, at what cost to the
government, how often and to what avail—a look at the
FCC commissioners’ travel records. PAGE 22.

INREVERSE O Network officials defend themselves at
Senate Antitrust hearings with hard-line attack on pay
cable’s threat for the future. Warehousing isn't the
question, they say; rather, it’s pay cable’s eventual ability
to pirate programing from the networks. PAGE 24.

FORALL I"SWORTH O U.S. broadcast coverage of joint
American-Soviet space flight will be extensive— the most
exposure given a space mission since 1969 moon landing.
Apollo-Soyuz is last American manned space effort until
1979, PAGE 28.

SPECIAL TREATMENT? O Public broadcasters seek to
move from no-liability to limited-liability status under
proposed copyright revision bill before Rep.
Kastenmeier's Judiciary Subcommittee. Compulsory
license, they feel, is proper alternative to burden of
negotiating royalty fees. PAGE 27.

EVOLUTION OF THE REP BUSINESS [0 Impressive
solidarity among radio and television sales
representatives is just one sign of the times. Trends are
toward fewer numbers in radio, more station-owned.
reps, a scatter effect away from New York and computer
hardware everywheré—all adding up to tougher times
for the rep business. PAGE 29.

WONDER BREAD LEGALITY O Taking their case to a court
of appeals, the Consumer Federation of America ﬁnds
that only when subject to cease and desist orders can the
public appeal Federal Trade Commission orders. PAGE
42,

MATTERS OF TRUST O Two decisions on citizen-station
agreements shed some light on FCC'’s interpretation of
newly proposed rule, raise questions on its application.
WAUD(AM) Auburn, Ala.’s citizen agreement is rejected,
KMJ-TV Fresno, Calif.’s is accepted, PAGE 46.

FUTUREPLANS O Topics for discussion at the FCC’s
Future Planning Conference will allow for commission-
watchers’ input to long- and mid-range planning. A
tentative list of participants is included. PAGE 46.

BENCHMARK O House Appropriations Subcommittee
heard testimony for the first time on long-range funding

idea for public broadcasting. Precedent of five-year
authorization is termed “back-door” maneuver by Daniel
Flood (D-Pa.), scrupulously questioned by other
subcommittee members. PAGE 47.

CRYING FOUL O Washington’s unaffiliated UHF station,
WDCA-TV, charges Metromedia with unfair competitive
practices, asks federal eourt for injunctive relief. Buying
power of group, it’s charged, has been used to thwart
Channel 20’s bids against MM's WI'TG(TV;) for syndicated
programing. PAGE 50.

AISLE SEATS O Stocking up for the next three or four
seasons, networks buy an estimated $76 million worth of
theatrical movie titles from Paramount Pictures

Corp. PAGE 51.

SCORE ONEFOR PAY O Micro-TV, Philadelphia
multipoint distribution service, wins its request for
increased power, which in turn will boost from four to 12
the number of pay-cable operations it connects Home Box
Office programing. PAGE 51:

NONE THE WORSE FORWEAR O [Irving Kahn returns to
the cable industry on the supplier side, having acquired
rights to American Film Theater’s 13-movie package. He
will sell the films, seen only on subscription basis, to
Home Box Office for upward of $1 million. PAGE 52.

SHOWDOWN O Albuquerque isn't big enough for both
KOB(AM) and the county sheriff. Having sued the station
for alleged slander and libel, Sheriff Wilson's office is
now subject of grand jury investigation. PAGE 53.

DELAYED O Plans for a public hearmg of the American
Jewish Council’s complaint against CBS News's 60
Minutes report on Syrian Jews are put on hold by the
National Neiws Council. Richard Salant explains CBS
News’s nonparticipation. PAGE 53.

YOU TAKE.THE LOW ROAD... O Western Union and RCA
have proposed satellite alternatives to AT&T'’s land-line
video transmission service, with substantially lower
rates. TVN is first to place order. PAGE 54.

CBS'S LEDGER O Record sales and earnings figures for
the second quarter and first half of 1975, with
broadcasting and recorded music the major contributors
ta improvements, are described by Messrs. Paley and
Taylor. PAGE 56.

WHEN MUSIC MATTERS 00 RKO Radio’s vice president
for programing, Paul Drew, has made a science of music
and musicians. He's recognized within and outside the
industry for his role in assessing—and affecting-—trends
in pop culture. PAGE 73.
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403.

405.

AM-FM BROADCAST STATION PLANNING
GUIDE by Harry A. Etkin. A camprehensive
guide ta plonning, building, and operating a radia
broadcast facility—AM, FM, or combined apera-
tion. Based an a lifetime of experience and in-

timate iatianin broadcasting. 812 x 117, il-
lustrated. $12.95
BROADCAST STATION OPERATING GUIDE

by Sol Robinsan. This comprehensive reference
encampasses every level of broodcasting. The
secret 10 success in broadcasting, as in ony other
business, is knowing what to do and how to do it.
This book tells it like it is. 256 pages. $12.95

. THE BUSINESS OF RADIO BROADCASTING

by Edd Routt. How to operate a station os a pro-
fitable business and serve the public interest as
well. This is the first text to deal with broadcast sto-
tion operation from beginning ta end. Clearly ax-
plains proven techniques to follow, and coutions to
observe. 400 pages.. illustrated. $12.95

404. THE ANATOMY OF LOCAL RADIO-TV COPY

417.

by Williom A. Peck. Leading station executives
have called this book the one that sets the standard
for radio-TV copy ot the local level. Looded with
hundreds of woys ta increase station billing with
sales-praven capy. 104 pages. $5.95

GUIDE TO PROFESSIONAL RADIO & TV
NEWSCASTING by Robert C. Siller. A proc-
tical, salf study guide for those who want to get
started or get ahead in broadcost journalism. 224
poges, illustrated. $9.95

418. HANDBOOK OF RADIO PUBLICITY &

PROMOTION by Jack Macdonald. This
handbook is o virtual pr ion encyclopedi
includes over 250,000 words, over lSOO on-air
promo themes adoptable to any format: and over
350 contests, stunts, statian and personality pro-
mos! Cne ideo olone of the hundreds offered con
be worth many times the small cost of this in-
dispensable sourcebook. 372 pages, 82 x 11" °
bound inlong-life 3-ring binder. $29.95

419.HOW TO BECOME A RADIO DISCJOCKEYby

420.

Hal Fisher. Essentially o course in showmanship,
this book teaches all the techniques needed to
became o successful broadcast announcer {or disc
jockey}. 256 pages, illustrated. $7.95

HOW TO PREPARE A PRODUCTION BUDGET
FOR FILM & VIDEO TAPE by Sylvia Allen
Costa. A complete guide to determining finances
for any video tape or film production, from TV
commercials to feature-length films. Jammed with
facts covering every aspect of estimating costs.

421,

434,

437.

Send me the books whose numbers I've indicated at left. Payment for
the full amount is enclosed.

Tells how to estimate every cost assaicated with
any size production, including the production loca-
tion, cameras and accesories, saund equipment,
light gear, raw film stock or video and sound re-
cording tope, lab developing. printing and pro-
cessing fees, personnel—({creative, technical, ond
talent), scenic el locati p surveys
of remote shooting locations, film ond tape edit-
ing, optical effects ond onimation, plus a host af
miscelloneaus expenses such as writer fees,
animals, special effects requirements, and in-
surance. Alsa included are typicol rate listings and
eight somple budgets, representing TV com-
mercials, documentories, and feature-length films.

192 pages. $12.95

HOW TO SELL RADIO ADVERTISING by Si
Willing. The right formula for soles depends an
the individual and the prospective advertiser.

Therein lies the secert as Si Willing illustrates it by
theory and by practice. You'll hear oll sorts of ob-
jections {including o few yau haven’t heard!) and
how they've been successfully countered. From the
diolog between solesman and prospect you'll learn
the approoches and the clinchers, haw to use
available sales tools ta the best advantage ond
how to deal with competition. You'll learn ways to
sidestep objections, how to recognize the “op-
portune moment”, and how to convert a “No* taa
"Yes". 320 pages. $12.95

RADIO PRODUCTION TECHNIQUES by Jay
Hoffer. Hera's an oll-round book for everyone in
rodio—performers, producers and directors, and
sales and engineering personnel. Cavers every
phase of radio production from announcements to
the overall stotion “‘saund —in fact, every
creative aspect of todoy’s radio. .. with special em-
phasis on soles, Tells how to produce results for an
advertiser, ond how to develop production ex-
pertise, and how to use the elements of pocing and
timing in every production. Covers record screen-
ing, jingle use, news, on-oir pramotion, public
service, cantests, public affairs, remates, tolk and
farm shows, etc. Procticol dato on sales includes
idea development, writing, and how to create
more effective commercials. 204 pages, il

lustrated. $12.95

RADIO STATION SALES PROMOTIONS by
Jack Mocdonald. 300 merchandise-moving
Ideas! A compendium of creative selling ideas de-
signed exclusively for radio stations—sales tools
that work. A vast supply of ready-to-use ideas for
producing sales in 43 categories, from air condi-
tioners to washing machines. 72 pages,
B2 X111 $10.00

(Broadcasting Book Division

1735 DeSales Street, N.W. Washington, D.C. 20036

Book No.

Price

State __

Total %
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Lid is off
on cable
rebuild date

Commisslon frees systems from
pressure of March *77 deadliné,
citing economic squeeze; sports
blackout and nonduplication
rules also get favorable ruling

The FCC has removed the deadline pres-
sure that cable television interests had de-
scribed as a matter of increasing concern
to them. The March 31, 1977, date by
which cable systems in operation before
March 31, 1972, were to rebuild in accord-
ance with the channel capacity and access
provisions of the rules that became effec-
tive on that date has been canceled.

The commission in an order adopted
last week said it had been persuaded by in-
dustry comments and its own analysis that
requiring compliance by the March 31,
1977, date was unrealistic —that the indus-
try could not raise the necessary capital,
an estimated $275 million to $375 million,
and that even if costs were less, financial
institutions were reluctant to ﬁnance con-
struction that might not generate signifi-
cant revenues in the near term.

The cancellation of the 1977 deadline
was not the only thing the FCC did for the
cable industry last week. It formally
adopted a sports blackout rule that cable
interests have indicated they do not regard
as onerous, and shrunk from same-day to
simultaneous the amount of nonduplica-
tion protection cable systems in the Rocky
Mountains must afford stations there.
Both actions had been announced in ad-
vance.

Under the sports rule (BROADCASTING,
June 30), a cable system will be banned
from carrymg a distant telecast of an event
being played locally and denied the local
station. The rule provides for a 35-mile
zone of protection around the station’s
city. The Rocky Mountain rule (BROAD-
CASTING, June 23) places stations there on
the same footing as stations elsewhere
with regard to nonduplication protection.
However, the commission will grant
waivers to stations that can prove they
need the special relief.

But it was the cancellation of the 1977
rebuild deadline that was the major news
last week. The action suspends all
reconstruction requirements for pre-1972

eut

DR A
systems pending the outcome of a compa-
nion rulemaking begun last month; in that
rulemaking, the commission is consider-
ing various alternatives to the 1977 re-
quirements (BROADCASTING, June 9).

The proposal to postpone or cancel the
deadline has been opposed by citizen
groups that feel cable systems should be
held to service requirements the commis-
sion laid down-in 1972. With those views
apparently in mind, the commission sdid
its action should not be regarded as an
abandonment of its commitment to pro-
mote access services. It also said its pro-
posal, in the related rulemaking, to main-
tain March 31, 1977, as the deadline for
systems affected by the rules to provide
*‘composite’’ access services on available
channel capacity —that is, four access ser-
vices on two channels, if only two are
available—is not affected.

And it pointed out that the channel-
capacity and access requirements remain
in effect for major-market systems begin-
ning service after March 31, 1972, that
systems with 3,500 or more subscribers
still must provide origination equipment
for the public, and that pre-1972 systems
are still expected to comply with the com-
mission’s technical requirements by
March 31, 1977.

Commissioner Benjamin L. Hooks
stressed in a concurring statement that the
commission will move *‘expeditiously’’ on
the related rulemaking dealing with alter-
natives to the 1977 deadline. He said he
had *“‘iron-clad assurances from the chair-
man and my commission colleagues’ on
that point. It is only because of those
assurances, he said, that he joins in “‘this
temporizing suspension.”” The commis-
sioner also said in that related rulemaking,
he will accept only “‘that retreat which ap-
pears to be the absolute minimum in
terms of a temporary detour from the
goals established” in the commission’s
1972 rules which may be required by the
economic recession. He cited language in
the 1972 report and order in which the
commission emphasized “‘that the cable
operator cannot accept the broadcast sig-
nals that will be made available without
also accepting the obligation to provide”
the services provided for in the rules.
“The two are integrally linked in the
public interest judgment we have made.”
The requirements that older systems now
do not have to meet by that date provide
for a 20-channel capacity, an equivalent
amount of bandwidth for nonbroadcast
purposes for each broadcast channel used
(the one-for-one requirement); capacity
for two-way communication; free access
channels for public, educational and local
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government use, and a fourth access
channel for lease, and prograni-produc-
tion facilities for the public’s use.

The commission attributed the change
in signals to changing conditions—to the
fact that economic conditions are different
now from those in 1972, when it felt that
the five-year compliance date would not
be burdensome and that the benefits to
the public, in terms of inter- and intra-
community exchange of ideas, would
justify imposition of the requirements.

The commission had considered a case-
by-case approach to the rebuild issue, one
in which it would examine each system'’s
financial ability to rebuild by the March
31, 1977, deadline. But it abandoned that
approach because of the administrative
difficulties it would present.

However, the commission has not com-
pletely discarded it. [t noted that such an
approach based on each system’s ‘‘natural
rebuild” requirements was one of the op-
tions being considered in the related
rulemaking.

FCC travel time:
Wiley continues

to log in most;
Quello is second

Over-all total for year ended
June 30 has commissioners making
102 trips at cost of $26,670

FCC commissioners were packing their
bags and hitting the road for such dispar-
ate places as Park City, Utah; Fairbanks,
Alaska, Las Vegas; Honolulu, and
Buffalo, N.Y., at a nine-trip-per-month
clip in the year ending June 30.

The commissioners, as they did last
year and the years before, were answering
what they say is a call to duty—to meet
with and talk to broadcasters, cable opera-
tors, telephone company representatives,
broadcast journalists, women in broad-
casting, just plain people (in regional
meetings for the people), college stu-
dents, and those who, like program pro-
ducers and distributors, are as affected by
commission actions as those directly
under commission regulation. Foreign
duty was mandated, too, as in the case of
Chairman Richard E. Wiley, who flew to
Munich to attend the International Meet-
ing on Transatlantic Communications.

The Munich trip, with a side trip to Lon-
don, stands as an example of what an
authentic traveling man, one who can



decipher airline schedules and who has the
constitution to overcome jet lag, can ac-
complish in this day of the jet: Europe was
a stopover in a five-day trip that began in
Washington, on Nov. 26, 1974, and ended
in Chicago, where the commission was
holding its second regional meeting for
the public.

In all, the seven commissioners made
102 trips at a cost to the government of
$25,670.20. The preceding year, FCC
commissioners made four more trips (in-
cluding two abroad, by Commissioner
Robert E. Lee, for the State Department),
and spent $23,923.60, in the process
(BROADCASTING, Aug. 5, 1974).

Thus, the number and costs of FCC
commissioner trips seem to be leveling
off. In 1972-73, commissioners made 102
trips at a cost of $24,007. But that was a
sharp increase from the totals reported for
the proceding year—65 trips at a cost of
$13,000.

The commission member setting the
pace for travel, as he has since joining the
commission in January 1972, is Chairman
Wiley., He made 24 trips at a cost of
$5,386.20. (In 1973-74, he made more
trips, 27, and spent less, $4,377.37). He
goes almost anywhere, from that Munich
trip for the international conference, to
Ocean City, Md., to address the Mary-
land-D.C.-Delaware Broadcasters Associ-
ation, to Richmond, Va., 10 speak to a
regional workshop of the United Church
of Christ.

New members have their appeal, too.
Commissioner Benjamin L. Hooks dem-
onstrated that two years ago, as a rookie
commissioner, and Commissioner James
H. Quello demonstrated it last year, in his
first year on the commission, The recently
retired manager of wIR-AM-FM Detroit
talked to many ex-colleagues in making 18
appearances outside of Washington, at a
cost to the government of $4,503.

Commissioner Hooks, after three years
on the commission, is slowing his pace a
bit. He is tied with Mr. Quello for second
place in numbers of trips with 18
(although he spent less—$3,666.54). In
1973-74, he was on the road 24 times in
response to invitations.

Commissioners Lee and Charlotte Reid
are also traveling less. Where Commis-
sioner Lee made 17 trips in 1973-74 and
Mrs. Reid 13, in 1974-75 they made,
respectively, 13 (at a cost of $3,478.24)
and 10 (at a cost of $2,501.91).

The two commissioners who joined the
agency a year ago—Glen O, Robinson and
Abbott Washburn—made 19 trips be-
tween them: Commissioner Robinson, 12,
at a cost of $2,441,18, Commissioner
Washburn, seven, at cost of $2,961.52,
But it was Commissioner Washburn who
made the longest trip—to Fairbanks and
other points north, in Alaska, to talk to
Alaska’s governor and its broadcasters.

As in past years, the amount of travel-
ing a commissioner does is not necessarily
an index as to the number of commission
meetings he misses. Certainly not in the
case of Chairman Wiley, who pushes him-
seif —as well as his colleagues—hard.

Of the 122 regular and special meetings

Command performance. President Ford moved the issue of regulatory reform to
center stage last week. Two weeks after a closed meeting with 24 members of
Congress on the subject of regulatory reform, he conferred with members of 10
major regulatory agencies in the East Room of the White House, with Vice Presi-
dent Nelson Rockefeller, members of the cabinet and top White House advisers
around him, and in the presence of the press, print and electronic. It was, FCC
Commissioner Glen O. Robinson said later, an “impressive production, a way of
telling everyone how important the issue is."

The President seemed most concerned with the problem of substituting com-
petition for regulation as a means of protecting consumers, Neither broadcasting
nor cable television was mentioned in the two-hour session. FCC Chairman
Richard E. Wiley (seen from the rear in the picture), who had been asked to dis-
cuss common carrier matters, reported on the commission's inquiry into the role
of competition in common carrier industry.

But the President's remarks about the need to lighten the regulatory load on
business applied to all agencies. He called for a constant effort by each agency
to identify the costs and benefits of current and proposed regulations, and said
agencies must make every effort to insure that backlogs and delays do not
weaken the public belief “in an equitable and efficient regulatory system.”

At one point, Commissioner Robinson suggested that businessmen might not
consider the reduction of regulation as a great boon. His experience, he said, has
been regulation protects businesses from competition. Although some agency
chairmen reported on the deregulatory steps they had already taken, Chairman
Wiley did not. However, he had sent the White House a two-page summary of
the various actions the commission has taken to eliminate or modify obsolete

regulations and to shorten the hearing process.

in the first full year of the Wiley chairman-
ship—43 more than in fiscal 1974—Mr.
Wiley missed only one because of travel, a
special meeting on Feb. 14, according to
commission records. On the other hand,
Commissioner Washburn missed six
meetings because of travel, most as a
result of the 26-day trip to Alaska, which
included a stopover in Medford, Ore., to
address the Oregon Broadcasters Associ-
ation. As for the other commissioners,
commission records indicate that Mr,
Quello missed seven meetings because of
travel, Mr. Hooks, six; Mr. Lee, five; Mr,
Robinson, three, and Mrs. Reid, one.

Following are the individual records of
travel along with the costs.

C issi burn: 11/3-4/74, Dalias. addressed
Texas Association of Broadcasiers: 5266.17. 2/5/75, New York,
addressed IRTS Newsmakers luncheon: S88.04. 2/26-27/75.
New Yaork, participated in 15th Annual Golden Mike award ban-
quet: $103.41. 4/6-9175, Las Vegas, spoke at NAB 53(d annual
convenlion: S479.11.4/13-15/75, New Orleans, panel membes,
Cable's Fedesal Architects al NCTA 241h annual convention:
§252.47. 4/27-28/75. St. Louis, installed as new chairman 1975
Radio Technical Commission for Marine Service Assembly
Meeling: 5194.98. 5/18-31/75, Fairbanks, Juneau, Anchorage,
Bethel, all Alaska, and Medford, Ore., lo obtain an understand-
ing of communicalions needs & services in Alaska; o meel
with Governor of Alaska: and 10 speak before Alaska Broad-
casters Associalion in Anchorage; addressed the Oregon As-
sociation of Broadcasters: §1,577.34. Grant lolal: $2.861.52.

Commissioner Reid: 9/29-10/1/74, Vancouver, B.C., ad-
diessed the American Association of Adverlising Agencies:
$538.76. 10130-11/3/74. Chicago, altended FCC regional
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meeting: 5188.23. 1/17/75, Birmingham, Ala., addiessed ihe
Aiabama Broadcaslers Associalion: S208.72. 211175,
Chicego, addressed the Aurora Women's Club: $198.23.
3N7-18/75, Saciamento. Calif. addressed ihe Associaled
Public-Safety Communications Oflicers Inc.: $530.11.
3/27-3/131175, Chicago, visiled Catholic TV Network of
Chicago: 5194.23. 4/24-27/75, Chicago and Rochelle, Il at-
tended AWRT banguet in Chicago: addressed Rochelle Com-
munily Reader Program and banguet: $214.93. 5/9/75, New
York, atiended special viewing of “MGM Family Network™
$09.74. 5/23-26/75, Chicago, addressed the Women's Repub-
lican Club (Palatine. IIL}: $223.98. 6/9-10/75, Norfolk. Va. ad-
dressed the Virginia Associalion of Broadcasters: $104.98.
Grand tofal: $2.501.91.

Commissioner Quello: 7/11-12/74, Ocean City, Md. al-
tended and spoke before Maryland/DC/Delaware Broadcasters
Associalion convention: $80.21. 7/18-19/74, Oshkosh, Wis., at-
tended and spoke belore summer conference of Wisconsin
Broadcasters Associalion: $226.80. 7/26-29/74. Delroit, at-
tended and spoke before meeting of Michigan State Legis-
lature: $140.28. B/2174, New York, visited AT&T's long lines
division: $67.52. 9/11-15/74, Delroit and Gaylord, Mich. at-
tended and spoke before Michigan Association of Broad-
casters convention: $265.27. 9/29-10/1/74, Boise. Idaho, at-
tended and spoke before Pacific Nosthwest Cable Com-
municalions convention: 5416.54. 10/3-8/74, Delrcil, Easl
Lansing, Mich., acceptance ol Quistanding Alumni award from
Michigan Siate Universily College of Communications Arts
fealured speaker at the funclion: $206.20. 10/10-12/74, New
Orleans. spoke before Convention Luncheon of Nationat Asso-
ciation of FM Broadcasters in New Orleans: $254.50.
10/17-20474, Detioit. spoke before the Adcraft Club of Detroit
on Ociober 18; $148.08. 11/3-4/74, Cleveland, atlended and
spoke before the North-Central Cable Exposition: S137.69.
11/20-24/74, Las Vegas. allended and spoke before the Na-
tional Associalion of Broadcasters regional convention:
5504.92. 12/3-717 4. San Diego and Anaheim. Calif., altended in
San Diego the 861h annual Convention of the National Associ-
ation of Regulatory Utility Commissioners and in Anaheim the
6th annual Weslern Cable Television Show and Convention,
and was a pnncipal sp al both cc ions: §591.79.
1/12-13/75, Atlanta. atlended and spoke before meeling of As-




Networks at
the ready

for unique
U.S.-Russian
space venture

Americans may see for first time
televised launch of USSR vehicle;
total coverage will be down

from that for the lunar expedlitions

If American radio and television seem to
be covering this week’s joint American-
Soviet space flight as if there were no
tomorrow, it may be because tomorrow is
a long way away: The Apollo-Soyuz mis-
sion will be the last American manned
space flight until 1979, and U.S. broadcast
media will give it the most extensive ex-
posure of any space flight since the 1969
moon landing.

American audiences will see and hear
substantially less of this mission than of
the 1969 lunar mission: Television net-
works devoted as much as 50 hours to that
flight; the average coverage for the nine
days of Apollo-Soyuz will be seven
televised hours.

Worldwide coverage should be greatly
expanded, however, because the Soviet
Union is making its first venture into
televised space flights with this mission,
broadcasting the launch and, possibly, the
recovery of the Soyuz spacecraft and
transmitting those pictures to Europe,
through the Eurovision and Intervision
networks, and to Asia, Latin America and
the Arab nations.

American and other foreign newspeople
will gather in a press center in Moscow for
the Soviet launch. No press coverage at
the launch site is being permitted. Pro-
ducers for U.S. radio and television net-
works seem guardedly optimistic about
the prospects for the Soviet telecast, but
the possibility of technical problems with
the transmission caused some to worry
last week. “We almost didn’t cover it,”
said Bill Greenwood, who will anchor
Mutual’s radio coverage. “‘We decided to
take the gamble because of the historic
nature of the launch.” Others expressed
concern about what would happen to TV
coverage if something went wrong with
the Soviet launch. ““It’ll be hard to wing it
if they pull the plug,’” said one producer,

American television will have a pro-
jected 30 hours of National Aeronautics
and Space Administration pictures from
space with which to work, beamed to earth
from an ATS-6 satellite (see photo), but
the bulk of that coverage will be edited
down into brief updates to be inserted into
regular programing during the nine-day
mission. Most of the live coverage—and
the consensus choices among all the radio
and television networks for live specials—

Satellite by satellite. The amount
of live coverage of the Apollo-Soyuz
mission will be increased to about
50%. up from 20% for previous
space missions, thanks to a link-up
between the manned spacecraft
and the ATS-6 satellite. The ATS-6
can cover about half the surface of
the earth; previous communica-
tions set-ups were direct to a
ground station and were limited.
Voice and video signals will be
relayed from the ATS-6 to a ground
station at Madrid, Spain, and then to
the Johnson Space Center in
Houston for feeds to the networks.

will feature the launches of both
spacecraft tomorrow (July 15), the dock-
ing and official ceremonies Thursday
afternoon (July 17) and the splashdown of
the American module the following
Thursday (July 24). Soviet television- is
planning coverage of the Soyuz landing
July 21, and American networks will carry
it if it is available, but few newspeople saw
it as a likelihood.

Because all of the Soviet television and
all of the NASA pictures from space will
be pool coverage, and because the net-
works will pick up only a fraction of that
coverage, network budgets are not ex-
pected to match those for the first moon
landing. NBC, however, has invested
$40,000 to $50,000 for a rental of the pre-
sent control facility, and will base its
Houston coverage there.

NBC’s agreement with Gulf Oil for
sponsorship of science specials is no
longer in effect; time within programs
devoted to this mission will be sold on a
spot basis. ABC’s sponsorship will come
exclusively from Western Union, making
its first major move into TV advertising to
publicize its new Westar domestic satellite
system (see page 54). CBS’s coverage will
be sponsored by S.C. Johnson, Lum’s
Restaurants and Wylers Foods.

ABC’s television coverage will be
anchored by Jules Bergman in Cape
Canaveral and Houston, Peter Jennings in
Cape Canaveral and New York, and Frank
Reynolds in Moscow. Mr. Bergman also
was to anchor a documentary on the mis-
sion scheduled last night (July 13).

John Chancellor and Jim Hart will
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anchor the launch for NBC-TV, with cor-
respondent John Dancy broadcasting for
radio and television from Moscow.
Former astronaut Alan Shepard will also
serve as an on-air consultant in Houston.
NBC-TV will also air two preview specials
today (July 14) on the mission, one
geared to children (4-4:30 p.m.), and one
to adults (11:30-12 p.m.).

Walter Cronkite and former astronaut
Walter Schirra will anchor CBS’s
coverage, from Cape Canaveral and New
York. CBS’s Steve Young and Richard
Roth will report from Moscow, Nelson
Benton from Houston, and Mort Dean
from New York.

TVN will feed a daily recap package to
its clients, anchored by David Klein in
New York.

Much of the ABC, CBS, and NBC radio
coverage will employ the same reporters
and commentators who will report for
television, with most of the correspon-
dents in Moscow doing double duty.
Mutual’s Mr. Greenwood will be joined
for an estimated four hours of live
coverage by correspondents Philip Clark
in Florida and Peter Worsnip in Moscow,
and by two NASA experts for commen-
tary, UPI Audio will provide subscribers
with 18 live programs over the nine days,
as well as twice-daily two-minute highlight
programs. Brian McFadden will anchor
the live coverage; Roger Norum the high-
lights.

Group W'’s approximately four hours of
live coverage will be anchored by corres-
pondents Jim Slade, Eric Engberg and
Neil Currie, and will be supplemented by
daily situation reports and wrap-ups for
morning and afternoon drive periods.

AP Radio coverage will be anchored by
John Lyons, along with correspondents
Howard Benedict and Harry Rosenthal.
AP’s Chris Buckner has been filing ad-
vance material from Houston, as have AP
staff members in Moscow.

Wirth introduces bill
for new study of TV
advertising to children

Not satisfied with broadcast and advertis-
ing industry self-regulation in children’s
television advertising, Representative
Timothy: Wirth (D-Colo.) last Friday
finalized legislation to actively involve
the government in cleaning up children’s
advertising practices. His bill, entitled the
Children’s Fair Advertising Practices Act.
would direct the President to appoint a na-
tional council to study the psychologica
effects of advertising on children. Aftel
two years, the council would report to the
FCC its findings on what constitute:
misleading or harmful advertising tc
children. The study would confine itself tc
television.

If the council found fault with curren
children’s television advertising, the FC(
would be required to take corrective ac-
tion. What sort of corrective measures



would be left to the FCC’s discretion.

The Wirth bill defines children’s TV ad-
vertising as any advertising on programs
before 8:30 p.m. for which children 11
years or under comprise 25% or more of
the audience.

Mr. Wirth had hoped to introduce the
bill last Friday in time for today’s start of
the House Communications Subcommit-
tee’s hearings on children’s TV advertis-
ing today (see page 42).

Public radio-TV
says its status
merits copyright
concessions

But Kastenmeier hearing gets
different view from licensing groups

Public broadcasters carried their fight for
iess liability under the proposed copyright
revision bill into Representative Robert
Kastenmeier’s (D-Wis.) Judiciary Sub-
committee on Courts, Civil Liberties and
the Administration of Justice last Thurs-
day.

Public broadcasters currently have no
liability for airing nondramatic literary and
musical works. But under the proposed
bill (H.R. 2223), public broadcasters
would have to pay for copyrighted works
in their programs, just as do commercial
broadcasters, except when the programs
are for classroom use. The public broad-
casters do not quarrel with the principle of
their liability but, feel their status as a
government-supported medium which
strives for diversified educational and
cultural programing merits special treat-
ment.

The public broadcasters want a com-
pulsory license mechanism whereby they
would pay set royalty fees for all the non-
dramatic works they use in a year into a
central pool to be distributed to authors by
the Register of Copyrights. The size of the
fees would be negotiated by a copyright
tribunal, which would be created in this
bill as an arm of the Register.

Donald Quayle, senior vice president
for broadcasting for the Corporation for
Public Broadcasting, and Eric Smith, asso-
. ciate general counsel for the Public Broad-
casting Service, told the hearing that the
compulsory license is needed because so
much of public broadcasting’s programing
is produced at the local level. They con-
tended most stations cannot afford the ad-
ded burden of negotiating payment and
clearance for copyrighted works with in-
dividual copyright proprietors. What is
needed they said is a central clearing
house.

Edward Cramer, president of BMI,
argued however that public broadcasters’
royalty fees should be negotiated privately
between the broadcasters and the rights
societies. He said the broadcasters have no
evidence they will have problems with

U.S. Court of Appeals in Washington on Friday dismissed NBC Pensions
case as moot. Three-judge panel, acting in response to request from full nine-
judge circuit to consider whether fairness doctrine complaint had become moot,
vacated its judgment in case and directed FCC to vacate its order and to dismiss
complaint filed by Accuracy in Media. Commission had held that NBC violated
fairness doctrine, but three-judge panel reversed it ... ABC Inc.'s second-
quarter earnings will be about 24% less than 1974 second guarter's $1.03 per
share, and third-quarter results may be 35% below year ago's 68 cents, Chair-
man Leonard Goldenson and President Elton Rule said Friday. Forecasts were
required because ABC is in registration to issue $75 million of sinking fund de-
bentures (BROADCASTING, June 30). They said it is not known how delayed ac-
councement of 1975-76 schedule and delayed start of fall selling season may
affect fourth-quarter and year results ... FCC Commissioner Charlotte Reid
defended fairness doctrine in speech Thursday to Wisconsin Association of
Broadcasters in Oshkosh. Scarcity of frequencies argument still holds, she said,
as not enough are available for all who wish to broadcast. She described alterna-
tives to doctrine—such as "bicycling” licenses and shared access—as "horri-
bles” ... Chronicle Broadcasting Co. assumed ownership of WOW-TV from
Meredith Corp. last Wednesday, changed call letters to WOWT and named Paul
WIschmeyer VP-general manager to succeed Howard Stalnaker, on leave of ab-

. sence from Meredith. Mr. Wischmeyer was general sales
manager of Chronicle's KRON—Tv San Francisco. Meredith
sold TV station for $9,158,000, countinues operation of
wow(aM) and KEZO(FM) there ... Bill to establish consumer
| protection agency (H.R. 7575) passed House Govern-
ment Operations Subcommittee last week. It does not
have provision to prevent agency from intervening in FCC
license renewal proceedings, as does comparable
Senate-passed measure (S. 200). National Association of
Broadcasters is working to have such provision inserted
SR when bill goes before full committee this Thursday (July
Wischmeyer 17) ... WRVR Listeners Guild says it intends to fight
Riverside Church's sale of New York jazz station wrRvR(FM) to Sonderling Broad-
casting Corp. for $2.3 million (BROADCASTING, July 7}. Guild plans to complain to
FCC about WRVR and Sonderling's {it already owns wwnL(am) there) insensitivity
to community and to question if equal opportunity was extended to black firms
seeking to bid on station ... Ohio Association of Broadcasters voted Friday not to
endorse leading license renewal bill, Florida Republican Louis Frey's H.R.
5578—measure NAB is encouraging members to support. Chio board found
Frey bill weak on defining renewal criteria, will develop own point-by-point pro-
gram. Frey bill had 84 co-sponsors in House last week, none from Ohio ...
Willlam G. Harley, 63, president of National Association of Educational Broad-
casters since its Washington operation began in 1960, will retire at time of
November board meeting and Washington convention. He plans consulting here
and overseas, work with Public Service Satellite Consortium. NAEB board is con-
sidering return to elected but non-paid president, with organization functioning
under executive director {post now held by James Fellows) ... Bill to give FCC
more time to deal with common carrler rate increases was introduced in
Senate last week. As drafted by FCC, S. 2054 would entend from 30 to 90 days
period of notice common carrier such as AT&T would be required to give before
increase could take effect, would extend from three to nine months period FCC
can suspend increase and would authorize FCC to suspend part of increase or
grant temporary increase ... John Box Jr., 63, former manager of wiL{am) St.
Louis and later of kpLR-Tv there, died July 7 of cancer.

clearance. Speaking for ASCAP, SESA"
and the National Music Publishers Associ-
ation, ASCAP General Counsel Bernard
Korman said public broadcasting is no
different from other users of recorded
music and should not be given special
treatment,

The compulsory license being discussed
was provided in an amendment offered by
Senator Charles Mathias (R-Md.) to the
Senate copyright bill last year. The Senate
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Copyright Subcommittee this spring re-
jected the amendment because it felt
public broadcasters and the copyright in-
terests were close to negotiating a private
agreement on copyright clearance and
fees. The parties at the hearing Thursday,
however, indicated that they are still stale-
mated, and the public broadcasters in-
sisted that even with private agreements,
they stil want a statutory compulsory
license.



sociation ot Independent Television stations: S19151.
1/22-23i76, Auanta, altended and spoke before meeting of
Georgia Association of Broadcasters and the Henry Grady
School of Journalism at the Universily of Georgia at Athens:
$174.48. 28-9/75. Oktahoma Cily, attended and spoke before
annual winter meeting of Oklahoma Broadcasters Association:
§271.97. 4/6:9175. Las Vegas. attended and spoke before Na-
tional Association of Broadcasters convention: S557.74.
5/8-11/75, Detroit, altended and addressed meeting of the
Adcraft Club in Detroit: 5149.49. 6/21-22/75. Detroit, attended
and addressed testimenial dinner for Mr. Donald DeGroot on
45 years of broadcasting service: $118.25. Grand total:
$4,503.24.
Commissioner Robinson: 8/2/74. Minneapotis, personal ap-
pearance on Henry Wolf show, KSTP-TV: $163.28 Br4/74,
Minneapoalis, interview, University of Minnesota radio show {in-
cluded 10 above costs). 9/19-2274, Hibbing. Minn, addressed
the Minnesota Broadcasters Association annual meeting:
$22388. 10/14/74, Philadelphia, spoke before the Northeast
Cable TV Expo: $50.23. 11/7-8/74. Wayzata. Minn,, panel mem-
ber for the Conference on the Potentials of Public TV at Spring
Hill conterence center: $186.75. 11/18-19/74, Denver, spoke
before the fall conference of National Association of Broad-
casters: $360.23. 1/12-13/75, Houston, addressed Public
Broadcasting Service annual meeting: $§322.63, 1/16-18/75,
Durham, N.C,, panel member before the Center for the Study of
Communication Policy Institute of Policy Sciences and Public
Aftairs, Duke University: $112.09. 3/18/75, Boston, participa-
tion at M.LT. Communications policy Seminar: $100.03.
4117-19475, Airlie, Va. participation in 1975 Telecommunica-
tions Policy Research Conference: $70.92, 5/8-9/75, Witchita,
Kan. spoke before the Kansas Association of Broadcasters in
Salina, Kan.: 5221.72. 5/16-19/75, Tuscon Ariz. commence-
ment address before the University of Arizona, School of Law:
$408.08. 6/22-23/75. Orlando, Fla, spoke before the Florida
jation of Brc : §221.34. Grand total: 52.441.18.
Commissioner Lee: 7/11-14/74, Ocean City, Md, spoke
before Maryland/DC/Delaware Broadcasters convention:
$120.85. 8/9-12/74, New York. confered with channel 41 with
respect 1o interference caused by the Port Autherity building
and checked picture quality in the New York area: S110.03.
9/8-9/74, Atlanta, luncheon spesker before the Southeast
Telecommunications Association of the General Services Ad-
ministration: 5203.77.9/27-10/7/74, Las Vegas. guest speaker
before the 12th Annual Nevada State Broadcasters Associ-
ation convention: $786.71. San Francisco (included in above
costs), luncheon speaker, North American Telephone ASsoci-
ation Inc. convention and speaker at United States Indepen-
dent Telephone Association convention. 10/17/74, New York,
spoke before the Radio Technicai Committee for Marine Ser-
vices: $100.22. 10i26-27/74, Orlando, Fla., banquet speaker
betore the 1974 national convention of the Quarter Century
Wireless Association: 5243.11. 11/13/74, New York, luncheon
speaker before the International Radio & TV Society inc.
$103.73. 2121:23/75, New York. gave acceplance speech
before Vet wireless Of A iation for the “Mar-
coni Gold Medal Award”: 5176.48. 3/31/75, New York,
luncheon meeting of the Communications Arts Advisory Coun-
cil: $101.86. 4/2-13/75, Las Vegas, spoke before the national
convention of the Alpha Epsilon Rho (Naticnal Honorary Broad-
casting Society) and aitended the National Association of
Broadcasters convention: $842.91. Los Angeles (included in
above costs), spoke before the Southern Caiitornia Broad-
casters Association Community Leadership seminar.
4124-25/75. Chicago, attended the Chicago regional office joint
board meeting in Docket 19528: 5182.83. 4/28-29/75,
Cambridge. Mass.. attended a seminar at Harvard University to
discuss international teiecommunications: $169.71.
6/20-22/75, Miami, addressed the Florida Associated Press
Broac annual ion in Key Biscayne: $336.23.
Grand total: $3478.24.
Commissioner Hooks: 8/1-2/74, Greenlake, Wis.. addressed
and participated in Educational Ministries Communications
conference: $267.27. B/7-8/74, Los Angeles, addressed Na-
tional Association of Radio & Television Artists: S$381.41.
8/14-16/74, New York, addressed and participated in 7th an-
nual Billboard Programming Forum: $112.25. B8/20-23/74.
Buffalo, N.Y.. participated in Television Documentary Festival at
New York State University at Buffalo: S147.25. 9/30/74, St.
Louis, addressed t4th annuai conference of Institute of Broad-
casting Financlal Management: $122.41. 10/3-4/74, Nashville,
addressed Tennessee Broadcasters convention: §137.00.
10/15/74, Chicago, addressed Chicago Association of Com-
merce and Industry: 5114.50. 10/29/74, Atlanta, addressed and
participated in NAB regional meeling: $236.25. 10/30/74,
Chicago (included in above cosls), participated in FCC
regional meeting. 11/22/74, Kansas City, Mo, addressed Kan-
sas City CATV meeting: $207.25. 12/5-6/74, Phoenix. ad-
dressed Arizona Broadcasters Association: $345.83.
1/25-26/75, New York, addressed National Association of
Media Women: $85.00. 2/6-10/75. St. Thomas. V.l addressed
ceremonies at WBNG-TV: $347.00. 2/23/75, Columbia, S.C,
addressed first anniversaiy program WOIC(AM): $219.00.
224175, New York (inciuded in above costs), appeared on
Black Journal, WNET-TV. 4/6-9/75, Cincinnati/San Antenio,
Texas/New Orleans and Memphis; Cincinnati, altended UCC
workshop: San Antonio, attended National Latino Coalition;
New Orleans, attended NCTA convention; Memphis, attended
dedication of station facllities, WREG(AM). S$442.81.
4/24-25175, Chicago. attended Federal State joint board meet-
ing: 5109.25. 5/-2-30/75, Louisville, Ky. and Ottawa, Canada.
attended AWRT meeting in Louisvilie, addressed luncheon of
International Broadcast Institute seminar, Ottawa: $515.16.

8/1-2i75, French Lick, Ind., attended meeting of Indiana and II-
lionis Independent Telephone Asscciation: S$146.27. Grand
iotal: 54,397.91.

