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THE GREAT BRITON
L"AMERICAN BOY

When it comes to reaching the great
American public, local broadcasters have
their own problems.

Fortunately, Group W Productions
continues to be a natural resource for
local stations.

As talk shows come and go, “The David
Frost Show” reinforces our record as the
country’s most successful syndicator of this
program format.

With the recent addition of Atlanta,
Sacramento, Ft. Myers and Minneapolis-

St. Paul,“The David Frost Show” is now
seen in 70 markets across the Union.

And doing “alright Jack.” Because
David has the ability to get celebrities who
normally shy away from the spotlight to say
the most remarkably candid things. As well
as the knack of getting public figures to shed
light on important national and interna-
tional issues.

AUDIENCE TV TOTAL

L2104 SHARE HOMEs APULTS ywoMmen
9.10:30 AM
Jacksonwville .
WIXT 54% 52% 57% 51% .
Miami
WTV) 47% 48% 51% 49%
e

an Francisco
KPIX 3% 37%- 46% 48%
Youngstown
WKBN 26% 37% 56% 56%
B8:30-10P°M
New York
WNEW 10% 10% 10% 11%
Washington, D.C.
WTTG 13% 16% 16% 18%

The audience figures shown are esti subject to the limitations of the techni and

procedures used by the service noted. Source: Nov. ‘69 ARB.

While we don't have any Gallup

polls to show, we do have some recent
ARB figures.

Which indicate that mornings, after-
noons, and prime-time The Great Briton is
turning out to be a regular All-American Boy.

GROU® GROUP
YW propucTiONS W PROGRAM SALES
WESTINGHOUSE BROADCASTING COMPANY



STAR SPANGLED BANNER , STILL“WAVING?

A look at the kids who “DIG"” their country.

Channel 4's news department wanted to show the‘“other
side” of American youth; those who are not defying
authority, participating in acts of vandalism, or using
illegal drugs, but those who go about their business
within the law. Kids who, like their forefathers, still love
the country, their home, and their God, and don’t hesi-

tate to show it. For this presentation KRLD-TV won the The Dallas Times Herald
coveted Freedoms Foundation George Washington Station
Medal. CLYDE W. REMBERT, President

g a1
. R

FREEDOMS FOUNDATION, Valley
Forge, Pennsylvania presents annual
awards in the field of radio, tclevision,
newspapers and school activities, one
top award being given in each cate-
gory. KRLD-TV proudly accepts its
“George Washington Medal” given
for outstanding contributions to the
“American Way of Life!”

Represanted Nationally by #ﬁﬁ-ﬂ. @
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Llosedbireuit .

30-year gestation

Radio’s most unusual time-sharing ar-
rangement, in dispute for three decades,
has been amicably resolved by wFaa-
(aM) Dallas and wsapr(aM) Fort
Worth. Stations, under their own calls,
in hyphenated market, have shared
time on 820 kc with 50 kw and on 570
ke with 5§ kw. Under agreement, about
which FCC is being notified, Star-Tele-
gram-owned WBAP becomes full-time oc-
cupant of 820 kc as NBC Radio affiliate;
Dallas News-owned wFAA takes over
570 kc with ABC Radio. With separa-
tion, 50 kw plant becomes property of
WBAP which. pays wFaa differential of
$3.5 million.

Quick action

With FCC policy on commercializa-
tion now established (BROADCASTING,
Feb. 16), stream of letters to stations
whose commercial policies and prac-
tices have been under scrutiny is is-
suing from commission. In past week,
10 have been sent. One, offering “final
opportunity” to file additional informa-
tion on commercial practices, went to
wPAQ(AM) Mt. Airy, N. C., whose
renewal application is now pending.
Station proposes to carry more than
18 minutes of commercials in more
than 10% of its hours. Three stations
whose renewals are not yet pending but
whose practices exceed new standard
were given opportunity to revise their
policies or justify them—or face hear-
ing. Stations are wacrR(aM) Colum-
bus, Miss.; wsHo({AM) New Orleans;
and xXeeL(aM) Shreveport, La.

Remaining six stations had proposed
to carry more commercials than new
FCC standard permits, but none had ac-
tually sold that many. FCC advised
them no action is required since their
actual performance is within permis-
sible limits, Stations are KLRS(AM)
Mountain Grove and XLmD(AM) Pop-
lar Bluff, both Missouri; KDXE(AM)
Little Rock and kLcN(aM) Blytheville,
both Arkansas; wBre(AM) Mt. Cle-
mens, Mich.,, and wJpr(AM) Green-
ville, Miss.

One after another

Electronic manufacturers — mainly in
consumer field—-are complaining all
over Washington about what they al-
lege Nixon Administration is doing to
them. Some contend they switched from
Democratic ranks because they feared
they would be saddled with excise tax
on television sets to underwrite costs of

Corp. for Public Broadcasting, which
still hasn’t been resolved.

What they are grousing about: vastly
increased duty-free imports of TV, AM-
FM and all-band receivers, plus solid-
state tape recorders and other electronic
gear from Japan, under-cutting domestic
manufacturers; crackdown on allegedly
excessive radiation from TV receivers;
make-goods on TV sets because of fire-
hazard scares; FCC action on continu-
ous lock-in tuning of UHF channels
along with VHF, and drive for man-
datory AM-FM transistors following
precedent of VHF-UHEF receivers.

Hot export

CBS-TV’s Carol Burnett Show has hit
international jackpot, with reported sale
of one-hour variety series to BBC for
showing on its second TV network.
Burnert is shaping up as one of fastest-
selling series in CBS Enterprises’ over-
seas portfolio, with sales now in 25
markets. Variety series usually are hard
to sell abroad because of preference for
home-grown stars.

Austerity in Chicago

Banquets are out for TV-network af-
filiates at National Association of
Broadcasters convention in Chicago
this year. In past, all three networks
have held elaborate dinners with star
entertainment for their respective af-
filiates; this year, none plan to. ABC.-
TV will have closed meeting with
affiliates at noon Sunday, April 5, with
cocktail party afterwards. CBS-TV has
dropped banquet, but alternative plans
are not clear. NBC will have its usual
cocktail party Sunday evening but with
extra supply of hors d’oeuvres stand-
ing in for dinner. Nobody is offering
formal explanation for changes, but
economy is noted as good a bet as
any.

Full-scale, season-previewing meet-
ings between networks and affiliates
will be held later: CBS-TV’s May 3-6
in Los Angeles; ABC-TV’s May 10-13,
also in Los Angeles; NBC-TV’'s May
20-22 in New York.

Two shots

Pioneer TV comedian Sid Caesar, who
hasn’t had regular network series in
some six years, is aiming two-shot ef-
fort at 1971-72 season. Both projects
are half-hour comedies under develop-
ment by Mr. Caesar's own, newly
formed Sid Caesar Productions Inc.,
Hollywood. Mr. Caesar would star in

one as U.S. diplomat and in other as
sort of combination Walter Mitty-Dan-
iel Webster character in confrontation
with devil. Plans, however, for hour
variety series that would have teamed
Mr. Caesar once again with Imogene
Coca and would have been taped in
London for presentation this summer
as replacement show, have fallen
through.

One is enough

More than ever, it appears that ciga-
rette-advertising law will be only new
piece of broadcast-related legislation to
come out of 91st Congress. Copyright
bill is moving at snail’s pace; pay-TV
controversy has produced House Com-
munications Subcommittee resolution,
but no legislation; broadcast access to
House was cut down in House Rules
Subcommittee and is unlikely to be
resuscitated; political -broadcasting bill
appears doomed in this election year;
Pastore license-renewal bill is no longer
conmdered necessary, and nothmg else
is likely to pick up steam in this slow-
moving Congress,

As for cigarette bill, Senate appears
to have upper hand as conference be-
gins this week (see page 9). Aides to
some House conferees indicate that
opposition is still alive on Senate pro-
visions outlawing broadcast advertising
and permitting Federal Trade Com-
mission to impose health warnings in
print. However, even hard-line South-
ern congressmen agree that cigarette ad-
vertising is destined to leave air one
way or another, and much steamhas
gone out of opposition.