Chairman Witey: 7/1/74-7/2/74. Mt. Pocono. Pa.. addressed
the New Jersey Broadcasters Association convention:
$122.18. 7/21/74, New York. addressed the American Radic
Relay League national convention: $75.77. 8/1-2/74 and
8/11-15/7 4, Park City. Utah and Honolulu, addressed the Rocky
Mountain Broadcasters Association and addressed the Admin-
istrative Law and Public Utility sections of the American Bar
Association at the ABA annual meeting: $870.79. 9/12-13/74,
Hershey, Pa and Montreal. attended the executive com-
mittee meeting of the National Association of Regulatory Utility
Commissioners and addressed the Radio Television News
Ditectors Association in Montreal: $227.04. 9/18/74. New York,
addressed the International Radio & Teievision Society:
$59.27. 9/23/74, New York, addressed the Board of Managers,
joint committee on communications of United Methodist Com-
munications: $66.27. 8/26-27/74, Phoenix, addressed the CBS
Radio affiliaties convention; $354.27. 10/26-31/74, London,
Munich, Germany and Chicago. attended the International
Meeting on Transatlantic Communications planning in Munich
as a representative of the FCC and participated in the second
FCC regional meeting in Chicage: $982.12. 10/10-11/74,
Chicago. addressed the lilinois Broadcasters Association and
the Chicago chapter of the Federat Bar Associalion as a na-
tional officer: $156.77. 10/17-18/74, Cincinnali, addressed the
Onlo-indiana Associations of Broadcasters and addressed a
communications forum at lhe University of Cincinnati Law
School: $111.73. 12/4/74, Atlanta. addressed the Georgia Bar
Association: $122.23. 12/14/74, Richmond, Va. addressed the
regional workshop of the United Church of Christ: $29.36.
1/20/75. indianapolis. addressed the lllinoisAngiana State Ca-
bie Association: $106.73. 2/9-10/75, Atlanla, addressed the
National Association of Television Program Executives:
$171.23. 2/13-14/75, Ft. Worth, addressed the Abe Linceln
awards ceremony of the Southern Baptist Radio and Television
conventions, appeared on a panel at same convenlion, and ad-
dressed joint mesting of the Fort Worth Rotary Club and the
Fort Worth chapter of the Federal Bar Association as a national
officer: $258.73. 2/25/75. New York and Boston, addressed the
A iation of I Advertisers ision 30 in New
York and participated in communications policy seminar of the
Massachuselts Institute of Technology: $109.60. 2/27/75,
Allanta, addressed the Georgia Cable TV Association annual
convention: 5109.23. 4/6-8/75. Las Vegas, addressed the Na-
tional Association of Broadcasters convention: $498.03.
4/13-15/75, New Orleans, addressed and participated in the
Nationai Cable Television Association convention: $250.22.
4/24-28175. Chicago. addressed the Chicago Advertising club
and attended the conference of the joint board in Docket
19528; addressed the Annuat Convention of the American
women in Radic and Television: 5228.99. 5/4/75, Champaign,
Il acdressed the Illinois News Broadcasters Association Inc.:
$158.62. 5/16/75, Keane. NH, addressed the New Hampshiref
Mainefvermont Associations of Broadcasters: $175.00 (ap-
proximated figure). 5/18/75, Newport News, Va., participated
as a member of the National Council of the Administrative-Law
section of the American Bar Association at the spring council
meeting: $96.30 (approximated figure). 6/27/75, Ocean City,
Md., addressed Maryland/OC/Delaware Broadcasters annual
meeting and appeared on a panel: $45.72 (approximated
figure). Grand total: §5,386.20.

Networks use
Hart hearings
as forum for
blasts at

pay cable

Erlick, Taylor and Howard deny
‘warehousing,’ say it's CATV
that’s out to get broadcasting,
not the other way around

At hearings before the Senate Antitrust
Subcommittee last week, television net-
work officials attempted to turn the tables
on pay cable officials, charging that it is
not the networks that are trying to do in
pay cable, but pay cable that threatens to
ruin commercial television.

It is not so much what pay cable can do
now, but what it might be able to do in the
near future that they worry about. ‘*‘ABC
is not here because we see a straw man on
the horizon,” said Everett Erlick, senior
vice president and general counsel at
ABC, “We see a real threat to the con-
tinuation of a free system."

How can pay c¢able undermine commer-
cial TV? By one day acquiring enough
subscribers to outbid the networks for the
rights to show major motion picture and
sports events, ‘‘the two great attractions
on commercial TV,” Mr. Erlick said.

The purpose of the hearings, the first
round of which began in late May
(BROADCASTING, May 26), was to explore
charges that the networks, when buying
licenses to show feature films, obtain
unreasonable exclusivity against use of
the films by pay cable, And last Tuesday,
the three major networks had the floor all
to themselves. Witnesses from the cable

Capital commentary. WMAL-Tv's A.M. Waeshington devoted an hour last Thurs-

day to TV violence and its effects on children. Participating in the discussion (I to
r): FCC Chairman Richard E. Wiley; Dr. Stephen Strickland, co-author of “TV
Violence and the Child"; Donald Zeifang, government relations vice president of
the National Association of Broadcasters; A.M. Washington co-hosts Ed Walker
and Ruth Hudgins; Squire Rushnell, ABC's vice president for children's program-
ing and Senator Vance Hartke (D-Ind.), a member of the Senate Communica-
tions Subcommittee. Excepting the last named, the panelists agreed generally to
the possibility that there is some evidence that some children may be affected
some of the time by violence on TV —although they are also affected by other en-
vironmental factors—but that the industry and the FCC had been trying to do
something about it. Senator Hartke remained adamant in his view that television
was selling violence and that the FCC wasn't doing anything to stop it.
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and motion picture industries testified in
May.

When the cable witnesses had their day
before the subcommittee, CBS President
Arthur Taylor said, they produced ‘‘the
same old array of gradiose promises that
the pay cable people have been parading
before the public for years,” including vi-
sions of services for small and specialized
audiences such as foreign language pro-
graming, instruction for the handicapped
and two-way communications. But ‘‘what
pay cable is really interested in is skim-
ming off the most popular portion of free
television’s programing, depriving 200
million people of it, and selling it to a pri-
vileged few,’” he said.

Projecting pay cable’s growth rate, Mr.
Taylor said, “‘we can conclude from the
evidence already given that the time when
pay cable will be able to outbid a network
for a movie is likely as close as five years
down the road.”

The result will be *“disastrous for broad-
casting,”” Mr. Taylor said. ““With its best
and most popular programs lost to pay ca-
ble, free television would have far less
money to spend on the more expensive
but less profitable types of programing
which the public has come to depend
upon —news, public affairs, children’s
programs and so forth.”

The networks defended the practice of
obtaining exclusivity with their film
purchases. Exclusivity is necessary to
“protect the tremendous investment we
make in feature films,”’ which runs into
the millions of dollars in some cases,
Robert Howard, president of the NBC
Television Network said. ‘‘Once a net-

work makes the decision to spend these’

substantial amounts, it needs reasonable
assurance that its home audience for the
film will be maximized,” he said, adding
that *‘if the film is getting exposure in the
home just before its tetevision exhibition,
advertisers may be less willing to pay the
rates we need to recoup our investment.”
Furthermore, Mr. Howard said, ‘‘the
exclusivity we attempt to obtain is the
minimum exclusivity that is reasonably
related to legitimate business interests.”
He said the charge that the networks pre-
vent pay cable from obtaining films with
mass appeal is unfounded. ‘‘We think the
record shows that there is both an ample
number of feature films available to pay
cable, and that pay cable has ample time to
obtain these films, irrespective of network
purchases and exclusivity arrangements.”
Mr. Erlick noted that Home Box Office
offered its subscribers 37 movies in April
this year, including seven ‘‘new titles.”
Mr. Howard said the exclusivity NBC
demands does ‘‘not go beyond our legiti-
mate business needs.”” He said when NBC
buys a film made now for use three years
from now, it usually asks for exclusivity to
begin 60 days before the Aim becomes
available to NBC. He said pay cable
therefore has a crack at the film during the
permissable period under FCC rules.
FCC rules provide that pay cable may
compete with the networks and stations
for feature films within a three-year period
after the film’s theatrical release. For the

Erlick

Taylor

next seven years pay cable is denied access
to those same films unless they are under
contract to broadcast networks or stations.
Of the Ilatter, obviously, pay cable is
denied access to all films under contract if
exclusivity arrangements are attached to
that contract.

Mr. Taylor said CBS obtains exclusivity
against pay cable “‘in rare circumstances’’
when the network expects to broadcast a
film during or shortly after the three year
period following its release. In those cases,
he said CBS asks for 90 days’ exclusivity
prior to the broadcast. Beyond that, he
said, CBS does not now obtain exclusivity
against pay cable during the first three
years after a film’s release.

Mr. Taylor denied a charge that CBS
“‘warehouses’’ films, that is, buys them up
without intending to use them. ““CBS has
broadcast every movie it has ever
purchased,” he said, ‘‘except in several
rare cases, where it turned out that a pic-
ture was unsuitable from the standpoint of
taste.”

ABC’s policy, according to Mr. Erlick, is
to seek exclusivity for six months preced-
ing a film’s availability date.

At the earlier hearing in May, pay cable
operators argued that the broadcasters’
contracts are impeding them from obtain-
ing movies in the initial three-year period,
but Mr. Taylor argued that film companies
are the major impediment.

He said the motion picture companies,
as copyright holders, have sole control
over the films, deciding when to release
them to theaters, to pay cable and broad-
casters.

Senator James Abourezk (D-S.D.), a
member of the Antitrust Subcommiittee
who filled in for Chairman Philip Hart (D-
Mich.) when Mr. Hart was called from the
room, said he supports free competition
for feature films with no exclusivity ar-
rangements for anyone. ‘‘People should
have a choice of paying $3 or $4 to see a
show uninterrupted or seeing it free with
commercials,”” he said.

Mrt. Taylor said pay cable does nct really
want an end to exclusivity. In fact, he said,
the hearings will probably have to be
reconvened in five yeais to examine pay
cable’s exclusivity agieements.

The networks were concerned about
more than movies at the hearing. They
also expiessed fear that pay cable would
buy off sports events, including the major
ones, such as the Super Bowl and the Ken-
tucky Derby. Mr. Taylor called the com-
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Howard

bination of movies and sports on pay cable
a “malignant tumor,” which is no bother
now, he said but consider ‘‘what a malig-
nant tumor would look like five years
from now.”

The networks objected to the notion
that competition between pay cable and
the networks for movies shouid be free
and open rather than regulated by the
FCC. “‘Pay cable’s idea of free and open
competition is a myth,” Mr. Erlick said.
“‘Pay cable is a piggy-back business which
exists only because it can sell the cable
viewer our inventory.”’ He added, *‘if they
made their own product and competed
with us on that basis, then good luck to
them.”’

Mr. Taylor branded pay cable a
‘‘parasitic medium"’ for the same reasons,
and drew fire from Senator Abourezk,
who suggested that broadcasters are
parasites too on the public airwaves.

There was.one pro-pay cable statement
last week. John L. Burns, writing on
behalf of the Committee for Economic
Development, whose Subcommittee on
Economic and Socil Impact of the New
Broadcast Media he heads, was not pre-
sent at the hearing, but his statement was
submitted for the record. In it he said that
cable television is an important means of
bringing “‘an abundance and diversity of
communications channels to the Ameri-
can public.” Pay cable, he said, is a poten-
tial revenue producer for cable television
and should be allowed to grow unfettered.

Mr. Burns said the Committee for Eco-
nomic Development, a business group
which develops recommendations for bus-
iness and public policy, found no evidence
that broadcasting is seriously threatened
by pay cable. Accordingly, it recom-
mended that the FCC restrictions on mo-
tion picture and series programing be
phased out gradually. *“We believe the
public should be able to choose the type of
programing it wants, when it wants it and
how it wants to pay for it,”’ Mr. Burns
said.

The Antitrust Subcommittee still has
three witnesses to hear from in its pay ca-
ble inquiry, although another hearing date
had not been set at midweek last week:
Emanuel Gerard, executive vice president
of Warner Communications; Donald
Baker, deputy assistant attorney general in
the Justice Department’s Antitrust Divi-
sion, and Roger Noll, director of
humanities and social sciences at the
California Institute of Technology.



SRP

Interim Report ARB Ratings -- April/May 1975

Here is a market position recap of the ARB's that have been
published to date. SRP client station rankings are based on
6 a.m. - Mid., M-S, Total Area Av. % Hr. and/or Metro Share
for all AM and FM stations in each market:

Overall Overall
Position 12+ Position 18+
._AMFE;EM AM or FM
Atlanta WPCH 2 2
Baltimore WLIF 2 2
Boston WJIB 1 1
Buffalo WBNY 2 2
Chicago WLAK 4 4
Cincinnati WWEZ 3 2
Columbus WBNS-FM 3 2
Dallas Koax 4 4
Denver KLIR 2 2
Detroit WWJ-~FM 3 3
Ft. Lauderdale WLYF 1 1
Hartford WKSS 3 2
Houston KYND 6 4
Indianapolis WXTZ 4 3
Los Angeles KJOI 5 4
Miami WLYF 1 1
Mi lwaukee WEZW 2 2
New Orleans WBYU 3 2
Ok lahoma City KKNG 3 2
Peoria WSWT 1 1
Philadelphia WWSH 1 1
Phoenix KRFM 3 2
Pittsburgh WSHH 4 2
Sacramento KEWT 1 1
San Antonio KQXT 4 4
San Francisco KFOG 5 4
Toledo WXE?Z 3 3

SRP is pleased to announce an agreement with the British Broad-
casting Corporation for the exclusive use of all the beautiful
music orchestras of the BBC. The first installments of this
new and exclusive source of music will be integrated into SRP's
matchéd flow syndicated music programming starting in August.

Stereo Radio Productions Ltd 36 East 61st Street  New York NY 10021 212-980-3888



Sp-[‘.:ial Report
Future shock:
it’s here now
for the reps

Broadcast sales representatives
rise to the occasion of increases
in costs, advent of station-owned
reps, increased reliance on
research and computers, move
into regional and local selling
and death of the 60-second spot

When television station sales representa-
tives confronted the Television Bureau of
Advertising a few weeks ago and extracted
concessions for a heavier TVB emphasis
on spot television, their solidarity was
almost as impressive as their victory. Old-
timers couldn’t remember when indepen-
dent and station-owned rep firms had
stood shoulder to shoulder on so broad a
front. More often, reps have stood toe to
toe, knocking one another. This time, de-
mands for TVB to sell more aggressively
against the networks were said to have the
support of even the network-owned rep
organizations (BROADCASTING, June 23).

Times have changed for reps, radio as
well as TV, It’s a harder day’s work now.

President Richard N. Savage of ABC
Television Spot Sales sums it up this way:
*“The demands are greater than ever, In-
stead of closing a piece of business after
two calls, now you close it after six, It
makes a longer day.” A radio rep, who
asked not to be identified, offered this ex-
ample: For exactly the same stations, he
has handled 33% more transactions this
year than in the same period three years
ago, but has 11% less billings to show for
it. And in TV as well as radio many reps
say 20% to 30% of a given month's bill-
ings, and sometimes close to half, are
placed after the month begins.

So it's not only harder to earn a buck;
it's also more nerve-racking. Given the
circumstances, it's also easier for reps to
submerge their competitive instincts long
enough to make a common effort to
enlarge the market.

That is only one of many changes that
have occurred in the rep field in recent
years. Some of the changes, all hands
agree, have been fundamental. But
there’s also a widely held belief that
equally big innovations lie ahead. Some
are already beginning to take shape, sig-
naling departures that will not only affect
concepts and services but may lead na-
tional reps deeply into regional and local
selling and in many cases alter if not
replace the commission system by which
they are paid.

One big change is in the number of
firms working the spot field. It’s down
sharply over the years, primarily in radio.
Lately the trends seem to have stabilized,
although on the whole the roster of radio
reps seems to continue to shrink while the

TV list has grown slightly.

M.S. Kellner, managing director of the
Station Representatives Association, esti-
mates that the number of *‘effective” na-
tional radio station reps—including both
those that are independently owned,
which is the only kind SRA accepts as
members, and those owned by station
licensees —dropped from 56 in 1960 to 43
in 1970 and then slipped to about 25 in
1973. He figures today’s total at some-
where between 20 and 25, depending on
how strictly the word ‘‘effective’ is
defined. For his calculations the definition
is in part subjective but also requires that
the rep maintain its own sales offices in
key cities across the country.

In television, Mr. Kellner estimates
there are 20 to 22 similarly ‘‘effective’ na-
tional rep firms, but he has no comparable
figures for prior years. While the radio rep
field has contracted, however, TV's has
grown moderately —in recent years chiefly
through additional group station owners
setting up their own rep firms. The Post-
Newsweek TV stations did it by forming
Top Market Television last July, and the
Kaiser stations did it with Kaiser Broad-
casting Spot Sales in October 1973,

The only independently owned national

TV rep to enter the field in more than 20
years is MMT Sales Inc., which started in
November 1972, and it, though indepen-
dent in ownership, had the Meredith sta-
tions as the base on which to build its list,

The proliferation of station-owned rep
firms, of course, altered the representa-
tion business fundamentally. As first one
and then another group owner took their
stations away from independent reps and
set up their own national sales arms, the
independents had to find other stations to
make up the departed billings.

Usually the stations they lost were
among their most lucrative, because as a
rule only the bigger stations could expect
to profit from self-representation.
Usually, too, the new station-owned firms
solicited other stations to join them, in-
creasing the losses of the independents,
which in most cases had to find a larger
number of smaller stations to replace the
biilings they lost. The independents
replenished their lists at the expense of
other independents, of course, and the
other independents had to raid competi-
tors’ lists in turn.

This shock-wave effect has been
multiplied repeatedly since Westinghouse
started the trend by setting up Television
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One rep’s best guess. These billings estimates, covering most of the leading
national TV station sales representatives, were prepared by Tele-Rep Inc. for its
own use. Tele-Rep authorities made them available to BROADCASTING, but
emphasized they are “only estimates." The formula by which the figures were
derived starts with the assumption that a station's share of market revenues
would normally approximate its share of audience. The formula details are de-
scribed more specifically in the footnotes. Although the list covers most leading
TV reps, it omits a few. For a variety of reasons these were not included in Tele-

Rep's original compilations.

Representative

Blair 72
Katz 76
PGW 54
HRP 24
ABC Spot 5
Petry 30
Tele-Rep 16
CBS Spot 5
NBC Spot 5
TVAR 5
Storer 8
MMT 8
Metro 6
RTVR 8
H-R 65
AvCo 19
TMT 4
Kaiser 6
WGN Sales 3

Number of stations

1974 estimated billings

$126,365,000
86,869,000
79,835,000
70,456,000
66,982,000

64,166,000
61,569,000
55,481,000
53,523,000
52,560,000

37,669,000
34,109,000
32,550,000
32,119,000
28,975,000

24,488,000
23,856,000
17,123,000
12,923,000

Notes. 1974 estimated billings derived as follows: Station audience share (%),
average 9 a.m.-Midnight ADI/DMA ARB/NSI 11/72, 2-3/73 and 5/73 applied to
1973 FCC national spot billings for the market, or estimated market billing if
FCC data not available. New York, Chicago and Los Angeies station totals ad-
justed to reflect that portion of market's reported national billing which would be
commissionable to the representative. Totals for each representative were then
adjusted in some cases to reflect general performance factors. These totals then
increased by +11%, the estimated over-all national spot growth, 1974 over

1973.
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Advertising Representatives and Radio
Advertising Representatives in 1959, To-
day, close to half of all major national rep
organization—11 in TV, 10 in radio—are
owned by station licensees and, in most
cases, represent other stations as well as
their own, Indeed, it is generally felt that
there are not many groups left with sta-
tions that bill enough to justify their going
into self-representation.

(Actually there has been one recent
departure from self-representation,
Avco—which as Crosley pre-dated
Westinghouse in the O&Q rep field,
although Westinghouse is generally
regarded as the starter of the trend—is in
the process of selling Avco Radio Televi-
sion Sales to President H. Peter Lasker
and associates. That is not construed as
signifying disenchantment with self-repre-
sentation, however. The reason was eco-
nomic. Avco, a diversified company
pressed for funds, has also been selling
off its considerable broadcast station pro-
perties.)

Within the self-rep trend, however, the
makings of a TV coumertrend have
emerged. In 1973, Metromedia’s Metro
TV Sales, which had been representing 19
stations, cut back to Metromedia’s six,
and last year Westinghouse Broadcasting’s
TVAR cut back from 10 to
Westinghouse’s five. Both allowed the
outside stations time to find new repre-
sentation, but the net effect, was that be-
tween TVAR and Metro TV, 18 stations
were shopping for new reps almost
simultaneously.

In addition, while not cutting back, at
least two other station-owned reps, Cox
Broadcasting’s Tele-Rep and Storer
Broadcasting’s Storer Television Sales, are
widely reported to have little interest in
expanding beyond their current 16 and
eight stations, respectively, although
presumably neither is shutting the door
absolutely.

Westinghouse’s decision to cut TVAR’s
list reflects many of the pressures cur-
rently bearing on the representation busi-
ness.

“The business has become so compli-
cated, and takes so much more time and
energy, that we had to decide whether we
could give enough. attention to any one
station’, says Marvin L. Shapiro, execu-
tive vice president of Westinghouse
Broadcasting and president of its station
group.

“We concluded we couldn’t do it with
the size list we were carrying.”

The business has reached the stage
where it is no longer enough to add sales-
men, according to Mr. Shapiro, a former
head of TVAR and also of
Westinghouse’s RAR. To be effective, he
says, additions at the sales level require
additional support personnel and addi-
tions at the management level, too. “‘The
point of diminishing returns would have
been reached easily,’’ he says.

Westinghouse did not cut back RAR’s
radio list, which includes five stations in
addition to Westinghouse's seven. Nor
did Metromedia’s Metro Radio Sales
reduce its list of 15 plus Metromedia’s 12.

““Radio is different,”> Mr. Shapiro says
of Westinghouse’s rationale. “‘It’s a bulk
sale, It doesn’t have the volume of avails
requests, or anywhere near the demands
for special attention to special program
projects, or the kind of complicated orbits
you have in television or the extreme
vanables in rates that you have in télevi-
sion .

“I’m not suggestmg that radio is not a
vital sell. But it’s different and it’s less
pressurized than television.”

Rising costs obviously figured in the
TVAR and Metro TV cutback decisions.
Accelerating expenses are among the
heaviest pressures on the rep business to-
day. Estimates of the increase in the past
two or three years alone range from 50%
to 100%—and higher.

Not surprisingly, the salesman is at the
center of these increases. ‘‘Salesmen by
definition are clever, good at convincing
people,”’ one executive said wryly. *“They
know how to get what they want.”

What they are currently getting, if
they’re “‘average,”” is in the $25,000 to
$35,000 range, and if they’re ““good,” it’s
from $35,000 up to $50,000 and beyond,
according to a variety of estimates which,
on the whole, tend to run $5,000 to
$10,000 higher than in the early 1970’s.

*“A good salesman costs over $40,000 a
year, and the average costs about
$35,000,” according to the president of
one leading company. That may be a little
high, according to another, who estimates
the average in New York currently is
around $28,000 to $30,000. But he ex-

“There are more radio
stations in Los Angeles
today than there are
strong national
representatives
to represent them.”’

L ] N N i ——— | BT

pects the average to go up to $36,000 to
$38,000 within the next five years,
although he thinks the top scale will not
climb much from its present level, which
he puts in the upside neighborhood of
$50,000.

The cost of a salesman is only part of it,
Frank Boyle, president of Robert E. East-
man & Co., ticks off some of the others:
Mileage costs doubled since three years
ago, phone bills up 30%, insurance
charges up at least 50%, secretarial salaries
up 35%-40%, rents increased, paper costs
quadrupled. In Mr. Boyle’s estimation,
the total costs allocated to a rep salesman
have more than doubled in three years.

There’s more. “Train ‘em and lose
‘em” is a common executive complaint.
In addition to paying them ‘‘you’ve got to
give sales people an opportunity to grow,”’
says Alfred M. Masini, president of Cox’s
Tele-Rep. (He might have added that
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sometimes you’ve got to give them a
chance to grow very fast, He recalled one
young salesman whose pay went from
$10,000 to $30,000 in one year but who
nevertheless went looking for a job
elsewhere because he felt his career was
“stalled.”)

Not only the price of manpower but the
supply of it concerns many reps. Each has
its own approach to the problem, includ-
ing hiring away from one another and on-
the-job training, but even competitors
acknowledge that only one—Petry Televi-
sion—conducts a full-fledged training pro-
gram,

Petry President Martin F. Connelly sees
the development of salespeople as an
ongoing problem. He has a director of
training who puts qualified candidates—
three or four at a time, chosen by Petry of-
ficials—through a five-month course. At
the end they’re processed through a series
of rep functions, such as research, closing
sales and the like, and then sent to sta-
tions ‘‘to see how a station operates™ and
also are exposed to major advertisers for
first-hand awareness of that side of the
business.

The trainees are put under two-year
contracts at the outset but Mr. Connelly
says even after that period expires ‘‘we
haven’t lost one yet.”

One reason the salesman gets more
these days is that there is more for him to
do—and to know. And for the rep firm as

a whole. As several reps pointed out, you .

can’t dazzle ‘em with footwork any more.
‘“‘Salesmen today are much, much better
than 10 years ago,’ says James E. Green-
wald, president of the Katz Agency.
“They have to be marketing men today.
They have to know a lot more than just
the station and the station’s rate card.”
Consider the effects of a few of the

changes that have taken place in the last

few years:
The switch

in standard commercial |

length from 60 seconds to 30 doubled in- -

ventory almost overnight. The maturing

of UHF has further fragmented audiences .

and heightened sales competition. The

emergence and growth of independent :

buying services intensified the bargaining
habits of agencies and made hard-nosed

price negotiation the order of the day. !

Rates became more flexible. Pricing by
general time classifications was largely

replaced by spot-by-spot pricing. Flights -

became shorter and more frequent; spots
had to be sold, rescld and then sold again.

Buyers became more specific in their buy-

ing criteria. Ratings books became vastly
more detailed. Post-buy analyses came
into being and became commeonplace.

A salesman who went to sleep 10 years
ago wouldn’t know the business today. As
Tele-Rep’s Al Masini described just one
phase of it:

“*Used to be, in selling fall we’d sell
February ratings. Now we're talking
demographics, and don’t just take the
February book. We take May shares pro-
jected against fall HUT’s, modified by that
station’s performance in prior years’ Octo-
ber or November books, as well as any
trends that have taken place at that sta-







tion, coupled with its performance factor
based on post-buy analyses.”

Another change that has taken place
over the years is regionalization. In one
form it is reflected in the diminishing per-
centage of spot billings placed in New
York, long the fountainhead of the busi-
ness, and the increasing volumes being
placed through regional offices. There are
no known industrywide figures tracking
the trend over a long period, but all hands
agree that it is a fact. They attribute it in
part to increases in regional business, both
through the development of new TV ad-
vertisers and through the movement of
major advertisers away from New York in
some cases. They also attribute it in part to
the establishment of regional buying of-
fices by some major agencies.

How this regionalization movement
affected one leading rep firm, John Blair &
Co., is shown in the accompanying Table I
and Table 1. Comparable figures for other
companies might differ to some extent,
but in general the trend away from New
York—and to a lesser degree away from
Chicago as well—is regarded as general
(although Kaiser Spot Sales’ Vice Presi-
dent and General Manager Donald Robin-
son, for one, thinks the regional trend
may be stabilizing, if not actually revers-
ing).

What the tables do not show is the
losses in rep billings that have resulted
from the regional buying offices that agen-
cies have set up—J. Walter Thompson Co.
and McCann-Erickson in particular, plus
Young & Rubicam, BBDO and a few
others to lesser extents—and from direct-
buying by those and many other agencies.
There’s no way to calculate the total of
such losses, but most reps can cite exam-
ples.

In a single market John Blair & Co. re-
portedly lost a half-million in billings that
had been national but “went local’’ when
a national agency moved into the market.
On an over-all basis Tele-Rep officials
figure they similarly lost $3 million in bus-
iness one year because of national busi-
ness suddenly becoming local when agen-
cies set up regional buying offices.

And there are other instances of sta-
tions doing business directly with national
agencies on national accounts. Rep con-
tracts generally specify that the reps get
their commissions in such cases, but as
one rep executive noted, ‘‘How do you
enforce a contract like that?’ Said
another: ‘““More and more, reps are losing
money they should be getting, because of
stations dealing directly with buyers.
Smaller stations are the biggest offen-
ders.”

In television it is bad enough—and the
dollar figures are undoubtedly bigger—but
in TV at least total spot spending con-
tinues to increase, while radio spot billings
have virtually leveled off in recent years,
advancing only modestly. Eastman’s
Frank Boyle estimates that of the $382
million in national and regional radio bill-
ings that the FCC reported for 1973, as
much as 20% probably was sold by stations
directly, not through reps. And he thinks

the situation may get worse before it gets
better.

] don't say this as a martyr,” he adds.
““It’s just the way things are.”” Other reps,
both TV and radio, also seem relatively
fatalistic about the phenomenon.
However, Mr. Boyle, for one, thinks that
to offset it reps will need to maintain more
offices as well as use more salesmen and
put more emphasis on research.

Research—and computers. Those two
words summarize many of the changes
that have occurred in the sale of national
spot in the last decade or more. And the
former, of course, depends heavily on the
latter.

“Reps are scared out of their skins that
they’ll become computer terminals,” one
long-time sales official observed recently.
There is much less evidence of fear now
than in the 1960's, however. The com-
puter is finding its place, and the changes
it produces are more orderly than once ex-
pected.

Early in the computer age it seemed
easy to envision machines talking to one

Moving out. The extent to which
other buying centiers have been
taking the play away from New York
as a source of rep billings—in per-
centage of total dollars—is shown
in the tables below. They were pre-
pared by John Blair & Co,, based on
its own experience. There are no
known industry-wide figures
delineating the trends over a span
of several years, but other reps
agree the Blair experience is typi-
cal of their own. The tables show —
one for Blair Radio, the other for
Blair TV —the percentage of billings
that came out of each center in
1974 and how that compared with
1960.

Blair Television

Office 1960 1974
New York 65.0% 47.0%
Chicago 200 19.3
Boston 1.0 1.2
Pniladelphia 1.3 2.1
Atlanta 2. 4.9
Dallas 0.3 4.8
St. Louis 1.7 3.1
Detroit 1.2 57
Los Angeles 36 79
San Fran. 34 40
Blair Radio

Office 1960 1974
New York 47 38
San Fran. 4 5
St. Louis 4 4
Philadelphia 6 3
Los Angeles 5 11
Detroit 10 11
Dallas 2 3
Chicago 18 16
Boston 2 4
Atlanta 2 5
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another, one calling for avails and others
responding, followed by the placement of
orders, scheduling and all the rest, with
the rep supposedly sitting on the sidelines,
supposedly helpless. The reps insisted it
would never happen, of course, and
nobody seriously thought it wouid go that
far, but several leading rep firms—among
them Blair, H-R, Katz and Peters, Griffin,
Woodward—moved heavily and early into
the computer field. Each had its own
specific plan, but in general they tended to
envision the machines as providing vir-
tually instantaneous links to stations and
agencies and serving as storehouses for
avails that the rep could sell faster, in
more quantity than ever before.

Reps spent a lot of time and money on
computers, some acquiring their own
hardware and others using computer ser-
vice bureaus, before learning that many of
their hopes, as well as most of their fears
were immensely premature. Computers
are in wide use today, either in house or,
more often, through outside companies
formed to specialize in broadcast areas.
The machines do phenomenal things, not
only handling mountains of back-office
paperwork maintaining inventory control,
invoicing and the like but also analyzing
schedules, evaluating multimedia plans,
analyzing audiences and performing a
host of other sophisticated, creative sales
functions. And it is possible that they may
someday take most of the paperwork out
of spot TV and radio. But thus far they
have tended to confirm what reps said all
along—that, instead of replacing the rep,
computers would give him more time and
better tools for selling. Or, as one said,
‘‘the computer is an enrichment, not a
replacement.””

If early rep experiments with computers
proved anything, it was that stations
would not give up—to reps or presumably
to anyone else—control over their inven-
tory. This lesson in itself was enough to
abort some of those earliest undertakings,
and it has not been lost on the specialized
computer service companies that have
grown up since: When a station’s invento-
ry is stored, only that station has access to
it. Another lesson that early experimen-
ters learned is that computers are expen-
sive and that for a rep in addition to try to
keep a large number of stations on-line is,
as one who tried it later described it, ‘“too
expensive.”

What services would a computer service
company install, if it had its choice, for a
rep company? Some clues are available,
because in a rare twist, one of the first reps
to get into and subsequently out of its own
computer operation was recently merged
with a computer service.

H-R Television moved into computers
in 1964 but discontinued the operation
about five years ago as being ‘‘ahead of its
time.”” Last November H-R Television
was merged with Broadcast Data Base, a
computer service firm then working with
advertising agencies. BDB, which sus-
pended its agency work on moving into H-
R, has since computerized H-R's whole
back office, including billings, accounting,
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order breakdowns and management re-
ports, says BDB President Edgar White Jr.
In addition, according to Mr. White, BDB
has set up systems to strengthen sales and
market research, including an all-media
analysis program that helps stations to sell
against newspapers in particular,

One thing that has not changed in the
rep business is the argument over whether
a rep does better for a short list of stations
or for a long list. The line between short
and long lists is entirely subjective,
however, and some insist that it doesn’t
really exist—that what matters is the rep’s
ability to handle effectively whatever
number of stations he represents. Suffice
it to say, then, that among TV reps, lists
range from four stations to 70-plus, while
in radio several are in the 100 to 200 range
and some may exceed 200. But the argu-
ment goes on, the reps with fewer stations
contending that a salesman can handle
only so many stations effectively, while
those with more stations contend they
meet this objection by dividing their sales-
men into two, three or more teams and
assigning a limited number of stations to
each.

““I can’t satisfy the advertiser if | repre-
sent only eight or 10 or 15 stations,’’ says
James Greenwald of Katz. ‘‘I must repre-
sent top stations in top markets. We could
probably be just as profitable representing
25 stations as 100, but the advertiser is
less interested in the personality of a
specific station than in how the personality
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““The demands are greater
than ever. Instead of
closing a piece of
business after two calls,
now you close it after

six. It’s a longer day.”’
T r— s T T Y, Y|
of his product can be handled over a wide
area. It’s becoming too expensive to do
business on a market-by-market basis in
that context.”

Gary Scollard, president of MMT Sales,
which now represents eight stations and
says 12 will be its limit, notes that long-list
reps divide up their sales teams—and their
stations—only in their biggest offices.
*“The team concept in New York and
Chicago works very well and makes for a
fairly even competitive atmosphere,” he
says. ‘‘But in other centers, where more
business is being done all the time, it’s
difficult for a salesman selling 30 to 80 sta-
tions to compete effectively with one sell-
ing five to 15.”

The argument has been going on since
before Katz initiated the split-list, split-
team concept in 1957, and presumably will
continue indefinitely into the future, Two
of the latest developments seem to cut
bath ways: H-R recently took its list of 58
stations and divided them into two groups
“‘based on marketing and distribution pat-

terns,”” with 10 stations in one group and
48 in the other, and then subdivided the
larger into Northeastern and South-
western regional groups.

Avery-Knodel meanwhile moved its TV
operation in the opposite direction, com-
bining its East and West sales teams into a
single unit as of Feb. 1, representing 40-
plus TV stations. “It’s good to know your
station but you’ve got to know your buyer
too,’’ says Richard O’Donnell, vice presi-
dent and director of TV sales. “If the
buyer has only three hours to implement
an order, she buys the one she sees. Our
salesmen have only one or two major
agencies each, and they’re expected to be
there morning and afternoon. This is in-
depth selling.”

Another constant in rep life is the pres-
sure on profits. Though TV spot billings
have continued to rise in total, reaching
last year, radio’s have recently leveled off.
Moreover, competition has stiffened in
TV and even more so in radio, while rep
commission rates have at best held steady
and, over the longer haul, have declined.
They are a matter of individual station-rep
negotiation, of course, but what was once
a fairly uniform 15% commission has -
dropped to what is believed to be a current
average of 7%-8% in TV and ranges on
average, between 122% and 17%% in
radio,

One veteran rep describes the profit
squeeze this way: When he started out he
was with a firm that represented about 40
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Broadcasting Jul 14 1975
34




Since 1945 Avery-Knodel has been
representing markets of all sizes ,
wnth tremendous success—that s -5

selling.

Our second stage starts with the
announcement of our representation

of the Midnight Sun Broadcasters,
Incorporated., seven television

and radio stations in Alaska.

And the introduction of the most

advanced computer application for
research, programming and marketing . . .
“COMP-AK”.

Start your second stage now.
Talk to Avery-Knodel today,
unless we talk to you first.

AVERY-KNODEL, INC.

! NEW YORK o CHICAGO ¢ ST. LOUIS ¢ DETROIT » ATLANTA » DALLAS ¢ SAN FRANCISCO » LOS ANGELES




stations, had six salesmen in New York
and charged a uniform 15% commission.
Now the same firm represents about 35
stations, has close to 25 saiesmen in New
York, provides services unheard of in the
earlier days and receives commission rates
that are probably about half the 15% of the
old days.

That sort of squeeze is one reason a lot
of reps say sales development is national
spot’s number-one need. It’s one of the
factors that united TV reps in their de-
mands that TVB put more emphasis on
spot and has led radio reps increasingly to
work with the Radio Advertising Bureau
in efforts to develop new sources of busi-
ness. It has also contributed to develop-
ment projects undertaken by a number of
reps individually.

Tele-Rep, for one, sees an as yet “‘un-
tapped potential” of more than $12.5
billion—almost three times TV’s current
billings—in new revenues out there wait-
ing. These consist of $3 billion in co-op
money, $7 billion in local/retail advertis-
ing currently going to newspapers, more
than $1 billion in national advertising in
newspapers and $1.5 billion in magazine
advertising.

To many spot broadcasting executives,
the problem is that, as Tele-Rep’s Al
Masini puts it, ‘“everything has been
geared to getting the largest share of the
existing dollar, rather than finding new
dollars.”” A veteran radio sales leader was
even blunter under the cover of

anonymity: **‘One of the realities of our in-
dustry,” he said, “is that station repre-
sentatives can be terribly competitive with
one another, at times destructively so.”
But, he added, “‘the constructiveness now
is the best I've ever seen it.”

Tele-Rep has set up a separate unit,
which it calls Television Marketing Asso-
ciates, to work with client stations in
developing the new business it sees out
there. A one-year test showed it could be
done, says Mr. Masini, but about 75% of
the new business could be classed as local.

. TMA is pushing ahead, however, on the

theory that “‘finding out how to get the
new business is more important now than
the mechanics of how to get paid for it. We
can figure out the payment later. If we try
to settle that first, we may never get the
billings.”

Reps take various approaches to new-
business development. There are special
projects such as TMA, or Katz TV’s com-
puterized program audience analysis pro-
ject called PROBE (for Programed
Research to Optimize Broadcast Effective-
ness), or any number of computer-based
schedule-analysis systems that reps use to
show clients how to improve schedules by
getting more TV and radio into them.
Some reps feel, however, that any really
major business-development undertak-
ings should be mounted through TVB and
RAB and, especiaily in the case of TV,
should have network billings as one of the
prime targets.

Reasons why so many reps consider TV
networks such deserving targets were
summarized by one rep executive who
said he considered them a more serious
threat to spot than those posed by, say,
the loss of cigarette advertising, the tough
price negotiations introduced by buying
services, pool buying and the like.

“The networks,”” he said, ‘“‘are gra-
dually taking more and more time, and
more and more spots, in day-parts and
events that used to be the local station’s
private domain, such as sports, for in-
stance, and in addition to leaving affiliates
with less and less time to sell, they’re also
cutting down on station compensation.
They’re taking it both ways.”’

Beyond that, regional network selling by
the national TV networks, though cur-
rently required by the Federal Trade Com-
mission in a one-year test due to end this
fall, is widely regarded among reps as
holding the potential to drain vast addi-
tional sums away from spot advertising.
Both independent reps, through SRA, and
some station-owned reps are undertaking
to convince the FTC that its current policy
is misguided, to say the least.

More and more, reps are assigning
specialists to the new-business area, or
having regular salespeople devote time to
scouting up new billings. John Lack, vice
president and general manager of CBS
Radio Spot Sales, says, for example, that
his firm now has six avails salespeople and
three business-development people in
New York, whereas five years ago all were
avails salesmen. And George Lindman,
president of the Golden West stations’
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Major Market Radio, says his sales people
across the country spend approximately
half their time on new-business calls and
presentations.

Many reps see co-op advertising as the
next big ‘‘new” source of billings, TV and
radio, and are working to develop it in
tandem with their stations, the reps at the
national level and stations at the local.
Whatever the target, however, there
seems to be growing recognition that spot.
broadcasting has reached the stage where
future growth will depend increasingly on
finding new sources, one way or another.

There is also evident feeling that com-
mission rates will sooner or later have to
be increased, or the compensation method
changed, or the role of the rep revised—
and conceivably all three.

“l want to get paid on what I con-
tribute,” says Katz’s Jim Greenwald, who
feels that “‘eventually we’ll have to get
paid differently” because *‘the traditional
ways are wrong for today’s times.”

Mr. Greenwald says he is not against a
fee system of compensation but that ‘I
think the best way is to get paid a percent-
age of the station’s total business,”

**One of the realities
of our industry is that
station representatives
can be terribly
competitive with each
other—at time
destructively so. [But]
the constructiveness
now is the best I’'ve
ever seen it.”’

because the rep in his opinion should and

does help stations as well as clients sell at

all levels, national, local and regional.
Katz has that sort of arrangement with

_ *‘a few”’ radio stations, which Mr. Green-

wald defined as between six and 12, and
recently entered its first such deal with a
TV station.

Blair Radio also has ‘“‘one or two’’ simi-
lar deals, and another departure in the
near future is predicted by Robert Cop-
pinger of Buckley Radio Sales. He says
Buckley Radio is close to agreement with a
station to handle “‘all of its sales—Iocal,
regional and national.”

The future of the radio rep business, in
Mr. Coppinger’s view, ‘‘lies in strong
regional sales by rep companies. I think
we’ll see national sales organizations—I
don’t know whether they'll be called reps
any more—setting up branch offices in
markets where none has offices today, to
handle all sales for a station.”

Moreover, he adds, ‘“‘radio stations are
paying 25% for local sales. If a rep can
come in and do it for less, why not?”’

Katz sources described some of the
radio situations in which they are getting
commission on all business, but without
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Who are
all those stars
with Bobby Vinton?
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Clifton Davis — That’'s My Mama Arte Johnson — Laughe-in

The galaxy is made up “gangbusters” — every-
of just some of the thing we promised and

network-caliber, multi-  more! Network quality
talented guests who writing and production
appear in the smash values ... stars in major
BOBBY VINTON half- and cameo appearances
hour shows now coming ... comedy, variety,

off “the production line”. music, animation, and
The series is just the explosive, super-

*********************1

“1 WRGB—Albany-Schenectady WFMY—-Greensbor«

“‘1‘1\‘ WBAL —Baltimore WFSB —Hartford
1\‘1 - “‘ WCVB—Boston WDAF—Kansas Cit:
‘p“ g WBTV—Charlotte KNXT—Los Angele:

the Top
50 Markets!