Flattening curve

Economic slowdown .is beginning to be
felt in spot TV. Number of leading
sales executives agree that, although
year started better than they had feared
it would, business as whole is not ex-
actly flourishing now, and some reps
say their first-quarter business, in total,
is apt to be down from 1969's first—
which, however, was walloper with
16% gain over first quarter of pre-
ceding year. Some reps estimate their
first quarters may be down by anything
from “slightly” to as much as 5% or
6%, others say they are doing all pos-
sible to hold even. Spot radio is ap-
parently having same experience. Pat-
tern appears to be uneven: While some
markets are down, others are up, some
substantially so, with market size and
location apparently having little bear-
ing on trends.

BroancasTing, February 23. 1970: Vol. 78, No.
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28 reasons why
news-hungry Washingtonians
watch WTOP-TV for news.

February '70

SUNDAY MONDAY TUESDAY WEDNESDAY  THURSDAY FRIDAY SATURDAY

4

George John Rebecca Git
Allen Badilla Bell Butler

14n
<

Charles Theda Bob John David Charles James J.
Crawford Cumbridge Dalton Douglas French Gertz Kilpatrick

21‘
54

Frank Carolyn Doug Frank Claude Rod
Kinsman Lewis Llewelyn Mankiewicz Matthews MaclLeish

Jim Gordon Max Warner
Michie Peterson Robinson Wolf

wraP-tv

Washington, D.C.
Represented by TvAR




WeekinBrief

FCC fee-increase proposal would pinch broadcasters most
with $5,000 new-TV application fee {$45,000 more if grant-
ed), $1,000-plus transfer charge, annual radio-TV license
fees based on spot rates and CATV charges. See. ..

FCC slips biggest tab to broadcasters ... 21

Appeals court, in case involving renewal of KSL{AM) Salt
Lake City, rejects what was in effect request that it deal
with concentration-of-control-of-media question on case-
by-case basis. See ...

Fears of multiownership sounded ... 23

FCC's Broadcast Bureau, citing ‘areas where unanswered
doubts remain’ concerning forgery charges in KHJ-TV Los
Angeles case, presses its case for hearing on qualifica-
tions of competing applicant to take over station. See . . .

Doubts hang over Fidelity case ... 28

Week after announcing sale of nine radio and TV stations
to Capital Cities Broadcasting Corp. for $110 million,
Triangle Publications Inc. reveais it plans to put rest of
its stations on block. See. ..

Triangle to unload all stations ... 29

FCC policy statement on comparative hearings involving
renewal applicants is formally introduced into appeals
court case in which WHDH Inc. is appealing commission’s
denial last year of renewal for its WHDH-TV Boston. See . ..

FCC renewal policy disputed ... 33

After recalculating November 1969 reports, American Re-
search Bureau tells spot-television representatives it still
finds no flaws to account for results of reports showing
declines in TV viewing levels, See . ..

Whose figures to believe? ... 42

FM comes into its own, spurred by aggressive, full-time
management, clever promotion, maximum music¢ and min-
imum chatter. SPECIAL REPORT examines medium's leap
forward in six major markets. See ...

FM, at long last, is making its move ... 47

In fall schedules CBS-TV will have six new shows, NBC-
TV five, with NBC-TV getting Red Skelton from CBS-TV
and CBS network replacing Jackie Gleason with ‘Mission:
Impossible.” ABC-TV still working on its lineup. See ...

Two-thirds of fall season set ... 62

Five educational TV's refuse to show NET program critical
of U.S. military interventions. WETA-TV Washington claims
program is producers opinion under guise of station pres-
entation and is distorted by material omitted. See .. .

Even ETV has its censors ... 65

KRAB(FM) Seattle gets one-year renewal following com-
plaints that it broadcast program containing obscenity.
In strong dissent, FCC Commissioner Kenneth A. Cox calls
on big broadcasters to back small stations on issue. See. ..

FCC raps KRAB on obscenity ... 66

Departments Broadeasting
AT DEADLINE ..cviinimrrennncisnssivanes 9 OPEN MIKE .rorrerreciecencerriirns 16 Pubjisheg bel\lm'y Moi::caysby g_c]road-
BROADCAST ADVERTISING ........ 42 PROGRAMING vccorovcvorcvo, 62 | €2Sting Publications lInc. Second-class
[ .C., and
CHANGING HANDS e 32 SPECIAL REPORT ... 47 | BCSL2EC paid at Washington, D.C., an
CLOSED CIRCUIT .ocvvvivcnnncrirenrinnns 5 WEEK'S HEADLINERS ..o 10 Subscription prices: Anngal subscrip-
DATEBOOK  coouvrerenreesssssssivererenserssnscs 14 WEEK'S PROFILE .....cccccoeonmrmmrmrers g5 | tion for 52 weckly issues $10.00. Add
$2.00 per year for Canada and $4.00
EDITORIALS . - . 8 for all pother countries. Subscriber’s oc-
EQUIPMENT & ENGINEERING ... 58 cupation requiredé Regular issu;s 50
FATES & FORTUNES ....econmmucccccms 75 cents per copy. BROADCASTING 1EAR-
BOOK, published every January, $11.50
FOCUS ON FINANCE .....cococcnrnnnn. 38 - per copy.
FOR THE RECORD ...ccoevverirrnrnee 79 —'mm hi,;bscﬁspﬁ? %rde" and gggﬁn
AMERICAN changes: Send to BROADCASTING Circula-
INTERNATIONAL .covvvveinnnnsiransnsennas 73 —“.— tion Department, 1735 DeSales Street,
LEAD STORY cierveverncrreserransinrenns 21 o==tr N.W., Washington, D.C., 20036. On
THE MEDIA 21 :: changeg,dr pleascl inch‘xide bot.lhbolld fl_a;u!
- oew a csspusadless 20¢! m
MONDAY MEMO .coooerrrccccrcrrnes 18 e front cover of the magazine.
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The bank lllui

wouldn’t lend this man
2,000 to go into business,

lent him $2,000 fogoona vacation.

The American dream of
going into business is often the
black American's nightmare.

You'll see what we mean in
our one hour documentary. A
Piece of the Action,' starring
Godfrey Cambndge

It explains how a black man,

needing a loan to go into business,

had to say he wanted it for a
vacation.
But this special does more

than talk about the problems
minority groups face in the
business world. It explores the
solutions with experts: successful
black businessmen, labor leaders,
and authorities on black
capitalism.

“A Piece of the Action.' is one
of the 52 prime-tine specials
Group W is bringing to you on its
fiveotelevision stations throughout
1970.

This time we bring you a
special about a problem no
American should have to face.
And hopefully, "A Piece of the
Action” will help black Americans
get precisely that.

GROUP

WBZ - WBZ.TV BOSTON * WINS NEW YORK
KYW + KYW-TV PHILADELPHIA - WJZ-TV BALTIMOAE
KOKA - KDKA-TV PITTSBURGH - wOWQ FT. WAYNE

WINO CHICAGD * KPIX SAN FRANCISCO - KFWB LOS ANGELES
WESTINGHOUSE BROADCASTING EDMPANY
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Late news breaks on this page and overleaf.
Complete coverage of the week begins on page 21.

AtDeadline

Comsat on the way out?

Delegates to international conference
on space communications are expected
to get down to single key issue—who is
to manage global communications sys-
tem—Ilate this week or next.

Riding on resolution of this issue is
" future of U.S.’s Communications Satel-
lite Corp. that since 1964 has been
manager for International Telecom-
munications Satellite Consortium, op-
erating satellites over Atlantic, Pacific
and Indian oceans.