WBBM-—Chicago
WKRC—Cincinnati
WJW-—Cleveland
WLWC—-Columbus
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WAVE—Louisville
WTVJ—~Miami
WISN—Milwaukee
WCCO—~Minneapol
WNGE —Nashville
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know the show willbe a
smash with their viewers
in prime-access or
prime-time!

See for yourself! Qur
actual on-air shows are
ready, now, for screening
and buying!

To put a super-show,
and super-star on your
station’s schedule. .. to

Ted Knight — Mary Tyler Moore Show Loretta Swit — M*A*S*H

showmanship of BOBBY their unmatchable tal- bring diversified,guality
VINTON. ents to make the series programming to your
That’s why the BOBBY the biggest, best-est, market...reach foryour

VINTON SHOW is the

selling-est new half-hour
in syndication. Chuck
Barris Productions, Inc.,
Allan Blye and Chris

brassiest, and classiest,
musical-comedy-variety
show of the 1975-76

season. Stations are buy-

ing the BOBBY VINTON

phone right now, and
call us.

Remember — we
deliver!Inthe BOBBY
VINTON SHOW *“what

Bearde have combined  SHOW because they
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KATU—Portland
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KOVR—-Sacramento

you see is what you get”.

Worldwide
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““All business is local.
The difference between
national and local spot
has become so small that
in 10 years, there’ll be
no difference. There’ll
just be advertising.
And that day has been
too long in coming.”’
¥ S W

identifying the stations. Mr. Greenwald
called the idea ‘‘total partnership,” in-
volving a *‘total marketing concept.”

In one instance, the radio station was
billing about $500,000 in national busi-
ness and about $500,000 in local, accord-
ing to Katz sources, and in that case Katz
Radio is receiving 7%% on total billing. In
another instance about one-third of the
station’s total billing was national; in this
ggze, Katz’s commission on the total is

The stations involved in these “‘total
partnerships’’ are delighted, says Mr.
Greenwald, adding: “We've all made
more money."

“All business is local,’* in his view.
““The difference between national and
local has become so small that in 10 years
there’ll be no difference. There'll just be
advertising, and [that day] has been too
long coming.”

Jack W. Fritz, president of John Blair &
Co., says that in addition to having one or
two radio stations that pay Blair Radio a
commission on total business, Blair offi-
cials have been considering a plan
whereby Blair would employ a station’s
local sales force as well as handle its na-
tional and regional sales.

The station sales manager would remain
a station employe to assure that station
management retains final control, but
other stations salespeople would be on
Blair’s payroll, not the station’s.

Mr. Fritz says the concept has been
under study for two years in conjunction
with an unidentified station. “We've
looked at the figures,” he says. *“‘But
they’re not sure yet, and we’re not sure
yet, whether we want to do it.”’ Thus far,
he adds, ‘‘there hasn’t been a burning
need for us to do it.”

Katz's Jim Greenwald has a somewhat
different vision: “‘I would like to think that
some day we would represent markets,
not stations,’” he says. ‘I don’t know ex-
actly how that will work, but 1 think we
might plan media for the whole market. If
we're selling advertising, instead of just
TV and radio time, there should be
enough for everybody.”

“Of course,’” he says, “‘the most impor-
tant thing now is that we sell broadcast ad-
vertising, instead of just selling avails and
going after the available buck.”

Going back to the market-representa-
tion idea, though, he adds that it should
be possible for one firm to represent all
radio stations in a market, perhaps starting

in a relatively small market to test and
develop the concept, but that bringing all
the market’s TV stations into it is probably
‘‘way down the road.”

What other prospects lie down the rep’s
road? Here is a sampling of opinions
offered by some of the leading practi-
tioners:
® Unwired TV networks will be in-
troduced and will succeed, according to
some of the reps who have been suc-
cessful in putting together unwired radio
networks. Others are not so sure.

Unwired networks —line-ups of stations
that reps assemble and offer to advertisers
in virtually any desired configuration and
length—probably represent the biggest
single innovation in the radio rep field
thus far in the 1970's. They are offered by
half a dozen leading radio reps and, by
most accounts, have been successful.

But they are also widely criticized,
especially among Stations, on grounds that
although ostensibly designed to compete
with the conventional wired networks, ac-
tually they divert budgets from the tradi-
tional forms of spot radio and in addition
drive radio rates down.

At least one of the early entrants into

‘““We could probably be
just as profitable
representing 25
stations as 100, but
the advertiser is less
interested in the
personality of a specific
station than in how the
personality of his product
can be handled over

a wide area.”
T — T e Rt I S, W

the unwired field, Eastman Radio, ap-
parently has some reservations now. East-
man'’s Frank Boyle says the future of un-
wired networks will probably depend on
the extent to which wired networks ‘‘clean
up”’ their own operations. He thinks the
unwired line-ups will thus probably
“*decline in viability in, say, the next two
years."”” They're currently beating the
wired networks ‘‘on clearances and ser-
vice, promotion, use of personalitiecs—all
the things you should use spot for,” he
says, but ‘‘cannot compete with them
[wired networks] from a cost standpoint,
no matter what we do.”

President Alan Torbet of Alan Torbet
Associates, however, says the unwired
radio network concept, though not a ma-
jor source of revenues yet—he estimates
it'll be 8%-10% of his total business this
year—is definitely accelerating. He says
his firm got into it *‘defensively,” but that
agencies and advertisers are increasingly
insisting on it because the rep putting a
given network together has to handle all
the paperwork that agencies handle in
conventional spot buys. He agrees,
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however, that unwired networks can’t ap-
proach conventional networks on price.

As for TV, some reps see their develop-
ment of unwired TV networks as a natural
if not inevitable answer to conventional
TV networks’ incursions into regional net-
working, especially if the FTC continues
to encourage those incursions. On the
whole, however, unwired networks are
not generally considered imminent in
television, and even some who think they
are inevitable also believe that, as one rep
put it, “I'm not sure whether the first rep
to do it will take the credit or the blame.”
® Rep company specialization, a halimark
of the business in its growth over the past
15-20 years, will become even more finely
tuned. Many think this will be especially
true of radio reps. Major Market Radio’s
George Lindman, for one, says specializa-
tion is a must, and that he backed this con-
viction by discontinuing six stations repre-
senting $4 million in billing because their
formats were not in the personality/MOR
vein that MMR adopted a couple of years
ago.

Martin H. Percival, vice president in
charge of ABC-FM Spot Sales, whose firm
specializes not only in FM stations but in
stereo rock FM, also foresees ““more of
this kind of specialized representation.”
He also notes that ‘‘almost all major rep
firms have increased their representation
of FM stations, particularly in the top-50
markets,”’ and predicts that in another 10
years major radio rep firms “‘will undoub-
tedly be dependent upon FM stations to
make up 50% of both their lists and their
revenues.”

Specialization is also increasing in TV.
In one of the latest instances, Kaiser Spot
Sales, owned by the Kaiser group of inde-
pendent UHF stations, intends to take on
independent stations only, outside its own
group, ‘‘at least for the foreseeable
future,’* according to Don Robinson, vice
president.

@ The search for new revenues sources
may turn up unexpected lodes. President
James P. McCann of Post-Newsweek’s
Top Market Television, for example,
thinks there’ll be a bonanza for spot in
those Universal Product Codes which are
just now beginning to come into use for
instantaneous tracking of supermarket in-
ventories, using computerized scanners at
checkout counters. He envisions, within
five years or so, ‘‘all these little computers

‘... finding out how to
get the new business is
more important now than
the mechanics of how to
get paid for it. We can
figure out the payment
later. If we try to
settle that first, we may
never get the billings.”
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tied into a big computer network”’ that will
provide instant inventory updatings. This,
he feels, will lead to much greater use of
TV advertising because sales results will
be ascertainable almost immediately.

m Ascomplicated and sophisticated as rep
selling has become in the last five to 10
years, it is predicted to become even more
so. ABC Television Spot Sale’s Dick
Savage summed up a lot of forecasts when
he said : “‘In the next five years, the de-
mands and the sophistication will increase
as much as they have in the last five.”

m Among radio reps, further contraction
in the ranks is predicted. Potential major
changes affecting two radio firms are said
to be imminent now. Any reductions wiil
aggravate a situation that has already
reached a point where, in the words of one
rep, ‘‘there are more radio stations in Los
Angeles today than there are strong na-

T O S e
““The future of the radio
rep business ‘‘lies in
strong regional sales
by rep companies. I think
we’ll see national sales
organizations—I don’t
know whether they’ll be
called reps any more—
setting up branch offices
in markets where none has of-
fices today, to handle
all sales for a station.”

tional representatives in the U.S. to repre-
sent them.”

B Whether radio or TV, however, the
rep’s role is assured. Reps agree, almost
militantly, about that. As Peter Lasker of
Avco Radio Television Sales points out,
no station on earth is going to show buyers
its entire inventory and let them pick and
choose. In addition, reps serve other
needs: Adam Young of Adam Young Inc.,
for example, sees them as the sales coun-
terparts of stations’ Washington lawyers,
providing ‘“‘counsel in all areas that have
to do with station revenues.”

B The business may be tougher, more
complicated, more demanding, more
pressure-prone, and reps may sometimes
wish they were in an easier line of work—
like, as some would say, managing a sta-
tion—but they remain toughly competi-
tive and, at bottom, optimistic. Most seem
to share the attitude of Chairman Lloyd
Griffin of Peters, Griffin, Woodward, who
said: ““We are looking forward to the
strongest five years yet for representa-
tion.”

In short: Yes, there will always be sales-
men. And—in another change that is be-
coming more and more apparent—
saleswomen, too.

(The foregoing special report was
researched and written by Rufus Crater,
chief correspondent, New York.)

Eroadcast Advertising-

Macdonald sights on
children, advertising
this week in hearings

Four-day affair will feature Wiley,
Engman, Choate, Charren, Schneider

The House Communications Subcommit-
tee will explore the commitment of broad-
casters and advertisers to self-regulation
in children’s television advertising during
four successive days of hearings this week.
In announcing his intent to hold the hear-
ings, Torbert Macdonald (D-Mass.),
chairman of the Subcommittee, said the
subcommittee will examine the oft-made
charge that ‘‘self-regulation cannot work
because of the power of the profit motive”™
and because of the industry desire to
maintain the ‘‘status quo.”

Scheduled to testify at the hearings,
which begin today (July 14) are Richard
Wiley, chairman of the FCC; Lewis Eng-
man, chairman of the Federal Trade Com-
mission; Donald McGannon, chairman
and president of Westinghouse Broadcast-
ing Co.; Jack Schneider, president of the
CBS Broadcast Group; Robert Choate,
chairman of the Council on Children,
Media and Merchandising; Peggy Char-
ren, president of Action for Children’s
Television; Robert Liebert of the Media
Action Research Center, N.Y.; Barbara
Fowles of the Children’s Television
Workshop; Francis Bellotti, attorney
general for Massachusetts; and represent-
atives of the National Association of
Broadcasters Code Authority, the Na-
tional Advertising Divison of the Council
of Better Business Bureaus, and Toy
Manufacturers of America.

Consumers lose court
as weapon at FTC

Members of the public who have long
since won the right to appeal FCC actions
to courts of appeal apparently do not have
the same right regarding Federal Trade
Commission orders. The U.S. Court of
Appeals held that only parties subject to
FTC cease-and-desist orders can appeal
them,

The decision, which went against the
Consumer Federation of America, one of
the nation’s largest consumer groups, in-
volved the FTC’s order directing ITT
Continental and its advertising agency.
Ted Bates, to stop advertising for its
Wonder Bread that the agency said
misrepresented the product as ‘“‘an ex-
traordinary food for producing dramatic
growth in children.”

The CFA, which had been denied per-
mission by the FTC to intervene in the
case as a party but was allowed to file a
brief, urged the FTC to order extensive
corrective advertising. And when the
agency did not, CFA sought court review,

The three-judge court, in a unanimous
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opinion, held that, under the Federal
Trade Commission Act, only persons sub-
ject to FTC cease-and-desist orders are
entitled to petition courts to review them.
Judge Gus J. Solomon, a district judge
from Oregon who was sitting by designa-
tion, who wrote the opinion, said the leg-
islative history of the section of the act
dealing with court review “‘did not intend
to permit persons and organizations like
consumers, who suffer only remote and
intangible injury, to obtain judicial review
of FTC orders.” The judges joining in the
opinion were Scottswood W. Robinson III
and Roger Robb.

Still unresolved is the legality of the
FTC cease-and-desist order against ITT
Continental and Ted Bates, which ap-
pealed the order. The appeals court in
Washington last week transferred their ap-
greal to the U.S. Court of Appeals in New

ork.

Impact of blacks
in TV spots cited

Increased use of blacks in TV commercials
and their acceptance by both black and
white viewers are major points in a series
of studies on race and advertising precep-
tions by market researchers at two
southern universities.

Point-of-purchase studies over a three-
year period by assistant professors of
marketing, Paul Solomon of the Virginia
Commonwealth University, Richmond,
and Ronald Bush of the University of
Mississippi, used black and white students
in controlled ‘‘consumer situations.”’
While white consumers had no negative
reactions to black display models, black
consumers responded more positively to
black models. These findings held true for
Phoenix and Oxford, Miss., tests where
researchers counted the number of pro-
duct purchases with varying aisle displays.

A second study examined four video-
tape spots where black or white models
were shown promoting either soap or
popular wine products in different com-
bination. While whites reacted equally
well to black/white models selling soap/
wine, blacks responded more favorably to
the combinations of black models promot-
ing wine.

A ‘“‘content analysis’’ of one weeks’
commercials on the three networks noted
the numbers of blacks appearing in com-
mercial spots, and types of (major or back-
ground, speaking or silent parts) in the
Memphis and Phoenix markets. Of 6,000
prime-time and daytime commercials,
13% used black models, up 7% since 1968.
Regional differences were evident, with
Western areas more likely to show blacks
handling products, talking and in major
roles than was the case in commercials in
Southern areas. ‘‘Local advertisers use
blacks less often than do national adver-
tisers,”” Mr. Solomon said, “in fact, so
seldom that it is hard to do much research
on this point.”” He attributes this to fear
on the part of local advertisers that whites
may react negatively to black models in
ads.







Over the past three decades the name Katz
has become synonymous with success in
spot television sales. And two important
things have contributed to our success...the
belief our client stations have in our
ability to deliver... and our ability to deliver.
The first half of 1975 |eaves us with a lot to
be proud of. Eight broadcasters have chosen
to join the prestigious group of stations rep-
resented by Katz Television. The most recent
is KETV-OMAHA.

Each of these stations, and every other
Katz represented station, is receiving full
value from the extensive sales coverage pro-
vided by the Katz team—the most effective
selling force on the street. But that's just one
reason why our performance is consistently tops.

The other reason is that our success makes it
possible for us to deliver the most comprehen-
sive package of client services ever offered by a
television sales representative.




ourclients

Katz Audience Development specialists offer
stations unmatched expertise in evaluating
syndicated and feature film programming.
They have a proven track record of helping
Katz TV clients build increased audiences.
Katz News Service helps stations create
more watchable and saleable news by
sharpening news-gathering and newsroom
operations as well as streamlining the

look of their on-air presentation.

Katz Research-Promotion teams effec-
tively position markets and stations and
produce hard-hitting presentation mate-
rials for Katz sales people.

Katz Sales Development professionals pro-
duce infinitely accurate TV audience
projections and arm salespeople with a wide
range of competitive market and rate data.
They aiso highlight key sales points on Katz
computerized audience average sheets.
Katz Retail Sales teams have been developing new
TV selling opportunities with many major retail
chains for the past 4 years; now, using PROBE, we
are successfully building increased spot TV budgets.
Katz PROBE, the most effective research analysis sys-
tem ever developed for broadcast, is a new resource for
both Katz represented stations and agency media planners.

America’s top selling

KATZ spot representative




Auburn citizen
pact rejected,
Fresno agreement
accepted by FCC

However, commissioner reactions
indicate concern about specifics
in applying newly proposed policy

The FCC has begun implementing the
policy on citizen-station agreements that it
detailed in a notice of proposed rulemak-
ing adopted May 29 (BROADCASTING,
June 2). But some commissioners are ex-
pressing reservations about the manner in
which the commission is proceeding.

The commission last week announced
two actions involving citizen agreements.
In one, it said an agreement involving
WAUD{AM) Auburn, Ala., was inconsis-
tent with the proposed policy statement
because it would curtail the licensee’s ulti-
mate responsibility. In the other, it held
that an agreement involving McClatchey
Newspapers’ KMI-Tv Fresno, Calif., con-
formed to the proposed statement.

The commission, in the WAUD case, said
it could not act on a motion by several
local citizens and the Human Relations
Council of Alabama to withdraw their
petition to deny the station’s renewal ap-
plication because of the agreement on
which it was predicated.

The commission said the agreement ap-
peared to bind the station to fixed and
unchangeable types and amounts of pro-
graming and employment policies. Such
provisions, the commission said, im-
properly infringe on the licensee’s respon-
sibility.

Accordingly, the commission said it
regarded the agreement as having ‘“‘no
force and effect.”” The commission’s ac-
tion left it to the petitioners to decide
whether to drop their petition, seek to
amend their agreement with the station,
or keep the petition in force.

Commissioner Benjamin L. Hooks,
who would have accepted some parts of
the agreement, dissented to the commis-
sion's action. Commissioner Glen O.
Robinson dissented also, but for an en-
tirely different reason: Since the commis-
sion in its proposed policy statement said
that any agreement which surrenders
licensee discretion to others cannot be
considered as having ‘“‘any force and
effect,” “‘it is not necessary or appropriate
to take affirmative action to disapprove
those [agreements] we do not like any
more than it is appropriate to approve, and
enforce, those we do.”’

Commissioner Robinson said he
thought the purpose of describing the pro-
posed policy as the commission did was to
excuse it “‘from reviewing each and every
agreement ... to determine whether the
agreement was ‘good’ or ‘bad.’ ™

Commissioner James H. Quello, who

has generally been critical of citizen-sta-
tion agreements—he feels groups have
pressured stations into signing them—
used the wAUD case as a springboard for
restating his view that ‘“‘each licensee
must recognize that, in his fiduciary role,
he is acting as a steward for the public at
large and, therefore, must not and cannot
negotiate away his ability to respond to
public needs.”

Commissioner Quello expressed con-
cern about agreements somewhat more
sharply in a separate statement on the
KMIJ-Tv case. The commission in that mat-
ter found no fault with the agreement
which led the Television Advisory Com-
mittee of Mexican-Americans to file a mo-
tion to withdraw its petition to deny the
station’s renewal application.

The agreement requires the station to
take certain steps as part of its affirmative
action plan, to meet with TACOMA, and
to produce and broadcast certain types of
programing of interest to Spanish-speak-
ing and other minority members of the
station’s service area.

But the agreement aiso states that the
final responsibility for all program deci-
sions must remain with the station man-
agement. Because of the explicit recogni-
tion of that fact, the commission said, the
provisions on programing did not consti-
tute an illegal abdication of licensee
responsibility.

Commissioner Quello, however, ques-
tioned whether the station has attempted
to ascertain ‘‘the constituency of
TACOMA to determine the representa-
tiveness of this organization’’ and
whether “‘other groups within the com-
munity have been given equal opportunity
to express their concerns regarding pro-
graming policy.”

He said: *‘I remain concerned that a
single, highly vocal group, with an in-
determinate constituency, can exert a dis-
proportionate influence over programing
for the entire community.”’

Despite the commission’s conclusions
that the agreement was in accord with the
proposed policy statement, and that the
allegations contained in the petition to
deny did not raise substantial questions of
fact as to McClatchey’s qualifications to
continue as a licensee, the commission did
not renew the station’s license. Still pend-
ing are two petitions to deny, including
one by the Department of Justice, and a
competing application for KMJ-TV’s chan-
nel 24 (BROADCASTING, Nov. 11, 1974).

L R Vs el — e 5 o
And let the sun shine in

A bill that would open most congressional
and government agency meetings to the
public and press passed the Senate
Government Operations Committee
unanimously last Wednesday. The FCC
and Federal Trade Commission are
among the 50-odd agencies that would be
affected.

Generally the bill would require all
government meetings to be open except
those dealing with national security, per-

Broadcasting Jul 14 1975
46

sonnel matters, trade secrets and ongoing
law enforcement investigations. Where
the exceptions apply, meetings could only
be closed by a vote of the committee or
agency body in open session.

The bill also prohibits private discus-
sions between agencies and outside parties
regarding ongoing proceedings.

Chief sponsor of the bill, S.5, is Senator
Lawton Chiles (D-Fla.). The ‘‘sunshine
law”* already existing in his home state
served as model for this bill.

Who’s who and what’s
on the agenda at the
FCC Future Planning
Conference

Those attending include leaders
in communications planning
discussing topics from spectrum
management to cost allocation

The Federal Communications Commis-
sion has compiled a “‘prospective’’ list of
topics to be discussed and participants at
the two-day Future Planning Comference
to be held in Washington beginning today
(Monday). The conference is intended to
allow both FCC and non-commission peo-
ple to explore long-range and mid-range
commission planning objectives for the
two-fold purpose of gaining input from
“FCC watchers'' and to inform the
research community on directions for
future assistance.

Prospective participants are: former FCC
chairman Dean Burch, now with the Wash-
inglon law firm of Pierson, Ball & Dowd;
Bowman Cutter, director of Cable TV Information
Center, Washington; Dr. Harry Trebling, director of
Institute of Public Utilities, Michigan State University;
Kenneth Cox, Washington attorney with Haley, Bader
& Potts; Anthony E. Oettinger, director of Harvard
University's program on informational technologies
and public policy; Erwin G, Krasnow, Washington at-
torney with Kirkland, Ellis & Rowe; Dr. Alan Pearce,
Committee on Interstate and Foreign Commerce, U.S.
House of Representatives; Douglass Cater, director,
Aspen Program on Communications and Society, Palo
Alto, Calif,; Howard T. Head, A.D. Ring and Associales,
Washington; Professor Bruce Owen, Stanford {Calif.)
University's department of economics; Anne Wells
Branscombe, Armonk, N.Y. attorney; Alan Shinn, Na-
tional Science Foundation, division of social systems
and human retations; William Wright, Cable Com-
munications Resources Center, Palo Alto, Calif; Pro-
fessor Ithiel de Sols Pool, Center for International
Studies, Cambridge, Mass.; Professor Peter Clarke,
chairman, University of Michigan's journalism depart-
ment; Bernard Strassburg, Western Union Interna-
tional, Washington; William Q. Baker, Bell Telephone
Laboratories, Murray Hill, N.J.; Donald A. Dunn, Stan-
ford University's department of engineering-economic
systems; John W. Pettit, Washington attorney with
Hamel, Park. McCable & Saunder; Amos B. Hostetter,
Continental Cablevision Inc., Boston; Dr. Peter C.
Goldmark, Goldmark Communications Corp, Stam-
ford, Conn.; John A. Dimling Jr., vice president and
research director at National Association of Broad-
casters; Leland L. Johnson, Rand Corp., Santa Monica,
Calit.; Wilfrid Dean Jr., assistant director tor frequency
management, OTP; Neil Swift, director of communica-
tions, New York State Public Service Commission;
Richard P. Gifford, vice president of communications
projects, General Electric Co. and Roland S. Hemet,
chiel, Office of Studies & Analysis, OTP.

Topics to be discussed include:
spectrum management, intermodel com-
petition, international data transmission,



computer-communications interface,
technological developments and future
planning, rural telecommunications,
limited deregulation of radio in major
markets, problems of pricing, cost alloca-
tion and cross subsidy, citizen use of two-
way radio, UHF television and FCC
research in planning and policy.

Media Briefs |

No excuses. FCC has penalized Hudson
Broadcasting Corp. with short-term
license renewals for KQRS-AM-FM Golden
Valley, Minn., for what commission said
was falsification of stations’ transmitter
operating logs. Logs had been brought
into question by Committee for Operd
Media. Hudson admitted violations but
claimed management was unaware of
them. Hudson said guilty employes have
been fired and new systems established to
minimize future error. FCC, however,
said Hudson’s explanation and assurances
did not alleviate seriousness of offense
and renewed licenses only until June 1,
1976.

in case of news. Brochure by Bonneville
International Corp.’s KSL-AM-FM-Tv Salt
Lake City, explains ‘‘positive ways of
dealing with electronic news media as they
may affect you and your organization.”
Information on press conferences, news
releases, understanding video compo-
nents, practice of ‘‘off-the-record” com-
ment, broadcast news responsibilities and
other subjects is given on quick reference
cards.

Increase affirmed. FCC has denied peti-
tions by newswire services, newspaper and
broadcasting companies for reconsidera-
tion of its March 6 order permitting AT&T
to increase private line, long distance
telephone, and WATS rates by $365 million
on one day’s notice. Same order denied
request for $717-million increase. Peti-
tioners contended short notice effectively
denied them opportunity to petition to
suspend tariff filing. Commission said
public had been given 60 days notice of
pending rate increase and of approximate
rate structure filed.

Lottery loser. FCC has fined J.B. Broad-
casting of Augusta Ltd. $1,000 for adver-
tising lottery on its wWRDWI(AM) Augusta,
Ga. Commission said last summer’s an-
nouncement of raffle contained elements
of prize, chance and consideration.

More data sought. National Citizens Com-
mittee for Broadcasting has filed freedom
of information request with FCC for
release of staff reports and memoranda re-
lating to proposed amendment of cable
television cross-ownership rules. Similar
request made earlier (BROADCASTING,
June 2) was granted and accordingly
NCCB received chart listing 50
crossownerships compiled from 1971
waiver requests. Now NCCB wants to see
staff analysis of each waiver, since FCC
decision to reopen crossownership
rulemaking is based on those analyses.

Bill for CPB
five-year funding
hits rough water

Flood subcommittee members
persist in questioning need
for such special treatment;
public broadcasters reiterate
need for long term to offset
pressures from outside

Proponents of the five-year funding bill
for the Corporation for Public Broadcast-
ing, who have seen their bill pass the
House Communications Subcommittee,
and then the parent Commerce Commit-
tee, last week faced their third hurdle in
the House, the Appropriations Subcom-
mittee on Labor, Health, Education and
Welfare. Daniel Flood (D-Pa.), chairman
of that subcommittee, had a word to de-
scribe his subcommittee’s reaction to the
bill arguments: skeptical.

Mr. Flood said public broadcasting has
no greater friends on the Hill than the
members of his subcommittee. But he and
his colleagues repeatedly questioned the
wisdom of funding five years in advance.
They asked questions such as: Why is
public broadcasting more special than
other government-funded programs, all of
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which must return to Congress every year
for funds? And why five years? Why not
two or three? How can CPB be held ac-
countable for the way it spends the money
if it becomes immune to the annual ap-
propriations process? Why is CPB asking
for so much more money this year than it
received last year?

Mr. Flood indicated from his questions
and comments that he fears the bill will be
seen as an example of “*back door spend-
ing,” that it will make public broadcasting
a **sacred cow’ and will create a ‘‘glaring
exception” in Congress’s normal ap-
propriations process. He does not want to
create a precedent for long-range ap-
propriations and would prefer that CPB be
made to return to Congress every year for
itls money.

The bill {H.R. 6461) would authorize
and appropriate $88 million for CPB in
1976, $103 million in 1977, $121 million
in 1978, $140 million in 1979 and $160
million in 1980. The money would not be
an outright gift, but would be made availa-
ble to CPB through maiching grants.
Under the matching-plan, CPB would
have to raise $2.50 from private sources to
qualify for every federal dollar during the
first three years, and $3 for every federal
dollar the last two.

A five-year funding measure (S. 893)
has already undergone hearings before the
Senate Appropriations Subcommittee on
Labor, HEW, (BROADCASTING, April 21)
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Biden: Stop at four. Public broad-
casting's longing for five-year fund-
ing could be frustrated by an unex-
pected legislative circumstance. A
bill introduced last week by Senator
Joseph Biden {D-Del.), would hold
to four years the authorization
period for funding of all federal pro-
grams. Existing programs with
long-term or open-ended authoriza-
tions would come under the re-ex-
amination rule for funding in future
years. That period was selected as
being “long enough to provide
budgetary stability, but short
enough to enable wasteful and in-
effective programs to be cut within
a relatively short time,” the senator
said.

but will not be marked up until the House
Appropriations Committee is finished, ac-
cording to a Senate aide.

The hearing last Wednesday opened
with testimony from House Communica-
tions Subcommittee Chairman Torbert
Macdonald (D-Mass.). Mr. Macdonald
had earlier received a letter from Ap-
propriations Committee Chairman
George Mahon (D-Tex.) saying it is a
breach of House rules for an appropria-
tions bill to originate anywhere but in the
Appropriations Commitiee (BROADCAST-
ING, April 28). At the time the bill was in
Mr. Macdonald’s subcommittee. Mr.

Macdonald said last week: ““We are not

available.
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trying to impose on your jurisdiction ...
We defer to this very powerful subcom-
mittee and its wishes.”” But he urged the
members to keep in mind public broad-
casting’s unique situation as a govern-
ment-founded and funded mass medium
that should be shielded from government
intrusion. He said the five-year funding
vehicle, though *‘not perfect,” would pro-
vide that shield and give public broadcast-
ing the impetus it needs to grow.

Mr. Macdonald was accompanied by
Representative Louis Frey (R-Fla.), rank-
ing Republican on the Communications
Subcommittee, who argued that public
broadcasting has not had enough funds in
the past to adequately develop programing
with diversity and localism. CPB should be
given the chance, he said and if it fails
Congress can exercise its prerogative to
repeal the bill any time during the five-
year program. Mr. Flood shrugged off that
possibility: **How many times in the last
few years has Congress repealed any of
these social spending measures?’’ he
asked. “‘It just doesn’t happen.”

Representative David Obey (D-Wis.), a
member of the appropriations subcommit-
tee, asked Mr. Macdonald if there was any
connection between the five-year funding
bill for CPB and the five-year licensing bill
for commercial broadcasters that passed
the House last year and would inevitably
come up again this year. His concern ap-
parently was that if it could be argued that
public broadcasters need five-year funding
to guarantee stability and insulation from

FEATURED BY

AMERICA’S OUTSTANDING
MEDIA BROKER

WASHINGTON. D.C. CHICAGO #0801
20008

1725 K Sireet. N'W

|I| 1202) 331-9270

(312) 346:6460

333 N, Michigan Ave.

BEVERLY HILLS 90212
400 Colony Square 9465 Wilshire Bivd
Suite 510 (213) 274-8151 —_—

ATLANTA 30361

892-4655
(404) J

Broadcasting Jul 14 1975
48

government, could not the same argu-
ment be made for giving commercial
broadcasters five-year licenses? Mr. Obey
voted against the license-renewal bill that
passed the House last year. He drew
assurance from Mr. Macdonald that the
two bills are not connected, and Mr. Mac-
donald seized the opportunity to say that
he too opposes five-year licenses for
broadcasters.

Robert Benjamin, chairman of CPB,
argued that the need to insulate public
broadcasting from pressures that might
impair its First Amendment freedoms is
‘‘very real, very sensitive.”’ He added that
the annual appropriation and authoriza-
tion process ‘‘puts the quality, creativity
and freedom of public broadcasting under
a kind of cloud.”

Asked for a list of instances in which
Congress or the President had interfered,
however, Mr. Benjamin and his colleagues
from public broadcasting recalled just
one—when President Nixon vetoed a
multi-year financing bill in 1972 ““because
he was unhappy with the public affairs
programs on public television,”* Mr. Ben-
jamin said.

Mr. Flood said everyone favors the
First Amendment, and he suggested the
public broadcasters might be waving the
Constitution to get out from under the ap-
propriations process.

Mr. Benjamin also argued that a five-
year appropriation ‘‘in no way relieves
public broadcasting of its responsibility to
account regularly to the Congress for its
use of public funds.” He noted a provision
in H.R. 6461 requiring CPB directors.to be
available to testify on any matter deter-
mined by committees of Congress.
However, Mr. Flood was not convinced.
““It’s pretty clear,”” he said, ‘“‘that Ap-
propriations will never see you again.”

Mr. Benjamin countered that public
broadcasting has always to be accountable
to the public. He said if public broad-
casters do a poor job, they will not be able
to attract funds from the private sector,
and, under the matching system
therefore, ‘‘we won’t be getting anywhere
near the appropriations’ set out in the
bill.

Mr. Flood attacked the public broad-
casters’ argument that the government
funds will provide incentive for public
broadcasters to raise more money pri-
vately. He suggested that they could in-
crease the amount they collect from pri-
vate sources if they made a greater effort
to let the public know that public broad-
casting needs private contributions to sur-
vive,

Representative Bob Casey (D-Tex.),
another member of the Appropriations
subcommittee, told the public broad-
casters he is “*inclined to take the risk’’ on
long-term funding, but asked why they
could not settle for two or three years in-
stead of five. Hartford Gunn, president of
PBS, said the process of developing a pro-
gram can sometimes take three to five
years and therefore needs a long-term
monetary commitment. Mr. Benjamin ad-
ded that public broadcasting could draw



better talent if long-term stability were
assured. )

Besides Mr. Benjamin and Mr. Gunn,
the panel of public broadcasters at the
hearing included Henry Loomis, CPB
president; Ralph Rogers, PBS chairman,
and Matthew Coffey, president of the As-
sociation of Public Radio Stations.

John Eger, acting director of the QOffice
of Telecommunications Policy, was also
there to endorse the concept of the long-
range funding. But he supported the lower
money figures earlier suggested by the
Administration. Under that proposal $70
million would be made available to CPB in
1976, climbing to $100 million in 1980.
*“This is our first venture into multi-year
appropriations for public broadcasting
and we believe that it is prudent to estab-
lish reasonable limits at the outset,”’ he
said.

Changing Hands

Announced

The following broadcast station sales were
reported last week, subject to FCC ap-
proval:

® KBUY(AM) Fort Worth: Sold by John B.
Walton to Tarrant Broadcasting Inc. for
$800,000 cash. Mr. Walton owns 100% of
KBUY-FM Fort Worth; KDIW-AM-FM
Amarillo, Tex.; KAVE-TV Carlsbad, N.M.,
and, with family members, Kikx(AM) Tuc-
son, Ariz.; KELP-aM-Tv El Paso, and
KIDD(aM) Monterey and KFOx{aM) Long
Beach, both California. Principals in buyer
are Taft Broadcasting Co., Houston
(22%), James Stewart (24%) and William
D. Schueler (20%). Taft Broadcasting
(Paul E. Taft [53.8%]) owns KODA-AM-FM
Houston, has 6.64% interest in KWBB(AM)
Wichita, Kan., operates Houston Muzak
franchise and performs as closed-circuit
television support contractor at Johnson
Space Center in Houston. Taft also is
licensee of Houston MDS station, permit-
tee of MDS stations in Dallas and Fort
Worth and has interest in permittee of
MDS station in San Antonio, Tex., and
applicant for MDS in El Paso. Mr. Stewart
is the actor and has 17.01% interest in
KwBB and Mr. Schueler has 12.77% in-
terest there. KBUY is on 1540 khz with 50
kw day and 1 kw night.

B WENN-AM-FM Birmingham, Ala.: Sold
by Frank S. Blackford, receiver, to Booker
T. Washington Broadcasting Services Inc.
for $650,000 plus about $57,727 (75% of
gross accounts receivable at closing). Prin-
cipals in buyer are Dr. A.G. Gaston Sr.
(50.1%) and Louis J. Willie (49.9%). Dr.
Gaston, through holding company, owns
92% of Booker T. Washington Insurance
Corp. which has subsidiaries involved in
fire and life insurance, real estate, motel,
cemetery, funeral and rental businesses in
Birmingham. Through same holding com-
pany, Dr. Gaston owns 98% of Bir-
mingham nursing home. Mr. Willie owns
3.85% of parent insurance company.
WENN is daytimer on 1320 khz with 5 kw.
WENN-FM is on 107.7 mhz with 58 kw and
antenna 600 feet above average terrain.

B WisM-AM-FM Martinsburg, Pa.: Sold by
Beacon Broadcasting Concern to Sherwalt
Media Associates for $300,000. Kenneth
W. Ferry owns seller and has no other
broadcast interests. Buyer is owned
equally by Sherwood B. Hawley and Larry
Walters. Mr. Hawley manages wAYC(AM)
Bedford, Pa., and is part-time news TV
photographer at wTAJ-Tv Altoona, Pa, Mr.
Walters is announcer at wkKMC(aM) Roar-
ing Springs, Pa. Messrs. Hawley and
Walters are also part-time announcers at
WISM. WJISM is daytimer on 1110 khz with
1 kw. WISM-FM is on 92.7 mhz with 390 w
and antenna 610 feet above average ter-
rain.

B Wscv(AM)-WSLE(FM) Peterborough,
N.H.: Sold by Contoocook Valley Broad-
casting Corp. to Francis X. Dealy Jr. for
$225,000. Principals in seller, Francis H.
Harms and John E, Leary, own WSOQ(AM)-
WEZG(FM) North Syracuse, N.Y., and Mr.
Leary also is principal stockholder in Ups-
tate (N.Y.) Community Antenna Corp.
Mr. Dealy most recently was senior VP in
Chicago office of Needham, Harper &
Steers Advertising Inc. Wscv is daytimer
on 1050 khz with 1 kw. WsLE is on 92.1
mhz with 140 w and antenna 1,120 feet
above average terrain. Broker: Blackburn
& Co.

B KcrH(AM) Cuero, Tex.: Sold by Nor-
man Broadcasting Corp. to Jean and john
Bumgardner for $140,000. Principal in
seller is Robert N. Aylin Sr. who owns
KOPY(AM) Alice and KSwa(aM) Graham,
both Texas, and has interest in Aylin-

Meade Advertising Agency, Houston.
Mrs. Bumgardner and son, John, own
North Texas funeral homes. KCFH is
daytimer on 1600 khz with 500 w. Broker:
Sovran Associates.

® Other sales reported by the FCC last
week include: KMWT(FM) Mineral Wells
and KMIO(FM) Sinton, both Texas (see
page 62).

Approved

The following transfers of station owner-
ship were approved last week by FCC:

B KCOR(AM)-KQXT{FM) San Antonio,
Tex.: Sold by Inter-American Radio Inc.
to Tichenor Media System for $2,400,000.
Principals in seller, Allen Wolin (38.34%),
Arnold and Edna Hartley (38.34%
together) and G. Sumner and Sylvia P.
Collins (21.96% together) own controlling
interest in KAaTz(aM) St. Louis. Buyer is
owned 99.97% by Harbenito Broadcasting
Co. (McHenry Tichenor [57.26%], J.C.
Looney [21.37%] and Rodgers Kelley
[21.37%]). All three have various in-
terests in KGBT-AM-TV-KELT(FM)
Harlingen, xuNo(AM) Corpus Christi and
WACO(AM)-KHOO(FM) Waco, all Texas;
KIFN(AM) Phoenix and wWGMA(aM) Holly-
wood, Fla. Kcor is on 1350 khz with 5 kw
full time. KQXT is on 101.9 mhz with 100
kw horizontal, 50 kw vertical and antenna
670 feet above average terrain.

® KEezs(FM) Sacramento, Calif.: Sold by
PSA Broadcasting Co. to Cleveland
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Broadcasting Co., subsidiary of ASI Com-
munications Inc., for $700,000. ASI owns
McGavren-Guild-PGW, station repre-
sentative firm, as well as KROY(AM) Sacra-
“mento; KJITvV(TV) Bakersfield, Calif.; KFAC-
AM-FM Los Angeles, WERE(AM) Cleve-
land, and wrRYT(AM) Boston. PSA, prin-
cipally owned by airline of same name, has
sold KLVE(FM) Los Angeles to K-LOVE
Radio Broadcasting Inc. (Lieberman
family) for about $2 million (BROADCAST-
ING, May 26) and KEzL(FM) San Diego to
Combined Communications Corp. for
$850,000 (BROADCASTING, May 19). Both
sales are subject to FCC approval. PSA
still owns KEZR(FM) San Jose, Calif. KEzs
is on 96,9 mhz with 64 kw and antenna
280 feet above average terrain.

& WORD(AM) Spartanburg, S.C.:
Licensee, Associated Broadcasting Corp.,
sold by Robert B. Brown (60.9%) and
others to Brooks Broadcasting Corp. for
$1,800,000. Mr. Brown, owner of
WAAA(AM)-WSGH(FM) Winston-Salem,
N.C., is also principal (52.4%) in buyer
with Charles A. Brooks (47.6%). Mr.
Brooks, general manager at wWORD and
president of Brooks Broadcasting, has no
other broadcast interests. WORD is on 910
khz with 5 kw day and | kw night,

8 Other sales approved by the FCC last
week include: Kpcalam) Marked Tree,
Ark.; KGMC(aAM) Englewood, Colo.; KLGR-
AM-FM Redwood Falls, Minn.; WDLA-AM-
FM Walton, N.Y.; KRAN(AM) Morton,
Tex., and KOMW(AM) Omak, Wash. (see
page 62),

Radio code changes prompt
two stations to withdraw

WION Broadcasting Co., licensee of WiON-
(AM)-wwJO(FM) St, Cloud, Minn.,
has resigned from the National As-
sociation of Broadcasters radio code
because it found the code weakened by
changes adopted last month by the NAB
radio board. Of approximately 2,900
members of the radio code, the two Min-
nesota stations are the only to have quit
because of, or to have even dissented
from the code changes, NAB Code
Authority Director Stockton Helffrich said
last week. Mr. Helffrich said the new
language made some minor changes in the
content of the code (BROADCASTING, May
S), but that it is for the most part a restate-
ment of the old language in more contem-
porary terms.

But Andy Hilger, president of WioN
Broadcasting, indicated in a letter to the
NAB radio code board June 3 that he
thought the new language, particularly
that pertaining to children’s programing
and broadcast treatment of marriage and
the family, is “‘fuzzy, watered-down, con-
temporary doubletalk.”

Mr. Helffrich said that he promised Mr.
Hilger he would report Mr. Hilger’s
reasons for quitting to the radio code
board at its next meeting.

Washington UHF
says Metromedia
blocks its bids
for programing

Suit alleges use of group’s power
to buy best properties for play
on its independent V in Washington

Channel 20 Inc.’s WDCA-TV Washington
faces the kind of problems that could have
been predicted for it when it went on the
air 19 years ago. An unaffiliated UHF (ch.
20) in a market served by three network-
affiliated VHF stations and a fourth VHF
that is a link in a chain of five VHF’s and
one licensed to Metromedia Inc., wDCA-
Tv has not turned a profit in those 19
years.

But now, it has filed a suit in federal dis-
trict court in Washington alleging that it
faces a problem the law does not counte-
nance. The defendant is Metromedia; the
charge, that it uses the purchasing power
of its five independent stations, particu-
larly those in Los Angeles (KTTV[TV]) and
New York (WNEW-TV), “to compel’’ dis-
tributors to sell off-network syndicated
programs to its WTTG(TV) Washington,
thereby denying Channel 20 *‘an oppor-
tunity to compete’’ for the material.

Metromedia’s ‘‘tying” the acquisition
of programs for wTTG with those for its
other outlets, Channel 20 says, threatens
WDCA-TV's “survival as an independent
station.”’

Channel 20 made the charge in a com-
plaint in which it seeks a declaratory ruling
that such alleged practices violate the
Sherman Antitrust Act and an order
prohibiting Metromedia from using the
*‘economic power of its ownership of a
chain of television stations to ... restrain
competition in the acquisition of syndi-
cated television programs in the Washing-
ton television market.”

What’s more, in a separate pleading
Channel 20 is requesting a preliminary in-
junction to prevent WTTG from presenting
the off-network syndicated series, The
Brady Bunch, beginning this fall, as
scheduled. Channel 20 said that it had had
no opportunity to compete for the Wash-
ington broadcast rights for the series, and
that the appearance of the series on wWTTG
next fall **‘would cause direct and immedi-
ate injury to wDCA. Indeed, the injury
would be irreparable.”

Channel 20 said there was no compara-
ble program which it could acquire to
replace The Brady Bunch,and pointed out
that WTTG’s gain in audience in the 4-8
p.m. time period, when independents can
most effectively compete with network
affiliates and when WTTG and WDCA-TV
rely on off-network situation comedies,
would be WDCA-TV’s loss.

Channel 20 pictured itself as facing a
Goliath—*‘the nation’s largest customer
for off-network, syndicated programs,’’
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the possessor of ‘‘massive economic
power in the off-network, syndicated
market,”’ ‘‘the preferred customer in
[New York and Los Angeles, where its
stations are the leading independents],”
and thus a consumer *‘in a unique position
to assure itself of any off-network, syndi-
cated program it desires.”

Channel 20 said that since 1971,
Metromedia has acquired eight different
off-network situation comedy series for its
New York and Los Angeles stations and
that in each case sale of the series to WTTG
was included. *‘In each instance,” Chan-
nel 20 said, it was *‘not afforded an oppor-
tunity to compete against defendant for
the Washington broadcast rights, contrary
to the announced intentions and best bus-
iness interests of the program distribu-
tors.”

Channel 20, in its request for a
preliminary injunction, said that in two
cases distributors had assured it that their
programs would be sold in Washington on
a competitive basis. The filing refers to
The Brady Bunch, distributed by Para-
mount Television, and M*A*S*H,
distributed by Twentieth Century Fox
Television. In the latter case, Channel 20
adds, ‘‘the distributor subsequently
acknowledged that if it canceled the sale to
Metromedia in Washington, Metromedia
would have the right to cancel its acquisi-
tion in New York City and Los Angeles,”™

Channel 20 also recounted difficulties it
said it had in acquiring ..'ogan’s Heroes,
which is distributed by Viacom En-
terprises. It said it made an offer for the
series before it was sold to Metromedia
and at a price higher than that
Metromedia agreed to pay for the Wash-
ington rights. Metromedia later agreed to
“relinquish the Washington rights™ after
wDCA-Tv protested the group purchase,
Channel 20 said, adding that it was then
able to purchase the program at the higher
price. It related a similar experience with
another off-network series, Bewitched,
distributed by Columbia Pictures Televi-
sion.

Channel 20, which offered no docu-
mentary evidence of ‘‘tying’’ arrange-
ments, said that Metromedia's ‘‘group
buying’® violates the Sherman Act even if
Metromedia does not expressly condition
the acquisition of off-network, situation
comedies in New York City and Los
Angeles on the sale of those programs to
its WITG. For ‘“‘where a party to a tiansac-
tion possesses the economic power shown
here, it need not use overt coercive prac-
tices to illegally restrain trade.”” Channei
20 said it is ‘‘unreasonable’” to expect a
distributor to risk losing a sale to
Metromedia ‘‘merely to test
Metromedia’s intentions in joining its
Washington station to the negotiations, as
the distributor of M*A*S*H has candidly
conceded.”

Metromédia’s Thomas J. Dougherty, in
a statement to BROADCASTING, responded
that “While Channel 20 has been aware
since Jan. 7, 1975, that w11G licensed the
[Brady Bunch) program, it was not until
July 2 that Channel 20 filed its 1equest for
injunctive relief. Our analysis is that the



lawsuit has no legal foundation and that it
is nothing more than another harassing
tactic on the part of Channel 20 against
station WTTG.” He noted that wTTG’s fall
schedule has already been set and selling
of it has begun.

Paramount hits
are released
to TV networks

NBC buys both ‘Godfathers’
for $15-million one-shot

Paramount Pictures Corp. sold off an esti-
mated $76 million worth of theatrical-
movie titles last week: $32 million to CBS-
TV, for a package that includes ‘*China-
town,” ‘‘Death Wish'" and ‘‘Paper
Moon™;, $29 million, to ABC-TV, for
another package, featuring such titles as
“‘Serpico,” “*Murder on the Orient Ex-
press,”” ‘*The Great Gaisby’ and
“‘Catch-22""; and $15 million 10 NBC-TV,
for one showing of *“The Godfather’ and
““The Godfather, Part II," with interpol-
ated outtakes from the originals that could
extend that one-shot telecast to a total of
11 hours.

Other titles in the CBS package are:
“‘Save the Tiger” (Jack Lemmon), “The
Parallax View’' (Warren Bealty) and
“*Don’t Look Now® (Julie Christie and
Donald Sutherland).

Other ABC titles are: ‘“‘Lady Sings the
Blues’' (Diana Ross), ““The Longest
Yard”” (Burt Reynolds), ‘‘Romeo and
Juliet” (the Franco Zeffirelli version) and
“The Apprenticeship of Duddy Kravitz"
(Richard Dreyfuss).

Industry sources said that these films
would be telecast over the next three or
four seasons.

NBC-TV’s president, Robert T.
Howard, said *‘The Godfather’’s nine to
11 hours would be aired ‘‘as early as the
fall of 1976, probably on four separate
nights. NBC could almost guarantee itself
a sweep-period victory in November 1976,
industry sources said, by scheduling *“The
Godfather’ and “Gone With the Wind’’
(to which the network also owns the
rights, the result of a $5 million deal with
MGM last year for one showing of the
movie) to play within those four weeks.

When ‘“The Godfather’first ran on
NBC in a four-hour version {before “The
Godfather, Part II'* was released
theatrically), it achieved a 37.0 Nielsen
rating on Nov. 16, 1974 (9-11 p.m., NYT)
and a 39.4 rating on Nov. 18, 1974 (also
9-11 p.m.), the combined 38.2 rating and
59 share making it the fourth highest-
rated movie in the history of network
television (behind *‘Airport,”” *‘Love Sto-
ry”’ and ““The Poseidon Adventure,” all
of which ran on ABC).

Mr. Howard said that ““NBC will not
lose money on the deal,” despite the
record $15 million payment for one show-
ing of a movie. (Sources at Paramount dis-
closed this figure; Mr. Howard refused to

comment on it.) Conceivably, if NBC set
a rate-card price of $250,000 a minute for
the seven network minutes an hour it’s
entitled to, and the actual “Godfather”
telecast runs, say, 10 hours, it would gross
$17,500,000. But NBC would have to
deduct from this gross figure items like
agency commissions, affiliate compensa-
tion, line charges and advertising and pro-
motional budgets.

On another matter, Mr. Howard said
that the marathon TV version of “The
Godfather’ will be different from the two
theatrical movies in that Francis Ford
Coppola, the director of both films, is
planning to restructure all the material to
run chronologically. The extensive use of
long flashbacks, which threaded ‘‘The
Godfather, Part II,” will thus be elimi-
nated.

In addition, Mr. Coppola said the TV
version would include ‘‘a vast library of
scenes proposed for Part One and Part
Two which were never seen by theater au-
diences.”

WFL opening line-up
lacks national TV

The World Football League starts its sec-
ond season on July 26 with no immediate
prospect of any national TV coverage of
its games.

*The sponsor interest just isn't there,”’
said Alan Lubell, the executive vice presi-
dent of the TVS Television Network,
which transmitted a weekly Thursday
night WFL package to more than 100 sta-
tions last year.

TVS and the Hughes Television Net-
work each offered to carry WFL games on
an ad-hoc network this year, a league
spokesman said, *‘but only if we were will-
ing to take all the risks and underwrite
the production costs ourselves.” With
such a clear-cut lack of sponsor interest,
the spokesman added, the league couldn’t
justify shouldering all the production ex-
penses.

But Mr. Lubell says he's not completely
pessimistic about possible TVS network-
ing of a WFL game or two later in the year.
““If the league has a reasonably solid first
two months,”” he said, sponsors would
probably begin to make inquiries. The
league’s playoff and championship games,
Mr. Lubell concluded, could then be
turned into a very salable package,

Free fromthe Cof C

The U.S. Chamber of Commerce, in con-
nection with the Bicentennial, is distribut-
ing a series of one-minute public service
announcements, Great Men and Great
Moments of American Business. Twenty-
five to 50 separate stories are expected to
be produced, based on stories of business
achievement published in the chamber’s
Nation's Business. Programs will be in
radio and TV versions. The series has
been recognized by the American Revolu-
tion Bicentennial Commission.
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Cablecasting=

MDS power hike
to enhance HBO
service around
Philadelphia

However, FCC in making grant
expresses continuing concern
about block time sales on distributor

The FCC has given a boost to pay-cable
operations in the Philadelphia area with-
out even touching a proposal by a pay-ca-
ble entrepreneur. It did it by approving an
increase in power for a multipoint dis-
tribution service operation in Philadel-
phia, Micro-TV Inc.

MDS stations, which transmit on
microwave frequencies, usually in an om-
nidirectional pattern, to multiple receiving
facilities, once were regarded by cable
systems as potential competitors. In-
creasingly, however, MDS facilities,
which operate as common carriers, have
been used in cable television operations.

And that is the case with Micro-TV Inc.
[t now transmits Home Box Office pro-
graming to four pay-cable operations in
and around Philadelphia. With the in-
crease in power the commission
authorized, from 10 w to 100 w, the MDS
facility will serve eight more operations,
“‘relatively soon,” according to an HBO
representative. The total area includes
Wilmington, Del., southern New Jersey,
including points on the coast, and north-
ern Maryland.

Micro-TV, in requesting the higher
power, said 10 w enables it to provide a
good picture within a seven-mile radius,
with customers employing two-foot-
diameter receiving antennas. With 100 w,
it said, it could transmit a good picture to
two-foot antennas out to a distance of 20
miles.

The carrier said that, at present,
customers beyond seven miles are obliged
to use antennas up to eight feet in
diameter. Thus, it said, the proposed
modification would benefit its customers
by permitting subscriber savings in anten-
na costs.

The commission accepted those argu-
ments. But it conditioned its approval of
the power increase on several technical re-
quirements designed to guard against po-
tential interference with co-channel
operations in Wilmington and Trenton.
The commission will also apply condi-
tions, ‘‘as appropriate,” to any future
licensees in those cities.

Micro-TV has filed applications for
MDS stations in Wilmington and Trenton,
but has agreed to dismiss them in return
for the power increase for the Philadelphia
station, to make the channeis available for
local service.

The commission sought to make it clear
that its approval of the power increase was
not to be read as a signal it was not as con-



cerned about a single customer--in this
case, HBO—taking over a major block of
MDS time as it was when it issued its
order in January 1974 creating the MDS.
“*Favorable commission action on this ap-
plication should not be interpreted as
lessening our concern over the sale of
block time’’ as expressed in that order, the
commission said,

Kahn still
puts his
chips on cable

This time its as supplier-promoter
of AF! film-package to HBO,
with an eye for other pay customers

Irving Kahn, one time president of
Teleprompter Corp., will re-enter the ca-
ble television industry as a supplier and
promoter of first-run films for pay-cable
use.

Mr. Kahn has acquired the television
exhibition rights to a 13-movie package
produced by the American Film Theatre,
New York, and has agreed to sell those
films to Home Box Office Inc. for in “‘ex-
cess of $§1 million.”” The deal not only in-
cludes the 13 films but also Mr. Kahn's
services to direct marketing and promo-
tion of the film in various markets. The
publicity efforts will be carried out by
Broadband Communications Inc., Mr.
Kahn’s New York-based company. The
exact form of the promotion and the order
in which the films will be supplied to HBO
has not yet been worked out.

The AFI movie package consists of
motion-picture adaptations of well-known
plays that have never been shown on
television before. Until recently, the films
were exhibited only on an advance

Deep reef. Irving B. Kahn, a cable TV
pioneer now moving into pay TV pro-
graming (story this page),was shopping
for a new boat last week. His oid one, a
deluxe 50-foot Daytona Sportsfisher-
man, was 1,100 feet down in Cuban
waters. He'd had it off the Yucatan coast
for the international billfish tourna-
ment—in which he won third prize—and
left it to be returned to New York by its
captain and mate, after he and Mrs.
Kahn decided to fly back. About five
weeks ago, at night in Cuban territorial
waters, the navigational system ap-
parently failed, Mr. Kahn said, and the
boat struck a reef formation. He said
Cubans took the crew off by helicopter
and detained them in Havana until the
Swiss embassy there, at his instigation,
secured their freedom and return to the
U.S, But he was advised that when the
Cubans undertook to pull the boat off
the reef it broke up and sank. Last week,
assured of getting his insurance money
(he wouldn't say how much, but boat-
wise observers place the Daytona in the
quarter-million-and-up class), he went
looking at new ones.

subscription basis in movie theaters. At
present several of the 13 shows are being
offered in movie houses on general
release.

The movie package includes: Simon
Grey’s ‘‘Butley,” with Alan Bates, Jessica
Tandy and Susan Engel; Edward Albee’s
‘*A Delicate Balance,” with Katherine
Hepburn, Paul Scofield and Lee Remick;
Bertolt Brecht’s “*Galileo,’’ with Topol in
the title role; Harold Pinter’s *“The Home-
coming'’; Eugene O'Neill’s *‘The Iceman
Cometh,” with Lee Marvin and Fredric
March; David Storey’s “In Celebration,”
recounting one night in the lives of a
family in an English mining town; “Jac-
ques Brel is Alive and Well and Living in
Paris'’; “‘Lost in the Stars,” by Maxwell
Anderson based on Alan Paton’s “‘Cry,
the Beloved Country.”; John Osborne’s
“‘Luther,” with Stacey Keach; Jean
Genet’s “The Maids,” with Glenda
Jackson, Susannah York and Vivien
Merchant; ‘‘The Man in the Glass
Booth,” with Maximillian Schell; Eugene
Ionesco’s ‘‘Rhinoceros,’’ with Zero
Mostell, and Anton Chekhov’s “Three
Sisters,”” with Laurence Olivier, Joan
Plowright and Alan Bates.

The films will be made available on a
one-per-month basis starting next March
and HBO plans to run them in a multiple
performance format as it does its other
feature films. Although HBQO reaches 55
markets at present, Mr. Kahn’s promo-
tional campaigns are not expected to hit
every single market involved.

HBO does not have exclusive rights to
the AFT package and Mr, Kahn will pro-
bably look for other pay-cable services as
customers.

John Barrington, HBO’s director of
public relations, said that the purchase of
the AFI film package exemplified HBO's
determination not to follow in the path of
the networks by using only mass audience
appeal shows.

Mr. Kahn had remarked at the National
Cable Television Asscciation convention
last spring (BROADCASTING, April 21) that
*‘there's nothing to say you couldn’t have
first-run cable, second-run theaters, third-
run TV.” At that time, Mr. Kahn had just
recently completed a 30-month prison
sentence for bribery and perjury in con-
nection with a franchise award.

San Clemente council backed

California superior court judge has ruled
that the San Clemente, Calif., council did
not exceed its authority by refusing to
grant a rate increase to the CATV system
serving 5,500 subscribers in that city.
Orange County Cable Communications,
subsidiary of Times-Mirror Inc., had
asked for a fee increase from $5.50 to
$6.50 per month, but the city council
refused in 1973 and again in 1974. The
CATYV said it had lost more than $750,000
operating the San Clemente system
through last year; the 10-year franchise
expires Aug. 1, 1976, and the firm is pre-
paring to negotiate a new franchise.
Meanwhile, however, the court decision
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will be appealed, a Times-Mirror official
said.

Cox buys S.C. systems

Cox Cable Communications Inc., Atlanta-
based multiple system operator, has
agreed in principle to acquire Television
Cable Co., which operates CATV systems
serving Myrtle Beach, Conway, Myrtle
Beach Air Force Base and Horry county,
all South Carolina.

The letter of intent calls for a $3-
million payment in cash and notes with
29% due at closing. The balance is to be fi-
nanced by the seiling stockholders over a
period extending to 1983, Sellers include
Richard Shafto, board chairman (and
retired head of Cosmos Broadcasting),
Clyde Sisson and other South Carolina
businessmen.

The acquisition brings the total number
of subscribers in Cox’s 36 owned-and-
operated systems to over 360,000. The
Myrtie Beach area system serves 7,000
subscribers in addition to motel and hotel
hook-ups which contribute about 10,000
more subscribers,

New Mass. cable overseer

Anthony G. Ottinger, a Harvard Univer-
sity professor, has been sworn in as the
new Massachusetts Cable Commission
chairman. He succeeds Morton H, Aron-
son, who resigned at the end of May
(BROADCASTING, May 26). Charles .
Beard, a Boston attorney, and Hyman
Goldin, a Boston University professor and
former economist with the FCC, have
been reappointed to the commission. New
to the commission are Annalee Bundy, a
Sommerville librarian; Winston Healy, a
former state legislator; Robert D. Klein, a
professor at Northeastern University; and
Linda C. Teagan, a Manomet attorney.
First formal meeting of the new commis-
sion is scheduled for July 17.

Turned down twice

The FCC has denied a request by U.S.
Cablevision Corp. for reconsideration of
the commission’s earlier action that dis-
missed the firm’s request for reimburse-
ment of all tariffs paid to the New York
T;:lephone Co. from June 1967 to June
1972,

U.S. Cablevision had contended that
the telco had not obtained a certificate
authorizing it to provide channel distribu-
tion services for CATV during those
years, and therefore had violated the
Communications Act in collecting
monthly and termination charges. The
commission ruled that the teico had in fact’
been authorized to provide the service,

In seeking reconsideration, U.S.
Cablevision heid that the phone company
had made no charge for services termi-
nated on FCC request and should not be
allowed to charge for just those termi-
nated by the cable system. The commis-



sion however concluded no monetary
harm had been shown to result to the ca-

ble company.

[ Cable Briefs

Low key for now. Robert Schmidt, newly
elected president of National Cable
Television Association (BROADCASTING,
June 23) will limit his cable-related ap-
pearances until he officially takes office
Aug. 1. Exception is trip planned July 17
to Welch (W. Va.) Antenna Co. for
closeup look at cable operation at grass
roots level. Host will be Bill Turner,
system owner and NCTA board member.

Minority ownership grows. Eleven local
governments granted franchises to
minority-owned cable television corpora-
tions in 1974, bringing the total to 25, ac-
cording to Washington-based Cable Com-
munications Resource Center. With new
franchises, minority TV corporations are
now authorized to serve some 290,000
homes or about one million people.

Stop, please. FCC has asked Caribbean
Communications Corp., operator of cable
system in Virgin Islands, to cease ‘‘volun-
tarily”* carrying signal of Armed Forces
Television Station in Puerto Rico. Depart-
ment of Defense has sought FCC action,
contending system'’s pick-up of AFTYV sig-
nal would endanger free distribution of
programing to station by commercial net-
works and syndicators. FCC also hinted at
formal action.

I's out. Volume [ of “‘Cable Television
Technical Advisory Committee Report to
the Federal Communications Commis-
sion”’ is available from National Technical
Information Service, Springfield, Va.,
22151 for $4.25. Volume I is steering
committee summary of basic report;
volume II, available at later date, is basic
report.

Northem Corp. adds. B & B Cablevision,
serving 2,400 subscribers in Quakertown-
Boyertown, Pa., area, has been sold by
George Borowski to Northern Corp.,
headed by Richard Treibick. Stock tran-
saction, was valued at approximately
$600,000. Northern Corp. also owns cable
system at Qak Ridge, Tenn. Quakertown-
Boyertown system passes 7,900 homes
with 75 miles of plant and is some 30 miles
outside of Philadelphia. Broker: Daniels &
Associates.

Audio/visual copyright. Ad Hoc Committee
of Concerned Cable Television Operators
for a Fair Copyright Law has developed
audio-visual presentation with 70 color
slides and audio cassette primarily for ex-
hibit to congressional members and staff.
Presentation is available from Ad Hoc
Committee for $70 at Ritz Audio Visual
Co. 607 14th Street N.W. Washington
20005. Group is opposed to present
copyright bill pending in Congress.
Substitute visuals. Centerville (Iowa)
Cablevision subscribers tuned to their
weather channel two weeks ago to find in-
stead photographs of nude men and
women. Vandals had broken into CATV
system'’s headend and placed pictures over
weather dials that automated equipment
scans.

Broadecast Journalisms

Grand jury goes into
charges aired by KOB

Sheriff sues station for libel
but is now subject to state probe

A series of investigative reports dealing
with the county sheriff’s office in Albu-
querque, N.M., last month has produced a
bumper crop of news for Hubbard Broad-
casting’s KOB(AM). Sheriff Joe Wilson has
sued the company and three KOB person-
nel for a total of $5.5 million, alleging libel
and slander. But the sheriff’s office is now
the subject of an investigation by a grand
jury looking into a number of allegations
of wrong-doing that track the station’s re-
ports.

The grand jury probe was announced by
State Attorney General Toney Anaya—to
the delight of the KOB personnel named in
the suit. ‘*We are quite happy,”” said Leo
Zani, who joined the station only three
months ago as its news director. The grand
jury probe “‘destroys the credibility of the
‘malice’ charge in the suit,’" he said.

Mr. Zani, a one-time reporter for
WNEW-TV New York and a former aide to
Herbert Klein when the latter was director
of communications for the White House,
and reporter Diane Dimond began check-
ing into indications of strange goings-on at
the sheriff’s office early in June, and, with
the express approval of the station’s
general manager, Richard P. McKee, who
is also a county commissioner, put the
first story on the air on June 13. (All three
are named in the suit.) Subsequently four
more reports were broadcast.

The major charge was that the sheriff’s
office had misused $500,000 in Law En-
forcement Assistance Administration and
state-matching funds. Other allegations
involved misuse of county vehicles and
aircraft and the hiring of convicted felons.

Around and around:
CBS News, AJC
and News Council

When the smoke had cleared last week
from a barrage of correspondence among
the National News Council, CBS News
and the American Jewish Congress, plans
for a pubtic airing of the AJC’s complaint
against a 60 Minutes segment on Syrian
Jews had been shelved indefinitely, and
prospects for a resolution of that com-
plaint seemed uncertain at best.

The council’s cancellation of a public
hearing scheduled for July 9 came at the
request of the AJC and followed a letter
from CBS News President Richard S.
Salant informing the council that CBS
News would not participate in the hearing.
The AJC request that forestalled the hear-
ing came after a meeting between the
group and CBS News, at which the con-
gress claimed it was informed that ‘60
Minutes is preparing, for broadcast next
month, a program that will present addi-
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tional information on the plight of Syrian
Jews,”” according to an AJC statement. 60
Minutes co-host Mike Wallace had an-
nounced during a June 8 re-broadcast of
the Syria segment that a CBS News team
had been given permission to re-investig-
ate the issues discussed in the segment,
but a CBS News spokesperson said last
week that the investigation did not
guarantee another 60 Minutes report on
the subject and that no firm commitment
to such a report had been made.

This disparity between what has been
offered by CBS News and what is expected
by the AJC leaves all the more mysterious
the intentions of the congress, which
waited through three months of unfruitful
negotiations before filing the original -
complaint May 28 and now apparently will
wait at least another month before taking
further action. The AJC’s stated goal is
still the broadcast of a requested CBS
News interview with an expatriate Syrian
Jew, a request to which CBS News shows
no sign of acceding.

CBS News’s refusal to participate in the
public hearing was based on the concern—
as stated by Mr. Salant, in a letter to
William Arthur, executive director of the
National News Council—that such a hear-
ing would constitute ‘‘an adversary quasi-
judicial proceeding, which 1 regard as
wholly inappropriate for your purposes
and journalistic purposes.”’

Ford’s news appetite

If White House News Secretary Ronald
Nessen is anywhere near accurate on the
subject, President Ford has to be one of
the most prodigious consumers of news
ever to set foot in the White House.

Mr. Nessen described the President’s
news-absorbing practices last week in a
follow-up to a discussion initiated by a
question asked previously as to whether
the President is isolated from ‘‘outside
views,’’ particularly in connection with
energy matters. Is the President receiving
only the views of the Federal Energy Ad-
ministration?, he was asked.

Mr. Nessen said the President reads the
Washington Post, the New York Times,
the New York Daily News, the Wall Street
Journal, the Christian Science Monitor,
the Beltimore Sun and the Chicago Tri-
bune—"'in the morning.” He also listed
three afternoon papers, three news maga-
zines and the White House news summ-
ary.

As for television, Mr. Nessen said the
President watches the evening news pro-
grams, either as broadcast or on video-
tape playbacks if he misses the broadcast.
Or if he chooses, he can read digests of the
stories on the evening news in the news
summary, which devotes ‘‘a considerable
amount of space’’ to television news.
Then, as if all that has not been enough,
the President, according to Mr. Nessen,
“‘always watches the 11 o’clock news
when he’s at home.”

All of which prompted a reporter to
remark: *“That’s a full day’s work.”



Equipment & Engineering

Western Union,
RCA up in the air
with land-line
alternative

Both companies’ new satellite
service offers considerable
savings over ground-based
transmissions; one will beam
signal from own operations center,
other will Interface with Bell loop

A satellite alternative to AT&T land line
video transmissions is being offered, at
least on an *“‘occasional use’ basis, by
Western Union and RCA. Both com-
panies have filed tariffs with the FCC, out-
lining rate schedules for new satellite ser-
vices which represents substantial savings
over land-based transmissions.

Western Union claims its rates offer up
to a 66% savings over land-line transmis-
sion and suggested the savings would be
attractive to the networks, independent
television stations and cable TV systems.
For example, one hour for occasional use
service during peak time between Los
Angeles and New York will cost about
$900 compared with over $1,800 for simi-
lar land-line transmission.

RCA, which also uses the Western
Union-owned Westar satellite, would offer
a comparabie amount of time at about
$1,300. The RCA service, however, inter-
faces with the local Bell loop and therefore
provides transmission directly to broad-
casters—most of which are hooked into
the local loop.

Western Union, in contrast, will bring
in the satellite signal from an earth station
to its television operations center (TOC)
located in either Los Angeles, New York,
Chicago or Dallas. From that point,
Western Union will send the signal
directly to its customer via cable or
microwave for an additional charge com-
parable to the Bell rate for local loop inter-
connection.

Firstin line to use the new video service
is TVYN which has ordered two hours a day
from Western Union in connection with
the July 15 joint Apollo-Soyuz space mis-
sion. TVN will use the service for the
duration of the space mission. A Western
Union spokesman said the company had
‘‘a number of agreements and under-
standings’ with other broadcasters but
nothing has been finalized.

RCA which had first planned to offer its
occasional use video service a month ago
was bogged down in rate negotiations with
AT&T on the local loop interconnection.
An interim agreement scheduled to take
effect in one month has since been
reached and the Hughes Television Net-
work and CBS are among those lined-up
for occasional video channel use, ex-
plained an RCA spokesman.

Western Union’s tariff filing also sets

down a **part time recurring use’’ service
which provides one, five or 10 hours per
day on a monthly basis at increased reduc-
tions. The L.A.-New York service route
under this plan ranges from $26,000 to
$80,000 per month depending on the
amount of daily time requested, Compara-
ble land line rates are over $43,000 and
$97,000, respectively.

RCA said last week that it plans to file a
part-time recurring tariff by September.

R.B. Smith of Western Union called the
two part-time video service offers by his
company an ‘‘entry into the field” and
suggested Western Union was looking
into the possibilities of full-period service
as the networks now have with AT&T
land lines.

According to the Western Union tar-
iff filing at the FCC, the potential satellite
market is about $70 million a year. CBS
could require as much as 175 feeds an-
nually, explained Western Union and
ABC, because of its heavy emphasis on
sports, has indicated a possible need for
500 feeds a year. Cable program suppliers
such as Home Box Office Inc., Viacom,
Motorola and Target Network Television
are all part of the potential market, from
which Western Union forecasts revenues
of over $800,000 for 1975 at a 14.1% rate
of return; and more than $8 million in
revenue by 1979 for a 26.3% return rate.

| Technical Briefs

More time to bid. Deadline for submitting
bids for construction of earth stations in
public broadcasting’s proposed satellite in-
terconnection system has been extended
one week to July 18. Bid documents have
been purchased by foilowing firms, in ad-
dition to 23 reported earlier (BROADCAST-
ING, June 23): California Microwave,
Arlington, Va.; Farinon Electric, San
Carlos, Calif.; Reaction Industries,
McLean, Va.; Rossetti Associates Inc.,
Detroit; Northern Telecom, Waltham,
Mass.; CML Satellite, Washington; Delta,
Benco, Cascade Ltd., Rexdale, Ont. (with
offices in Buffalo, N.Y.); Mitsui & Co.
USA Inc., New York, and Varian Associ-
ates, Cheverly, Md.

More flexibility. FCC has proposed rule
changes to permit television translator
relay stations to use FM microwave and
give translator relays access to all three
television auxiliary microwave bands.
Commission inquiry and proposed
rulemaking is in response to petition last
August by National Translator Associ-
ation. NTA also suggested changes to
allow video and audio feed from any suita-
ble source. Comments are due at FCC by
Aug. 18 and replies by Aug. 28.

Sparta’s newest. Sparta Electronic Corp.,
Sacramento, Calif., has introduced model
635 35 kw FM transmitter which features
three-cabinet arrangement for various
groupings to suit smaller buildings. Other
features include tally light fault locator
system, Sparta’s 680 direct FM exciter,
automatic power control and 31/8"
transmission line feeds antenna.

CBS buying. Harris Corp., Quincy, 1ll., has
received $180,000 order for BT-25L, 25
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kw low band TV transmitter from CBS
wCBS-TV New York. Transmitter will be lo-
cated in Empire State building and is
scheduled for mid-August delivery.
Another CBS owned-and-operated sta-
tion, KNXT(TV) Los Angeles, is currently
having totally redundant three-transmitter
system installed by Harris.

it's small. Ashley Audio Inc., Rochester,
N.Y., has designed lightweight, portable
mixer for small sound systems. Model
SM-8 features eight in- two out configura-
tion with two independent level controls,
equalization and a 30 db variable pad on
each input. Unit weighs nine pounds and
no dimension exceeds 174",

For cable. Video Systems division of
Philips Audio Video Systems Corp.,
Montvale, N.J., has come out with
$30,000 color TV camera for CATV origi-
nation centers and other budget-limited
television operations. Camera produces
color signal with two-minute warmup, re-
quires only one coax cable to synchronize
to existing system, incorporates sealed-
prism-beam-splitter, seven-inch
electronic tiltable view-finder and printed
wiring throughout. Camera is lightweight
and small—25"" x 18" x 8",

Versatile switcher. Telemet, Amityville,
N.Y., has introduced four-bus switcher
with re-entry and independent preview
option for television broadcast use. Con-
trol panel for switcher modei 7960 is
available in three standard configurations:
nine, 15 and 21 inputs. Other features in-
clude nine wipe patterns, wipe modula-
tion, colorized wipe borders, wipe key,
presettable wipe limits, remote control
and two mixers.

Color recorder. GBC Closed Circuit TV
Corp., New York, has made available
GV-215C color video-tape recorder capa-
ble of providing 60 minute programing
with playback on %" video tape. Unit in-
cludes audio dubbing, stop action, edit
control and auto-manual level adjustment.

A move for KTVH

The FCC has given KTVH(TV) ch. 12
Hutchinson, Kan., a green light to shift its
main studio to Wichita, Kan. The station
had claimed that the amount of local pro-
graming from Hutchinson was limiting
service to the station’s total audience.
FCC rules require that more than 50% of
local nonentertainment programing origi-
nate from the community of license.

The commission agreed that the
Hutchinson location was hindering service
but said KTvH should not decrease the
amount of programing currently produced
at Hutchinson.

The FCC noted that the station was will-
ing to accept the conditions which also in-
cluded maintaining the existing Hutchin-
son studio capacity, keeping sufficient per-
sonnel on hand and keeping the studio
open during normal business hours.

KTvH, the flagship of a four-station
regional network, proposed to increase
regional programing.




The Broadcasting

PlaylistuzJul14

Over-all-rank
Last This
week week  Arlist—label

These are the top songs in air-play popularity in two categories on U.S. radio, as
reported to Broadcasting by a nationwide sample of stations. Each song has
been “weighted” in terms of The Pulse Inc. audience ratings for the reporting sta-
tion on which it is played and for the part of the day in which it appears. A (B) in-
dicates an upward movement of 10 or more chart positions over the previous

Playlist week.
Contemporary ’
Over-ali-rank Rank by day parts
Last This  Tille (length) 6 10a- 3 7-
woek week  Arlist—label i0a 3p 7p 12p
1 1 Love Will Keep Us Together (3:15) 1 1 1 1

Captain & Tennille—A&M

9 2 Hustle (3:27) 2 3 2 3
Van McCoy—Avco 5

6 3 Listen to What the Man Said (3:53) 4 2 3 2
Paul McCartney —Apple

3 4 Magic (3:30) 5 4 5 4
Pilot—EMI

2 5 Wildfre (4:47) 3 5§ 4 5
Michael Murphy— Epic

4 8 When Will | Be Loved (2:52) 6 6 7 8
Linda Ronstadt—Capitol

8 7 Pm Notin Love (3:40) 9 7 6 7
10 C.C.—Mercury

7 8 Swearing to God (3:58) 7 8 98 8
Frankie Valli

5 9 Sister Golden Hair (3:16) 8 9 11 9
America—Warner Bros.

12 10 Please Mr. Please (3:24) 10 10 10 1
Qlivia Newton-John—MCA

16 11 One of These Nights (3:29) 15 11 8 10
Eagles— Asylum

11 12 Love Won't Let Me Wait (3:18) 11 13 13 13
Major Harris— Atlantic

15 13 The Way We Were/Try to
Remember (4:48) 13 12 14 15
Gladys Knight & the Pips—Buddah

10 14 Thank God I'm a Country Boy (2:47) 12 17 15 14
John Denver—RCA

24 15 Rockin’ Chair (3:15) 21 18 12 12
Gwen McCrae—Cat

17 18 I'm Not Lisa (3:19) 14 14 18 16
Jessi Colter— Capitol

18 17 Someone Saved My Life (6:45) 16 15 16 17

Elton John—MCA
13 18 Take Me in Your Arms {Rock Me) (3:39) 17 16 17 18
Doobie Brothers—Warner Brothers

27 19 Jive Talkin’ (3:43) 19 19 21 20
Bee Gee's—RSO

20 20 Midnight Blue (3:25) 18 20 24 20
Melissa Manchester— Arista

19 21 Hey You {(3:33) 20 22 19 23
Bachman-Turner Overdrive —Mercury

22 22 Only Women (3:29) 22 21 22 26
Alice Cooper—Atlantic

14 23 Bad Time (2:55) 23 25 25 19
Grand Funk—Capitol

21 24 Pinball Wizard (3:48) 24 27 20 22
Elton John—Polydor

30 25 Dynomite (3:30) 25 23 23 25
Tonr Camillo's Bazuka—A&M

26 26 Philadelphia Freedom (5:38) 30 24 27 24
Efton John Band—MCA

8P 27 Misty (2:53) 26 26 31 28

. Ray Stevens—Bamaby
31 28 Killer Queen (3:00) 29 33 26 29

Queen—Elektra . g

28 29 Before the Next Teardrop Falls (2:32) 27 3y 33 27
Freddy Fender—ABC

42030 How Sweetlitls (to Be Loved by

You) (3:33) 28 30 28 33
James Taylor—Warner 8ros.

37 31 Why Can’t We Be Friends (3:45) 32 29 30 30
War—United Artists

39 32 Only Yesterday (3:45) 31 40 29 32
Carpenters—A&M.

40 33 Rhinestone Cowboy (3:18) 33 28 40 37

: Glen Campbeil —MGM

36 34 Long Tall Glasses (3:05) 38 34 34 I
Leo Sayer—Warner Bros.

43 35 Morning Beautiful (3:03) 34 32 35 45
Tony Orlandc & Dawn—Elektra

— W38 Faliin’' in Love (3:13) 35 37 36 42
Hamilton, Joe Frank & Reynoids—Playboy

34 37 Last Farewell (3:43) 39 36 37 39

Roger Whittaker —RCA

Titia {length)

35 38 Rockford Files (3:06)
Mike Post—MGM
32 39 Bad Luck (3:10)
Hatold Melvin & the Bluenotes—Phila. Int.
41 40 Jackie Blue (3:16)
QOzark Mtn. Daredevils —A&M
— 41 I'mon Fire (3:03)
Dwight Twilly Band— Shelter
— 42 Get Down Tonite (3:06)
K. C. & Sunshine Band—T K Records
— 43 At Seventeen (3:56)
Janis lan—Columbia
— 44 Fame (3:30)
David Bowie—RCA
— 45 How Long (3:09)
Ace— Anchor
25 48 GetDown Get Down (GetDownonthe
Floor) (3:47)
Joe Simon—Spring
— 47 Help Me Rhonda (2:48)
Johnny Rivers—Epic
45 48 Remember Whatl Told You to
Forget (3:19)
Tavares—Capitol
50 48 'l Play for You (3:47)
Seals & Crofts—Warner Bros.
— 50 Black Superman/Muhammad Ali (3:32)
Johnnie Wakelin—Pye
Country
Over-ail-rank

Last This

Title {fength)

week week  Artist—label

1

-H 2
20U 3
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Movin’' On (2:16)

Merle Haggard —Capitol

Rhinestone Cowboy (3:18)

Glen Campbell—Capitol

Wasted Days & Wasted Nights (2:41)
Freddie Fender—Dot

Just Get Up & Close the Door (1:58)
Johnnie Rodriquez —Mercury

Please Mr. Please (3:24)

Olivia Newton-John—MCA

The Seeker (2:59)

Dolly Parton—RCA

That's When My Woman Begina (2:37)
Tommy Qverstreet— Dot

Touch the Hand (3:20)

Conway Twitty—MCA

Love in the Hot Afternoon (3:20)
Gene Walson—Capitol

Deal (2:30)

Tom T. Hall—Mercury

Everytime You Touch Me (2:59)
Charlie Rich—Epic

You're My Best Friend (2:43)

Don Williams—ABC/Dot

Reconsider Me (3:27)

Narvel Felts—ABC/Dot

Hello Little Bluebird (2:25)

Donna Fargo—Dot

Lizzie & the Rainman (3:05)

Tanya Tucker—MCA

Little Band of Gold (2:30)

Senny James— Columbia

Hello ! Love You (2:28)

Johnny Russell—MCA

There | Said it (2:03)

Marge Smith—20th Century

Farthest Thing From My Mind (2:48)
Ray Price—AB

| Don’t Love Her Anymore

Johnny Paycheck —Epic

Classified (2:28)

C. W. McCall—MGM

Trying to Beat the Morhing Home (2:41)
T. G. Shephard—Melodyland

Freda Comes Freda Goes (2:33)
8obby G. Rice—GRT

Pictures on Paper (2:59)

Jeris Ross—ABC

Dreaming My Dreams with You (2:20)
Waylon Jennings—RCA

10a
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44
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Breaking In

Sénd In the Clowns —Judy Collins
(Elektra) m Send in the Clowns is a
Stephen Sondheim composition from the
Broadway musical, A Little Night Music,
and, with the exception of Ease on Down
the Road from The Wiz, may be the only
Broadway-generated song to reach the
charts since the rash of Hair and Godspell
songs in the late sixties. Judy Collins, who
has always found her greatest audience
among college-age and older listeners, has
also been away from the pop world for a
number of years, since her hit cover ver-
sion of Joni Mitchell’s Both Sides Now.
Serid in the Clowns is a restrained ballad
about lost love and failed expectations,
and Ms. Collins’s understated treatment
of it is one of the quietest records to be
heard on pop radio. A number of MOR
stations are featuring the single, which
may be best suited to an older audience;
early pop adds have come at WSAI(AM)
Cincinnati and wNRK(AM) Newark, Del.

That’'s When the Music Takes Me — Neil
Sedaka (Rocket) W Neil Sedaka's first
foray into message songs— Immigrant,
which dealt with the plight of John Len-
non—failed to move up most pop lists as
Laughter in the Rain had earlier in the
year. His latest release, however, should
recharge his comeback. That’s When the
Music Takes Me is a happy, uptempo song
of celebration, immediately recalling last
year's I've Got the Music In Me, a hit for
Kiki Dee on the same label with a similar
style and tempo. It has been added by
KFRC{AM) San Francisco, KIMN(AM)
Denver, werc(aM) Birmingham, Ala,,
WHHY(AM) Montgomery, Ala., and
WTOB(AM) Winston-Salem, N.C.

Tracking the ‘Playlists’

Captain & Tennille still going strong
at top of pop; Merle Haggard remains
first in country while Glen Campbell
bounds onto the chart at number two

The Captain & Tennille’s Love Will Keep
Us Together, the number-one single, con-
tinues its growth as one of the strongest
airplay records of 1975, with Van McCoy'’s
The Hustle and Paul McCartney’s Listen
to What the Man Said close behind and
still gaining. It is in the second 10 that
more airplay activity is found: Olivia
Newton-John’s Please Mr. Please should
add to her string of hits; the Eagles con-
tinue to add stations on One of These
Nights; Gwen McCrae’s Rockin' Chair
may duplicate the success of her husband
George's Rock Your Baby of last year;
and many are calling the Bee Gees’ Jive
Talking’and the Main Course album from
which it was taken the group’s best ever.
Ray Steven's Misty is crossing over well
from country to pop, and is now at 27.
James Taylor's remake of How Sweet It Is
should bring him back to top-charted
status and is now at 30. War, aided by a
big-budget promotiona! campaign from

United Artists, is coming back suc-
cessfully with Why Can’t We Be Friends?,
now at 31. Glen Campbell is also making a
pop return, with his rendition of
Rhinestone Cowboy, rising to 33.
Hamilton, Joe Frank & Reynolds, absent
from pop charts since Don’t Pull Your
Love Out On. Me several years ago, are
bringing Playboy Records its biggest pop
hit with Fallir’ in Love, jumping on at 38
in its first week on the pop ‘‘Playlist.”