Conference resumed deliberations
last week, following recess since last
March (see page 60). Present were 73
delegates representing that number of
Intelsat member nations plus observers
from 30-odd other nations. Purpose is
to arrive at definitive arrangements for
worldwide satellite communications net-
work. Present arrangements, agreed to
in 1964, are temporary.

On management, two groups have
evolved at conference. One. led by
U.S., proposes that study by outside
consultants be made of system to rec-
ommend format for management. QOther,
comprising many European nations,
calls for establishment of “internation-
al” organization as manager of system.

General agreement on other subjects,
however, is seen. These include estab-
lishment of assembly, representing all
Intelsat members, with one vote per
member. Over this would sit board of
governors, with voting power related to
investment shares of each nation, but
with no nation, or group of three na-
tions having veto power over governors’
actions. At present, U.S., with over
51% interest can, with two other votes,
override board’s action.

Also seen as having virtual agree-
ment among delegates is concept that
would permit any nation, or regional
group of nations, to establish own satel-
lite system, provided it does not affect
in major way economics of global sys-
tem.

~ian off the hook

zian Inc.’s wTTv(Tv) Bloom-
sianapolis will get renewal of
thout hearing after all. But it
2et letter of admonishment for
ven away time on TV station
affiliated waATI(AM) as bonus
buying space in commonly
omington Tribune. FCC
an Reech last week tipped

wal after com-

3-to-3 in pre-

. line-up consist-

ing of Commissioners Nicholas Johnson,
H. Rex Lee and Robert Wells had
lavored license-renewal hearing (“Closed
Circuit,” Feb. 16).

Commission on Tuesday received
word from Tarzian’s counsel that bonus-
offer plan had been discontinued in
September 1969, and that there was no
intention to reinstitute it. Commission
letter to Tarzian resolving matter is
being held up for dissent being writ-
ten by Commissioner Johnson.

Where Burch stands

FCC Chairman Dean Burch is expect-
ed to issue statement this week stressing
that he has not retreated from his po-
sition that ownership of broadcasting
industry should not be restructured on
case-by-case basis.

He concurred two weeks ago in vote
to set renewal application of Frontier
Broadcasting Co.’s XFBc-Tv Cheyenne,
Wyo., for hearing on concentration-of-
control issue, as requested by Depart-
ment of Justice (BroapcasTing, Feb.
16).

However, he said he would issue
statement explaining his vote. And it is
understood that it will make point that
degree of concentration involved in
KFBC-TV issue sets it apart from other
concentration-of-control cases.

Besides owning only television sta-
tion in community, Frontier owns only
full-time AM, one of two FM’s, and
CATYV system. In addition, Frontier’s
principals own city’s only morning,
afternoon and Sunday newspapers.

Renewed plea for live models

Avco Broadcasting Corp. continues its
drive to get use of live models in
lingeric TV ads approved by National
Association of Broadcasters Code Au-
thority. It was learned Friday (Feb.

Thrashing out cigarettes

Senate and House conferees will meet
this Wednesday (Feb. 25) on ciga-
rette-advertising legislation, it was de-

cided Friday (Feb. 20). Conferees
must iron out differences between
Senate  bill—which would ban all

broadcast advertising of cigarettes and
permit health warnings in print ads if
FCC chooses to impose them—and
House bill, which would change exist-
ing health warning but would bar
further regulation of cigarette ads.

20) that John T. Murphy, Avco presi-
dent, has sent Feb. 17 letter to code
subscribers urging change in code,
which he calls no longer relevant.

Mr. Murphy asks stations to view
undergarment spots being prepared by
Maas Foundation Wear. He says care-
ful prescreening can insure commer-
cials will be in good taste.

Meanwhile, it was also learned that
Stockton Helffrich, code authority di-
rector, has sent out second appeal (on
Feb. 18) to get answers to poll of TV
members on subject. Thus far, 50%
have responded. NAB TV code review
board last December reaffirmed its ban
on live models, but agreed to conduct
poll (BROADCASTING, Dec. 15, 1969).

Comfort from strange quarters

Health, Education and Welfare Sec-
retary Robert Finch last Friday (Feb.
20) halted order from National Insti-
tute of Menta! Health that would have
required NIMH employes to report all
contacts with newsmen.

“This memorandum was issued with-
out my knowledge and is contrary to
departmental policy,” secretary said.
Order would have required immediate
reports on “all conversations with any
representative of news media,” includ-
ing details of information sought and
information provided. It was described
as attempt “to comply with govern-
mental regulations,” but HEW’s in-
formation director said Friday that no
such new policies exist.

Between time when news reports of
memorandum were published and time
that Secretary Finch halted memo
House Commerce Committee Chairman
Harley O. Staggers (D-W. Va.) issued
statement expressing great concern
over “this type of activity which neces-
sarily must inhibit the access of the
press to legitimate news.” Chairman
Staggers said he is asking Secretary
Finch for report on matter.

Lock-up on NBC schedule

NBC-TV’s new programing on Wednes-
day nights at 10-11 next season will be
“quadrilogy” of four different programs
that will be presented in sequences or
“mini-series” of six programs each over
period of 24 weeks. This was dis-
closed Friday (Feb. 20) as NBC-TV
officials showed new schedule to af-
filiates advisory board of delegates,
which was described as enthusiastic
about new lineup.

Programs in quadrilogy were not

More “At Deadline” on page 10




made public, but it was reported most
if not all of them would be developed
from programs, such as McCloud and
SFX, produced by Universal TV for
NBC's World Premiere series (see page
62).

Foundation, Ohio awards made

Another honor for the noncommercial
ETV series, Sesame Street, was added
to its list in Columbus, Ohio, late Thurs-
day (Feb. 19) as Institute for Edu-
cation by Radio and Television gave
its top Ohio State award this year to
Jane Ganz Cooney, executive director
of Children's Television Workshop,
program’s producer.

And several broadcasters will figure
in top honors in 21st annual awards
competition of Freedoms Foundation
of Valley Forge. Presentation cere-
monies were to be held yesterday (Feb.
22) at Valley Forge, Pa.

KxcL(aMm) Portland, Ore.,, KRLD-TV
Dallas and the Oklahoma City Associa-
tion of Broadcasters all received prin-
cipal awards, while wsa(am) Atlanta
was accorded Distinguished Service
Award (presented for 10 years of past
awards. Occasion for 1969 honor was
series of commentaries by Elmo Ellis,
vice president and general manager of
WSB).

Foundation presented awards to
more than 50 individuals and organiza-
tions, and announced a list of more
than 2,300 awards to be presented at
about 200 regional and local cere-
monies to be held in various parts of
country over 1970.

Several radio-TV personalities were
presented with special awards: former
CBS-TV star Red Skelton was awarded
national service medal for his pledge
of allegiance interpretation; entertainer
Anita Bryant and news analyst-com-
mentator Paul Harvey won freedom
leadership medals for their patriotic ac-
tivities, and Art Linkletter and Kate
Smith were recipients of national recog-
nition awards.

Foundation said it was temporarily
withholding name of recipient of prin-
cipal award in its radio category,
but indicated announcement would be
made May 1.

Miss Cooney was selected for Ohio
State Institute’s Director’s Award, given
annually by Richard B. Hull. director,
Telecommunications center. Ohio State
awards have been given annually since
1936.

Thirty-nine awards were presented in
various categories from field of 503
entries in this year's competition. Of
awards at network level. ABC took
one in TV program category involving
social sciences. CBS took three radio
awards for instructional radio programs
and TV award in social-science field.
NBC took three TV awards in social-

the

WeeksHeadliners

Mr.

Parrack

Edward T. Parrack, president and chief
executive officer of Ketchum, MacLeod
& Grove, elected board chairman, re-
placing W. S. Redpath, who becomes
chairman of executive committee. Mr.
Redpath will continue to supervise op-
erations of Botsford Ketchum Inc.,
agency’s West Coast subsidiary, and
international division, and Mr. Parrrack
will continue as chief executive officer.
William H. Genge, executive VP and
general manager in agency’s Pittsburgh
headquarters, elected president, assum-
ing responsibility for all domestic ad-
vertising operations. W. J. Gillilan, ex-
ecutive VP, elected vice chairman of
board.