Merle Haggard’s Movin’ On remains the
nation’s most heard country single this
week, but the most impressive perfor-
mance is turned in by Glen Campbell, one
of the first ““modern country™ artists to
cross over into other formats, whose
Rhinestone Cowboy arrives on the chart at
two. Freddy Fender shows he can match
the success of Before the Next Teardrop
Falls with Wasted Days and Wasted
Nights, which jumps from 22 to three. His
principal Mexican-American rival, Johnny
Rodriguez, also gains with his latest
single, Just Get Up and Close the Door,
now at four.

Extras

The following new releases, listed
alphabetically by title, are making a mark
in BROADCASTING'S contemporary "Play-
list" reporting below the first 50:
Ballroom Blitz, Sweet (Capitol).
Could It Be Magic, Barry Manilow
(Arista).

Dance with Me, Orleans (Asylum).
Go;:dnight Vienna, Ringo Starr (Ap-
ple).

Holding on to Yesterday, Ambrosia
(20th Century).

Look at Me, Moments (Stang).

Love Being Your Fool, Travis Wam-
mack (Capricorn).

One Man Band, Leo Sayer
(Chrysalis).

Rag Doll, Sammy Johns (GRC).
Saturday Night Special, Lynyrd
Skynyrd MCA%.

Send in the Clowns, Judy Collins
(Elektra).

Sw)eet Emotions, Aerosmith (Colum-
bia).

Wasted Days & Wasted Nights, Freddy
Fender (ABC).

The following new releases, listed
alphabetically by title, are making a mark
in BROADCASTING's country “Playlist” re-
porting below the first 25: .

Dear Woman, Joe Stampley (Epic).
Feelins’, Conway Twitty & Loretta
Lynn (MCA).

The First Time,
(Capitol).

I Love the Blues & the Boogie Woogie,
Billy (Crash) Craddock (ABC).

I've Never Loved Anyone More, Lynn
Anderson (Columbia).

Let the Little Boy Dream, E. Stevens
{Elektra).

Shotgun Rider, Marty Robbins
(MCA).

Spring, Tanya Tucker (Columbia).
Woman in the Back of My Mind, Mel
Tellis (MGM).

0O 0 0O oo o oo 0 oao oo
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CBS income up 16%
for quarter, half

Television network chalks up
biggest gain Iin broadcast group

CBS sales and earnings set new records in
both the second quarter and first half of
1975, Chairman William S. Paley and
President Arthur R. Taylor announced
last week. They said CBS’s broadcasting
and recorded music businesses made ‘‘the
essential contributions to our improved
earnings”’ in the second quarter.

For the first half, estimated net income
reached $58.1 million, up 16% from the
$50.3 million recorded in the same period
last year, on net sales of $903 million, up
8% from $834.6 million a year ago. For
the second quarter, net income was $33.9
million, a gain of 16% from the 1974
period’s $29.3 million, while net sales
were $460.4 million, up 9% from $422
million.

Earnings per share were $1.19 in the
second quarter, as compared with $1.03 a
year ago, and for the first half were $2.03
compared with $1.76 in the first half of
1974,

Speaking of second-quarter results,
Messrs. Paley and Taylor said:

“Sales for the CBS/Broadcast Group
rose 6% over the prior year's quarter with
the television network making the largest
gains, although good improvement was
evident throughout the group.

*“CBS/Records Group sales advanced
11% in the second quarter with the growth
in the internationa! division more than
compensating for a very slight sales
decline in the domestic division reflecting
general industry conditions.

**Sales for all four divisions of the CBS/
Columbia Group also advanced, paced by
the Columbia House division, with the
group as a whole showing a gain of 14% in
the quarter.

“The CBS/Publishing Group had a
sales increase of 18%, with all four of the
group’s divisions participating in the im-
provement.”

Financial Briefs

Debt halved. MCA Inc. announced that it
had repaid $10 million of balance of its
unsecured term bank-loan due March 1,
1981; this leaves outstanding $10 million.
Bank loan agreement provides also for
$50-million unsecured recolving credit,
but no borrowings have been made under
this credit.

Murrow retrospective. Columbia Special
Products has released This Is Edward R.
Murrow, record album produced by CBS
News and based on memorial tribute to
Mr. Murrow broadcast by CBS Radio in
1965. Album features excerpts from 22 of
Mr, Murrow’s best-known broadcasts, in-
cluding his expose of Senator Joseph Mc-
Carthy.



Approx.

Totar market

Ciosing Cilosing shares capitaii-
Stock Wed. Tues. Nel change ! change 1974-75 PIE out zation
Symbol Exch, July @ July 1 in week in wee High Low ratio (000) (000)
Broadcasting
ABC ABC N 24 26 7/8 - 2 1/8 - 10.6% 28 3/8 12 3/8 9 17.171 412,104
CAPITAL CITIES ccs N 42 1/8 43 - 7/8 - 2.03 43 19 1/2 14 7+208 303,637
cas css N %3 1/8 51 5/8 + 1 1/2 + 2.90 53 1/8 20 1/8 14 28.313 1,504.128
CONCERT NETWORK 2] 1/4 174 .00 7/8 1/8 21200 550
cox cox N 23 3/4 26 1/2 - 2 3/4 - 10.37 26 1/2 9 3/8 12 5:831 138,486
GROSS TELECASTING GGG A 11 10 374 + 174 + 2.32 13 5/8 6 3/8 8 800 8+800
LIN LIN8 0 9 1/8 8 7/8 + 1/4 + 2.81 9 1/8 2 10 2¢297 20,960
MOONEY MOON Q 2 174 2 174 Q0 3 5/8 1 &6 385 866
RAHALL RAHL, {2 I 5 4 1/8 + 1/8 + 2.56 [ 1 374 10 1297 62485
SCRIPPS-HOWARD SCRP 0 21 21 .00 21 13 1/2 8 2+ 589 544369
STARR 586G M 4 3/4 4 174 + 172 + 11.76 9 3 1/4 5 1,091 5+182
STORER S8K N 20 3/8 20 5/8 - 174 = 1.21 20 5/8 10 7/8 10 4,624 94y214
TAFT TFB N 26 26 1/8 - 1/8 - 47 26 1/8 10 3/4 9 4,011 104,286
WOODS COMM.x 0 172 1/2 .00 1 174 1/4 4 292 146
TOTAL 78,109 2+6544+213
Broadcasting with other major interests
ADAMS-RUSSELL AAR A 2 174 2 174 .00 2 172 3/4 13 1¢265 2¢846
AVCO Av N 7 6 172 + 1/2 +  7.69 8 7/8 2 1/8 2 11,481 80,367
BARTELL MEDIA BMC a 1 1/8 1 1/8 .00 2 3/8 5/8 2 2+257 2:539
JOHN BLAIR 8J N 5 3/8 S 1/4 + 1s8 + 2.38 T 1/2 3 1/72 26 2+403 12.916
CAMPTOWN [NO.* 0 1/8 1/8 .00 7/8 1/8 2 1,138 142
CHRIS-CRAFT CCN N 5 5/8 5174 + 3/8 + T.14 5 7/8 1 1/2 21 4elb2 234411
COMBINED COMM. CCa N 13 13 172 - 172 - 3.70 16 1/8 5 1/8 o] 4,568 59+384
COWLES Cwt N A a .00 8 3 7/8 7 31969 31,752
DUN & BRADSTREET ONB N 2R 1/2 28 1/4 + 174  + .88 35 14 5/8 19 264510 755,535
FAIRCHILD INO. FEN N 8 1/4 8 5/ - 3/8 - 4.34 8 3/4 3 3/4 7 44550 37,537
FuQuA FOA N 9 3/4 6 176 + 3172 + 56.00 10 3/4 3 1/8 17 8,671 B4y 542
GANNETT CO. GCI N 38 36 /8 + 1 1/8 + 3.05 38 1/4 20 172 23 21.089 AOl.382
GENERAL TIRE GY N 16 1/4 16 + 174 + 1.56 18 1/4 10 1/4 5 21,523 349,748
GLORETROTTER GLATA O 2 2 . 00 4 3/4 7/8 10 2,731 5,462
GRAY COMMUN. s} 6 1/4 6 172 - 174 = 3.84 8 1/2 5 5 475 2,968
HARTE-HANKS HHN N 16 7/8 16 3/4 + 1/8 + .74 17 /6 & 11 49343 73,288
JEFFERSON-PILOT Je N 38 1/4 3 3/6 + 1 172 + 4,08 38 1/4 20 1/2 16 24,064 G20, 448
KAISER INOUSTRIES K1 [ 10 5/8 10 3/8 + 174 + 2,40 10 5/8 4 1/4 [ 27,487 292,049
KANSAS STATE NET. KSN 1] 3 3/4 3 3/e .00 4 1/8 2 3/4 7 1.815 6,806
KINGSTIP KTP A 4 174 4 1/8 + 1/8 + 3,03 6 374 1 172 a 1,154 44904
KNIGHT-R [ DDER KRN N 32 32 34 - 3/ - 2.29 32 3/4 9 1/4 21 8,305 265,760
LAMB COMMUN.* P 1 1/4 1 1/4 .00 1 174 1 1/8 25 475 593
LEE ENTERPRISES LNT A 17 7/8 18 /8 - .69 19 1/4 10 3/4 10 34352 59,917
LIRERTY LC N 11 11 1/4 - 174 = 2.22 15 5/8 7 1/8 5 6,762 T4, 382
MCGRAW-HILL MHP N 11 11 172 - 172 = 4434 13 1/2 S 1s2 9 244569 2704259
MEDIA GENERAL MEG A 32 3/4 30 5/ + 2 1/& +  6.93 32 3/4 15 172 12 3,596 117,769
MEREDITH MDPp N 12 1/4 11 7/ + 3/8 + 3.15 12 1/4 8 5 2+995 36,688
METROMEDT A MET N 13 1/4 13 + 174 + 1.92 13 174 4 172 10 64553 B6+827
MULTIMEDI A MMED 1] 14 174 14 + 1/4 + 1.76 14 1/4 8 3/4 9 4,389 624543
NEW YDRK TIMES CO. NYK A A 12 11 3/4 + 174 +  2.12 13 3/4 6 7/8 7 10,231 122,772
OUTLET ¢O. DTy N 16 1/R 16 + 1/8 + TR 62 7 6 1,381 22,268
POST CORP. PUST [i] 6 6 1/4 - 174 - 4.00 16 172 4 3/4 24 az0 5,220
PSa PSA N 5 4 3/4 o+ 174 + 5.26 10 1 1/s2 10 3s181 15+905
REEVES TELECOM RBT A 1 3/4 1 374 .00 2 5/8 7 2+376 4,158
ROLLINS ROL N 21 22 -1 - 4.54 22 6 172 15 13+341 28D+ 161
RUST CRAFT RUS A 8 1/8 A + 178 + 1.56 10 1/4 5 1/8 6 2.328 18,915
SAN JUAN RACING SJR N 13 9 1/2 + 3 1/2 + 36.84 13 3/8 5 1/2 9 24509 32,617
SCHERING=-PLOQUGH SGP N 59 3/4 57T 172 + 2 l/4 + 3.91 74 3/8 44 3/4 25 53.,920 3,221+720
SONDERLING SDR A T 177 R - 172 = 6.25 10 3 1/2 5 727 51452
TECHNICAL QPERATIONS TQ A 4 7/8 5 1/4 - 3sn = 7.14 6 3/4 2 3/8 5 1+344 69552
TIMES MIRRDR €0, T™C N 18 1/8 18 1/8 .00 19 172 9 1/4 11 31, 385 56R,853
WASHINGTON POST CO, WPO0 A 28 3/e 2R 3/4 » 00 28 3/4 14 3/4 10 44751 136,591
WOMETCO WOM N 16 3/8 16 1/4 + 1/ + .76 15 3/8 6 1/4 10 5,793 94,860
TOTAL 370,788 9,058,808
Cablecasting
AMECO*= = aco ] 3/8 /8 .00 1 7/8 1/8 1,200 450
AMER. ELECT. LABRS AELAA 0 2 1/R 2 1/8 - 00 2 1/8 1/2 16 1,672 3,553
AMERICAN TV & COMM. AMTV 0 14 1% 172 - 1 1/7 = 9.67 19 1/4 S 1s2 25 3,313 46,382
ATHENA COMM, %= a 3172 3/ + 3 1/A8 + R33.33 3 1/2 1/8r 2+,125 71437
AURNUP & SIMS ASIM 0 7 3/R 7 5/8 - 1/ - 3.27 24 1/R 2 1s2 14 8,268 60,976
CARLECOM-GENERAL cen A 7 6 7/ + 1/8 + 1.81 7 174 1172 13 2:560 17.920
CARLE FUNDING CFUN 0 L & .00 7 3/a 3 7/8 150 1.121 6,726
CARLE INFD. Q 1/4 1/4 .00 1 174 1/8 1 663 165
CoMCasT 0 3 3 .00 3 1/4 3/4 13 1+70R 5+124
COMMUMICATIONS PROP, coMn Q 2 172 2 /R - 3/8 - 13.04 3 172 1 16 4,761 11.902
CNX CABRLE CcxC a 13 5/Rr 13 374 - 1/8 - 30 15 7/8 3 3/4 22 3. 560 48+ 505
ENTRQON ENT 0 3/4 5/8 + 1/8 + 20.00 1 /8 5 1+358 1,018
GENERAL INSTRUMENT GRL N 12 3/4 12 3/ + 378 + 3.03 17 1/8 5/8 9 7+201 91.812
GENERAL Tv . 4] 5/8 5/8 «00 11/2 1/4 31 1,000 625
SCIENTIFIC-ATLANTA SFaA A 17 17 3/8a - 3/8 - 2.15% 17 3/8 4 15 963 16:371
TFLE-COMMUNTCATINN TCOM a 3 1/4 3w - 1/4 = 7.14 S 3/4 7/8 2 5¢181 16.828
TELEPROMPTER TP N ] A T/B o+ 1/8 + 1.40 9 1 3/A8 20 16,013 1464117
TIME INC. TL N SA 54 3/4 + 3 1/4 + 5,93 58 24 7/8 12 9,960 577,680
TOCOM TOC#H 0 2 1/4 2 1/4 .00 4 1/8 1 374 5 634 1:426
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Closing Closing

Stock Wad. Tues.

symbol Exch July § July 1
UA-COLUMRIA CARLE 1acc G 10 374 12 1/8 -
UNITED CARLE Tv ucTv u} 2 T/R 2 7/8
VEACNM via N T TrR 8 3/4 -
VIKOa»% vk A 2 1 7/8 +
Programing
COLUMBIA PICTURES cPS N 1/4 A7/ +
DISNEY nts N 52 5/8 SC 7/R  +
FILMWAYS FuWy A 5 1/4 S 3/8 -
FOUR STAR 3/8 /e
GULF + WESTERN ] N 38 3/8 37 3/4 4+
MCa MCA N 1 TR S/R  +
MGM MGM N 17 7/8 14 3/R +
TELE-TAPE%*® = o] HA] 1/4
TELETRONICS INTL. o] L 1/4 4 174
TRANSAMERICA Ta N 9 1/4 9 5/ -
20TH CENTURY-FDX TF N 14 7/R 13 1/ +
WALTER READE=%* WALT s} 3/8 3/8
WARNER wCl N 20 18 172 +
WRATHER | [os] A 5 S 1/8 -
Service
ARDO INC. ARNOD v} 16 1/% 16 172 =
COMSAT co N 45 3/8 43 176 +
NOYLE NANE BERNRACH nayL 1] il 3se 11 374
ELKINS INSTITUTES® & ELKN a 1/8 1/8
FDOTE CONE £ RELDING FCR N R 3/4 R 3/R +
GREY ANDVERTISING GREY n 7 S5/R 7 36 -
INTERPURLELC GRONP 1PG N 17 HES +
MARVIN JOSEPHSON MRVN (¢} R 3/4 5 1/4 4+
MC1 COMMUNICATIDNS MCIC ¢} 3 5/3 R VN
MDVIELAR Moy A 1 374 1 28 o+
MPD VIAEQTRONICS MpD A 3177 3 +
NEEDHAM. HARPER NDHMA 0 5 3/8% 5 3/9%
4. C. NTELSEN NIELSB ) 21 1/ 21 172 -
OGILVY & MATHER oGIL 0 19 1/2 2C 1/2 -~
J. WALTER THOGMPSON JWT N R 3’3 350
UNIVERSAL COMM.2 8] /e 174
Electronics/ manutaciuring
AMPEX APX N 8 3/8 5 1/8
CCA ELECTRONICS CCAE o] 1/8 1/8
CETEC CEC A 1 5/8 1 5/8
COHU. INC. COH a 3 2 1/6 +
CONRAC cax N 21 3/4 .9 +
EASTMAN KODAK EASKD N 104 172 1928 1/6 +
GENERAL ELECTRIC GE N 52 1/2 52 /4 -
HARRIS CORP. HRS N 27 1/4 T 174
HARVEL INDUSTRIES HARV 0 5 172 9 0
INTERNATICNAL VIDEOD vee o} 3 7/8 3 1/4 +
MAGNA VOX MAG N B 3/4 R 3/4
MICROWAVE ASSOC. INC MAT N 22 172 22 1/R +
3M MMM N £ 3/4 68 7/8 -
MOTOROLA MGT N 51 376 50 +
0AK INDUSTRIES OEN N 8 5/8 a1/8 +
RCA RCA N 20 174 20 3/8 -
RGCKWELL INTL. ROK N 24 3/R 23 3/8 +
RSC INDUSTRIES RSC A 2 1/8 2 174 =~
SONY CORP. SNE N 12 172 13 =
TEKTRONIX TEK N 37 172 39 -
TELEMATIQN TIMT [} 1 i
VARIAN ASSGCIATES VAR N 17 374 15 7/8 +
WE STINGHGUSE WX N 18 1/% 18 5/8 -
ZENITH lE N 27 S5/8 < -
Standard & Poor's Industrial Average 108.5 1068.4

A-American Stock Exchange
Me-Micwe st Stock Exchange

N-New York Stock Exchange

G-over the counter {bid price shown)
P-Facific Coast Sicck Exchange

days :cpo~sZd by
Yigures me  ary sligl

Cver-the counter bid p:ices supplied by
Hor-blowsr & Weiks, Ho—g~i"-Neyear Inc,
\Vashing!cr.
‘fearly high-lows are crawn from trading
Loz 7castirg. Actual

Approx. Total marke?

Shares capuah-

Net change . change 1974.75 PIE out zaticn

i waek n week Lew ratio 000} {000/
i 3/8 - 1l1.34 12 3/4 3 3/4 15 11685 18,221
.00 4 S/8 174 6 1,879 Se402
7/8 - 10.00 8 7/8 2 5/8 10 3,708 29,200
1/8 + b.566 4 172 1 2,534 5,068
TOTaAL 83,077 1+116,918
3/8 - 4.22 9 1/2 1 5/8 36 6,748 624419
1 374 3.43 54 3/4 18 3/4 29 29,755 1:565,856
178 - 2.32 [ 2 1/8 7 1.792 9,408
.00 1 378 1/8 1 666 249
5/8 + 1.45 33 3/8 18 3/8 5 14,470 5555286
2 3/R + 3.02 21 19 1/4 11 B.&a77 686+,637
1 172 + 3.1s6 32 172 9 1/4 8 12,180 217,717
.00 3/4 1/8 2,190 547
.00 5 1 1/4 9 943 4,007
3/8 = 3.89 10 3/8 5 1/2 14 64,945 600,741
1 5/8 + 12.26 14 1/8 4 1/2 15 7.532 112,038
.09 172 1/8 G467 1+675
1 172 + R.10 20 & 7/8 8 15,139 302,780
1/8 = 2.43 8 1/8 1 174 2 24229 11,145
TaTAL 171.533 4,130,505
174 L 1.51 17 1/2 9 7/8 7 2,513 40,836
2 1/8 + .91 &h 23 3/4 10 10,000 453,750
.00 11 374 & 5/8 7 1,816 21,338
.00 578 1/8 1.897 37
3/9 + 4.47 11 1/4 S 3/R & 2.009 17.578
1/8 = 1.61 A 3/8 5 5/8 & 1,213 9,249
1 + 5.25 17 ® 1/3 6 24263 38,232
2 172 + 40.00 A 3/4 3 1/4 & 1,800 15,750
1/8 o 3.33 6 1/2 1 13,339 48+353
1/R + T.69 1 3/4 1/2 9 1,407 24,462
172 + 16.686 3172 1 19 537 1,879
.00 T is2 3 5/8 8 892 44794
3/8a = 1.74 28 T 3/8 20 10,598 223.882
1 = 4.87 23 172 1C ] 1,805 35,137
.00 12 4 1./4 12 2,649 22847
.00 3/4 1/8 715 178
TOTAL 55,439 936+563
2 1/4 + 35.73 R 3/8 2 i/4 9 10,885 91,161
.00 1 178 i/8 88.: 1in
.00 2 1/8 1 8 2,319 3,768
1/3 + 4 a34 3 7/8 1 1/4 33 1:617 4,851
2 374 + 14,47 21 3/4 i0 9 1+261 27426
2 1/4 * 2.20 198 3/4 53 27 1614347 16,860+ 761
1/8 3 .23 65 EL 17 182,781 I,527,453
.00 33 172 13 1/8 389 6.152 167.642
2 172 - 27.77 9 2172 41 450 3,120
5/8 + 19,23 7 172 1 1/4 7 2.730 10,578
.2 9 T7/8 3 3/4 A 17.799 155,741
3/3 + 1.69 26 7/8 % 3/4 11 1.320 29,70C
2 1/9 = 3.17 a1 1/2 I-75:) 32 1145240 7+397:04G
1 3/4 + 3.50 61 7/8 34 1/8 24 28,1%1 1+458,8B4
172 + 6.15 12 7/8 5 1/4 3 1,639 14,136
/A S 6L 21 172 9 7/8 16 744484 1.508,3C1
1 + 4.27 28 3/8 18 3/8 7 30,802 750,798
1/8 = 5.55 2 174 172 7 3,440 7,310
172 = 3.84 29 7/8 4 374 33 172, 5C0C 2+156+25C
1 1/2 = 3.84 47 3/4 18 i/72 13 B.671 325,162
.00 2 3/4 1 [} 1,050 1.05C
i /8 + 11.81 17 3/4 -] 16 6,838 121,374
3/8 = 2.01 25 8 1/2 51 66,589 1,587,545
3/6 = 1.33 31 5/8 10 115 18,797 519,267
TCTAL 237,213 42,729.438
GRAND TOTAL 1,696+ 153 6N, 6764445

+0.1

F/E ratios are based on earnings-pe:-share
‘igurss for the last 12 months as puhlished
by Stancerd & Foor's Corp. or as obtained
through Proac'casting's cwr :esearch. Earn-
ings figures ara exclusive of ex“ac~i~ary

ai~< o lossrTs,
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*Stock ¢id not trace on \Wecnesday. cicsing
price shewn is last traced price.

**No PiE ralio is cormputed: company
-agisterad rét loss.
***Stock split.



Fates & Fortunes.

David Croninger, VP/
station manager,
WHDH{AM) Boston,
elected president of
licensee, WHDH Corp.,

general manager,
wHDH. He succeeds
George Akerson,
retired.

Edward D. Cervenak,
program/news assistant

general manager,
Croninger wews(rv) Cleveland,

named general man-
ager.

George H. Williams, general manager, wkBD-Tv
Detroit, named VP of licensee, Kaiser Broad-
casting, Oakland, Calif.

Steven A, Bell, VP,
programing, Petry
Television Inc., New
York, named general
manager, WLVI.TV
Boston, succeeding
James G. Saunders,
resigned.

Steve Kimatian, special
assignment advisor,
Group W stations, New
York, named executive
Bel administrator of Group
W’s wiz-Tv Baltimore.

Carole Ashklnaze, reporter, Denver Post,
named public service director, wxiA-Tv Atlanta.

Bordon Black, news director, wTBC(AM)
Tuscaloosa, Ala., named head of newly created
promotions department at WYDE(AM) Bir-
mingham, Ala.

Ellen Smith Bryan, news, wceD-Tv Charleston,
S.C., named public affairs director.

Jim Lobbey, promotion manager, KODE-AM-TV
Joplin, Mo., named community affairs director.

Tanny Wiggins, sales service supervisor pro-
moted to license-renewal administrator,
KNBC(TV) Los Angeles.

Murray J. Mitchneck, senior auditor, CBS,
New York, named accounting manager, WBBM-
Tv Chicago. Earl Gutknecht, special projects,
analyses manager, wBBM-Tv, named senjor staff
accountant.

Amo de Cordre, regional account advisor,
Realtec Inc., Atlanta real estate developer,
named properties supervisor, WXia-Tv Atlanta,

Patrick H. Driscoll, controller, amusement
park group, Taft Broadcasting, Cincinnati,
named to newly created position, corporate tax
manager.

William A. Clarke Jr., general manager,
KCKT(TV) Great Bend, Kan., named to same
post, KUHI-Tv Joplin, Mo. He is succeeded by
Bill Ranker, in sales, KCKT. Both are Kansas
State Network stations.

Fred Smith, program director, KCAS(AM)
Slaton, Tex., named resident manager.

Broadcast Advertising

Robert S. Levinson, VP, associate director of
network programing, BBDO, New York,
named director of network programing, suc-
ceeding Robert J. (Bud) Stefan, who will retire
at end of 1975 after 23 years with agency.

Terry Saidel, sales manager, KFwB(AM) Los
Angeles, named general sales manager,
KDKA(AM) Pittsburgh, succeeding Warren
Maurer who moves to wowo(aM) Fort Wayne,
Ind., as general manager (BROADCASTING July
7). All are Group W stations.

William V. Behrmann and Frank J. Kopec
both associate media directors, Needham,
Harper & Steers, Chicago, elected VP's. Jeff
Cohen, group creative supervisor, NH&S, New
York, and Alan Fraser, senior creative associ-
ate there, elected VP's.

Richard Macaluso, ac-
count executive, CBS
Radio Network, New
York, appointed
Easterri sales manager.

Les Fine, Eastern sales
manager, Kaiser Broad-
casting Spot Sales, New
York, named sales
manager, Kaiser station
wkBD-Tv Detroit. He is
succeeded by Art
Wagner, Kaiser Spot
Sales.

George B. Sproul, account executive, named
retail-developmental sales manager, KNXT(TV)
Los Angeles. Mr. Sproul succeeds Barrett
McKee, now general manager, retail sales, CBS
Television Stations, New York.

Macaluso

Dr. M. Lawrence Light, research, management
science director, Allen G. Rosenshine, creative
director, BBDO, New York, elected senior
VP’s.

Peter F. Ryan, senior VP and midwestern sales
manager, Harrington, Righter & Parsons,
Chicago, named to new post of senior VP in
charge of sales in New York. Succeeding Mr.
Ryan will be Michael Colon, sales manager,
HRP Gold Group, Chicago, who has been ap-
pointed VP, midwestern sales manager. Replac-
ing Mr. Colon as sales manager, Gold Group, is
Michael L. Carison, account executive, Metro
TV Sales, Chicago.

John C. Long, account executive, WMAL-Tv
Washington, named local sales manager.

Dick Topkins, VP and director of general ser-
vices, Hoefer, Dieterich & Brown, San Fran-
cisco, named 1o agency’s board of directors.

Gerald lannelli, deputy director, division of na-
tional advertising, Federal Trade Commission,
Washington, elected executive VP, interna-
tional operations director, Foote, Cone & Beld-
ing, Chicago.

Bob Mahiman, national sales manager, wiBK-Tv
Detroit, named general sales manager, KCST.Tv
San Diego. Both are Storer stations.

Dick Calender, VP, television, WGN Continen-
tal Sales, Los Angeles, named to sales staff,
Major Market Radio, Los Angeles.
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John Lindsley Cross, associate creative direc-
tor, Benton & Bowles, New York, elected VP.

Carol Jean Strond, research analyst, RKO
Television Representatives, New York, named
research manager.

Jonathan E. Fox, account supervisor, and Ken-
neth M. Weinstock, programing department
manager, Grey Advertising, New York, elected
VP’s.

William C. Strong, sales manager, KPIX(Tv) San
Francisco, named general sales manager, KDKA-
Tv Pittsburgh.

Dale McWhorter, senior account executive,
WCRT(AM) and wQez(FM) Birmingham, Ala.,
named general sales manager.

Programing

Glen A. Larson, executive producer of Mc-
Cloud, will serve in same capacity for Switch,
comedy-drama series, starring Robert Wagner
and Eddie Albert, sold to CBS-TV for new
season, and being produced in conjunction with
Universal. Mr. Larson, who created series and
wrote pilot, continues as executive producer of
McCloud.

Sonny Jurgensen, former Washington
Redskins quarterback, and Hank Stram, former
head coach and VP of Kansas City Chiefs,
named analysts, CBS Television Sports.

Anchormen

News Directors
Program Directors
Sports Reporters
Sales Managers

Meterologists

Pr(II_'I'IDt 10n r.}l rectors
NE“’S REPUI'I:EI'H

EKE cut i Ve Fru d.uﬂE rs
News Producers
G.E'“-E'rﬂ]. h'llﬂ.nﬂgel—ﬁ

We've placed some of the
best professionals in television
station operation in their present
jobs. In al! size markets. From
the smaliest to the Top Ten, and
in all parts of the country.

Just call us, tel! us what
you're looking for, and we'll go
to work. Free. No fee is paid
unti! we find the right person for
the position and you hire our
candidate.

We've been doing it for
years.For many satisfied clients
Ask anyone who's used us.

Sherlee Barish
(212) 355-2672

Broadcast Personnel Inc
527 Madison Avenue NY.C.10022
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Gilbert W. Miller, group plans supervisor, Katz
Radio Division, New York, named divisional
VP and manager-sport sales, heading new unit
to sell special features, with emphasis on sports.

George Mitchell, for-
merly president of
Olympus Television
Los Angeles (Boxing
from Olympic) and
serving as national sales
manager for The Jim-
my Dean Show, ap-
pointed VP-domestic
sales, National Telefilm
Associates Inc., Los
Angeles.

Milchell

Sally Wells, management consultant, New
York, named assistant director of development,
noncommercial WETA-TV Washington.

Mike Larsen, country program director, Peters
Productions Inc., San Diego, named operations
director.

Stefanie Kowal, associate producer, WLS.TV
Chicago, named producer of A M. Chicago, sta-
tion’s talk show, She is succeeded by Diane
Storck, formerly production assistant. Carolyn
Doepke, assistant to the executive producer,
named production manager.

Alan Resler, record librarian, wGAR(AM) Cleve-
land, named music director.

Broadcast Journalism

Dave Fanning, lelevision news chief, wBEN-TV
Buffalo, N.Y., named executive news producer,
kHou-Tv Houston.

Larry Doyle, CBS News deputy foreign editor,
New York, named New York bureau manager,
CBS News. Three New York-based CBS News
reporters transferred to other CBS bureaus:
Betty Ann Bowser (Los Angeles), Lee
Thornton (Washington) and Jackie Cassel-
berry (Atlanta).

Charles Van Bergen, manager of film opera-
tions, CBS News, and Carl Prince, field opera-
tions engineer, CBS-TV, both New York,
named associate directors, operations, CBS
News, New York.

Paul Byers, assistant assignment editor, CBS
News, Washington, named deputy foreign edi-
tor, CBS, New York. Succeeding him is Robert
Armstrong, assistant desk empioye, Washing-
ton.

Sharon Stevens, anchorwoman, wBBM(AM)
Chicago, and Don Blair, NBC Radio News Cor-
respondent, named lo anchor new overnight
NBC Radio News broadcasts, New York.

Paul G. Eberhart, associate editor, UPI, named
managing editor, succeeding H. Jefferson
Grigsby, who resigned.

Jim Laurie, NBC News Saigon correspondent
until last April, named NBC News correspon-
dent, Hong Kong.

Herbert Denenberg, former Pennsylvania in-
surance commissioner, now columnist, Phila-
delphia Sunday Bulletin, named consumer re-
porter, wCAU-Tv Philadelphia. Victor M. Vas-
quez Jr., reporter, noncommercial KPFK(FM)
Los Angeles, named writer/reporter for wCau-
Tv under CBS News’s minority training pro-
gram.

Samue! Ford, Harvey Clark Il named re-

porters, wCco-Tv Minneapolis-St. Paul, as part
of CBS News minority training program. Marc
Koslow, news assistant, NBC News, Washing-
ton, named newswriter, wCCO-TV.

Charles McLendon, assistant sports director,
wiTN-Tv Washington, N.C., named assistant
news director. Chuck Durham, photographer/
lab technician, named chief photographer.

Jan Gauss, news editor/anchorperson,
wHAs(AM) Louisville, Ky., named reporter,
wixT(TVv} Jacksonville, Fla.

Bonnie Ginzburg, Columbia Journalism School
graduate, named broadcast director, Capitol
Hill News Service, Washington.

Scott Dunn, St. Louis Broadcast Center gradu-
ate, named newsman/announcer, KPEP(AM) San
Angelo, Tex.

Cable

W. Mark Thomason, manager, construction
division, Jackson Communication Corp.,
Clayton, Ohio, named southeast regional sales
manager, GTE Sylvania’s CATV equipment
and installation operation, Dayton, Ohio.

Equipment & Engineering

Arthur A. Silver, district manager, radio sales,
Gates Broadcast Equipment, New York, named
broadcast sales manager, Rockwell Interna-
tional’s Collins Radio Group, New York.

James A. Hardy, chief engineer, KWEB(AM)-
KNCV(FM) Rochester, Minn., named to same
position, KAUs-AM-FM Austin, Minn.

Jack W. King, assistant chief engineer, KGNs.Tv
Laredo, Texas, named chief engineer.

Robert A. Mayers, industrial relations director,
Amerace Corp., Hackettstown, N.J., named to
same position, Philips Audio Video Systems
Corp., Montvaie, N.J.

Allied Fields

Lawrence Webb, 64, former executive vice
president and general manager of KRLA(AM)
Pasadena, Calif., joins staff of FCC Commis-
sioner Robert E. Lee as engineering assistant
and broadcast specialist, at annual salary of
$29,818. Mr. Webb, who succeeds retired
Robert G. (Bud) Weston as aide to Commis-
sioner Lee, has long background in broadcast-
ing, which includes acting as head of Station
Representatives Association and serving as
manager of wiw(aM) Cleveland. He also helped
establish orie of first UHF stations, wLOK-Tv
(now wLio(Tv)) Lima, Ohio, in April 1953.

Randy English, head, broadcast services, New
York State Drug Commission, Albany, named
radio-TV media specialist. Succeeding him is
Terry McGrath formerly on creative print
media staff.

Jim Mishler, general manager, wius, Indiana
University campus station, Blecomington, Ind.,
named management consultant, Ron Curtis &
Co., Chicago-based executive search firm.

George Schwartz, assistant dean, School of
Communications, Grahm Junior College,
Boston, named dean.

Charles B. Brakefield, president of New York
Times Broadcasting Service and president/
general manager of its wREC-Tv Memphis,
named “‘Marketing Man of the Year” by
Memphis chapter, American Marketing Associ-
ation.
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Dan deMesquita, formerly with Rogers &
Cowan, Los Angeles, named VP-television, Jay
Bernstein Public Relations Inc., also Los
Angeles,

James F. McConnell, treasurer/controller,
Greenwich Data Systems, New York, named
treasurer, Arbitron, New York. Both are Con-
trol Data subsidiaries.

Deaths

Morgan Beatty, 72,
NBC analyst and AP
correspondent, died
July 4 at his vacation
home in St. Johns, An-
tigua. Mr. Beatty joined
AP in 1927, gained
recognition for his re-
porting and analysis
during World War 1L
He was first to report
President *Roosevelt's
choice of Harry S. Tru-
man for running mate
in 1944; Mr. Truman hadn’t even been told. He
joined NBC in 1941, became editor/commenta-
tor of News of the World’ show in 1946 and
retired from network in 1967. He went back to
AP to do news analysis for the “‘NewsBreak"
tape news service until illness forced his retire-
ment earlier this year. Survivors include his
wife, Katy, and two sons by previous marriage.

Beally in deaths

Robert D. Miller, 47, executive VP, creative
director of Warwick, Welsh & Miller, New
York, died July 4 at Maimonides Medical
Center, New York, where he had been hospi-
talized for pneumonia. He left BBDO New
York in 1969 where he was VP and associate
creative director to join Warwick & Legler, New
York, as creative director. Since 1973 he had
been partner of firm, renamed Warwick, Welsh
& Miller. Mr. Miller is survived by his wife,
Dr. Edith Miller, associate director of
neurology at Maimonides and five sons, Ricky,
Nicholas, Timothy, Lucas and Oliver.

Karl E. Hassel, 79, co-founder, Zenith Radio
Corp., Chicago, died in Evanston (lI1l.) hospital
of heart attack, July 7. Mr. Hassel started Z-
Nith, later Zenith, in 1918 with R.H.G.
Mathews. He held positions of secretary, assis-
tant VP, director in his 55 years with firm. He is
survived by his wife, Mildred.

T.S. Marshall, 76, retired president, wOLF(AM)
Syracuse, N.Y., died June 25 at his Syracuse
home. Mr. Marshall headed Civic Broadcasting
Corp. (owners of woLF), was past president,
Association of Independent Metropolitan Radio
Stations, and was a consultant to several New
York state broadcast license applicants after his
retirement in 1959. Survivors include his wife,
Elizabeth, and one daughter.

Eugenio Lopez Sr., 74, former Manila Chroni-
cleand Chronicle Broadcasting Network owner,
died July 6 of cancer in San Francisco. Mr,
Lopez was head of huge Philippine industrial
empire opposed to President Ferdinand Mar-
cos. He was the brother of former Philippine
VP, Fernando Lopez.

Allan Jacks, 60, AP’s Rome bureau chief since
1965, died of cancer July 4 in Rome.

Alfred M. Pettler, 61, chairman, Pettler Adver-
tising Inc., Oakland and Orinda, Calif., died of
heart attack, June 28 in San Francisco. Mr. Pet-
tler was president/owner, XDFM(FM) Walnut
Creek, Calif., from 1964 until he sold it in 1974.




As compiled by BROADCASTING, June 30
through July 3 and based on filings,
authorizations and other FCC actions.

Abbreviations: ALJ—Administrative Law Judge.
alt.—alternate. ann. —announced. ant. —antenna.
aur.—aural. aux. —auxiliary. CH —ecritical hours. CP—
construction permit. D —day. DA —directional anten-
na. Doc.—Docket. ERP—effective radiated power.
HAAT —height of antenna above average terrain.
khz—kilohertz. kw—kilowatts. MEOV=maximum
expected operation value. mhz—megahertz. mod.—
modification. N—night. PSA—presunrise service
authority. SH—specified hours. trans.—transmitter.
TPO—transmitter power output. U—unlimited hours.
vis. —visual. w—walts. *—noncommercial.

New stations )

TV action

® *Mason City, lowa—State Educational Radio and
Television Facility Board. Broadcast Bureau granted
ch. 24 (530-536 mhz); ERP 531 kw vis., 53 kw aur.,
HAAT 1386 ft.; ant. height above ground 1524 1. P.O.
address: ¢/o Don D. Saveraid, 2801 Bell Ave., Des
Moines, lowa $50306. Estimated construction cost
$1,066,000; first-year operating cost $225,000. Legal
counsel Pierson, Ball & Dowd, Washington; consult-
ing engineer Jansky & Bailey. Principal: Dr. Thomas
M. Ditzel, executive director (BPET-503). Action
June 25.

FM applications

# Hollister, Calif. —Vernon Miller seeks 93.5 mhz, 3
kw., HAAT —216 ft. P.O. address: Box 1636, Cuper-
tino, Calif, 95014. Estimated construction cost $29,-
249; first-year operating cost $51,200; revenue 3$80,-
449. Format: MOR, C&W. Principal: Vernon Miller
(100%) has various business interests including ap-
pliance service, meter manufacturing company,
‘restaurant, mobile home park and apartments, all in
California. Ann. July 1.

8 Jensen Beach, Fla.—HLG Inc. seeks 105.5 mhz, 3
kw., HAAT 300 ft. P.O. address: 1000 Alice Ave.,
Stuart, Fla. 37494. Estimated construction cost $74,-
320, first-year operating cost $65,500; revenue $75,-
000. Format: instrumental, vocals. Principal: Harvey
L. Glascock (100%) owns WSTU(AM) Stuart and
various real estate interests. Ann. July 1.

® *Williamsport, Pa.—Lycoming College seeks 91.7
mhz, 10 w. P.O. address: College Place, Williamsport
17701. Estimated construction cost $1,895; first-year
operating cost $800. Principal: Jack C. Buckle, dean of
student services. Ann. June 27.

® Appomattox, Va.—WTTX Radio Inc. seeks 107.1
mhz, 3 kw., HAAT 300 ft. P.Q. address: Box 512,
Altavista, Va. 24517. Estimated construction cost
$6,850; first-year operating cost $4.150; revenue
$6,000. Format: C&W, easy listening. Principal:
Theodore J. Gray (100%) owns WKDE-AM:FM
Altavista, WCRE(AM) Cheraw, 8.C., WTTX(AM)
Appemattox and WRNB(AM) New Bern, N.C. Ann.
June 27.

& Mauston, Wis.—George S. Blum seeks 91.2 mhz,
1.4 kw., HAAT 390 ft. P.O, address: West Milwaukee,
Mauston 53948. Estimated construction cost $17,500;
first-year operating cost $7,272; revenue 516,400. For-
mat: Standard pops, C&W, talk. Principal: George S.
Blum (100%) owns WRIC{AM) Mauston. Ann. July
1.

FM actions

8 Hope, Atk.— Application by Hope Broadcasting Co.
for new FM on 104.9 mhz dismissed (BPH-8761).
Ann. July 1.

® *Cleveland—Cleveland State University. —Broad-
cast Bureau granted £9.3 mhz, 15 w. HAAT 300 ft.
P.O. address: 1983 E. 241h St., Cleveland 44115, Esti-
mated construction cost $19,615; firsi-year operating
cost $8,000. Format: Ed. Principal: Amold G. Tew,

For the Record.

vice president lor student services (BPED-1901). Ac-
lion June 25.

® Toledo, Ohio—Application by Emmanuel Baptist
Christian School for new FM on 89.5 dismissed at re-
quest of attorney (BPED-1,835). Aan. July I.

FM starts

® WXLS Willimantic, Conn.—Authorized program
operation on 98.3 mhz, ERP 3 kw, HAAT 300 It. Ac-
tion June 13.

® WHAY Aberdeen, Miss.—Authorized program
operation on 105.5 mhz, ERP 3 kw, HAAT 300 f1. Ac-
tion June 23.