Walter Weir retires as vice chairman of
board of MacManus, John &
Adams. Mr. Weir has held that post
since MJ&A merged with West, Weir
& Bartell in 1968,

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

sciences fields.

Metromedia Producers Corp. took
TV award for natural science program,
Canadian Broadcasting Corp. took two
radio awards and TV award in natural
and physical sciences.

Partisan viewpoint

Vice President Spiro Agnew’s attacks
on networks last fall (see page 64)
had good effect, one of President Nix-
on’s daughters is reported to believe.
Tricia Nixon, late last week was quoted
by UPI writer Helen Thomas as saying:
“The Vice President is incredible. I
feel I should write him a letter. It's
amazing what he has done to the me-
dia . . . helping it to reform itself.”
She added: “I'm a close watcher of
newspapers and TV. I think they've
taken a second look. You can't un-
derestimate the power of fear. They're
afraid if they don’t shape up. . ..”

Stalemate at NCCB

Board of directors of National Citizens
Committee for Broadcasting apparently
hammered out internal problems in all-
day meeting Friday (Feb. 20), but
said it would not make known results
of discussions. Presumably this means
new chairman has not been selected yet
to replace Thomas P. F. Hoving, whose
resignation as chairman became known

tg“)ro weeks ago (BROADCASTING, Feb.

Creative urge felt

Desire to roll up their creative shirt-
sleeves keeps ad agency men moving
more out of management. Robert Gage,
executive vice president, Doyle Dane
Bernbach, said Friday (Feb. 20) that
he would be abdicating his responsi-
bilities as creative director to make
cgmmercgals. Bob Levenson, senior
vice president, copy chief and creative
management supervisor, will take up
post of creative director. Mr. Levenson
has been nominated to DDB board of
directors. Mr. Gage is currently a
member,

In announcing change, Mr. Gage al-
so disclosed that new creative board of
directors would be instituted. Mr. Gage,
William Bernbach, board chairman and
chief executive officer, and David
Reider, senior vice president and as-
sociate creative director, will man cre-
ative board.

Mr. Gage will continue in capacity
of creative director of Directors’ Stu-
dio, production house that is wholily
owned subsidiary of agency. He will
also continue work on Alka-Seltzer and
Polaroid accounts.

Mr. Gage’s move follows by little
more than month announcement by
Case & Krone Inc. that agency’s found-
ers Eugene Case and Helmut Krone
were renouncing all management re-
sponsibilities to give attention to crea-
tive duties.

Time earnings dip

Despite record revenues, including pro-
ceeds from sale of three CATV sys-
tems (“Closed Circuit,” May 26,
1969), Time Inc., New York stati
group owner, has reported d- line
1969 net income to $23.0 - ir
$3.30 per share, from $32..¢

$4.46 per share in 196§

decline was attributed to r

ing and operating cost inc

duction troubles at St. F °

La., Paper Co., and assur

Life Magazine nf one-mi
scriptions to defi 't Saturdr
Post.

For year

Earned per . °
Revenues
Net income

10
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Be it ever so humble . . . . .

Across, ,the United States, Storer
statior invelving themselves with
the v [, ised “third of a nation.”
In " qne ¢« WSPD Radio won top
ho jse wi. 'm the Ohio AP Broad-
cal also ¢ sociation for an editorial
seving gi* ing housing improvements.
sad its ¢ YAGA-TV {oughteditorially
0 those yctyred - ning to allow

—allowing low-income groups to use
their own laber as part payment for
homes. Cleveland’s WIW-TV, in a
positive approach to urban renewal,
told how a German Village group
used ethnic appeals to motivate
revitalization, urged others to follow
their example. In Miami, New York,
Los Angeles, the Storer stations

concern is a major factor in Storer’s
longtime policy of doing as a matter
of routine,things which community
leaders often consider rather special
—and is another reason why it’s good
business to do business with Storer.

O —9
STORER

owned e I se for low-cost continue their campaign to make

b S VIBK-TV “Home, Sweet Home” more meaning- BROADCASTING COMPANY

balance or of renev N . p

mission ‘@ Naeadlocked  °t €quity”  ful for humble people. Their genuine

vious —— Unusual -
9STO. MILWAUKEE ATLANTA CLEVELAND OETROIT TOLEOO
BK.* WITI-TV WAGA-TV wiw. TV WJBK-TV WSPD-TV
w7 NEW YORK LOS ANGELES CLEVELANO OETROIT TOLEDO

| WHN KGBS wjw WDEE WSPD







We just put our
lqtesg prqducts mnto
distribution.

L.ike any successtul business, we stations. we've even begun to franchise
mvest in new products too. One of our  LLOVE to other stations across the
Iatest ones is called LOVE. A totally country.
new concept m FNM stereo radio As marketing and businessmen we
programming. anticipate the needs of the changing

LLOVE combines progressive rock  market. That’s why it took almost a year
music with honest, meaningful talk. of research and development to launch
It communicates to a new kind of the LOVE tormat. A process similar to
audience. One that's socially aware. the way you market your new products.
And socially committed. And though you won't iind our

It’s this audience that’s our other new products on supermarket shelves.
new product. at least we can help move yours

They express a new life style which oft them.
grew out of the need to bring people WABC FM, New York
together. It's the audience that thinks. KQV FM, Piusburgh

feels. and buys in the same way. A group WXYZ FM,"Detroil
: S o KXYZ FM .'Houston
with whom the buying power of the e
o And SUR \ I WLS FM Chicago
country rests. ¢ 1.O\ E‘ls l'u only KGO FA, San Francisco
concept. on radio that’s eftectively KABC FM Los Angcles

reaching them. _ _ "
In fact, besides programming S ‘
()

1.OVE on all of our seven FM radio

ABC OWNED RADIO STATIONSS

We've made a sound business out of sound.
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Datebook .,

A calendar of important meetings

and events in the field of communications.

sIndlcates first or revised listing.

Et-)ruary

Feb. 24—Annual stockholders meeting, Doyle
Dane Bernbach Inc. Museum of Modern Art,
New York,

Feb. 24-27—Annual Natlonal Associatlon of
Televislon Program Executlves conference.
Hotel Plaza, Miaml.

Feb. 25—ASCAP senii-annual West Coast
membership meeting. Santa Monica room,
Century Plaza hotel, Los Angeles.

Feb. 26—Annual dinner of Radio-Television
Correspondents A iation. Washington,

Feb. 27-March 2—Meeting of board of di-
rectors, American Women iun Radio and
Television Inc.,, Grand Bahama hotel & CC,
Grand Bahama Island.

Feb, 27—Western States Advertising Agen-
cies Associafion annual ““Man of the Year
award luncheon. David J. Mahoney, presi-
dent and chief executive officer of Norton
Simon Inc., Fullerton, Calif,, award win-
ner, guest of honor. Embassy Ballrcom.
Ambassador hotel, Log Angeles,

Feb. 27—Flrst 1970 meeting of National
Commitiee Jor Insiructional Television Fixed
Service. Jack Tar hotel, San Franeisco.

sFeb. 28-March 1—First annual television
seminar, sbonsored by the New York Chap-
ter of the National Academy of Tel on
Arts and Sciences at Fordham University’'s
Lincoln Center campus. Members of the
board of governors will lecture. NBC's
George A. Heinemann is chairman.

March

March 1-3—National meeting of Mutual Ad-
vertising Agency Network, Hllton Inn, San
Diego.

March 3—International Radio and Televi-
sion Sociely newsmaker lunchcon. Waldorf-
Astoria, New York.

March 3—Broadcast Pioneers Foundation
banquet honoring Ktz Denver as ploneer
station. Plerre hotel, New York.

March 3—Deadline for reply comments on
FCC’s proposed revision of Sectlon 315 of
Communleations Act requiring eligible po-
litical candidates to request time within one
week from day first ellgible candldate ap-
pears on alr.

March 4—Video-tape seminar with high-
lights from Reeves Productlon Services’

RAB reglonal sales clinics

March 23—Hotel Robert Myer. Jacksonville,
Fla.

March 25—Tutwiler hotel, Birmingham, Ala,
March 26—Red Carpet Inn, Charlotte, N.C.
April 20—Denver Hilton, Denver.

Aprll 22—Hilton Inn, Seattle.

April 24—Hilton hotel, San Francisco.

May 12—Sheraton Motor Inn (Bloomington),
Minneapolls.

May 13—Sheraton O'Hare, Chicago.

May 15—HIilton Inn, Kansas City, Mo.
June 9—Sheraton hotel, Phlladelphla.
June 10—~Sheraton hotei. Rochester, N, ¥,
June 11—Sheraton-Boston, Boston.

“Production '70" workshop last October.
Advance registratlon necessary, contact Dick
Christian. Reeves Televislon Studios at
Lincoin Square, 101 W, 67th St., New York.

March 5—George Heinemann, vice president
of children’s programs, NBC-TV, lectures on
TV in The Christophers series ln the eve-
ning at the organization’s center In New
York.

March 78—Convention of National TV
Translator Association, Hotel Utah motor
lodge, Salt Lake City. Registration forms
should be malled to Box 1, Butte. Mont.
59701.

aMarch 7-10—Convention, Florida Statc
CATV Association and Southern CATV As-
sociation. Contact O. E. Brillante, Eau
Gallle, Fla, Ramada Inn, Quallty courts.
Sheraton hotel, Cocoa Beach. Fla.

March 8-10—Annual meeting of Southiern
CATV Association. Cocoa Beach, Fla.

March 9-11—Seminar for engineers on sys-
tem design rellabllity and Dperformance
monlitoring conducted by National Cable
Telsvigion Cenler. J. Orvis Keller building.
Unlversity Park. Pa.

March 9-12—Spring conference, Electironic
Industriey Associatton. Secretary of Defense
Melvin R. Laird will be speaker at annual
awards dinner, March 11. Statler-EHillon ho-
tel, Washington.

sMarch 10 — International Broadecasting
Awards dinner. 10th annual competition to
choose best radlo and television commer-
cials, sponsored by Hollvwood Radio and
Television Sociely. Los Angeles room,
Century Plaza hotel, T.os Angeles,

March 10—Neéw York State Broadcasters
Association annual meeéeting and dinner.
Thruway Hyatt House, Albany, N.Y.

sMarch 11—Publlec hearing of the Canadian
Radio-Television Commission 1o consider
TV applications, low-power relay trans-
mitter applicatlons, CATV appllcatlons. and
applications concerning ownership and con-
trol. Skvline hotel, Ottawa.

March 13—Deadline for reply comments on
amendments to FCC’s proposed rulemaking
speci{ylng a standard method for calculatlng
AM directlonal antenna radiation.

sMarch 13—Wrilers Guild of America, West
22nd annual awards ball. International
Room, Beverly Hllton hotel, Beverly Hilis.

March 19—Annual stockholders meeting,
Cox Broadcasting Corp. Atlanta.

sMarch 15-17—Spring conventlon, Pacific
Northwest CATV  Association. Contact:
Richard L. Cox, Heppner, Ore. Northern
hotel, Billings, Mont.

March 15-21—First world conference of
social communlcatlon for development spon-
sored by Consejo Nacional de la Publicidad.
Meeting of representatives from advertising
councils world-wide to consider application
of advertising to International problems.
Mexlco Clty.

March 16—International Radio and Tele-
vision Society 30th annlversary dinner and
gold metal award. Waldor{-Astorla, New
York.

March 18-20—The Contemporary World:
1970, conference sponsored by marketing &
communlcations divislon of Dick Clark BEn-
terprises. Designed to acquaint youth orient-
ed buslnessman with ‘“‘now’ generation.
Speakers include Dick Clark, Ppresldent of
Dick Clark Enterprises: Lou Rashmir, presi-
dent of Market Compilatlon and Research
Bureau and sPecialist in college market:
Chuck Barris, game show packager and

14

BROADCASTING, Feb. 23, 1970



”is for SeSame Street
and
SecondStage |
Something l,urn,lSuallyI T -
Slg'mflcant S happemng on telev181on thiS
SR SeaSon. It'S a SerieS for
{84 | pre-SchoolerS called SeSame
A | Street. ThiS SerieS, taped at
§ Tele-Tape's Second Stage Studio,

“OutStandng”“A SmaSh!” by ScholarS

parentS and Small fry alike! 2™

We're proud to have | %4, |Shared

in the SucceSS of thiS | 7~ |Special
event. You See, we've Set the Stage for the

SeventieS with the Second Stage
a Studio deSigned by wa®er by
Tele-Tape expreSSly for

televiSion. So, pardon uS :

for Sounding off...
but’S wonderful!

Tele-Tape Productlons
one production house to call when yvou need complete production capabilities and lacilities. Thisadis
For commereials...call Jim Hartzer. brought to you
For programs...call Don Redell. (212) 582-3400/321 West 44th Street/New York, New York 10036 by the letter
In the Midwest...call Keith Gaylord (312} 332-2718/135 S. La Salle St./Chicago. lllinois 60603 “SY

BROADCASTING, Feb. 23, 1970 15



Meé&tr

IT’S 11:00 PM---
Do You Know Where

Your Audience Is?

McHugh and Hoffman’s job is to
find out for you; not only where
they are, but why they are there.
Through the use of in-home, in-
person interviews combined with
the skills of the social scientist, we
examine the strengths and weak-
nesses of every member of the
news, weather and sports team. We
uncover the same information for
you about your competitors’ news
teams.

We also examine in-depth, all the
programming areas under your
control and make specific recom-
mendations for corrective action.
More than that, we work directly
with you for a full year to see
that these recommendations are
implemented and fit the needs un-
covered in the study.

If it’s time for license renewal we
can guide and help in the exami-
nation of community problems, as
seen by both the thought leaders
and the public.

We've been doing this work
throughout the United States,
Canada and the Caribbean for the
past 8 years. 75% of our current
clients have been with us an gver-
age of 4 years. Perhaps they know
something you should know.

If yow're interested in learning
more, we'll be happy to make a
presentation to you any time, with
absolutely no obligation on your
part. May we hear from you?

producer; Art Linkletter, TV personality,
and Ed Wright, jndependent radio promo-
tion consultant. Sheraton-Universal hotel,
Los Ansgeles.

March 21-28—Conventlon of First Adveriis-
ing Agency Network to be held abeard
crulse shop Starward bound for Jamalca.
March 23-24—Annual Washington confer-
eiice on business-government relations spon-
sored by The American University Center
Jor Btudy of Private Huterprise. Shoreham
hotel,” Washington.

March 23-26—Annual International conven-
tion and exhibition of Institute of Electrical
and Electronics Engineers. New York Hilton
hotel and New York collseum.

March 25-26-—Annual meeting of Ohio Cabls
Television Association. Donald Taverner,
newly elected Dresldent of Natlonal Cable
Televislon Assoclation. will speak. Sheraton
Columbus hotel, Columbus.

April

uAprll 2—International Radio and Televi-
sion Boclely newsmaker luncheon. Waldorf-
Astorla, New York.

wApril 3—National seminar on broadeast
advertising in 1970's with Hubert Humphrey
as keynote speaker, Arthur Godfrey as
luncheon speaker and dozen top advertiser-
agency executives as participants, spon-
sored by Broadcast Advertising Cludb of

Chdcago,
Chicago.

April 3-5—National convention of National
Association of FM Broadcasters. Theme 1is
""New Dimenslon In a New Decade.”” Palmer
House, Chlcago.