® *WXBA Brentwood, N.Y.—Authorized program
operation on 88.5 mhz, TPO 10 w. Action June 16.

s KMBS Harlingen, Tex.—Authorized program
operation on 96.1 mhz, ERP 100 kw, HAAT 460 f1.

Action June 20.

Applications

® WENN-AM-FM Birmingham, Ala. (AM: 1320
khz, § kw-D; FM: 107.7 mhz, 58 kw) —Secks assign-
ment of license from Frank S. Blackford, receiver to
Booker T. Washington Broadcast Service for $650,000.
Station is being sold for benefit of creditors. Buyers:
A.G. Gaston Sr. (50.1%) owns majority of A.G.
Gaston Corp., which is holding company for insurance
company, real estate, motel, senior citizens home,

cemetery and funeral home. Louis J. Willie (49.9%)
owns small interest in same corporation. Ann. July 3.

® KBIF(AM) Fresno, Calif. (900 khz, 1 kw-D)—
Seeks assignment of license from John F. Runner,
receiver to Cascade Broadcasting Corp. for $350,000.
Buyers: David M. Jack (50%) and parent company
Trans Pacific Capital Fund (50%). Cascade is licensee
of KLIQ(AM) Portland, Ore., KUDY(AM) Spokane,
Wash., KUBA(AM) Yuba City and KEGL (AM) San
Jose, both California; permittee of KHEX(FM) Yuba
City and FM in Spokane. Ann. July 3.

® WKRS{AM) Waukegan, lll. (1220 khz, | kw-D)—
Seeks transfer of control of News-Sun Broadcasting
Corp. from Elizabeth Swift Just and The First National
Bank of Lake Forest, co-executors of estate of J. Ward
Just to Elizabeth Swift Just and Ward Swift Just, son of
Elizabeth and J. Ward. Ann. July 3.

w WLWI(TV) Indianapolis (ch. 13) —Seeks assign-
ment of license from AVCO Broadcasting Corp. to
Video Indiana for $17,650,000, Seller: Sales of AVCO
stations WLWT(TV) Cincinnati, WLWC(TV) Colum.

| Ownership changes

bus, Ohio, WWDC-FM Washingion and KMOL-TV
San Antonio, Tex. are pending. Buyer: Video Indiana
is subsidiary of The Dispatch Printing Co., John
Walton Wolfe (18.15%), chairman. Company
publishes Columbus Dispatch and owns WBNS-TV
Columbus, Ohio, Ann. June 27.

8 WBMD(AM) Baltimore (750 khz, | kw-D) —Seeks
transfer of control of Key Broadcasting Corp. from
George E. Hull, George J. Roche, William R, Burrier,
et al (original stock holders) to Emory R. Hull, George
H. Hull and John P. Hull, representatives of estate of
George E. Hull; George J. Roche, S. Eimer Parks, e1
al. (See WKTK Catonsville and WPTX Lexington
Park, both Maryland). Ann. July 3.

8 WKTK(FM) Catonsville, Md. (FM: 105.7 mhz, 50
kw) — (See WBMDIAM] Baltimore).

8 WPTX(AM) Lexingion Park, Md. (920 khz, 5 kw-
D, | kw-N) —(See WBMD(AM) Baltimore.)

8 KRWC(AM) Buffalo, Minn. (1360 khz, 500 w-
D) —Seeks assignment of license from Wright County
Radio to Donanell Inc. for $200,000. Seller: T.C. Ap-
pleby, president and general manager, has no other
broadcast interests. Buyers: Donald L. and Janel F.
Wohlenhaus. Mr. Wohlenhaus is former general man-
ager of KVBR(AM) Brainerd, Minn. and is presently
sales mansger for medical products firm. Mrs.
Wohlenhaus is secretary and housewife. Ann. June 26.

8 WNOS-AM-FM High Point, N.C. {AM: 1590 khz,
| kw-D; FM:100.3 mhz, 2.7 kw) =Seeks transfer of
control of Doss Broadcasting of North Carolina from
Robert 1. Smith (100% before; none after) to Radio
Station WNOS Inc. (none before; 100% after). Con-
sideration: $400,000. Principals: Mr. Smith plans to
retire. Mann Media, 100% stockholder of Radio Stat-
ton WNOS, is controlled by Bernard Mann and Gilbert
Gans. Mann Media also owns KALO(AM)-
KEZQ(FM) Littte Rock, Ark. Ann. July 3.

B WJISM-AM-FM Martinsburg, Pa. (AM: 1110khz, 1
kw-D; FM: 92.7 mhz, 390 kw) —Seeks assignment of
license from Beacon Broadcasting Concern to Sherwalt
Media Associates for $300,000. Seller: Kenneth W.
Ferry, owner-manager, has no other broadcast in-
terests. Buyers: Sherwood Hawley (50%) is manager of
WAYC(AM) Bedford, Pa. and pari-time television
news photographer and radio announcer. Larry S.
Walters (50%) is announcer for WKMC(AM) Roaring
Spring, Pa. Ann. July 3.

® KBUY(AM) Fort Worth (1540 khz, 50 kw-D, 1 kw-
N) —Seeks assignment of license from John B. Walton
Jr. to Tarrant Broadcasting for $800,000. Seller: Mr.
Walton owns KELP-AM-TV El Paso, KDJW-AM-FM
Amarillo, both Texas; KAVE-TV Carlsbad, N.M.;
KIKX(AM) Tucson, Ariz.; KIDD(AM) Monterey
and KFOX (AM) Long Beach, both California. Buyers:

51 X Cash Flow
Medium Market — Full Time AM

Rated #1 ARB 6 A.M.-Midnight; contemporary soul format grossing
$400,000. Cash flow $100,000. Price of $550,000, includes spacious
studio facility. This is a quality operation with a solid staff; good tech-

nical equipment. Excellent opportunity.

CECIL L. RICHARDS, INC.

Media Brokers
Radlo — TV — Newspapers
P.0. Box 19308 * Washington, D.C. 20036
Call “"Lud” Richards: (202) 296-2310

——————
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William D. Schueler (20%), James M. Stewart (24%),
and Taft Broadcasting Corp. (22%), el al. Mr. Schueler
is president of Tarrant Broadcasting and Mr. Stewart is
motion picture actor. They both have interest in
KWBB(AM) Wichita, Kan. and KTOK(AM)
Oklahoma City. Taft Broadcasting, Paul E. Taft, presi-
dent, owns KODA-AM-FM Houston. Ann. July 3.

8 KMWT(FM} Mineral Wells, Tex. {(95.9 mhz, 3
kw) —Seeks assignment of license from Triple H.
Radio to First IV Media for $87,500. Seller: E. Harold
Hall, president. Buyers: Richard Klement (50%) and
Billy Ray Hill (50%) owns KGAF-AM-FM
Gainesville, Tex. and have various real estate and in-
vestment interests in area. Ann. July 3.

8 KMIO(FM) Sinton, Tex. (101.3 mhz, 100 kw)—
Seeks assignment of license from Sinton Broadcasting
Co. to Consolidated Communications Corp. of Texas
for $110,000. Seller: G.R. Ramsower Jr., president.
Buyers: Alexander S. and Barbara S. Klein (100%).
Mr. Klein is former general manager and stockholder
of WMBM{(AM)-WBUS(FM) Miami Beach. Ann.
July 3.

Actions

® KPCA(AM) Marked Tree, Ark. (1580 khz, 250 w-
D) —Broadcast Bureau granted assignment of license
from Poinsett County Radio Broadcasting Co. (J.E.
Singleton, Archie H. Bray and Ethel S. Chester) (o
Poinsett County Radio Broadcasting (J.E. Singleton
[33%], Archie H. Bray [33%] and Dewitt Waites
[33%]) for $15,000. Seller: Ethel S. Chester wishes 10
sell interest due to her age. Dewitt Waites is general
manager of KPCA(AM) {(BAL-8368). Action June 25.

® KPLM-TV Palm Springs, Calif. {(ch. 42) —Broadcast
Bureau granted involuntary transfer of control of
Pacific Media Corp. to Irving Sulmeyer and Arnold
Kupetz, co-receivers (BALCT-567). Action June 30.

® KEZS{FM) Sacramento, Calif. (96.9 mhz, 64 kw) —
Broadcast Bureau granted assighment of license from
PSA Broadcasting Co. to Cleveland Broadcasting Inc.,
subsidiary of ASI Communications for $700,000.
Seller owns KLVE(FM) Los Angeles, K EZL (FM) San
Diego and KEZR{FM) San Jose, Calif. Buyer owns
McGavren-Guild-PGW, station representative firm,
as well as KROY(AM) Sacramento, Calif.; KFAC-
AM-FM Los Angeles; WRYT(AM) Boston and
KITV(TV) Bakersfield, Calif. (BALH-2105). Action
June 25.

8 KGMC(AM) Englewood, Colo. (1150 khz, 1 kw-
D) —Broadcast Bureau granted transfer of control of
Mac Lee Radio from Robert McWilliams (100%
before; none after) to Western Broadcasting Corp.
{none before; 100% after). Consideration: $450,000.
Principals: Mr. McWilliams wishes to retire. E.L. Cart-
wright (50%) and Marvin Davis (40%) are principals of
Western Broadcasting Mr. Cartwright is former
general manager of KOA-TV Denver and Mr. Davis is
pariner in oil and gas exploration business
(BAL-8410). Action June 25.

8 WMGR{AM)-WJAD(FM) Bainbridge, Ga. (AM:
930 khz, 5 kw-D, 500 w-N; FM: 97.3 mhz, 28.6 kw) —
Broadeast Bureau granted assignment of license from
John H. Dowdy to Decatur Broadcasting Co., John H.
Dowdy, sole stockholder {BAL-8417, BALH-2139).
Action June 30.

8 WAJP(FM) Joliet, Ill. (93.5 mhz, 3 kw)—Broad-
cast Bureau granted assignment of license from Alfred
K. and Mary Jane Pohlers to WAJP Inc., new corpora-
tion formed by Mrs. Pohlers {100%) after death of her
husband (BALH-2136). Action June 25.

8 WRAY-AM-FM Princeton, Ind. (AM: 1250 khz, 1
kw-D; FM: 98.1 mhz, 50 kw)—Broadcast Bureau
granted assignment of license from Ray J. Lankford
and George Richard Lankford, doing business as Prin-
ceton Broadcasting Co. to Princeton Broadcasting Co.
{BAL-8416, BALH-2138). Action June 30.

8 KOKA{AM) Shreveport, La. (1550 khz; 10 kw-D,
50 w-N)—Broadcast Bureau granted assignment of
license of KOKA Broadcasting Co. to G.F. Ab-
endroth, Elbert E. Allen, J.A. Dykes, James F.
Dykes, Eugene L. Hilliard Jr., Martha Sibley Hilliard,
Charlton H. Lyons Jr., John T. Palmer, Louis C.
Pendleton, James A. Reeder, Joseph Sarpy Jr., Mrs.
Bennie Ruth Simpkins, Amos Terrell, William O.
Watson Jr., Charlton H. Lyons Jr., Hall M. Lyons and
Benjamin F. O'Neal, trustees for C.H. and Marjorie
Lyons Trust under trust agreement of date December
31, 1965, and Charlton H. Lyons Jr., Hall M. Lyons
and Benjamin F. O'Neal Jr., trustees for C.H. and
Marjorie Lyons Trust under trust agreement of date
December 31, 1968 (BAL-8412). Action June 30.

8 KLGR-AM-FM Redwood Falls, Minn. (AM: 1490
khz, 1 kw-D, 250 w-N; FM: 97.7 mhz, 3 kw) —Broad-
cast Bureau granted transfer of control of Redwood
Broadcasting Co. from Eugene G. Randolph and
Donald C. Schiel (50% each) to Mr, Randolph (100%)
Consideration: $230,000 (BTC-7783). Action June 25.

8 WDLA-AM-FM Walton, N.Y. (AM: 1270 khz, 1
kw-D; FM: 92.1 mhz, 490 w)—Broadcast Bureau
granted transfer of control of Delaware County Broad-
casting Corp. from E. Ogden Bush and Elmer J.
Kellam (100% before; none after) to Amos F. Finch
and Myra A. Youmans (none before; 100% after).
Consideralion: $135,000. Principals: Sellers: Mr. Bush
and Mr. Kellam wish to retire. Buyers: Mr. Finch and
Ms. Youmans are current WDLA-AM-FM employes
(BTC-7707-8). Action June 25.

8 WDMT(FM) Cleveland (107.9 mhz, 70 kw)—
Broadcast Bureau granted assignment of license from
Northern Ohio Broadcasting Co. to Beasley Radio Co.
for $450,000 plus assumption of liabilities. Seller:

-Laurence Goldstein, president. Principal stockholder,

Multicom Inc. owns WELW(AM) Willoughby, Ohio.
Buyer: George W, Beasley (100%) has interest in
WDMT, WMOOQ(AM)-WBLX(FM) Mobile, Ala.;
WGAC (AM) Augusta, Ga.; WFAI(AM) Fayetteville,
WFMC(AM)-WOKN(FM} Goldsboro,
WHNC(AM)-WXNC{(FM) Henderson and
WKGX{(AM) Lenoir, all North Carolina and
WASC(AM) Spartanburg, S.C., (BALH-2103). Ac-
tion June 17,

8 WDKD-AM-FM Kingstree, S.C. (AM; 1310 khz, §
kw-D; FM: 100.] mhz, 3 kw)—Broadcast Bureau
granted assignment of license from Santee Broadcast-
ing Co, to Davidson Communications. John W. David-
son (100% before; 90% after) former stockholder of
Santee Broadcasting, is forming new corporation with
Gary M. Davidson (none before, 10% after
(BAL-8411, BALH-2135). Action June 30.

8 WORD{(AM) Spartanburg, S.C. (910 khz, 5 kw-D,
| kw-N) —Broadcast Bureau granted transfer of control
of Associated Broadcasting Corp. from Robert B.
Brown, individually and as trustee for three minors,
Billy H. Mull, et al. (100% before; none after) to
Brooks Broadcasting Corp. (none before; 100% after).
Consideration: $1,800,000. Principals; Robert B.
Brown (52.4%) has formed new corporation with
Charles A. Brooks (47.6%). Mr. Brown owns WAAA-
AM-WSGH-FM Winston-Salem, N.C. Mr. Brooks is
officer in licensee of WAAA-AM-WSGH-FM
(BTC-7777). Action June 25.

8 KRAN(AM) Morton, Tex. (1280 khz, 500 w-D) —
Broadcast Bureau granted assignment of license from
Roximae Jennings Barrett to Morton Radio Corp. for
$10,000. Seller: Mrs. Barrett is selling station as ad-
ministratrix of estate of her husband Mike Allen Bar-
rett. Buyers: Fred Payne (5%), Maurice Lewallen,
Gerald Ramsey (.025% each), et al. Messrs. Payne,
Lewallen and Ramsey are respectively motel owner,
city employe and food store owner. Morton Radio is
comprised of 55 members of Morton community
(BAL-8351). Action June 25.

8 KCOR(AM)-KQXT(FM) San Antonio, Tex. (AM:
1350 khz, 5 kw; FM: 101.9 mhz, 100 kw) —Broadcast
Burcau granted assignment of license from Inter-
American Radio to KCOR-KQXT Radio for $2,400,-
000. Seller: Allen E. Wolin and Arnold B. Hartley arc
also stockholders in Key Communications, licensee of
KATZ(AM) St. Louis. Buyers: McHenty T. Tichenor,
McHenry Tichenor and Cullen Looney have extensive
holdings in several Texas broadcast stations
(BAL-8372, BALH-2112). Action June 30.

8 KOMW(AM) Omak, Wash. (680 khz, 5 kw-D)—
Broadcast Bureau granted acquisition of positive con-
trol of KOMW Inc. by Dean and Jessie E. Nichols
(44.4% before; 49.4% after), through purchase of stock
from Mildred Pentz, executrix (8.6% before; 2.7%
after). Consideration; $8,600 (BTC-7769). Action
June 18.

Facilities changes

TV application

8 WKYH-TV Hazard, Ky.—Seeks CP to change ERP
to vis. 214 kw, aur. 28.9 kw and change type trans.
Ann. July 1.

TV actions

8 KNXT Los Angeles—Broadcast Bureau granted CP
to install aux. ant. on existing aux. tower to be used
with new main trans. (BPCT-4841). Action June 25,
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8 KTCM Helena, Mont.—Broadcast Bureau granted
mod. of CP tochange ERP 10 vis. 212 kw, aur. 21.2 kw;
change type trans. and ant.; make changes in ant.
structure (BMPCT-7574). Action June 30.

® WSPA-TV Spartanburg, S.C.—Broadcast Bureau
granted CP to change type trans. (BPCT-4859). Action
June 23.

TV start

8 Following station was authorized program operating
authority for changed facilities on date shown: WTVX
Fort Pierce, Fla. (BPCT-4764), June 12.

AM applications

8 KERR Polson, Mont.—Seeks mod. of CP to change
trans. site coordinates. Ann. July 2.

8 WEVD New York—Seeks CP (o change ant.-trans.
location to 1111 Woodrow Rd., Staten lsland, N.Y.;
change pattern to DA-1. Ann. July 2.

® KJET Beaumont, Tex.—Seeks CP 10 make changes
in ant. system. Ann. July 2.

AM action

8 WKRC Cincinnati—Broadcast Bureau granted
mod. of CP to specify radiation patiern for nighttime
operation (BMP-13991). Action June 30.

AM starts

8 Following stations were authorized program operat-
ing authority for changed facilities on date shown:
KDB Santa Barbara, Calil. (BP-19,892), June 16;
WRXO Roxboro, N.C. (BP-19,510), June 10 and
WVLC Orleans, Mass. (BP-19,667), June 13.

FM applications

B WQLT Florence, Ala.—Seeks CP to change trans.
location to 1111 Woodrow Rd., Staten Island, N.Y.;
Milk Spring Rd., operate by remote control from
studio site: 624 Chestnut St., Florence, install new
trans; install new ant.; make changes in ant. system
(increase height); change TPO; ERP: 100 kw (H&V)
and HAAT: 641 ft. Ann. July 1.

8 WCNL-FM Newport, N.H.—Data filed in accord-
ance with commission’s first report and order 1o
change frequency to 101.7 mhz. Ann. July L.

FM actions

® *WEGL Auburn, Ala.—Broadcast Bureau granted
CP to install new trans.; remote control permitted,
ERP .38 kw; ant. height 190 ft. (BPED-1969). Action
June 30.

8 *WQEN Gadsden, Ala.—Broadcast Bureau granted
CP to change trans. location to Chandler Mountain,
near Steele, Ala.; change studio location to Rainbow
Drive, Gadsden; operate by remote control from pro-
posed studio site; install new ant. and trans.; make
changes in ant. system; ERP 100 kw (H&V); ant.
height 1110 fu. (H&V} (BPH-9304). Action June 30.

8 KVIM Coachella, Calif.—Broadcast Bureau granted
CP 10 install new antenna; ERP 50 kw (H&V); ant.
height 255 ft. {H&V); condition (BPH-2455). Action
June 30.

® KRTH Los Angeles—Broadcast Bureau granted CP
to install new ant.; ERP 58 kw (H&V); ant. height
2930 ft. (H&V) (BPH-9448). Action June 30.

8 *KALW San Francisco—Broadcast Bureau granted
mod. of CP to change trans. and ant.; make changes in
ant. system; ERP 2.5 kw (H&V); ant. height 800 ft.
(H&V); remote control permitted (BMPED-1265).
Action June 30.

8 KDFC San Francisco— Broadcast Bureau granted
CP 1o make changes in transmitting equipment; ERP
33 kw; ant. height 1050 ft.; condition (BPH-9283). Ac-
tion June 30.

® KVRH-FM Salida, Colo.—Broadcast Bureau
granted CP to change coordinates; make changes in
ant. system; ERP 2.95 kw (H&V); ant. height —1120
. (H&V); condition (BPH-9419). Action June 30.

8 WOVV Fort Pierce, Fla.—Broadcast Bureau
granted mod. of CP to install former main ant. as aux.
ant. to be used with aux. trans.; ERP 1.45 kw; ant.
height 275 ft. (BMPH-14514). Action June 30.

® WDBO-FM Orlando, Fla.—Broadcast Bureau
granted CP to change studio location to 750 North
Texas Ave., Orlando; install new ant.; make changes
in ant. system; ERP 80 kw {(H&V); ant. height 1320 ft.
(H&V); remote control permitted (BPH-9422). Ac-
tion-June 30.

8 WWMM Arlington Heights, [ll.— Broadcast Bureau
granted CP 1o install new ant.; ERP 3 kw (H&V); ant,



height 300 fi. (H&V) (BPH-9450). Action June 30.

| WRMS-FM Beardstown, Ili.—Broadcast Bureau
granted mod. of CP 10 change trans. location toon U.S,
Route 67, 0.65 mile northwest of intersection of State
Route 100, Frederick, lll.; change trans. and ant.;
make changes in ant. system; ERP 3 kw (H&V); ant.
height 300 f. (H&V); remote control permitted
(BMPH-14399). Action June 30.

a KILR-FM Estherville, lowa—Broadcast Bureau
granted CP 1o install new trans.; ERP 2.8 kw (H&V);
ant. height 300 ft. (H&V) (BPH-9423). Action June
30.

m *KSDB-FM Manhauan, Kan.—Broadcast Bureau
granted CP to change trans. and studio location to east
wing of KSU auditorium complex, Manhattan and in-
stall new dnt. (BPED-2020). Action June 30.

® WIJIRS-FM Jamestown, Ky.—Broadcast Bureau
granted CP to change trans. location 1o on US Route
127, 2.3 miles north of Jamestown; ERP 2 kw; ant.
height 360 fi.; condition {BPH-2310). Action June 30.

| WSTO Owensboro, Ky.—Broadcast Bureau granted
CP 10 install new ant.; make changes in transmitting
equipment; ERP 100 kw (H&V); ant. héight 340 fi.
(H&V); condition (BPH-9424). Action June 30.

® WSEK Somerset, Ky.—Broadcast Bureau granted
CP 1o install new trans. and ant.; add circular polatiza-
tion; ERP 3 kw (H&V); ant. height 215 ft. (H&V};
condition (BPH-9464). Action June 30.

a WMHI-FM Braddock Heights, Md.—Broadcast
Bureau granted CP 10 change trans. location to
Gambrill State Park at High Knob, Braddock Heights;
change studio and remote control location to Route 5,
Braddock Heights; make changes to ant. system; ERP
230 w (H&V); ant. height 910 . (H&V) (BPH-9373).

8 *WICN Worcester, Mass.—Broadcast Bureau
granted CP to change trins. location to WSMW-TV
site; Stiles Hill on Cross Si, 2.6 miles north of
Shrewsbury, Boylston, Mass.; change studio location
to 75 Grove St., Worcester; install new trans. and ant.;
make changes in ant. system; ERP 2 kw (H&V); ant.
height 370 fi. (H&V); remote control permitted; con-
ditions (BPED-1782). Action June 30.

m *WOCR Olivet, Mich.—Broadcast Bureau granted
mod. of CP to make changes in ant. system; remote
control permitted; condition {BMPED-1264). Action
June 30.

® WCSS-FM Amsterdam, N.Y.—Broadcast Bureau
granted mod. of CP to make changes in transmitting
equipment; ERP 3 kw (H&V); ant. height 135 ft.
(H&V), remote control permitted; condition
(BMPH-14500). Action June 30.

m WBEN-FM Buffalo, N.Y_—Broadcast Bureau
granted CP 1o install new ant.; ERP 110 kw (H&V);
ant. height 1340 f.. (H&V) (BPH-9451). Action June
30.

& *WRVO Oswego, N.Y.—Broadcast Burcau granted
CP to change trans. location to Cemetary Rd., town-
ship of Oswego; install new trans. and ant.; make
changes in ant. system; ERP 24 kw (H&V); ant. height
430 ft. (H&V)}; remote controi permitted
(BPED-19!6). Action June 30.

a *WKNC-FM Raleigh, N.C.—Broadcast Bureau
granted CP 1o install new trans.; ERP 2.90 kw (H&V);
ant. height 240 fi. (H&V); remote control permitted
(BPED-1768). Action June 30.

8 WCNW-FM Fairfield, Ohio—Broadcast Bureau
granted CP to install new trans. and ant; make
changes in ant. system; ERP 50 kw (H&V); ant. height
490 ft. (H& V) ; remote control permitied (BPH-9306).
Action June 30.

® WZLE Lorain, Ohio—Broadcast Bureau granted
mod. of CP to change studio location to 214 Sheffield
Center, Lorain; operate by remote control from pro-
posed studio site; change trans. and ant., make
changes in ant. system and transmitting equipment;
ERP 3 kw (H&V); ant. height 300 fi. (H&V)
(BMPH-14503}. Action June 30.

® WCLW-FM Mansfield, Chio—Broadcast Bureau
granted mod. of CP to change trans.; ERP 50 kw
(H&V); ant. height 370 ft. (H&V) (BMPH-14513).
Action June 30.

® KGOY Bethany, Okla.—Broadcast Bureau granted
CP to change trans. and studio location to 4034 Cor-
onado Place {Warr Acres) Bethany; install new ant.;
ERP 18 kw (H&V); ant. height 255 f. (H&V}
(BPH-9426). Action June 30.

8 WCMN-FM Arecibo, Puerto Rico—Broadcast
Bureau granted CP to install new aux. trans. at main

trans. location to be operated on 107.3 mhz, ch. 297;
ERP 25 kw (horizontal) ; 1.55 kw (vertical); ant. height
135 ft. (H&V) (BPH-9453). Action June 30.

& *WLYX Memphis—Broadcast Bureau granted CP
10 install new ant.; make changes in ant. sysiem; ERP
2.75 kw (H&V); ant. height 195 fi. (H&V); remote
control permitted (BPED-1859). Action June 30.

a "WSWM Memphis—Broadcast Bureau granted
mod. of CP to change ant.; make changes in ant.
system; change to self-supporting tower; remote con-
trol permitted (BMPED-1239). Action June 30,

u KPFM Kerrville, Tex.—Broadcast Bureau granted
mod. of CP to operale by femote control from trans.-
studio Jocation at 0.75 mile northwest of Goat Creek
Rd. and state hwy. No.27 Junction; change trans. and
ant., ERP 3 kw (H&V); ant. height 105 fi. (H&V)
(BMPH-14507). Action June 30.

| *"WMRA Harrisburg, Va.—Broadcast Bureau
granted mod. of CP to make changes in ant. system;
ERP 19 kw (H&V); ant. height 730 ft. (H& V); remote
control permitted; conditions (BMPED-1263). Ac-
tions June 30.

& KISW Seattle-Broadcast Bureau granted CP to in-
stall former main trans. and ant. at 9201 Roosevell
Way, northeast, Seattle, for auxiliary purposes only;
ERP 66 kw (horizontal); 28 kw (vertical); ant. height
360 fi. (H&V); remote control permitted {BPH-9449).
Action June 30,

FM starts

& Following stations were authorized program operat-
ing authority for changed facilities on date shown:
KSTO Agana, Guam (BPH-9286), June 16, WRPC
San German, Puerto Rico (BPH-8714), June 16 and
‘lg(CCK-FM Cedar Rapids, lowa {BPED-1924), June
19.

In contest

Designated for hearing

8 KGGM-TV Albuquerque, N.M., renewal pro-
ceeding; New Mexico Broadcasting Co. (Doc.
2054) — FCC set for hearing application of New Mex-
ico Broadcasting Co. for renewal of KGGM-TV. FCC
said hearing was required to resolve what it called
“'serious questions’' regarding responsiveness of
KGGM-TV's past programing. Commission also in-
cluded issue to determine whether licensee has met re-
quirements of EEO rules. Action July 2.

Procedural rulings

s WBRL(AM) Berlin, N.H., renewal proceeding:
Berlin Communications (Doc. 20457) — ALJ Byron E.
Harrison scheduled hearing for August 18 at Berlin.
Action June 24.

8 WHAM(AM)-WHFM(FM) Rochester, N.Y.,
renewal proceeding: Rust Communications Group
{Doc. 20477) — ALJ Lenore G. Ehrig set aside hearing
now scheduled for August 4 and ordered that further
prehearing conference will be held on Oct. 7 at which
time schedule of dates will be established to govern
balance of proceeding. Action June 24.

Initial decisions

s KCTY(FM) Salinas and KTRB(FM) Modeslo,
both California, facility changes proceeding: JECO
Inc. and Big Valley Broadcasting {Docs. 20275-6) —In-
itial decision released April 9, proposing grant of ap-
plication of JECO Inc. for authority to change
lrgnsmiuer site of KCTY-FM, became effective May
29.

n Brookhaven, Miss., FM proceeding: Brookhaven
Broadcasting Co. and 21st Century Broadcasters, com-
peting for 92.1 mhz (Docs. 20145-6) —Initial decision
released May 8, proposing grant of application of 21st
Century Broadcasters, became effective June 27. FCC
granted 92.1 mhz, 3 kw., HAAT 300 ft. P.O. address:
Box 202, Brookhaven 39601. Estimated construction
cost $38,743; first-year operating cost $44,770;
revenue $45,000. Format: Standard pops, C&W. Prin-
cipals: Wilhelmina G. Miller (90%) owns farm. James
D. Miller (5%) and Walter P. Miller {5%), her sons,
are salesman for WBIX(AM) Jacksonville Beach, Fla.
and high school teacher, respectively.

® Rapid City and Lead, S.C., TV proceeding:
western Television Co. and Dakota Broadcasting Co.
competing for ch. 7 al Raé:id City and satellite on ch.
al Lead {Docs. 20093-6)—lnitial decision released
May |, proposing grant of applications of Dakota
Broadcasting Co., became_ effective June 20. FCC
granted ch. 7 (174-180 mhz); ERP 196 kw vis, 19.6 kw
aur. HAAT 744 fi. and ch. 5 (76-82 mhz); ERP 100 kw
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vis., 10 kw aur. HAAT 1,900 ft. P.O. address c/o
Theodore M. Cormaney, 1116 Jackson Blvd., Rapid
City 37701, For Rapid City, estimated construction
cost $792,350; first-year operating cost $356,500;
revenue $400,000. For Lead, estimated construction
cost $351,300; first-year operating and revenue figures
not applicable. Legal counsel Bilger & Blair, Washing-
ton; consulting engineer Cohen and Dippell, Washing-
ton. Principals: Theodore M. Cormaney, Gilbert D.
Moyle and Sherwood L. Corner {each 33 1/3%). Mr.
Cormaney is president of Rapid City advertising agen-
cy, Cormaney & Co. Mr. Moyle is president of Moyle
Petroleum Co., gasoline distributing firm, and Moyle
Investment, real estale firm, both in Rapid City,
among other interests, Mr, Corner is general contrac-
tor in Rapid City. He also has real estate interests
there. Ann. July 3.

FCC decision

8 Albuquerque, N.M., FM proceeding: Alvin L.
Korhgold and Zia Tele-Communicdtions, competing
for 107.9 (Docs. 19178-9) —FCC denied request of Zia
Tele-Communications for review of Review Board
decision granting application of Alvin L. Korngold of
Albuquerque. Action June 24.

Fines - i
s WRDW(AM) Augusta, Ga.—FCC ordered J. B.
Broadcasting of Augusta to forfeit $1,000 for broad-
casling advertising messages promoting lottery. In
response to notice of apparent liability, licensee said
WRDW’s general manager had decided to broadcast
announcement in belief that it did not constitute ad-
vertising for lottery. FCC said advertisements had ¢on-
stituted broadcast of advertisements for lottery since
elements of prize, chance and consideration were pre-
sent in advertising messages broadcast. Action July 1.

8 KWPC(AM) Muscaline, lowa—Broadcast Bureau
notified Muscatine Broadcasting that it incurred ap-
parent liability for forfeiture of $100 for willful or repe-
ated violation of rules by failing to make required en-
tries in maintenance log. Action June 30.

m KGLA{AM) Greina, La.—Broadcast Bureau
notified West Jefferson Broadcasting that it incurred
apparent liability for forfeiture of $500 for willful or
repeated violation of rules by operating station with ex-
cessive power. Action June 30.

| Other actions

& Following dates will constitute composite week for
use in preparation of program log analysis submitted
with renewal applications for AM and FM station
licenses which have expiration dates in calendar year
1976: Sunday, April 13, 1975; Monday, Nov. 25, 1974;
Tuesday, Jan. 28, 1975; Wednesday, Dec. 4, 1974;
Thursday, Sept. 12, 1974; Friday, May 16, 1975; Satur-
day, Feb. 15, 1975. Commercial television licensees
and permittees with license expiration dates of Feb. |
and April 1, 1976 will use composite week dates previ-
ously used in preparing 1975 Annual Programing Re-
port. Stations whose licenses expire on June 1 and
thereafter during calendar year 1976 will use com-
posite ;veek that will be issued in Nov., 1975. Action
June 25.

® KGO-TV San Francisco—FCC denied petitidn by
Community, Coalition for Media Change for recon-
sideration of FCC action dismissing coalition’s petition
to deny and granting application of American Broad-
casting Companies for renewal license for KGO-TV. In
seeking reconsideration, coalition contended FCC er-
red in not finding KGO-TV had discriminated on basis
of race ageinst black employe. FCC found coalition
failed 1o raise substantial and material question of fact
pertaining to KGO-TV's alleged discrimination. Ac-
tion June 19.

& WPGW-FM Portland, Ind.— FCC denied requést by
WPGW Inc., permitiee of WPGW-FM for waiver of
filing fee requirement and refund of $250 paid in con-
nection with application for CP to replace expired per-
mit. WPGW contended that commission should have
notified it of time necessary to process applications as
well .as imminent expiration of its CP. Therefore,
WPGW concluded that 3250 filing fee was unfair in
this case. FCC said permittee was not only required to
proceed diligently with construction of authorized
facility, but also was expected 1o know when its CP
would expire. Action June 24.

8 WHVW-AM-FM Hyde Park, N.Y.—FCC granted
license renewals for WHVW-AM-FM for regular
period for New York stations—until June 1, 1978. Sta-
tions currently are licensed to Castle Communications




Corp. Prior to March 6, 1975, licensee was Ubiquitious
Corp. FCC said short-term renewal for stations had
been granted in action designed 10 emphasize FCC's
concern over the licensee's failure lo adequately
supervise its operations. FCC said in reviewing sta-
tions' operalions since last March, it found no evi-
dence of misconduct and found licensee legally, tech-
nically, financially, and otherwise qualified 10 be
licensee. Action June 24.

m WPEN-AM-FM Philadelphia— FCC affirmed grant
of applications of William Penn Broadcasting Co. for
renewal of licenses of WPEN-AM-FM and for assign-
ment of stations’ licenses to Grealer Philadelphia
Radio. It denied petitions by Concerned Communica-
tors, Philadelphia black citizens organization, and
Janet C. Whitlaker et al for reconsideration of those
grants. FCC said reconsideration petition added
nothing of substance that was not before FCC when
renewal and assignment applications were granied. Ac-
tion June 19.

Allocations ]

Actions
FCC took lollowing actions on FM allocations:

B Texas—FCC adopted channel changes for com-
munities of Floresville, Devine, Gonzales, Hondo,
Kenedy-Karnes, San Antonio, San Marcos and Viec-
toria. On basis of petition by Wilson County Broadcast-
ing Co., Broadcast Bureau adopted rulemaking notice
proposing assignment of ch. 232A 1o Floresville, as
that community’s first local aural broadcast sérvice,
Proposed assignment required deletion of ch. 221A at
Hondo and substitution of channels at other six com-
munities. Action July 1.

B Mineola and Gilmer, Tex.—Broadcast Bureau pro-
poscd assigning ch. 244A to Mineola, and ch. 237A 10
Gilmer as their first FM channel assignments. Action
would require deletion of ch. 244A at Canton, Tex.
Aclion was in response to lwo mutually exclusive pro-
posals by A-C Corp., licensee of KMOO({AM) Mineola
and KHYM Broadcasting Co. licensee of KHYM(AM)
Gilmer. A-C proposed assignment of ch. 237A to
Mineola and McClure proposed assignment of either
237A or 249A 1o Gilmer. Action June 24,

| Rulemaking

Actions

®m FCC proposed changes in rules to allow use of FM
microwave by television lranslator relay stations to
permitl translator relays access to all three television
auxiliary microwave bands. Actions was in response to
rulemaking petition by National Translator Associ-
ation to expand methods by which translator stations
may receive inpul signals. Action July 2,

m FCC relaxed criteria for existing AM stations seek-
ing increased power and for new stations proposing
daytime or unlimited time operation, Rule changes will
permit new nighttime or daytime assignmenis lo com-
munities with fewer than two radio stations during
relevant portion of broadcast day. However, existing
overlap and nighltime interference will be maintained.
Commission also revised suburban policy 10 apply only
in situations involving competing upplications in hear-
ing. Action June 27.

B FCC held that there can be more Lhan one subscrip-
tioi television authorizalion in market where there is
more than one community that reccives grude A sig-
nals of five or more commertial television broadcast
stations (one of which may be subscription television
applicant). Ruling was in response 1o request by
T.A.T. Communications Co.. Los Angeles torpora-
tion, seeking clarification of difference between *"com-
munity" and “*market” in FCC usage. Action July 1.

Translators

Applications

m Bethel Broadcasting, Crooked Creek, Platinum and
Goodnews Bay, Alaska—Seeks ch. 3, ch. Tand ¢h. 11,
respectively, rebroadcusting KYUK-TV Bethel {BPT-
TV-5345-7), Ann. June 30.

m Northern Television Inc., Pipeline Pump Station
No. 1, Alaska—Secks ch. 12, rebroadeusting KFAR-
TV and KTVF Fairbanks, Alaska (BPTTV-5348).
Ann, July 2.

B K68AF, K71CD. K73CB, K77CF and K8IAE St

-

Call letters |

Applications
Call Sought by
New TV )
KLMN MCM Broadcasting Co., Fort Smith, Ark.
New AM
KTWC Teans World Radio Pacific, Agana. Guam
New FM's
wwoC Avalon Broadcasting Co., Avalon, N.J.
"WGAB Alderson-Broaddus College, Philippi, W. Va.
Existing TV
KTvJ KUHI-TV Joplin. Mo,
Existing AM's
wWLBQ WGTX De Funiak Springs. Fla.
KCLD KFAM St. Cloud. Minn.
Existing FM's
WLBQ-FM WQUH De Funiak Springs, Fla.
WFLC WCGR-FM Canadaigua, N.Y.
KCLD-FM KFAM-FM St Cloud. Minn.
KUPI-FM KGVM Idaho Falls, Idaho
WGMB WINH-FM Georgetown, S5.C.
KUDO KEEC Las Vegas
Grants
Call Assigned to
New TV
*KTIN Slate Educational Radio and Television
Facility Board of lowa, Fort Dodge lowa
New AM
KIKC Gold Won Radio Corp.. Forsyth. Monl.
New FM's
“KJHK The University of Kansas, Lawrence. Kan.
WHOU-FM WHOU Inc.. Houlton, Me.
WQDY-FM WQDY Inc. Calais, Me.
KOLY Fremant Broadcasting. Lander. Wyo.
WMUM Breaze 94 Inc., Marathon, Fla.
WHMH-FM Lrj;ﬁounly Broadcasting Co. Sauk-Rapids,
nn.
KEKA-FM RG Inc., Greeley, Colo.
*KWUR Washington University, Clayton. Mo.
KCMK Colorado
"KCMK Colorado Mauntain College. Glenwood
Springs, Colo.
KMIS-FM New Madrid County Broadcasting Co.,
Portageville, Mo.
"WPFW Pacitica Foundation, Washington
KMYT Radio One Inc, Merced. Calil.
Existing TV
WXAT-TV WHAE-TV Atlanta
Existing AM
KWBZ KGMC Englewoed, Colo.
KBCQ KSWS Roswell, N.M.
WNBE WBJW Winter Park. Fla.
Existing FM's
wimi WJMS-FM Ironwood, Mich
WIDD-FM WLSHN Elizabethion, Tenn.
KSNS KIKS-FM Lake Charles. La.
WNWS-FM WNBC-FM New Yark
WHNIS-FM WJOI Chicage
WBJW WBJW-FM Ortando, Fla.
WMFM WDMW Menomonie, Wis.
WJIFD-FM WGCY New Bedford, Mass.

James, Minn.—Seeks CP to change frequency from
ch. 68 1o ch. 46, ch. 71 toch. 54, ch, 7310 ch. 50, ch. 77
to ch. 48 and ch. 81 to ch. 52, respectively
(BPTT-2873-77). Ann. July 2.

Actions

m Norfolk Neb.—FCC granted Medullion Broad-
cuslers emergency aulhorily to originate lornado warn-
ing announcemenis on its Norfolk television trunsla-
tor. Medallion is licensee of KMEG-TV Sioux City,
lowa and K79CE Norfolk. FCC said grant of request,
subject to certuin conditions, would be in public in-
terest. Action July 1.

m Erick, Sayre and Curter, Okla.—FCC granted up-
plications by Northfork TV Translator
System for authority Lo construct and operale two new
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translators 1o serve Erick, Sayre and Carter. One
translator would rebroadcast KFDX-TV Wichita Falls,
Tex. on ch. 66, and other would rebroadcast of KSWO-
TV Lawton, Okla. on ch. 68. Sayre TV Cable System
opposed applications. It contended that no need had
been shown for translators and that their operations
would inflict severe economic injury on cable system.
Since Sayre TV Ceble failed to make any showing that
public interest would be adverscly affected, commis-
sion said there was no sufficient basis to deny upplica-
lions (BPTT-2800-1). Action July 1.

Cable |

Applications

Following operators of cable TV systems requested
certificates of compliance, FCC announced (stations
listed are TV signals proposed for carriage):

m Cable Service of Azusa, 916 Cherrystone Dr., Los
Gatos, Calif. 95030, for Azusa, Calif. (CAC-050223):
KNXT, KNBC, KTLA, KABC-TV, KHJ-TV, KTTV,
KCOP, KCET, KWHY-TV, KMEX-TV Los Angeles;
KLXA-TV, Fontana, KBSC-TV Corona; KHOF-TV,
KVCR-TV San Bernardino. KOCE-TV Huntinglon
Beach, all California.

m Triangle Cable Co., for Oakdale, Calil. (CAC-
05263}: Add KBHK-TV, KQED San Francisco.

B Santa Barbara Cable TV, for Santa Barbara, Calif.
(CAC-05267): Add KLCS Los Angeles.

m Cublecom-General of Modesto, for Stanislaus
county, {unincorporated area contiguous to Modesto)
Calif. {CAC-05269): Requests certification of existing
operations.

m Triangle Cable Co., for Stanislaus county, (unincor-
porated ares contiguous to Oakdale) Calil. (CAC-
05268): Requests certification of existing operations
and to add KBHK-TV, KQED San Francisco.

m Cable Video Inc., Box 272, 147 Cross Rd., Water-
ford, Conn. 06385, for Preston township, Conn.
(CAC-05264): WFSB-TV, WHCT-TV Hariford.
WHNB-TV New Britain. WATR-TV Waterbaury.
WTNH New Haven, all Connecticut: WTEV New
Bedford, Mass., WIAR-TV, WPRI-TV Providence,
R.1..; WGBH-TV, WSBK-TV, WCVB-TV Boston;
WNYC-TV New York; WLVI-TV Cambridge, Mass.;
WEDN Norwich, Conn.

m Cablevision of Breckenridge, for Breckenridge
(CAC-05261) and Blue River (CAC-05262), both Col-
orado: Add KRDO-TV Colorado Springs.

m Warner Cable of Winter Haven, for Eagle Lake,
Florida {(CAC-05240R): Requests renewal of certifi-
cate of compliance.

m Sumter County Cablevision, Box 1138, Wildwood,
Fla. 32785, for Lake Panasaffkee, Fla. (CAC-05266):
WESH-TV Daytona Beach,; WEDU, WFLA-TV,
WTVT Tampa: WTOG St. Petersburg, WMFE-TV,
WDBO-TV, WSWB-TV Orlando: WLGY-TV Largo:
WUFT Gainesville, WFTV Orlando, all Florida.

m Warner Cable of Winter Haven, for Winter Haven,
Fla. (CAC-05207): Requests certification of existing
operations.

® Canton Cable TV, for Cunton, Ga. (CAC-OSZ]S):
Add WTVC-TV Chattanooga.

m Wabash Cablevision, 622 Market St., Mi. Carmel,
I, 62863, for Wabash county, lll. (CAC-05210):
WTVW, WNIN, WFIE-TV, WEHT Evansville:
WVUT Vincennies, both Indiana; WUSI-TV Olney:
WSIU-TV Curbonduale, both [linois; WTTV
Bloomington., Ind.; WDRB-TV Louisville, Ky.

u Coffeyville Cable TV, for Coffeyville (CAC-05234),
Cherryvale Cable TV, for Cherryvale {(CAC-05235)
and Caney Cable TV, for Caney {CAC-05236), all
Kansas: Add WIBW-TV Topeka, Kan.

B Artesian. Cable TV, 127 N. Folwer, Meade,. Kan.
67804, for Minneola, Kan. (CAC-05265): KTVC En-
sign. KPTS Hutchinson: KGLD, KUPK-TV Garden
City, all Kunsas.

B Buthco Cable TV .Co.. 100 W. Henry St
Owingsville, Ky. 40360, for Salt Lick, Ky. (CAC-
05239). WLEX-TV, WKYT-TV, WTVQ-TV, WKLE
Lexinglon, Ky.. WLWT-TV, WCPO-TV, WKRC-TV
Cincinnati: WXIX-TV Newport, Ky.. WSAZ-TV Hun-
tington W. Va.

m Colonial Cablevision of Burlington, for Burlington
(CAC-05219): Colonial Cablevision of Stoneham,.for
Stoneham (CAC-05220) and Colonial Cablevision of
Woburn, for Woburn (CAC-05221), all Massuchuset-
ts. Add CKSH-TV Sherbrooke. Quebec: WSBE-TV
Providence, R.1.



Professional Cards

ATLANTIC RESEARCH CORP.
Jansky & Bailey
Telscommunications Consulting
Member AFCCE

5330 Cherokee Avenue
Alexandria, Virginia 22314
(703) 354-.

—Established 1926—
PAUL GODLEY CO.
CONSULTING ENGINEERS

Box 798, Upper Mentclair, N.J. 07043

Phone: (201) 746-3000

Member AFCOR

EDWARD F. LORENTZ
& ASSOCIATES

Cansvlting Engineers
{formerly Commercial Radia)
1334 G §1., N.W., Suite 500
347- 1%
Washington, D, C, 20005
Member AFCCE

COHEN and DIPPELL, P.C.
CONSULTING ENGINEERS

527 Munsey Bldg,
(202) 783-0111
Washington, D.C. 20004

Member AFCCE

A. D. Ring & Aasociates
CONSULTING RADIO ENGINEERS
1771 N St., N.W.  296-2315
WASHINGTON, D. c. 20036
Momber AFCGCN

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS
2922 Telestsr Ct. (703) 560-6300

Falls Church, Va, 22042
Member AFOON

LOHNES & CULVER

Consulting Engineers

1156 15th 51, N.W., Suite 606
Waeshington, D.C. 20005
(202) 296-2722

Member AFCCE

SILLEMAN, MOFFET
& KOWALSKi
711 14th St NW.

Republic 7-6548

Washington, D. C. 20005

Member AFOCR

STEEL, ANDRUS & ADAIR
2029 K Street, N.W.
Washington, D.C. 20006
{301) B27-8725
(301) 384-5374
(202) 223-4664
Member AFCCE

A. EARL CULLUM, Jr.

CONSULTING ENGINEERS
INWOOD POST OFFICE
BOX 7004
DALLAS, TEXAS 75209

(214) 631-8360
Member AFCCE

HAMMETT & EDISON
CONSULTING ENGINEERS

Radio & Television
Box 68, International Airport

San Francisco, California 94128
(415) 342-5208

Member AFOOR

JOHN B. HEFFELFINGER
9208 Wyoming Pl. Hiland 4-7010

KANSAS CITY, MISSOURI 64114

JULES COHEN
& ASSOCIATES

Suite 400
1730 M 51, N.W., 659-3707
Washington, D, C. 20036

Member AFCCE

CARL E, SMITH
CONSULTING RADIO ENGINEERS
8200 Snowville Road
Cleveland, Ohio 44141
Phone: 216-526-4386
Member AFCOE

VIR JAMES
CONSULTING RADIO EN_GINE_S
Agllintins and Fieid Engineering
omputerized Frequency Surveys
345 Colorado Blvd.—00206
(303) 333-5362

DENVER, COLORADO
Member AFCCE

E. Harold Munn, Jr.,
& Associates, Inc.
Broodcast Engineering Consultonts
Box 220
Coldwater, Michigan 49036
Phone: 517-273-733%9

ROSNER TELEVISION
SYSTEMS
CONSULTING & ENGINEERING
250 West 57th Street
New York, New York 10019
(212) 246.3967

JOHN H. MULLANEY
CONSULTING RADIO ENGINEERS
9616 Pinkney Count
Potomac, Maryland 20854

301 - 299-3900
Member AFCCE

TERRELL W. KIRKSEY
Consulting Engineer
5210 Avenue F.
Austin, Texas 78751
(512) 454-7014

HATFIELD & DAWSON
Consulting Engineers

Broadcast and Communications
906 - 36th Ave. .
Seattle, Washingtan 98122
(204} 324.7860

Midwest Engineering
Associates
Consulting Engineers
F. W, Hannel, P.E.
BSEE; MSEE
7304 N, Oxford, Peoria, lil. 61614
(308) 691-3426

DAWKINS ESPY
Consulting Radio Engineers
Applications/Field Engineering
P.0. Box 3127—0lympic Station 90212
BEVERLY HILLS, CALIF.
(213) 272-3344

P. H. LEE ASSOCIATES, INC.

Over 3 Years in Communications
And Broadcast Engineering
AM-FM-TY Frequency Measurements

P.0. Box 1575
Thousand Qaks, Calif. 91360
(805) 492-5055 (213)889-7769

SPOT YOUR FIRM'S NAME HERE

lo Be Seen by 120,000° Readers—
among them, the decision making sta-
tion owners and managers, chief engi-
neers and technicians—apDlicants for
am fm tv and facsimite facilities.
*1970 Readership Survey showing 3.2
readers per copy.

Service
Directory

COMMERCIAL RADIO

MONITORING CO.
PRECISION FREQUENCY
MEASUREMENTS, AM-FM.TV
Monitors Repaired & Certified
103 S. Market St,

Lee’s Summit, Mo, 64063
Phone (818) 324-3777

CAMBRIDGE CRYSTALS
PRECISION FREQUENCY
MEASURING SERVICE
SPECIALISTS FOR AM-FM-TV

445 Concord Ave.
Cambridge, Mass. 02138
Phone (817} B76-2810

CABLEDATA
Accounts Receivable.
Data Processing for

Cable Television.

P.O. Box 13040 / Sacramento, Co, 95813
1916) 441-4760




Summary of broadcasting

FCC tabulations as of May 31, 1875

On air

Licensed STA®
Commercial AM 4414 3
Commercial FM 2630 Q
Educational FM 713 0
Total Radio 7.757 3
Commercial TV 700 1
VHF 508 1
UHF 192 0
Educational TV 224 9
VHF 89 3
UHF 135 6
Tolal TV 924 10

CPs
on Total not Total
air on air on air avthotized™
30 4,447 40 4,487
63 2,693 147 2840
42 755 77 832
135 7695 257 8,159
6 707 52 759
2 511 9 520
4 196 43 239
10 243 12 115
4 96 3 99
[ 147 9 156
16 950 64 874

*‘Special temporary authorization

| International TV Cable Corp., for International
Falls (CAC-05229), South International Falls {CAC-
05230), Ranier (CAC-05231), and Koochiching coun-

ty (CAC-05232), all Minnesota: Add WDSE-TV
Duluth, Minn.
m Sleepy Eye CATYV, for Russell, Minn. {CAC-

05088): Add KEYC-TV Mankato. Minn.

| Missouri CATV Sysiems, for Eldon Mo. {CAC-
05260: Add KOZK Springfield, Mo.

® Jackson County Cable Systems, for Independence.
Mo. (CAC-05209): Add WGN-TV Chicago.

B Beatrice Cable TV Co., lor Beatrice, Neb. (CAC-
05227) and Marysville Cable TV Co.. for Marysville,
Kan. (CAC-05228): Add KBMA-TV Kansas City, Mo.

® Santa Fe Cablevision Co., for Sania Fe, N.M.
(CAC-05226): KMXN-TV Albuquerque, N.M.

8 Community Antenna, Box 1171, Laurinburg, N.C.
28352, for Maxion (CAC-05211), Scotland county
(CAC-05212) and Robeson county (CAC-05213), all
North Carolina: WBTW, WIPM-TV Florence, S.C..
WUNC-TV Chapel Hill; WRAL-TV Raleigh: WECT
Wilminglon; WRDU-TV, WTVD-TV Durham:
WGHP-TV High Point, WSOC-TV, WRET-TV
Charlotte, all North Carolina, WIS-TV Columbia, S.C.

® Warner Cable of Fort Shawnee/Cridersville, for
Cridersville, Ohio (CAC-05208): Requests certifica-
tion of existing operations.

8 Conlinental Cablevision of Miami Valley, 54 Lewis
Wharf, Boston, Mass. 02110, for Englewpod (CAC-
05214), Union (CAC-05215), Vandalia (CAC-05216)
and Trotwood (CAC-05217), all Ohio: WLWD,
WHIO-TV, WKEF Daylon, WCPO-TV, WKRC-TV.
WCET Cincinnati, both Ohio, WXIX-TV Newport,
Ky.. WUAB Lorain; WMUB-TV Oxford, both Ohio;
\OVhTTV Bloomington, Ind.; WOET-TV Ketlering.
io.

@ Tele-Media Co. of Van Wert, 274 East Main Rd.,
Conneaut, Ohio 44030, for Paulding (CAC-05224)
and Jackson township {(CAC-05225), both Ohio:
WANE-TV, WKJIG-TV, WPTA Fort Wayne, Ind..
WBGU-TV Lima, Ohio; WXIX-TV Newport, Ky.:
WTTV Bloominglon, Ind.. WOSU-TV Columbus:
WLIO Lima, both Ohio.

® Warner Cable ol Potsville, for Cressona borough
Pa. (CAC-0523). Requests certification of exisling
operations.

a Hill County Cablevision, for Kerrville, Tex. (CAC-
05222): Requests certification of existing operations.

o Tele-View Inc., Box 276, Roma 78584, for Roma,
Tex. (CAC-05218): KGBT-TV Harlingen: KRGV-TV
Weslaco. KPSA-TV Brownsville; K!I, KRIS-TV.
KEDT, KORO Corpus Christi, all Texas‘. XEW-TV,
XEFB-TV, XET-TV, XHPM-TV, XHX-TV, XHAW-
TV Monterey, Mexico; KZTV Corpus Christi, Tex.

® Cablecom-General, Wellington, Tex. (CAC-
05233): Requests certification of existing operations.

Certification acticns

8 CATV Bureau granted following operators of cable
TV systems certificates of compliance: Lawrence
Cablevision, borough of South New Casile, Pa.
(CAC-1814). Community Telecable of Georgia,
Manchester, Ga. (CAC-2768): Sammons Com-
munications, Johnson City, Tenn. (CAC-3132): Min-
nesota All-Chennel Cablevision, Alexandria, Minn.
(CAC-3850): Frontier Cable Co.. Hemenway Wash
(CAC-3874) and Boulder Beach (CAC-3875), both
Nevada, Allegheny Valley Cable Co., Rimersburg
borough, Pa. (CAC-4722), Jackson Cable TV,
Jackson, Mo. (CAC-4834): TAB Inc., village of Spar-
ta, Mich. (CAC-4887): Whaling City Cable TV, New

“*includes ofl-gir licenses

Bedford, Mass. (CAC-4932); Sight and Sgund Service
Corp., Greensburg, Ind. {CAC-5053): Multi-Channel
T.V. Cable Co., Shelby (CAC-5066), unincorporated
suburbs of Jackson township {(CAC-5067), unincor-
porated suburbs of Plymouth township (CAC-5068),
unincorporated suburbs of Sharon township
(CAC-5069), Mansfield (CAC-5070}, Leximglon
(CAC-5071), Omario (CAC-5072), unincorporated
suburbs of Franklin township (CAC-5073), unincor-
poraled suburbs of Madison township (CAC-5074),
unincorporated suburbs of Mifflin township
(CAC-5075), unincorporated suburbs of Troy town-
ship (CAC-5076), unincorporated suburbs of Wash-
ington township {CAC-5077), Bucyrus (CAC-5080),
unincorporaled suburbs of Bucyrus township
(CAC-5081), unincorporated suburbs of Holmes
township (CAC-5082), unincorporated suburbs of
Liberty township (CAC-5083), unincorporated
suburbs of Wheistone township (CAC-4084), all
Ohio;, Sammons Communications, Dwight, lIl.
(CAC-5005}. Teleprompter County Cable TV Corp.,
Mount Vernon, N.Y. {CAC-5007). Lebanon CATYV,
Lebanon, Ind. (CAC-5011); American Television and
Communications Corp., Senath {CAC-5014) and Ken-
nett (CAC-5015), both Missouri; Johnson All-Chan-
ncls, Franklin, Ind. (CAC- 5017, Morgan County
Tele-Cable, Marlmsvnlle Ind. {CAC-5018 % Hamilton
Counly CATV, Carmel (CAC-5034) and Hamilion
county {(CAC-5035), both Indiana; Central All-Chen-
nel Cablevision, Elwood (CAC-5036) and Alexandria
(CAC-5037), boith Indiana. Texas Telecable,
Panorama village, Tex. (CAC-5040):; Continental
Cablevision of Ohio, Bellevue (CAC-5041), Clyde
(CAC-5042), unincorporated suburbs of York town-
ship (CAC-5043). Lyme township (CAC-5044), unin-
corporaled suburbs of Green Creek township
(CAC-5045), Norwalk (CAC-5046), Milan
(CAC-5047), Monroeville (CAC-5048), unincorpor-
ated suburbs of Norwalk township (CAC-5049), unin-
corporated suburbs of Milan township (CAC-5050)
and unincorporated suburbs of Ridgefield
{CAC-5051), all Ohio.

m Rialto, Calif.—FCC denied petition by Spanish In-
ternational Communications Corp., licensce of
KMEX-TV Los Angeles, for reconsideration of action
authorizing International Cable TV Corp. Lo carry sig-
nal of XEWT-TV Tijuana, Mexico, on its system al
Rialto. FCC said Spanish International failed o show
incorporation of distant foreign language station would
adversely affect its ability Lo serve public interest
(CAC-3795). Action June 24.

@& Allen county, Ind.—FCC dismissed request by city
of Fort Wayne o reconsider action granting certificate
of compliance to Citizens Cable of Allen County. Ac-
tion was solely based on procedural grounds. In view of
procedural necessity for requesting commission review
within 30 days of release of its order and Fort Wayne's
failure to meet this requirement, FCC dismissed re-
quest, saying it found no reason lo reverse ils prior
determination. Action June 17.

& Brookville, Ind.—FCC denied requests of town of
Brookville and Connersville Cable TV for reconsidera-
tion of commission denial of application for certificate
of compliance to operate system in community. Brook-
ville is partially in Cincinnati-Newport, Ky., top-50 TV
market. FCC denied Connersville Cable's petition for
waiver of rules so that Brookville could be regarded as
outside of all markets. In addressing Connersville Ca-
ble's new argument that FCC had granted similar
waiver in another case, commission said it must be re-
jected as unpersuasive. Action June 24,

m Wakeeney and Ellis, Kan.—FCC waived cable
cross-ownership rules and granted WaKeeney Cable
TV Co. and Ellis Cable TV Co. for cenificates of com-
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pliance lo operate sysiems al WaKeeney and Ellis,
respectively. Both systems. located in Hays, Kan.,
smaller TV market, proposed carrying KCKT Great
Bend, *KPTS Hutchinson, KAKE-TV Wichila,
KAYS-TV Hays, all Kansas and KBMA-TV Kansas
City, Mo. KAYS Inc., licensee of KAYS-TV, wholly
owns WaKeeney Cable TV Co. and Ellis Cable TV Co.
Since iwo cable communilies are lotated in grade A
contour of KAYS-TV, proposed cable operations
would be in violation of cross-ownership rules. FCC
found that small population involved, limited and
small number of potential subscribers and economic
difficulties experienced by past franchiseés who Futiley
attemptied to provide service, constituted conditions so
severe as 10 warranl waiver of cross-ownership rules
(CAC-4077-78). Action July 1.

& Plattekille, Lloyd and East Fiskkill, N.Y.—FCC
granted petitions by U.S. Cablevision Corp. for
authorily (o continue operatling systems serving Platl-
tekille, Lloyd and East Fishkill until March 31, 1977,
without certificates of compliance. During processing
of applications lor cable television relay service, it was
discovered that there was no record of notification hav-
ing been given for three systems by former owner.
FCC said although it did not condone failure to
carefully comply with FCC procedures, there was no
reason in this case 10 order discontinuance of service
to residents of three communities involved. It noted
that systems’ present owner had attempted to correct
previous owner's inadverlence by bringing three
systems into compliance with current rules. Action
June 24.

m Nolanville, Tex,—FCC denied request of Daniels
Properties for reconsideration of commission action
rejecting Daniels’ request 1o add three distant signals
o system. Daniels had sought to add KDFW-TV,
WFAA-TV and KXTX-TV Dallas, to system, located
in Waco-Temple, Tex., smaller TV market. Daniels
sought waiver of rules since addition of three signals
would be inconsistent with carriage provisions. FCC
said Daniels offered no proof of financial difficulty in
providing equipment Lo filter out three Dallas signals
from common headend. Action June 10.

® Washington—FCC granted applications of Clear-
view TV Cable of Enumciaw for certificates of com-
pliance to continue operation of 13 systems in King
and Pierce counties, Wash., and 10 add CHAN-TV
Vancouver and CHEK-TV Victoria, B.C. on composite
basis. Systems are localed in Kent, unincorporated
areas of King county, Eastridge, Auburn, Algona,
Pacific, Orting, Enumclaw, unincorporated areas of
King county, Buckley, Black Diamond, Maple Valley
and unincorporated areas of Pierce County. All
systems are in Seallle-Tacoma, Wash., major TV
market. Action June 10.

Other actions

m Meadville, Pa.— Acling on motion by Meadville
Master Antenna, commission has stayed effective date
of its decision denying cable operator’s request for
waiver of program exclusivity rules. FCC stayed order
to consider supplemental waiver request submitied ‘by
Meadville in light of commission’s revisions of non-
duplication rules in first report and order. Action June
24.

® San Juan, Puerto Rico—FCC denied reconsidera-
tion of action requiring Cable Television Co. of Puerlo
Rico to afford syndicated program exclusivity protec-
tion on request when parly whose “‘protected” pro-
graming is broadcast in same language as that being
carried by Cable Television Co.’s San Juan system. Ac-
tion June 24.

Rulemaking

m FCC directed staff to prepare final document which
will impose restrictions on sports events broadcast on
distant TV stations and carried by cable systems. Ac-
tion was 1aken pursuant to commission’s rule making
proceeding. Directions call for new rule requiring dele-
tion of sports programing carried on sysiems in certain
instances where local sports team is playing at home.
Rule is intended to maintain presént level of sports
telecasts by preserving right of sporls clubs and leagues
to impose local TV blackouts of their home games.
Ann. June 25.

® FCC denied petition seeking modification of action
deleting mandatory origination rule and requiring
cablecasting equipment be available at systems and
commonly-owned system conglomerates serving 3,500
or more subscribers. Petition filed by Henry Geller,
urged among other things, that FCC delete **equal
time'* and **fairness’’ obligations placed on operator-
originated cablecasting. FCC said question of equal
time and fairness should be dealt with in separate pro-
ceeding where both interested parties and commission
could focus on it. Action June 24.



Classified Advertising

See last page of Classilied Section for rates,
closing dates, box numbers and other details.

RADIO

Help Wanted Management

Top notch, mature Program Manager for 50,000
watt Northeast MOR, sperts, feature outlet. Must have
sound knowledge of production, music and good track
record, Must have good administrative ability. Equal
Opportunity Employer M/F. Send resume to Box G-14,
BROADCASTING.

Wanted aggressive young local sales manager
must be able to handle and service a list of accounts
already on the air. Must also be able to direct a two
man sales force. Salary 15,000 per year plus bonus
and fringe benefits. We have the only unduplicated
format in a major Midwestern market. Box G-20,
BROADCASTING.

20 percent of stock in small market radio station
California for sale to working partner. Box G-78,
BROADCASTING.

Need General Manager {0 lake $250,000 plus sta-
tion to $500,000 to $800.,000 potential. Excellent
MOR, prestigious, needs only mature sales direction
and management of staff. Good base, benefits, ex-
cellentincentives tor big money on performance. East,
combination regional and local sell gives best of all
broadcast worlds. Challenging, exciting opportunity
with highly successful company. Box G-95. BROAD-
CASTING.

Help Wanted Sales
Continued

Help Wanted Announcers
Continued

Experienced street-pounding retail sales person.
San Jose market. Hard worker only. KRVE, 5 University
Avenue, Los Gatos, CA.

Dynamic sales-manager, proven producer. Sell.
Supervise. Promote. Train! Booming market. Doubling
size. Automated AM-FM rocker. Ground flear oppor-
tunity. No phone calls. Dan Libeg, KSNN-AM-FM-SCA.
Pacatello, ID.

Rock and Roll is for sale in Marion! We need one
more creative “imagineer” to help sell our new, but
already No. 1 Adult Rocker. We're all making money
and so will the person joining our team. Send resume
Immediately to Phil Hoover, WDIF Radio, 135 South
Prospect, Marion, OH 43302,

Radio as a career? Willing to learn all facets of
radio? Married persons preferred. First ticket required.
If interested contact program direclor, Doc DeVore,
KPOW, Box 968, Powell, WY 82435, An Equal Oppor-
tunity Employer.

Medium market C/W siation needs experienced
morning drives personality with warm, mature delivery
and production ability. Salary potential excellent.
Send tape and resume to KTRM, P.O, Box 5425, Beau-
mont, 77702 or call Gary Powers 713-892-4990. *

WFMB Big Country, for central lllinois, has immedi-
ate opening for full time jock. Must know Country
music, be able to put together top show, and have 3rd
endorsed- call 217-528-3033-E.0.E.

Key sales positions With American Data Corpara-
ticn as Reglonal Sales Managers in the Northeastern
and Midwestern territories. Sales and technical ex-
perience in switching, terminal and test equipment is
required. Send resume with salary history and require-
ments to: Mr. H. Bjorklund, American Data Corpora-
tion. P.O. Box 5228, Huntsville, AL 35805.

Monterey, California, live in one of America's most
beautiful resort growth areas. Outstanding contem-
porary station with excellent opportunity for a profes-
sional salesperson who has career management
aspirations with rapidly growing group. Guarantee
versus 20%. The person we're seeking should earn
$15,000 first year. EOE/MF. Reply Greentree Group.
P.O. Box 68, Moraga, CA 94556.

Help Wanted Sales

Radio sales for Baltimore with track record manag-
ing now o capable top opportunity unique situation
good starting salary. Box G-28, BROADCASTING.

Looking for ambitious sales manager for central
New Hampshire radio station. This AMIFM fulltimer is
located in a prosperous. growing and beautiful area.
Guarantee. strong incenlive. First year income
$15,000 to $20.000. Send resume 10 Box G-42,
BROADCASTING.

5000 watt South Carolina AM station needs an ag-
gressive salesperson. Medium market, unlimited op-
portunity. experience preferable. resume. Box G-72,
BROADCASTING.

Sales: We seek a top account executive for one of
the best markets in the country. lllinois location. A
praven track record essential. Good account list with
excellent velume on the books as well as potential. Ex-
cellent benefits. Send resume in confidence to Box
G-81. BROADCASTING.

National Sales Manager. Successful San Francisco
Bay Area Company engaging in the manufacturing of
RF equipment for Broadcast Industries, seeks an ag-
gressive Sales Engineer 10 head the Saies Depart-
ment. Three (3) years minimum sales experience in
Radio Market required. College degree desirable.
Send resume to: Box G-83. BROADCASTING.

Uniimited opportunities available for aggressive
self-starting salespeople with growing Southern
chain. Experience necessary. Earnings and sales
record %0, Box G-92, BROADCASTING.

Need General Sales Manager to lead. plan, work
with staff. Excellent Statien, tremendous potential,
unusual backup, East coast. Salary plus overrides and
big bonuses for performance. Box G-96. BROAD-
CASTING.

KBUL, (part of a growing five-station group), Wichita,
is the home of the lowest unemployment in America.
Are you organized, enthusiastic, and interested in
being in a million plus area? Country music interest
preferred. Small markets weicome. 316-722-0018,
Mr. Davis, Box 9001, 67212. Station rank up 5 posi-
tions in six months.

Write your own check at Charlotte’'s Number One
and Number Two stations. WAYS, WROQ-FM. We
have an opening for an experienced salesperson. Only
experienced, successful salespeople, currently work-
ing in contemporary radio need apply. If you don't
qualify, save your time and ours and don't call us. If
you want to jein a fast-moving, fast-growing group of
radio stations owned by and run by broadcasters, call
us. Contact George Francis, 704-392-6191. Sis Radio.
Inc. an Equal Opportunity Employer.

Attention qualified local sales managers: This is the
job you've been looking for. Good salary, excellent
bonus, fringe benefits and expense account. Must be
hard-working sales manager with creative ideas and
(eadership capabilities. Send resume and list of
references to 50,000 watt WWVA Radio, 1015 Main
Street, Wheeling, WV 26003. An Equal Opportunity
Employer.

Experienced radio salesperson. Excellent oppor-
tunity. Hunting fishing and skiing. Call Mr. Hyam.
208-523-3715.

Help Wanted Announcers

Play by play/news combo. Heavy sports, news, PA,
service, information, talk shows. AM FM, Indiana. Send
resume and tape to WILO, Box 255, Frankfort, IN,
46041,

Bright MOR personality, capable of working part of
show with audience over telephone and acting as
Music Director. Experience with third ¢lass essential,
no floaters. Send tape Bob Haa, WIRA, Ft. Pierce, FL,
Equal Opportunity Employer.

Small market station seeks announcer for evening
shift. Production ability very helpful. Live on the U.S.-
Canadian border and love it. Send resume, references
and audition tape to WSLB, Box 239, Ogdensburg, NY
13669.

Good and getting better? We're expanding and
need two top 40 personalities. Tapes and resumes 1o
Ken Curtis, WVOP. P.O. Box 900. Vidalia, GA 30474.

Help Wanted Technical

Chief tor DA-D with class-B FM. Includes Automation
and portable remote gear. Central Indiana. Box F-5,
BROADCASTING.

Engineering manager Major midwest market AM/
FM seeks engineering manager experienced in all
aspecis of Technica! Department administration.
Position requires first phone and background in direc-
tional antenna systems. Equal Opportunity Employer.
Reply Box £-208, BROADCASTING.

Mature AM FM Automation Engineer to keep all
systems functioning. $12,000 a year. Southwest
Texas. Reply Box G-5, BROADCASTING.

Chief wanted for FM stereo in beautiful eastern
vacation market. Ultra modern facilities, finest equip-
ment, and great working conditions. A great oppor-
tunity for a very good person. Box G-71, BROADCAST-
ING.

Major midwest market beautiful music FM station,
looking for experienced pro who can communicate
without yelling. Good working conditions in a top
market. Resume and salary requirements in first
response 10 Box G-54, BROADCASTING.

Suburban Baltimore Washington markel needs first
ticket pro for morning shift. Send resume, salary re-
quirements tirst letter. Box G-80, BROADCASTING.

Wanted: Funny, creative morning personality who
can also sell for extra bucks. Growing New England
market, combo AM-FM. Rush resume to Box G-87,
BROADCASTING.

Talented air personnel needed for growing
Southern chain. Production ability and air experience
necessary. Send resume to Box G-93. BROADCAST-
ING.

Need immediately, nighttime communicator for
KFGO, Fargo. N.DO. We're 24 hours country-music,
CBS located in the prosperous. Red River Valley of
N.D.-Minnesota. Must have first class ticket. Contact
Dale Alwin, P.O. Box 2966, Fargo, ND 701-237-5245.

Challenge for the right technical indwidual. Help
put new Class C FM on the air. Chief for AM and FM.
Group ownership. Equal Opportunity Employer. KVIC,
Box 3487, Victoria, TX 77901 512-573-9171.

Engineer-Announcer: 1st ticket and maintenance
for Western Pa. stereo FM. Good salary for right per-
son. Resume to Larry Conti, WFEM-FM, Ellwood City,
PA 16117.

Virginia AM-FM seeks qualified engineer with an-
nouncing experience. Full company benefits and new
equipment. Send resume and tape to J.W. Poole, Sta-
tion Manager, WFLS Radio. Box 597, Fredericksburg,
VA, 22401, Equal Opportunity Employer.

Chief engineer - S5t. Louis market. Directional AM
station seeking chief with minimum five years' ex-
perience, knowledge of DA, FCC regulations. No board
work, but ability tg handle some production of com-
mercials helpful. Major station in market, good work-
ing conditions, fringe benefits. Send resume, salary re-
quirements to J. Costantino, GM, WRTH, 135 N. Mer-
rimac, St. Louis, MO. 63105 An Equal Opportunity
Employer MIF.
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Help Wanted Technical
Continued

Christian 50 KW FM and network preduction studic
needs experienced chief engineer. Must be qualified
for stereo transmitter, studio and microwave mainte-
nance. Send resume to Michael Little, Christian Broad-
casting Network, Virginia Beach, VA 23463,

Broadcast Engineer for maintenance responsibitity
in 5KW DA and 50KW-Stereo with program automa-
tion. Good opportunily, benefits and working condi-
tions in new equipment operation. Resume to: Lew
Owens, Box 11670, Lexington, KY 40511,

Help Wanted News

Upstate New York. Full time newsperson. C-halleng-
ing job at leading station in area. Immediate opening.
Reply Box G-38, BROADCASTING.

Aggressive AM/FM in College town needs ex-
perienced News Director. Good references required.
Manager.-KRUS, Box 430, Ruston, LA 71270.

Aggressive News person with medium market ex-
perience for growing stations. Send resume and tape
Bob Haa, WIRA-WOVV. Ft Pierce, FL, Equal Cppor-
tunity Employer.

Farm News Broadcaster Opportunities and growth
unlimited. Must know farm markets. Contact Bab
Boettger at 815-469-2163.

Help Wanted Programing,
Production, Others

Contemporary Country needs self starter/take-
charge/Creative Program Director, Salary $700-S800
commensurate with ability. SMC automation ex-
perienced preferred. Rocky Mountain area. Tape,
resume to: Manager, KYWO, P.O. Box 926, Cheyenne,
WY 82001.

Copywriter-Announces, Seeking creative, single
person with 3rd Class, good typist who can do pro-
duction and announcing. Send samples copy, lape
and resume Bob Haa, WIRA-WOVV. Fi. Pierce, FL,
Equal Opportunity Employer.

Good and getting better? We're expanding and
need two top 40 personalities. Tapes and resumes to
Ken Curtis, WVOP, P.O. Box 800, Vidalia, GA 30474.

Situations Wanted Management

GM— Presently at helm of 50,000 watt midwest FM
looking into future. Desires like position at small
market AM/FM. Give me opportunitly to make money
for both of us. Box F-196, BROADCASTING.

Young, aggraessive G.M., degree, 1st phane, desire
new and larger market. Excellenttrack record. If you're
the correct market and organization, I'll et you decide
for yourself after speaking with my current boss, No
hurry. Nothing to hide Box G-13, BROADCASTING.

Station Manager, Sales Manager. Age 39 with
proven track record in management from small to
large markets. Strong sales ability. Top references.
Box G-21, BROADCASTING.

Christian — Experience includes management,
Christian sales, programing. Write Box G-32. BROAD-
CASTING.

G.M. Presenlly employed. Will move for right offer.
Nine years experience in small & medium markels.
Box G-80, BROADCASTING.

Retiring? Former broadcaster with modest capitai to
invest seeks small market managership. Objective:
aventual owership. Box G-63, BROADCASTING.

Situations Wanted Sales

Situatlbns Wanted Announcers

Available Now! Seek adult contemporary DJ job. 1st
phone announcer, 1 ¥ year exp. MOR 5Skw-DA. Good
voice, reliable, dependable. Anywhere within reason,
from Maine. Box F-22, BROADCASTING.

3rd phone endorsed, Broadcast school grad. Tight
board, MOR, C&W, news, creative commercials.
Young 46 with other experience and talents. | want
new horizons. Radio, you need me. Box F-187,
BROADCASTING.

Happy now, but looking for right sports move. Base-
ball PBP my first love. Versatile, solid broadcasting
background. Dedicated 9-year pro. BA, veteran, 33,
single, first phone, Box G-2, BROADCASTING.

Situations Wanted
Announcers Continued

D.J Vast Experlence 3rd phone. 3 years experience
with progressive & top 40. Tight production. Ready
anywhere. Promise to impress with tape & resume.
1701 Caniff Circle, Columbia, MO 65201.
314-442-7913.

1st phone, 21, BS Business, college radio ex-
perience announcing. copywriting, pregramming. Will
relocate. Jim 513-825-2430.

Versatile announcer. Creative production, dedi-
cated, experienced. Desires small, friendly station,
Eastern US. 914-482-4239.

Morning personality working New England medium
signal looking for A.M. or P.M. drive with contemporary
or rocker. Humorous and entertaining. Small market
P.D.experience, 27, B.A. Box G-15, BROADCASTING.

Northern Californla AM driver wants San Diego op-
portunity. Can we meet second week of August? Box
G-18, BROADCASTING.

Announcer needs work. Will go anywhere. Contact
Patrick Maher. Emmons, MN.

A good airman Prefer southeast U.S. Nine years ex-
perience. No sales experience. Randy Galliher, 3907
Angol Place. Jacksonville. FL 32210, 904-771-7386.

Broadecast veteran. Over 15 years experience
desires relurn to Mid-west. Experienced announcer,
salesman and program director. Minnesota, Wiscon-
sin, Michigan preferred. Will consider all offers trom
Mid-west, Box G-44, BROADCASTING.

Top rated nite man, up lempo rocker, heavy per-
sonality, tapes & references to prove il, major or ex-
cellent med. Box G-62, BROADCASTING.

Radio TV personality, family man seeks more than
a job in warmer climate near ocean, gull. jake or deep
river. {I'm a Pisces) Presently PD of automated sta-
tion. Over 10 years experience medium & major
markets, 4 years as morning man. Have ticket, tubes,
production expertise and sales ability. Let's talk. Box
G-79, BROADCASTING.

Country-M.O.R. personality. 15 years Top 10
markets. First phone. Box G-84, BROADCASTING.

Situations Wanted Technical

Young, energetic engineer seeks advancement
25, degree, first phone, 8 years AM, FM Stereo,
automation. Prefer Midwest. Box G-64, BROADCAST-
ING.

Good radio man with first phone, long, varied ex-
perience all technical areas. Family man, no drifter,
capable. Willing lo accept assistant or staff job.
Prefer: South or Midwest, medium or small market, no
announcing, but will consider all replies. Box G-91.
BROADCASTING.

1st Phone Engineer, several years general
electronics repair and two-way radio work. Will relo-
cate. M. King, 2601 Almonaster Ave.. New Orleans. LA
70117,

Mutual exchange program: | like mellow environ-
ments, fixing things, radio business and communica-
tion on all levels. You'll like the positive vibes, top 40,
progressive, or in between. Automation a speciality.
Stable, 23, 6 years all formats. Box G-99, BROAD-
CASTING.

DJ, 3rd phone, tight board, good news and commer-
cials, ready now, anywhere. Box H-5. BROADCAST-
ING.

Veteran FM Pro currently employed as morning man
for top rated major market FM rock station seeks posi-
tion with comparable (Top 20) major market rocker.
preferably FM. Currently music and production direc-
tor, also experience as program director. Superior pro-
duction, meliow voice, and smooth. Stable, married,
family. Termy 913-842-5139,

Experienced announcer. First phone. Willing to
relocate. Staff or production. Bob Ronningen
612-226-8934.

Twenty year old looking for first break. No ex-
perience. Knowledgeable in sports. Looking for station
to learn and grow with. Have desire; will travel. Jim
Zagami, 911 Linwood St, Hyatts, MD 20783.
301-559-0463.

19t Phone announcer looking for Top 40 gig. Four
years in the business. Will accept M.D. or P.D. position.
Hans Christopher, 4217 Opel, No. 23. Pocatello, ID
83201. Tel: 1-208-233-5584.

Experienced Black DJ/Newsperson. B.S. Radio-TV
Film. Enthusiastic and energetic. Available tomorrow.
David Brown, 711 N. 28th, Muskogee. OK 74401.
918-687-6826.

Attention San Francisco lo Monterey. 1st phone
DJ/Newsman available. 3 years experience in Con-
temporary, MOR, and Top 40. Prefer week-ends. Tape
and resume on request. Ron Melzer. 8175 Prospect
Road, San Jose, CA 95129, 408-257-5504.

Sales, news and sports director looking far change.
Would like sales, play-by-play combo. Steve Turner,
10694 Ladue Road, Creve Coeur. MO 63141
314-432-2742.

Ideas plus two years air/preducfion, contemporary,
extensive music bakground, 28, first phone, seeking
new challenge as jock/MD or production. Prefer Metro
area. Terry Ley 203-423-1271 betore 1 p.m.

Sltuations Wanted News

Experienced female reporter, writer, editor, wants
challenging job. All first letters. Box G-6. BROAD-
CASTING.

Experienced newsman. AM&FM Radic and CATV.
Gather and deliver. Young, married, seeking advance-
ment. 3rd endorsed. Box G-65, BROADCASTING.

Reporter, anchorman, sportsman. 8 years ex-
perience, Pbp, anchor, cameraman, 1st phone, pilot's
license. B.A. degree. Lost job due to company financial
problems. All areas considered. Box G-82. BROAD-
CASTING.

Sports. 4 years college experience, BS, PBP, SD,
News. Light, friendly approach. Creative, leader type.
Box G-86, BROADCASTING.

Wanted full time job. Major or medium markets only.
4 years experience. Good writer. Weekend man in
Detroit. Doug Nagy 1-313-534-0251.

I'm no rip and reader, but a news communicalor. 6
months experience 3rd endorsed seeks immediate
news position. Will relocate. Norman Sternfeld, 6034
Halm Avenue, Los Angeles, CA 30056,

Newsperson: strong on production and public
affairs. Four years experience. | write news, not Cham-
ber of Commerce P.R. David Guth, 524 N. Jefferson,
Madison, IN 47250. 1-812-265-4152.

Situations Wanted Programing,
Production, Others

Creative copywriter, solid production, [irst, free
form progressive communicalor with library. Now
doing format progressive in top ten markel. Looking
for place to settle. Box G-1, BROADCASTING.

Commercial copywriting, production, program-
ming, news. Five years experience. |I've done the work
in a small market, now | want the title and pay that
goes with il. Married, no kids. Will relocate. Box G-40,
BROADCASTING.
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Situations Wanted Programing,
Productions, Others Continued

Medium market Top 40. Is your ARB suffering from
“number deficiency”? The prescription is "innovate”.
Don't 1et the deficiency worsen, Contact me now! Box
G-51, BROADCASTING.

Sportscaster-TV Anchor or Radio pbp. 9 years ex-
perience. Very solid background and ability. Available
September. Box G-75, BROADCASTING.

| have itl Voice, college grad., 4 years experience,
one as PD at No. 1 small medium market. Desire, mod.
Country or Adult rock, No BM to Program. East, no
large cities. Box G-77, BROADCASTING.

33 years experience in living and listening. First
phone that can lead your country station to number
one ratings. Stations seeking yes man need not reply.
501-536-8208.

12 year professionai PD looking for off air PD posi-
tion In Top 25 markets. Administrative oriented,
proven track record in Top 40 (Rock}, MOR and Coun-
try, 717-292-2357.

Family man seeks programming position with con-
temporary-MOR station. 5 years experience in all
aspects of the business. Good board, production and
first phone. Excellent references. Call Pete
503-648-5580.

TELEVISION

Help Wanted Management

VP Programming statewide PTV Netwaork. 3-5 years
administrative experience plus ITV ¢redentials essen-
tial. Creative record of considerable impariance. MA
or MS preferred. Write of call Paul K. Taff, CPTV, 24
Summit St., Hartford, CT. 203-278-5310. An Equal Op-
portunity Employer.

General Sales Manager Experienced with proven
track record in retail sales. Opportunity with multi-sta-
tion group. WLVA-TV, Lynchburg, VA B04-845-1242,
Rodger Divens. Equal Opportunity Employer.

Help Wanted Sales

Saiesperson for choice, top-30 market, near San
Francisco. Delightful climate! Prosperous ecnomy!
Must be professionally qualified, aggressive; am-
bitious. Excellent opportunity for present and future
advancement with rapidly growing Corporation. Box
G-59, BROADCASTING.

Ampex needs talented VTR salespeople in Scan-
dinavia. Stockholm based assignment has respon-
sibility for Sweden, Norway, Denmark, Finland, Ice-
land. Knowledge of Scandinavian language an assel.
Prime requirement is detailed technical knowledge of
television systems and ability to sell. Good salary. plus
incentive. Assignment has two year minimum period.
Afterwards you can be transferred to other Ampex of-
fices in Europe, Far East, or USA. Resume to Box
F-246. BROADCASTING.