April 35 National convention and exhibl-
tion, Intercoliegiate Broadcasting System
Inc. Theme will be freedomn to speak. La
Salle hotel, Chicago.

April 59—Annual convention ot National
Association of Broadcasters and Broadcast
Engineering Conference. Conrad Hilton ho-
tel, Chlcago.

mApril 6—Ninth annual seminar of Mark
Century Corp. features panel discussion on
relationship of the broadcast community
with the performance rights organizatlons.
Conrad Hilton hotel, Chicago.

sAprll 68—Third communication satelllte
systems conference, sponsored by Americen
Institute of Aeronautics and Astronautics.
Sessions will cover, among other things,
Eurobean projects, Canadlan domestic sys-
tem, U. 5. domestle systems, digital com-
munications, and advanced concepts and ex-
periments. International hotel, Los Angeles.

April T—Convention banquet celebrating
broadcasting’s 50th anniversary sponsored
by Broadcast Pionesrs In cooperation with
NAB, Chicago.

aIndicates first or revised listing.

Grand ballroom, Conrad Hilton,

Openike -

Daniels disagrees

Eprror: In your editorial of Feb. 2 you
say the public will resent any significant
tampering with its television reception.
You couldn’t be more wrong. The pub-
lic is dying for someone to do some-
thing about its present television recep-
tion. —— Bill Daniels, Daniels & Asso-
ciates, Denver.

(Mr. Danlels, a CATV systems owner and
broker, refers to a statement made In an
editorial commenting on proposals to trans-
fer UHF television channels to land-mobile
radio. This publication has seen no evidence
that the public is dying for the government
to take away its television broadcast service.)

Loser pledges support

EpiTor: As you perhaps know, our
friend and colleague Phil Spencer,
wcess(aM) Amsterdam, N.Y., won the
election to the National Association of
Broadcasters’ radio board.

In an extremely close race, Phil polled
54 stations and Howard Greene, WENY-
(am) Elmira, N.Y., received 31 votes.

We have already pledged our sup-
port to Phil who will be a fine director.
We congratulate him. Although we did
not prevail I will always be grateful to
the 52 radio stations that supported our
candidacy.—William F. O’Shaughnessy,
vice president and general manager,
wvox(aM) New Rochelle, N.Y.

An old-timer's death

Ebrror: Don Bestor, who was the musi-
cal director of the old Jack Benny radio
show, died on Jan. 13. 1 just heard
about it. The last air work that I know

of that he did was when we owned
WNLK(aM) Norwalk, Conn. He was in
a Mr. and Mrs. thing.

Don wrote that J-E-L-L-O commer-
cial. I'm sure you remember Jack Ben-
ny's famous introduction: “Play, Don.”
—Michael J. Cuneen, vice president-
general manager, WDLA(AM) Walton,
N.Y.

Another FM plug

Eprror: Just a brief note in regard to
the “Open Mike” letter, “A Texan did
it bigger,” in the Feb. 2 issue of BRoaAD-
CASTING—A Philadelphian did it even
bigger. The Philadelphia Daily News
and the Hi-Fi Dealers of Philadelphia
proclaimed Feb, 3-Feb. 8 as Hi-Fi
Week in Philadelphia. The Knight-
owned newspaper published a 68-page
section, which was led off by a procla-
mation by Philadelphia Mayor James
Tate. How’s that for one-upmanship?
Keep up the good work on a fine
periodical.—Michael Muderick, Haver-
town, Pa.

Decimal point missing

Ebitor: In your Feb. 2 article on tele-
vision safety, I noticed that you in-
advertently reported the National Com-
mission on Product Safety’s statement
of the TV industry’s average of fire
and smoke incidents as “12 per 10,000
sets.” It should have read “1.2 per
10,000 sets.”—Jack Wayman, consumer
products division, Electronic Industries
Association, Washington.

McHUGH & HOFFMAN, INC.
Television & Advertising Consultants
430 N. Woodward Avenue
Birmingham, Mich. 48011
Area Code 818
644-9200
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BROADCASTING PUBLICATIONS INC.

Sol Taishoff, president; Lawrence B.
Talshoff, executive vice president and
secretery ; Maury Long, vice president;
Edwin H. James, vice president; B. T.
Taishoff, treasurer; Irving C. Miller,
comptroller,; Joanne T. Cowan, assistant
treasurer.

Broadeastin

THE BUSINESSWEEKLY OF TELEVISIUN ANC RADID ®

TELEVISION

Erecutive and publication headquarters
BroapcAsTING-TELECABTING bullding,

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

Sol Taishoff, editor and publisher
Lawrence B. Taishoff, executive VP

EDITORIAL

Edwin H. James, vice president and
exrecutive editor,

Rufus Crater, editorial director

(New York).

Art King, managing editor.

Frederick M. Fitzgerald, Earl B.

Abrams, Leonard Zeldenberg,

genior editors.

Joseph A. Esser, William R. Loch,
Robert A, Malone, associate editors.
Albert N. Abrams, Alan Steele Jarvis,
Mehrl Martin, Timothy M. McLean, Steve
Millard, Robert Sellers, steff writers;
Donna Gallette, Deborah May Nordh,

J. Danlel Rudy, editorial assistants.
Bernice Hase, secratary to the publisher.
Erwin Ephron (vice president,

director of media, programing and

medla research, Carl Ally),

research adviser.

SALES

Maury long, vice president-

general manager.

George L. Dant, production manager;
Harry Stevens, traffic manager; Bob
Sandor, assistant production-traffic
manager; Dorothy Coll, advertizing as-
ststant; Dorls Kelly, secretary to the
vice president-genercl manager.

CIRCULATION

David N. Whitcombe, circulation
director.

Bill Crlger, subscripticn manager,
Milchael Carrig, Kwentin Keenan,
Lucy Kim, Mary Ann Luckl, Jean
Powers, Shirley Taylor.

BUSINESS

Irving C. Miller, comptroller,
Shella Thacker.

BUREAUS

New York: 444 Madison Avenue, 10022.
Phone : 212-755-0610.

Rufus Crater, editorial director; David
Berlyn, Rocco Famighett!, senior editors;
Norman H. Oshrin, gssociate editor;
Hazel Hardy, Helen Manasian, Caroline
H. Mevyer, staff writers; Warren W.
Middleton, sales manager; Eleanor R.
Manning, institutional sales manager;
Greg Masefield, Eastern sales manager;
Laura D. Grupinski, Harriette Weinberg,
advertising assistants.

Chicago: 360 North Michizan Avenue,
60601. Phone: 312-236-4115.

T.awrence Christopher, senior editor.
T. Byrne O'Donnell, Midwest sales
manager.

Rose Adragna, assistant.

Hollywood : 1680 North Vine Street.
90028. Phone : 213-463-3148.

Morris Gelman, senior editor.

Bill Merritt, Western sales manager.
Sandra Klausner, assistant.

BROADCASTING®* Mpagazine was founded In
1931 by Broadcasting Publications Inc.,
using the title BroancasTing®*—The

News Magazine of the Fifth Estate.
Broadcasting Advertising® was acquired
in 1932. Broadcast Reporter in 1933,
Telecast* In 1953 and Television® {n

1961. Broadcasting-Telecasting* was
introduced in 1946.

*Reg. 1.S. Patent Office.

© 1970 by Broapcaerina Publications Inc.

Telex writes
new specs
on sensitivity
and ruggedness
in headphones.

g

the Communicator Series

HIGH SENSITIVITY AND LOW OPERATING
POWER. The new Communicator Series of
headphones is designed around a dramatic
new driver unit that requires only absolute
minimal operating power. This added effi-
ciency allows for a substantial increase in
sensitivity without any increase in distortion,
making the Communicator Series the most
sensitive and versatile headphones available
today.

RUGGED. CONSISTENT PERFORMANCE. Un-
like the soft aluminum or paper cones in
most of today’s headphones, the Communi-
cator’'s rugged new cone is made of special
material that will provide peak performance
without being affected by temperature or
humidity. This means that you get consistent,
high quality performance, day in and day out,
under the most demanding communications
conditions.

For more information on Telex’s new Com-
municator headphones, contact your near-
est Telex dealer or write.

}

=

pr

PEODOUGCTR OF SOUND RESEASCH

TELEX.

COMMUNIGATIONS DIVISION

§600 Aldrich Avenue South
Minneapolis, Minnesota 55420
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Mﬂﬂmn from Robert E. Allen, chairman, Fuller & Smith & Ross, New York

How to help keep a count on the population explosion

During the coming weeks America’s
‘broadcasters will be given an unusual
opportunity to support a public-service
project of The Advertising Council that
will directly affect and serve well the
commercial interests and financial fu-
ture of individual stations and the in-
dustry, and at the same time will serve
their audiences, their community and
their country.

It is not every day that a station man-
ager gets the chance to help a cause that
offers such multiple rewards.

What combines these dual-purpose
features? The nation’s 19th Decennial
Census of Population and Housing,
coming April 1.

The Constitution itself (in the fifth
paragraph) established the census as
part of American life. Every 10 years
we collect a statistical portrait of our
human resources and the conditions un-
der which we live. The information
serves many governmental uses and
provides a spinoff of benefits for all.

As President Richard Nixon noted in
a foreward of a booklet, “Uncle Sam
Counts,” issued by the U.S. Department
of Commerce about the census:

“Even as our population has grown
in size over the decades, so the func-
tions of the regular census also have ex-
panded. Today, we are interested not
only in an accurate counting of heads,
but also in a better description of our
social condition. We know that unless a
people can be adequately informed
about their present, they cannot make
intelligent judgments about their fu-
ture.”

(Every census item must meet a
rigid test of public need, and no gues-
tion is included because business asks
for it. The answers to questions for
official use produce a substantial body
of statistics that have a general useful-
ness, however, and the data gathered is
available to all.}

Governmental uses of census data
range from the obvious to the little
known. The membership of the U. S.
House of Representatives (and other
bodies) is apportioned by it; and in
Minnesota a sheriff’s salary depends on
his county’s population. Federal funds
for economic development, school
lunches and public health (to name
three) rely on census information for
allocation; and a Southwestern city uses
neighborhood statistics on age, educa-

tion and income to determine the loca-
tion of branch Ilibraries and book-
mobiles.

So the official importance of census
data is apparent. But what about the
self-interest of the broadcaster who
helps make the 1970 census a success?

He need look no farther than his
rate card, rating book, or recent order
from an advertiser to find evidence of it.

= Advertisers determine the amount
they spend in a market on the basis of
census figures defining market size and
characteristics.

w Increasingly, automated time buy-
ing imposes added reliance on a com-
plete and accurate demographic picture
of a station’s coverage area. From the
decennial census, time sellers gain the
input the computers need for studying
thc market and recommending time
purchases.

n Data derived from a simultaneous,
nationwide, mandatory census provides
the benchmark for audience-measuring
services.

= Census questions on television and
portable radio-set ownership (officially
asked for by the FCC and civil defense)
help broadcasters establish rates.

The Advertising Council has desig-
nated Census '70 as a major campaign.
The volunteer advertising agency is
Fuller & Smith & Ross. Advertising
Council radic and television kits and
supplementary Census Bureau spots and
scripts will reach broadcasters in Feb-
ruary. The build-up will begin in late
February and taper off after April 1.

Media support is especially important
this year due to heavy reliance on the
mails. Some 65 million questionnaires

will be mailed to households and 60%
of homes will be asked to return them
by mail. Enumerators will call for forms
in less densely populated areas. Officials
see an urgent need for stimulating re-
sponse, especially in ghetto areas, and
in explaining that the census is absolute-
ly confidential.

The station operator wishing to do
good for country and self has plenty of
opportunity by going all-out for Census
*70. What can he do beyond authorizing
generous use of Advertising Council
spots and other materials? Between
March 18 and April 8 he can con-
centrate stationwide efforts to put the
message across. He can:

= Encourage personalities to make
special spots and do interview programs
on the census.

s Ask his news and public-affairs
staff to focus on the census with news,
features and editorials.

= Pre-empt prime time for a special
to explain the meaning of the census to
the community and show how it will be
taken.

What his station does in that crucial
three weeks to help assure a full count
of his community (and market) will be
a vital contribution to results from
which the broadcaster and all con-
cerned will benefit for the next 10
years.

The theme of the council campaign
is “We can’t know where we're going
if we don’t know where we are.”

For information and help, write or
call the Public Information Office, Bu-
reau of the Census, U.S. Department of
Commerce, Washington 20233. Phone
(301) 440-7401.

Robert E. Allen is chairman of Fuller &
Smith & Ross, New York. He has helped
develop the market strategy of such com-
panies as Aluminum Co. of America, TRW
Inc., Westinghouse, Libbey-Owens-Ford,
CIT Corp.,
Minois Glass Co., Sherwin-Williams, Ameri-
can Chicle Co., American Airlines. Mobil
Oil Corp. and many others. Mr. Allen, as
chief executive officer at FSR, was deeply
involved in the advertising campaigns for
President Nixon in 1968.

Grumman Aircraft, Owens-
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MORE TO COME

Month after month .year after year the story of a research
program goes on.
Many of the chapters in this continuing story have had
-successful endings...you’ve reported on them:

Antibiotics...to curb infection, lessen time loss at work
and play.

Non-narcotic analgesics.. . pain relief without fear of
addiction.

Diagnostic agents. . .for early identification of potentially
communicable diseases.

Vaccines. ..to prevent contagious disease and avoid the
grim complications so prevalent a few short years ago.

Steroids. ..to reduce the inflammation of joints or skin.

There will be several new success stories for you to
report in the not too distant future. Promising research in
cardiovascular disease, diabetes, arthritis, and mental
health should add to our success in combating disease.

D>

LEDERLE LABORATORIES

A Division of American Cyanamid Company, Pearl River, N_ Y.
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An accident. Sirens. Lights. A vic
tim who needs immediate medical
care. But the hospital is far away
and trafhic 1s heavy.

So the ambulance moves slowly.
Minutes are lost; and with them, a
life.

The solution: helicopters. The
spread-out metropolitan Washing-
ton area desperately needs such an

%

ambulance service. WMAL-TV has
said so in editorials which have ex-
plored costs, spelled out benefits
and achieved results: a test program
has been developed; over $50,000
has been raised.

WMAL-TV urges decisive action
in an indecisive wotld. Other edito-
rials have favored sex education in
public schools. Taxing church in-

WMAL-TV thinks

speed saves.

vestments. Cutting farm subsidies.
Some of the positions are unpopular.
But none of them are ignored.

For acuon in Washington, let
WMAL-TV speak for you.

WMAL-IVS

The Evening Star Broadcasting Company
Washington, D.C.
Represented by
Harringron, Righter & Parsons, Inc.
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FCC slips biggest tab to broadcasters

It aims to charge the regulated for all regulation,
but radio and TV would be saddled with top fees

Broadcasters and others regulated by
the FCC received the word officially
last week: The cost of doing business
with the commission is going up—way
up. For broadcasters it is going up
higher than for others.

The commission, which is under pres-
sure from the Bureau of the Budget and
Congress to become self-sustaining, pro-
poses to increase its fees to a point
where it returns $24.5 million annually
to the Treasury, rather than the $4.5
million it turns in now. The commis-
sion would get $24.9 million under the
1971 budget President Nixon has sub-
mitted to Congress.

A notice of proposed rulemaking de-
signed to bring about the second change
in the commission’s fee schedule since
the agency started charging fees in 1964
was issued last week, as Chairman Dean
Burch had forecast two weeks ago
(BrOADCASTING, Feb. 16).

And it would transform the fee sched-
ule from one that, to some broadcast-
ers, resembles a petty-cash voucher to
one containing figures likely to com-
mand respect, if not fear and trembling.