Help Wanted News

Situations Wanted Technical

Energetic reporter needed for growing medium
midwest network affiliate. Recent graduates con-
sidered. Send letter and resume to Box G-16, BROAD-
CASTING.

Experlenced anchorperson for Boise ABC affiliate.
Applicants must have current VTR ot film —we will re-
quest later. Box G-69, BROADCASTING.

Weather person for attractive southwest major
market. Prefer meteorologist but not necessary. Don't
want just weather reader-must be personality. Send
resume to: Box G-85. BROADCASTING.

Experienced Reporter/Anchor ready to move up.
Opportunity to Co-Anchor and assume Assistant
News Director responsibilities. Minimum two years
experience. Midwest. Solid journalistic and production
skills a must. References and resume to Box G-89.
BROADCASTING.

News/Weather personality. Solid photography.
editing and writing background needed for this dual
role at fast growing medium market station. Minimum
one year experience. References and resume to Box
G-89, BROCADCASTING.

Executive producer. Experienced producer of con-
temporary format news programs to administer top
staff in important news market. Excellent opportunity

as Number Two person in this NBC affiliated depart--

ment. Resume and air check of program you have pro-
duced on first contact. Richard Townley, N.D.
856-1414, WGR-TV, 259 Delaware Avenue, Buffalo,
NY 14202,

Television director needed. Prefer someone with
experience in directing news, regular programs and
commercials. Send appli¢ation and resume to WKBN-
TV, Attention of Norm Berger, 3930 Sunset Boulevard,
Youngstown, OH 44501 promptly. An Equal Oppor-
tunity Employer.

Radio-TV Director-Catholic Diocese. Responsibility
for electronic media Send resume, salary expecta-
tion: Communications. Box 982, La Crosse, Wl 54601.

Help Wanted Programing,
Production, Others

Promotion Manager - creative, competilive, able to
get the most our of an-air. plus moderate newspaper
and other budgets. We are a good-sized market, VHF
network affiliate, in a very competitive TV area. We
need a skilled, imaginative, hard-working person to
head up promotion. An Equal Opportunity Employer.
Send full details to Box G-12, BROADCASTING.

Producer-director for public television station. Sal-
ary $12,000 or higher depending on qualifications
and experience. Send resume to Box G-70, BROAD-
CASTING.

Control room operation, production, and engineer-
ing experience. First phone. 32 years old with family.
Want to settle down in southwest or mid-west.
Resume and references on request. Ken Fitch, 1511
Thrush Terrace, Brentwood, MO 63144,
314-962-9165.

Situations Wanted News

Solid professional with five years medium market
experience wants out of news directorship and back
into field reporting. Visually oriented with news savvy,
production skills, and maslers degree. | am energetic
and looking for a dedicaled opsration. Box G-67,
BROADCASTING.

Sportscaster/Reporter: Young and hard working
with degree. 2 years experience. Anchor, write. can
handle camera. Box G-76, BROADCASTING.

Free-lance male model and VO wishes opportunity
for first TV anchor position. Nine years major market
radio and limited TV background. Excellent look and
voice. Box G-88, BROADCASTING.

There must be room in the broadcasting world
somewhere for a young man who can write like
William Shakespeare, enunciate like John Chancellor,
and grin like Ted Baxter. Until he comes along, though,
I'd sure like to give it a try! Andrew Armstrong, 34 Sus-
quehanna Avenue, Cooperstown NY 13326,

Smalt market radio ND twice, consider any type
position anywhere. Writing, interviewing. reporting
ability, fast learner. Notre Dame grad. | have the com-
mon sense and drive that you want. David Barret, 705
W. Washington, Apt. 4, South Bend, IN 46601,
219-288-0217.

Situations Wanted Programing,
Production, Others

Experienced and creative Photographer: 16 mm.
35 mm. editing; news and ¢commercials; 15 years in
small markets; Desire to relocate to larger market. Box
F-184, BROADCASTING.

Experienced producer/director seeks director or
AD. job, larger commercial station ar production
house. Heavy sporis, public affairs, remotes. Network
credits, national award recognition. Degree, family.
Box G-9. BROADCASTING.

Emmy winning black producer. (network O&0) 10
years media experience. Seeks TV producing or writ-
ing position. Box G-23, BROADCASTING.

Director/Producer 12 years expefience in medium
and major markets. Strong in news, public service and
commercials. Experienced in all phases of production.
Two Emmys. BA and graduate work. Available to relo-
cate anywhere. Box G-94, BROADCASTING.

Program Manager Complete knowledge of feature
film, syndicated product. Good administrator, creative.
Know license renewal, CATV, research. Excellent
background in promotion. 8ox G-97, BROADCAST-
ING.

Help Wanted Technical

Television technicians wanted for positions in the
Middle East. Five years of heavy maintenance ex-
perience required. Send resume and copies of certifi-
cates to Box G-81, BROADCASTING.

Beginner to train as Television Control Room
Operator. FCC First Class. Contact Program Director,
WHRO-TV. B804-489-9476. An Equal Opportunity
Employer.

Studio Engineer wanted for full-coler production
center. FCC 1st. Phone plus experience necessary.
Maintenance with some operations, at newer facility.
Salary range, $11,000+, Reply by July 15 to D. Dun-
ning, ETV Center, MVR Hall Carnell University, Ithaca,
NY 14853,

Christlan-Foreign language station needs
qualified engineer as assistant chief. PrinCipal duties:
to maintain RCA TR-22 tape machine and TK-27 film
chain. Call area code 209-529-7047.E.O.E.

Artist, ready to move up to top 15 market. Ex-
perienced in varityper. stat camera, copy proof
machine, 35 mm camera. Box G-74, BROADCASTING.

Operations Supervisor, university owned PTV.
Bachelor's plus minimum one year professional pro-
duction experience. Must be able to train & supervise
college students in crew positions, sets, lighting,
master control, etc. $8500. Resume, references, lape
(it available) to Production Manager, KRWG-TV, Box
3J, Las Cruces, NM 88003. Deadline August 1, 1975,
Equal Opportunity/atfirmative Action Employer.

Position open: TV Producer/Director for University-
Division of Public Information Office, Mississippi
State University. Multiple duties involving planning,
scripting. directing. and editing of information pro-
grams. Possible work with teaching program. Profes-
sional experience and/or academic background
desired. Contact: H.T. DeKay, Division of Public Infor-
mation, Drawer 5328, MSU, Mississippi State, MS
39762 601-325-5872.

TV Director/Production. Experienced and ratings
proven. Five years TV and Film production. BA TV pro-
duction W.S.U. Michael Wagner, 509-327-2164 or
257-2433, W2021 College, Spokane, WA 99201,

BUY—-SELL-TRADE

WANTED TO BUY EQUIPMENT

1KW AM transmitter wanted for use as auxiliary.
Should be clean and in good condition. Contact
Walter C. Maxwell, WGHQ, at 914-331-8200.

Equipment wanted: Collins 21-E, RCA 6TA-10-H,
Schafer 800-T automation. 1 buy for sale south of the
border oranywhere. To buy or sell good used transmit-
ters, automation, etc. Contact Paul Schafer, Schafer In-
ternational, 5801 Soledad Mtn. Rd, La Jolla, CA
92037 Phone 714-459-0222,
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FOR SALE EQUIPMENT

Inétruction Continued

Updating-avaliable Mosely, remote controt PER 15
AD $600 or best. Stereo Yard Gates console $500 or
best. Tom Talbot, WJJL Radio, Niagara Falis, NY.

Mosiey Composite STL PCL303 with PBR15 remote
control, stereo generator, scala anteénnas 450 feet 2
inch foam heliax and Mosley isocoupler gates FMC12
Bay Circular antenna with heaters, beam tilt and null
fill tuned to 96.5 leri rejection filter 21 sections
Andrews 3 18 inch rigid with hangers one Collins
20V2 1 KW AM transmitter tuned to 10KC.
Miscellaneous gates FN limiters and AGC amplifiers
ail equipment is in excellent condition and removed
from service due to our recent move. Contact George
Kravis, KRAV, Tulsa, OK Telephone 9t8-585-5555.

First Class FCC License in 6 weeks. Vetetans ap-
proved. Day and Evening Classes. Ervin Institute (for-
merly Eikins Institute), 8010 Blue Ash Road. Cincin-
nati, OH 45236. Telephone 513-791-1770.

No: tuition, rent! Memorize, study—Command's
"Tests-Answers" for FCC first class license.— plus—
“Self-Study Ability Test" Proven! $9.95. Moneyback
guarantee. Command Productions, Box 26348, San
Francisco 94126. {Since 1967).

1st Ciass FCC, 6 wks, $400.00 money back
guarantee, VA appvd. Nat'l inst. Communications,
11516 Oxnard St. N. Hollywood, CA 91606.
213-980-5212.

RCA TR-4 Quadruplex Broadcast VIR. Operational
when removed from service. Two units available.
519,500 each FOB Atlanta, GA. ICECO 2991 North
Fulton Drive, Northeast, Atlanta, GA 30305
404-262-3020.

Chicago or Milwaukee. FCC license. Resulls
guaranteed. Veterans approved. Lowest prices availa-
ble. Institute of Broadcast Arts, 75 East Wacker Drive.
312-236-8105 or 414-445-3090.

REIl teaches eiectronics. Over 98% of our gradu-

Test equipment sale, HP-332-A distortion analyzer
$600.00, GR-916-AL Bridge $400.0C. HP-140-A
scope with plugins $800.00, HP-1701-A scope
$1000.00, field intensity meters: Stoddart NM-20-A
complete $600.00, Singer-Empire NF-105 150 khz to
1000 mhz less antennas $995.00 most elaborate unit
available. Buy, sell, and trade broadcast test equip-
ment. Communication Radio Service 704-568-4054.

Like new automation equipment. Available im-
mediately. The entire unit costs $18,000. We are will-
ing to sacrifice. Call J. Hroblak 301-652-5129,

ates pass FCC exams in 5 weeks. Classes: July 14,
August 25, Sept. 29. REL 61 N.Pineapple, Sarasota, FL
33577. Phone 813-955-6922. REIl, 2402 Tidewater
Trail, Fredericksburg, VA 22401. Phone
703-373-1441.

For 38 Years, Industry Leader, Don Martin School of
Communications trains for 1st phone license, in just
five weeks! Inquire about our special summer offer.
Call collect for details, 213-462-3281, or write, Don
Martin School. 7080 Hollywood Bivd., Hollywood, CA
90028, now!

Microtime 368 Time Base Corrector. 8 mths. old -
excellent condition. Fully cperational. $8,000.00.
Reach Productions, 513-228-6573.

Three Marconi Mark 7A color cameras, cable, zoom
lenses & spare parts, as is, very reasonable. Call G.
Stevens 305-895-6400.

IVC 870 color VTR. Assemble/insert editing. Ex-
cellent condition. 6 mths. old. §1,000.00. Reach Pro-
ductions, 513-228-6573.

COMEDY

Deejays: New, sure-fire comedy! 11,000 classified
one-liners, $10. Catalog free! Edmund Orrin, 2786-B
West Roberts, Fresno, CA 93705,

MISCELLANEOUS

Current Chicago Station Airchecks. For details write
Box 75, Yates City, IL 61572.

Prizes Prizes! Prizes! National brands for promo-
tions, contests, programing. No barter or trade .. . bet-
ter! For fantastic deal, write or phone: Television &
Radio Features, Inc., 166 E. Superior St., Chicago, IL
60611, call collect 312-944-3700.

PLACEMENT SERVICE

Quallfied 13t phones immediately available for per-
manent technical/combo positions. Able o relocate.
Many with technical backgrounds. 25 graudates
employed at Cleveland stations right now!! Who's
next? Ohio School of Broadcast Technique, Cleve,
OH. 216-391-2929.

INSTRUCTION

KiiS Radlo's Broadcasting Workshop for Profes-
sional DJ & News training. Both in studio and on-air
training. Write: KiiS 8560 Sunset Bivd, Los Ang' les.

Broadcast Technicians: Learn advanced
electronics and earn your degree by correspondence.
Free brochure. Grantham, 2002 Stoner Avenue, Los
Angeles, CA 90025.

Job opportunities and announcer-dj-1st class
F.C.C. license training at Announcer Training Studios,
152 W. 42nd St. 3rd floor. N.Y.C,, Licensed and V.A.
benefits.

Qet your FCC iicense in Chicago! Biggest school in
the Migwest. Resulls guaranteed. Veterans approved.
Financing. Omega Services, Inc., 333 East Ontario,
Chicago, IL 60611. Call today: 312-649-0927.

No FCC license? Tried every way but the right way?
I's time for Genn Tech. Home study. Free catalog.
5540 Hollywood Blvd.. Hollywood. CA 90028,

Cassette recorded first phone preparation at home
plus one week personal instruction in Boston, Atlanta,
Detroit, Philadelphia, Kansas City, Seattle, Los
Angeles. Bob Johnson Radio License Training, 1201
Ninth, Manhattan Beach, CA. 90266. Telephone
213-379-4461.

San Francisco. FCC license, 6 weeks, night class 12
weeks, 9/8/75. Results guaranteed. Veterans ap-
proved. School of Communication Electronics, 150
Powell Street, 94102. 415-392-0194,

RADIO
Help Wanted Sales

We are looking tor young, ambitious R-TV college gra-
duates for sales and management training programs
with several of our clients at radio and television sta-
tions, and cable TV systems. We want only outstand-
ing pecple with a lot of diive and ambition. If we
already have your resume, you will be considered. If
not. submil' complete resume to Mike Walker, Ron
Curtis & Company, 5725 East River Road, Chicago, IL
60631, (312) 693-6171.

Help Wanted Announcers

TOP FIVE MARKET

We're putting together a brand new FM
powerhouse in Philadelphia. We need plea-
sant, natural-sounding experienced announ-
cers to make it happen. If that sounds like you,
send your tape and resume to:
Dave Kiahr
WPEN-FM
2212 Walnut St.
Phila. Pa. 19103
EOE M/F

hWhy not reserve this T

Help Wanted News

WE THINK NEWS IS DAMN IMPORTANT

we'te looking for a creative News Director to lead our
team. We are an adull, MOR station in one of the most
beautiful, tropical cities in the country. We work hard
... and we're well paid. If you are imaginative and
creative. and can make news interesting please send
an in depth presentation. EQE.
Michael O'Shea, Operations Director
WFTL, Ft. Lauderdale, Florida

Help Wanted Programing,
Production, Others

[ P.D. NEEDED )

Number 1 Midwest Contemporary Top 40
needs mature P.D. able to motivate staff, com-
mand respect, keep morale high, work close
with Sales staff, have good follow through and
promote, promote, promote. Will also do mid-
L days. Good salary. Box G-90, BROADCAST-

ING. y
Situations Wanted Management

r
Peter Parisi-nominated for P.D. of the yearT
k1974, P.D. of top rated KADI-FM and AM in St.
Louis and national P.D. for C.F. for the last four
years. Seeking P.D. position at AM or FM
rocker 314—361-5743, 18 S. Kingshighway,
St. Louis, 63108.

\ _J

Situations Wanted Announcers

F B
Top notch disc jockey, with sales and
management experiencel/desires
medium market good worker/B.A.
degree communications/Five years ex-
perience/Call Nick Sinacori
313-821-6649 in Detroit, Michigan.

\_ -/
Situations Wanted News

r Y

ANCHORMAN~—REPORTER

A picture is NOT worth a thousand words. Not in this
business. Time is 100 precious. | can tell the listener
whal's happening without bogging him down in
details. I'm a N.D. with a voice 10 match his writing

Skills. | want to keep your listeners inlormed. Medium/
Major Market only. Write Box G-73, BROADCASTING. J

4 =

Eight years expenence. Good gatherer. writer, editor
and broadcaster of radio news. I'm looking for a sta-
tion committed to local news and willing to spend a
minute of two explaining the complicated land-use
issue as well as the armed robbery and traffic latality.
Call Allen Tumey: 303—543-5111.

o V,

Situations Wanted Programing,
Production, Others

r ™
FOR SALE: 1 PROGRAM DIRECTOR

7000 years experience. Very big during days of the
Roman Empire. Knew Hercules. Close Iriend of
Moses. Advised construction of the great pyramid.
Personal references from Mozart and Beethoven. Cut-
rently working in Babylon. Seeking programing posi-
tion with FM rock station in major or medium market.
First phone. Box G-68, BROADCASTING.

e J

space for your Classified
ad and find out how well
BROADCASTING can work

Lfor: you. J
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TELEVISION

Help Wanted Management

For Sale Equipment

4 N
r .j‘ Profitable AM/FM in “!:lorth-
CREATIVE JOURNALIST east; small beautiful riving
gg[ngn::-: crv‘ialwe Ipelvst.\n w.lnI sc:lld TV news ex- market, Own bunldlng and 5-
1en w anis 10
Masiers degree. plus broad knowlsage ol 1% nows acres of land. Price
g%ilsaug\skab:gy 1o 'v(vo'r..k ;nlh peOple, make deci- 3700 ooo
) nk and work ha st M t y =
onenled repoiiers, pmﬂut:lmsd and execau'::iv%esm:re Box F-217, BROADCASTING
gvneg:AvrggA ?‘I?I?qucline and pholograph 1o Box F-205. \_
\ Employment Service
General Sales Manager. T é 2 :
1 1 [}
Top opporturity or ndvidust witn | [ 1 JES1OSSIGRSE YoU METHE
proper credentials. Send complete : ’
resume. An Equal Opportunity i
Employer. . .
Gary Adler, WJKS-TV,
Jacksonvnlle FL 32216 J Box 61, Lincoindale, N.Y. 10540
e Number "Qne’’ in Weekly, Nationwide
Employment LiStings toe Radio, TV, DI's,
. . . FD’s, Annuungers News,
Help Wanted Announcers 0 s.?“&ﬁ‘a’:.‘.%mﬁf 02 issues)
- ' O $25.00 12 months {50 issues)
( N (Check Appropriate Box)
TALK SHOW HOST NAMCERES
. ADDRESS . o o 00 CIMIHHEI s
ARE YOU THE QEST? L Enciose Check or Money Order y
‘ ' Consultants
TELEVISION STATION IN TOP FIVE
MARKET OFFERS THE OPPORTUNITY [ LICENSE RENEWAL TIME? w
OF A CAREER IN A UNIQUE MORNING B L oror.
FORMAT. WE OFFER TOP PAY, FULL {nanchr‘éiiiie,f.é’nﬁ"?pt&ﬂ?vir%?"'&mﬁﬁng“{n‘éir
PRODUCTION STAFF AND EXCELLENT icense renewal appiication
GUESTS, TELL US WHY YOU'RE THE BROADCAST FIELD ENGINEERING
FEea WElE Lelols (Aol ok nmears e e bout I e Dusirese. Youll pa
ng! re the n usiness. You
G-58, BROADCASTING. surpnsed how little it costs to have a prolessional
L ) consultant do your proof. Call for a quote
Chartatie, North Car
harlotte, No arolina
Help wanted News Also slation consteuction, antenna measurements,
" coverage map Service, emergency repair service.
( L y
TV WEATHER PRESENTER Placement Service
Calitornia VHF CBS Affiliate needs TV wealher person :
effective Aug. 1st. Prefer previous TV experience, plus 1
some formal lraining in melerology Of weather IMMEDIATE OPENINGS
science. Weather presentation an integral part of two Let us analyze yoit iesume now!
well rated daily newscasts. M-F, 5:30P-7:00P and WILLIAM J. ELLIOTT, JR.
11PM. Possible other assignments on limited basis. & COMPANY, INC.
An egual opportunity employer. Call Cal Bollwinkel, 50 S.W. 3rd Avenue
Program Manager. lor more details AC 816/441-4041 Suite 110F
or send lape and resume to KXTV, P.O. Box 10, Sacra- Boca Ralon. Florida 33432
mento, Ca. 85825, 305-—392-4210
Not An Employment Agency
N A — . _—

Situations Wanted Management

—

operation. Available Aug. 1, 1975, Good relationship
with current employer, who is aware of this ad. TVB
and American Management Assoc. trained. Docu-
mented track record. Have won at all assignments.
Can absolutely control expenses and keep people
motivaled. 14 years In TV sales & management (120
management). Excellent reierences. | can make your
operation a winner. Available for personal interview.
Box G-38, BROADCASTING.

——

EX. V.P. & GEN. MGR. currently with group W

Situations Wanted News

)

SPORTSCASTER—I've been a top-noich Sporls
Direcior twice with news experience to boot. Now I'm
behind “an nstilvlion™ and can’t mave any more in
this top 30 market. Let me grab your viewers with per-
sonality, incite, 1ilm $avvy and commentary.

Public Notice

VILLAGE OF FREDONIA
AND TOWN OF POMFRET

NOTICE TO BIDDERS

Request for Proposals Village ol Fredonia
and Town of Pomirel, N.Y.

The Viliage of Fredonia and Town ol Pomirel, New
York hereby invite the submission of sealed bids on a
Cable Television Franchise lor the above named
Village and Town. Bids will be received until 4:30 P.M.
Eastern Standard Time on the 15th day of Seplember,
1875, at the Village Clerk's Office, Village Hall. at
which time and place all bids will be publicly opened
and read. Applications shall be prepared and submit-
ted in accordance with specifications and nolice to
bidders available from the Village Clerk. Any bid sub-
mitted will be binding for 180 days subsequent 10 the
date of bid opening.

L BOX G-11. BROADCASTING-

-

[ You -Selbng in

Broadcasting

The newsweekiv ol broadcasting and allleu ans

R

_
~

.

BROADCASTING

will reach virtually 100% of the
industry’s decision makers.
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Books
for
Broadcasters

403.

405.

411.

AM-FM BROADCAST STATION PLANNING
GUIDE by Harry A, Etkin. A camprehensive
guide to plonning, building, ond operating a radio
broodcost facility —AM, FM, or combined opera-
tion. Bosed on a lifetime of experience and in-
timate ossociotion in brondcosting. 82 x 11", il-
lustroted . $12.95

. THE ANATOMY OF LOCAL RADIO-TV COPY

by Williom A. Peck. Leading station executives
have colled this book the one that sets the standard
for rodio-TV caopy of the locol level. Loaded with
hundreds of ways to increase station billing with
sales-praven copy. 104 pages. $5.95

RROADCAST STATION OPERATING GU!DE
by Sol Robinson. This compréhensive reference
encompasses every level of broodcdsling. The
secret to success in broadcosting, as in ony other
business, is knowing what to do and how to do it.
Thusbook tells it like it is. 256 poges. 512 95

. THE BUSINESS OF RADIO BROADCASTING

by Edd Routt. How to operote a station as a pro-
fitoble business and serve the public interest as
well. This is the first text ta decl with broadcast sto-
tion aperation from beginning ta end. Clearly ex-
ploins proven techniques ta follow, and cautions ta
observe. 400 pages.. illustroted. $1295

COMMERCIAL FCC LICENSE HANDBOOK by
Harvey F. Swearer. A uhigue study guide ond re-
ference monual, combining theory ond opplica-
tions with up-to-date questions and answers for
1st, 2nd, and 3rd Class Radiatelephone license ex-
ams plus broadcast and radar endorsements.
Complete detailed onswers ta questions an virtual-
ly any subject you may be osked when you tcke
your exam, plus sample questidns on each element
(with answars in the back of the book). Also for
practical reference in your profession. 444 pages,
150 illustrations. $9.95

419, HOW TO BECOME A RADIO DISC JOCKEY by

421.

Hal Fisher. Essentially a course in showmanship,
this book teaches oll the technigques needed to
became a successful broadcast anncuncer {ar disc
jockey). 256 pages, lllusmmld $7.95

HOW TO SELL RADIO ADVERTISING by Si
Willing. The right formula for soles depends an
the individual and the prospective advertiser.
Therein lies the secert os Si Willing illustrates it by
theory ond by proctice. You'll heor oll sorts of ob-
jections {including a few you hoven’t héard!) ond
how they've been successfully countered. From the
diclog betweén solesmon ond prospect you'll learn
the approoches and the clinchers, how to use
available sales toals to the best odvantage and
how ta deal with competition. You'll learm ways to
sidestep objections, how to recognize the “op-
portune moment’, ond how to convert a “No” to a

“Yes”. 320 poges. $12.95
BROADCASTING Book Division
1735 DeSales St., NW
Washington, D.C. 20036 T

Please send me book(s) numbered

. Payment for the full amourt:

is enclosed.

Name
Address
City

State Zip




For Sale Stations

For Sale Stations

For Sale Stations

PROFITABLE AM/FM
Growing Midwest Area
$750,000~29% Down
Includes New Bidg. Plus 10% acres
Zoned industrial. Write today
NORMAN W. SMITH, MEDIA BROKER
738 S.E. 9th Ave., Deerfield Beach, Fla.

L 33441

"

_/
1
Midwest
Single Station Market.
Less Than Two times gross at

$315,000.
On Terms.

AT YOUR SERVICE WITH
20 YEARS EXPERIENCE.

RICHARD A.

438 Nm’ﬂﬂwzm«:-.m 1 80811 Ié‘:€>} {’ .
\ 312/467-0040 &’

LARSON/WALKER & COMPANY

Brokers, Consultants & Appraisers
Los Angeles: Washington
Contact: william L. waiker

Suite 508, 1729 DeSales St., N.W.
Washington, D.C. 20036

02—223-155) . J
Plains small FM $200K Terms
Fla. small Daytime 100K 29% b
SE metro profitable 500K terms
Mw metro daytime 200K 29%
NE metro fulltime 1.4KK terms
@ CHAPMAN ASSOCIATES®
business brokerage service

Atlanta—Boston—Chicago—Detroit
Dallas—San Francisco
Piease write: 5 Dunwoody Park

Atlanta, Georgia 30341 J

RATES

Payable in advance. Check or money order only.

When placing an ad indicate the EXACT calegory desired.
Television or Radio. Help Wanted or Situations Wanted, Man-
agement, Sales, Efc. If this information is omitted we will deter-
mine, according 10 the Copy enclesed, where the ad should be
placed. No make goods will be run it all informalion is not in-
cluded.

The Publisher is not responsible tor errors in prinling due 1o il-
leqible copy. Type or print clearly all copy!
Copy musl| be submitted in writing.

No teleph

copy pted

Replies 1o ads with a box number should be addressed to Box
Number, c/o BROADCASTING, 1735 DeSales St. NW., Wash-
ington. 0.C. 20036.

Since January 1, 1974, BROADCASTING no longer for-
wards audio tapes, transcriptions, flims or VTR's.
BROADCASTING t pt copy requesting audio
tapes, transcriptions, fiims or tapes to be sant to a box
number.

Copy: Deadiine is MONDAY for Ine following Monday's issue.

Continued Continued
TOP MARKET OFFERING (" e ] ) Brokers & Consultants
A1 420, 50200 i Fl v, adons, o tha
the most gal o . 2 L) :
i ice: 2% milllon. Excellent facliliies; Communications Iridustry
E:J%eet:bpr:;crzpenize;‘ Rgglles should contaln ASSOCIATES, INC.
IO s haaticns. o tnancte! R s THE KEITH W. HORTON COMPANY, INC.
and psrsonal qualifications. = . ] 3
Box B-231, BROADCASTING ) | 00 womTh centaaL o SMITEa 1 200 William Strget s Elmira, New York 14902
\ |_OALLAS, TEXAS 75231  (214) 3s9-9545 ) | . PO.Boxg4s - (607)733-7138
r 5000 Walls lullime AM abie i N . [ . . )
ang ,I..e'},pré‘...'é’.?*a,ea,"s“x‘éﬂlés?'E’us?n:;‘ssec'.‘.f.ZFe "Thank you for your vAn ad we placed in
an [{ akes th o - . .
oo-sl;fnﬁ;euo?;ﬁﬁ:r; gnt::-a:pr:r?‘;orsor PR A excellent magazine BROADCASTING really paid
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7~ —Help Wanted. 50¢ per word—$10.00 weekly minimum.

(Billing charge to stations and firms: $1.00).

—Siluations Wanted. 40c per word -$5.00 weekly
minimum.

—AN other classificalions, 60¢ par word—$10.00 weekly
minimum,

—Add $2.00 for Box Number per {asue.

Rates, classified display ads:

—Situalions Wanted (Personal ads) $25.00 per inch.

—~Ail other $45.00 per inch.

—More than 4" bilied at run-of-book sate.

—Stations for Sale, Wanted to Buy Stations, Employment
Agencies and Business Opportunity advertising requires dis-
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Agency Commission only on display space.
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Moaines) or of state (New York) counts as two words. Zip Code
ot phone numbe: including area code counts as one word.
(Publishet reserves the right 1o omit Zip code and/or abbreviate
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phenated words counl as two words.
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Broadcasting Jul 14 1975
72




The human radio: RKO’s
programer, Paul Drew

Paul Drew, programing chieftain of RKO
Radio, will bask in the Palm Springs,
Calif., sun next week with Frank Sinatra.
Well, not exactly basking; in fact he’s in-
terviewing Mr. Sinatra for a radio special.
This will be the first interview that Mr.
Sinatra has given to a member of the
media in seven years. But as far as Mr.
Drew is concerned, he will be reveling in
doing what he does best: talking music
with musicians. )

Mr. Drew, usually of quiet demeanor,
comes alive when he’s talking about music
and radio. He is one of the acknowledged
masters of top-40 programing.

“When | was growing up,” he says,
‘““other kids collected baseball cards and
traded them among themselves. 1 col-
lected records.’”” And, he added, to under-
score the early interest in music, ‘1 was
the first kid on the block to have a 45 rpm
player.””

Bruce Johnson, who was president of
RKO Radio when Mr. Drew became pro-
graming VP in 1973 (and who now is
president of Sterling Recreation Organiza-
tion’s radio division), considers Mr. Drew
a real student of radio. ‘‘He’s one of the
few programers | know who attempts to
make a science out of it,”” he says. “So
many others fly by the seat of their
pants,”

A number of his colleagues second this
estimation of the RKO Radio programing
vice president; they remark that he’s al-
ways in earshot of a radio set. They say
that he seems to virtually always have a
pack of record albums under his arm. And
they say also that he expects this dedica-
tion from his managers too. One pro-
gramer who has worked with him says that
“‘Paul Drew is one of the roughest,
toughest, most demanding guys in the
business.” Yet, he says, Mr. Drew per-
sonally is an amiable, affable personality.

Mr. Drew has definite ideas about to-
day’s radio. For one thing he thinks music
entered a watershed era in the early 1970's
with the James Taylors. and the Carly
Simons who not only write their own
music but sing it. An earlier transition
period, Mr. Drew feels, was the arrival of
Elvis Presley in 1950°s, A second cross-
over period was when the Beatles arrived
on the music scene in 1964. ““We're now
halfway through this decade,” he says,
“‘and people say: ‘Will we have another
Elvis Presley? Another Beatles?” Well we
have. It took him a few years to build to
where he is—Elton John.””

At this moment, Mr, Drew feels, pop
music is set for another change. But he is
chary of prognosticating. If he were able to

Paul Drew —vice president-programing, RKO
Radio; b. March 10, 1935, Detroit; BA, Wayne
State University, 1957 announcer, program
and production manager, woet-Fm Detroit,
1955-57; disk jockey, wHistam) Port Huron,
Mich., 1956; disk jockey, wesT(am) and later
WAKE(am) both Atlanta, 1957-63; disk jockey,
music director, program director, waxiam)
Atlanta, 1963-67; program direCtor, CkLw(aM)
Windsor, Ont. (Detroit), 1967 -69: program
director, kFrCtam) San Francisco, 1970-72;
program director, KHJ{AM LOS Angeles,
1972-73; present post, 1973; m. Ann Austin of
Kannapolis, N.C,, Sept. 9, 1961,

predict the future, Mr, Drew says, ‘I pro-
bably would get out of the radio business
and be a multimillionaire in the music and
record business.”

One thing he does know: Youth today is
very knowledgeablie about music.
“They’ve been growing up with popular
music for their entire life,” he says. ““This
is the first generation, and now there’s a
second that has grown up with top-40
radio.”

One of the marks of Mr. Drew’s success
is that he is truly interested in music
makers as people. And his interest has not
lessened since three U.S. tours in the six-
ties with the Beatles; he was one of seven
radio reporters who traveled with them
throughout the country. Last year he was
the guest of Elton John on his U.S. tour,
In fact, last Christmas, Mr. Drew and his
wife had Christmas dinner with Elton
John at Mr, John’s parents’ home near
London.

Despite his 20-odd years in radio, Mr.
Drew still has a warm feeling for WDET-FM
Detroit, the Wayne State University sta-
tion where he got his start, and for Lee
Dreyfus, then director of radio for Wayne
State. “‘Dr. Dreyfus let us do everything
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there,” says Mr. Drew. “During the three
and a half years that 1 was there, 1 was
engineer, I was station manager, 1 was
production director, program director. 1
did all the jobs that you would do at a radio
station at that radio station. It was a mar-
velous experience.”

There was no such thing as “‘it can’t be
done. We'd find a way to do things,” says
Mr. Drew. He laughs slightly as he relates
those glorious days when he was young
and nothing was impossible. ““I think I still
hold to that philosophy,”” he says. “I’m
probably not as courageous, if that’s the
word. I'm more experienced. You now
know where you're going to get your hand
slapped or your foot stepped on.””

Foliowing his spell at wDET and a short
stay at wHLS(AM) Port Huron, Mich., Mr.
Drew acted on the advice of Dr. Dreyfus,
who told his students: “Keep knocking on
doors; somewhere you’ll find you’re just
in time to take the place of someone who's
just been fired.’”” Mr. Drew said he got in
his car and began driving—to Pittsburgh,
to Wheeling, W. Va., to Cincinnati and
after seeing an article in Fortune magazine
about booming Atlanta, to Atlanta. Mr.
Drew grins at the recoliection: ““Dr.
Dreyfus’s advice worked. I found that va-
cancy there.”” Atlanta is where he stayed
for nine years—his longest period in one
place. Then in 1967, RKO hired him to
program its CKLw(AM), across the Detroit
River in Windsor, Ont. In 1970, when
RKO had to sell ckLw (a new Canadian
law prohibited more than 20% ownership
of broadcast stations by non-Canadians),
Mr. Drew was moved to RKO’s KFRC-AM-
FM San Francisco and then to the com-
pany’s KHIJ(aM) in Los Angeles. He
became vice president-programing when
an earlier radio prime-mover, Bill Drake,
resigned in 1973.

Twice during this career, Mr. Drew has
been in business for himself as a program-
ing consultant. For two years (1968-69)
he was radio programing adviser to Storer
Broadcasting Co. And for almost a year,
he was in practice as a programing consul-
tant in Washington. (This was after he had
been sent there to help in revamping the
format of its wGMs(aM) from classical to
popular music, an idea that RKO dropped
after an outpouring of objections from the
public, many of who were federal officials,
congressmen and senators.) Even today,
Mr. Drew still does some consulting work
on the side.

Sometime in the next week or so,
there’s going to be an announcement out
of Sacramento by California Governor
Edmund G. Brown Jr. naming Paul Drew
to the California Arts Commission —polit-
ical recognition of what the radio business
has long known: Paul Drew makes a
difference in popular culture.



Editorials

Nature in the raw

We always thought of Euell Gibbons as something of an eccentric
who would probably have never been discovered by General
Foods if it had kept its headquarters in Manhattan instead of
moving out to the forests of White Plains, N.Y. It never occurred
to us that he was a national menace, until we read the Federal
Trade Commission’s order discontinuing Mr. Gibbons's in-
dulgence in roots and berries on the tube.

But behold! That kindly uncle of a naturalist conceals a preda-
tor who is teaching the American young to gnaw down trees and
feed upon the lilies of the field, in peril of ingesting harmful burrs
or even loco weed by monstrous accident. Or, as the FTC puts it
(BROADCASTING, June 30), General Foods is now prohibited
from, among other things, ‘‘representing, through depictions,
descriptions, or otherwise, that a plant is suitable for human con-
sumption in its raw state in an advertisement containing a visual
depiction of (1) the plant in its growing state or natural surround-
ings which depiction is not a clear portrayal of conditions of
domestic cultivation for human consumption or (2) the con-
sumption of a raw plant described in the ad vertisement as wild.”

People who can write and approve an order like that without
breaking into hysterical laughter are the real menace to the state.
As is an agency that issues this kind of finding on no evidence
that any child ever ate anything but Grape-Nuts after watching a
Euell Gibbons commercial.

They’re off, and off, and off

President Ford’s announcement of his candidacy for election to
the office he now holds by appointment was also the warning that
broadcasters face 16 months of political broadcasting problems.
As if to underscore the troubling prospects that stretch to the far-
off elections of November 1976, Robert Strauss, the Democrats’
national chairman, immediately challenged Mr. Ford, assuming
he wins the Republican nomination, to debate the Democratic
nominee, assuming one emerges in running condition from the
herd that will be trampling one another at next summer’s con-
vention.

The script is familiar. Next we will hear Mr. Strauss or a Demo-
cratic leader in the Congress proposing a suspension or repeal of
Section 315 for presidential candidates so that the major-party
nominees may debate without obliging broadcasters to give equal
time to every splinter candidate around the country. There will be
silence on repeal of Section 315 from the Ford White House, as
there was from the Nixon White House in 1972 and the Johnson
White House in 1964. Party labels may change, but incumbents
think Section 3135 is just dandy.

That attitude was shaped back in 1960 when the section was
suspended for that one presidential race by an act of a Demo-
cratic Congress, and John Kennedy, relatively unknown, made
an instant name for himself in televised debates with a highly
visible Vice President, Richard Nixon.

There are some members of the Congress who have risen
above political self-interest to call for repeal of Section 315, no
matter which party holds the Congress or the White House. Right
now the most conspicuous is Senator William Proxmire (D-Wis.)
who has been waging a lonely but persistent campaign against
what he has come to regard as an unconstitutional restraint on
broadcasters. He is talking about total repeal of a section that
contains not only the equal-time requirement for political candi-
dates but also the fairness doctrine that can be stretched to fit any

kind of political broadcast, including news. As Mr. Proxmire
himself has pointed out, he had much to do with the insertion of
the fairness doctrine in the law back in 1959. He now thinks it
violates the First Amendment. )

Mr. Proxmire’s position is in contrast to one taken by Senator
John O. Pastore (D-R.I.), chairman of the Communications Sub-
committee, who is the author of a bill to repeal 315 in its applica-
tion to candidates for the Presidency and Vice Presidency only.
[ncumbent senators and members of the House would, of
course, retain their present advantages of the broadcast exposure
that must be given office holders in the coverage of the news.

As the long campaigns wear on, candidates proliferate and con-
flicts over access to the air intensify, broadcasters will wish they
had given more support to Senator Proxmire earlier in his efforts
for repeal.

The reps brought up to date

The station rep has always occupied a singular place in the broad-
casting business. His role essentially is to sell, but it is also more
than that. Increasingly he has helped to shape the product he
sells, serving as adviser on programing as well as rates, and on a
lot of other things as well. He is one of the most competitive crit-
ters known to man. Often he is also the one to whom station
management turns when it doesn’t know where else to turn.

Elsewhere in this issue we take a look at the rep business, some
of the developments that have altered it over the years and some
of the tacks predicted for it in the years ahead. Of all of the
changes that have taken place, however, one of the most impor-
tant is not expressly stated. [t is obvious in the context of the
others, of course: That is the rep business’s attainment, finally,
of real maturity.

[t became a cliche years ago to point out that rep sales were no
longer made on the basis of long friendships primed by three-
martini lunches. The scene since then has become far more de-
manding and businesslike. There is no place in it today for some
who fared pretty well in the old days. But those who’ve changed
with the times are finding, along with their younger colleagues,
that it’s still possible to fare pretty well. [t may be harder work,
but at least the lunches are less noisy.

G?J Mfiwn for BROADCASTING by Bill Dagg
“I'm for conserving energy, but does this really help?”
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H‘DILIL\"\\\V D UD i\\?
AUCULRDING
O HOYILE

Jiadio goes fo the iovies...
and its about time.

It's about time radio joined T.V. and
print by plugging into the number-one
paid for entertainment medium today -
movies!

The fact is more people attended more
movies in 1974 than any other year in the
industry’s history.

The fact is the "good old" days when
hundreds of stations depended on
Louella Parsons, Hedda Hopper, Walter
Winchell, Jimmie Fidler and others to
keep their listeners tuned in—are not only
coming back—they're herel

The fact is Hollywood—According fo
Hoyle is a new-syndicated program
featuring exclusive news about movies
and movie personalities

And here are some additional facts that
broadcasting professionals will particu-
larly appreciate.

¢ DEMOGRAPHICS? WIDE-OPEN!
Eddie Hoyle is versatile enough to turn
on the teens while entertaining the
mature audience as well

¢ SCHEDULING? YOU'RE THE BOSS!
You pay a "one-time" rate for five,

five-minute programs each week. Then,

run them as often as you like each day
—at no additional cost. You decide
how much mileage you want to get
for your money.

¢ MARKET PROTECTION? YOU'RE

COVERED! We'll never sell two stations
in the same town.

¢ QUALITY? YOU CAN'T DO BETTER!

Hollywood—According to Hoyle isin
the Broadcast Division of Max L. Raab
Productions, Inc., executive producers

of CLOCKWORK ORANGE, WALK-
ABOUT, END OF THE ROAD and
currently co-producing the Pulitzer
Prize-winning play, THAT CHAMPION-
SHIP SEASON in association with
Playboy Productions. So you know

we're backed by some of the most
knowledgeable pros in the industry
Inquiries on station letterhead will be
answered immediately with complete rate
information. But, first come . . . first served

MAKE YOUR MOVIE CONNECTION
NOW!

Please address all inquiries to:

Hollywood—According to Hoyle
Broadcast Division

Curtis Building

7th & Sansom Streets
Philadelphia, Pa. 19106

A Division of Max L. Raab Productions. Inc
Beverly Hills. New York. London

Orcall (215)574-9500




the new sounds

escape

rock
celebrate

do you recall
series 45a,
45b, 45¢

radio sales
club

Beautiful Music—Complete sound. Ask
our stations about their ratings.

Weekly updates— best ratings. Ask our
stations about their ratings.

Bi-Centennial plus already sold in over
200 markets. Call us now.

Newest, freshest contest in radio since
1950's—already sold in top 25 markets.

New |.D. sound. Hear it on your station
first.

Monthly ideas, commercials, production
aids, not suggestions. Ask our stations.

The new leader in station I.D.'s for television. Ten new |.D.'s, video and
audio promos, intros—ask for demo "and list of stations already sold.

The leader in ideas and quality in the production field.

Why not call us collect and get complete information on the best.

®

M4l office porkway « dallas. texas 75204 « 214/827-0901

-
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