Where a broadcaster now must pay
$150 fees for filing an application for
a television construction permit—VHF
or UHF, regardless of the size of the
market—he would under the new sched-
ule pay $5,000 for an application for a
VHF in any of the top-50 markets
and $45,000 if the application were
granted.

The license-renewal application fee,
now $150, would be dropped. But in its
place television and radio licensees
would pay annual license fees—for
television 12 times the station’s highest
30-second spot-announcement rate, but
no less than $144; for radio 24 times
the station’s highest one-minute spot-
announcement, but no less than $52,

In addition, instead of the $150 fee
now paid with an assignment or trans-
fer application there would be one for

$1,000—and on top of that a charge
of 2% of the sale price if the commis-
sion approves the transaction. Thus, the
impending $110-million sale of Triangle
Publications Inc. radio and television
stations to Capital Cities Broadcasting
Corp. (BroaDCASTING, Feb. 16, page
10) would cost the applicants $2,200,-
000 if the rule were in effect.

The grant and annual license fees
are new. So are proposed fees for CATV
systems. Cables would pay an annual
fee of 30 cents per subscriber, with sys-
tems having fewer than 200 subscribers
exempted. They would also pay $300
for petitions for special relief from most

A sampler of fees
the FCC is seeking

Wces-Tv New York, with the highest
spot rate in the country, would pay
$90,000 annually to keep its license
under the license-and-filing fee sched-
ule the FCC proposed last week. The
license fee—a new element in the com-
mission’s fee schedule—would be 12
times a station’s top 30-second spot-
announcement rate. Wcss-Tv’s is $7,500.

A high-priced New York radio sta-
tion—wNEW{(AM )—would pay $6,000
apnually, or 24 times its top one-
minute spot rate ($250).

In the smaller markets, the fees,
along with the spot rates, would drop
sharply. For example, wMmT-Tv (Cedar
Rapids, Iowa, in the 71st market) would
pay $3,240; its top 30-second spot sells
for $270. And wJpx{aMm) Jackson,
Miss., in the 73d market, would pay
$360, based on a top one-minute spot
of $15.

In addition to these annual license
fees, stations would pay charges of
varying amounts for all applications
they filed.

rules, $50 for community antenna re-
lay service construction permits and
$15 for a license in that service.

The commission did not provide a
breakdown as to how much it estimates
each of the services it regulates would
contribute to the 3$24.5 million total.
But officials expect broadcasters to pro-
vide the largest contribution.

Broadcasters are expected to provide
not only the $5.4 million the Broadcast
Bureau is ticketed to spend in fiscal
1971 but also those costs allocable to
the broadcast servicc from other serv-
ices in the commission—for instance,
the general counsel’s office.

The same i true of the licensees in
the Safety and Special Radio Services
and Common Carrier Bureaus, who are
expected to provide the second and
third largest amounts. The Safety and
Special and Common Carrier Bureaus
are in the 1971 budget for $3.6 million
and $2.7 million, respectively.

The Cable Television Bureau, in the
budget for $671,000, would also pay
all its direct as well as indirect costs.
But some costs of the Field Engineer-
ing Bureau ($6.3 million} and the chief
engineer’s office ($1.8 million) are al-
locable to other services. The engineer’s
office will provide revenues from an-
other new source—applications for ra-
dio-frequency-equipment testing and ap-
proval.

The new fee schedule is designed to
meet the language in a 1952 Appropria-
tions Act calling on various government
agencies to be ‘self-sustaining to the
full extent possible.” The commission
said the rationale for the formulation
of the new fee schedule is based on
what the act referred to as “the value
to the recipient” of the privileges grant-
ed, “as well as the public interest
served and the direct and indirect costs
to the government.”

The commission said that in view of
differing factors unique to one or an-
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other of the various services involved,
it has selected different bases for con-
sidering “value to the recipient,” both
for “different types of actions within
each service and similar types of ac-
tion among different services.”

The commission acknowledged its
estimates may not be precise, but said
precision is not required, since the
schedule need reflect “only some con-
sideration of ‘value to the recipient.’”
Besides, it said, the total to be collected
falls “far short of the total value” of
the various commission authorizations.
It noted that broadcasters earned $2.5
billion in 1968, common-carrier serv-
ices $16 billion and CATV $220 mil-
lion. In addition, total sales of commu-
nications equipment under the commis-
sion’s equipment-approval actions ex-
ceeded $3 billion.

Proposed fees in the broadcast serv-
ice would not only be considerably
higher than those now in use but would
also vary according to market location,
type of service, hours of operation and
authorized power. Thus, a filing fee ac-
companying an application for an un-
limited-time 50 kw AM would be
$1,000 and the grant fee would be
$9,000; comparable figures for an ap-

plicant for a 250w daytimer would be
$25 and $225.

Filing fees for television construc-
tion permits would range from $500
for UHF applicants in the smallest
markets to $5,000 for VHF applicants
in the largest; the grant fees for those
applicants would be, respectively,
$4,500 and $45,000 (see table below).

In addition, the proposed schedule
contains fees for pay-television authori-
zations—$1,000—as well as for ad-
vance approval of technical systems—
$1,000. The present schedule provides
only for a $150 filing fee for a pay-TV
application.

In proposing fees for CATV systems
for the first time, the commission noted
that although it does not license the
cable operations it does give them “what
in effect is a commission authorization
tantamount to a ‘license.” ” It also said
its regulation of the industry “consti-
tutes a substantial portion” of its re-
sponsibilities.

The commission is proposing two
different types of fees for common car-
riers because of what it says are the
wide range of services they offer. Filing
fees ranging from $5 to $150 would
accompany each application, but in

some cases licensees would pay a grant
fee based on 2% of the construction or
annual leasing cost of the facilities
used; in others, a flat fee. The 2% fee
would be levied on grants of applica-
tiens for permits to build communica-
tions-satellite earth stations and to con-
struct and launch satellites.

The commission is not proposing
separate filing and license fees in the
Safety and Special Radio Service. It
said that the “tremendous number of ap-
plications filed” in those services—more
than 526,000 annually—make the estab-
lishment of separate fees impracticable.
However, increases are proposed in
single fees for applications and licenses
ranging from $4 to $75.

The proposed fees for equipment
testing and approval include application
filing fees and a fee based on “a minij-
mal percentage” of the manufacturer's
selling price of the approved equipment,
multiplied by the number of units to be
covered by the authorization. Certifica-
tion application fees would range from
$10 to $20, type-approval application
fees from $100 to $500. Type-accept-
ance application fees would be $100.

In adopting the notice of proposed
rulemaking last week, the commission

The freight broadcasters would pay
Here are the fees the FCC proposes to charge for radio and television
applications, grants and station operation.

Construction permits (appllcation for constructlon permit for new
station or for major changes In existing station):

Filing Grant
Fee Fee

VHF—top-50 markets.......... . .. $5,000 $45,000
UHF—top-50 markets 2,500 22,500
VHF—next 50 markets.......ooioieriviirirarnenes 2,000 18,000
UHF—next 50 markets.........c.ccvveienrennsinns 1,000 9,000
B 2.1 T R 1,000 9,000
UHF—balance........eviveeriirerreiennninanenans 500 4,500
FM—class A, c.ieeiiriiiiniioeaiisatineranaecnns 100 900
FM—class Band C.....coieivevrerivnorsivsnnenns 200 1,800
AM—dBY50 KW.'rnrsveaeeeerneierrerasnrrsinannsas 500 4,500
AM--day-25 kw....... 0000500 00O006E06G 63 80a06000 400 3,600
AM—=day-10 KW.euuveveerranarrorerioscateriosranes 300 2,700
AM—day:5 kW. ..o vieeieniiiiiieneriareereeanrinae 200 1,800
AM—day-1 kwW. ..o oieeiiieniiineniiananiiionnnnns 100 900
AM—=day-500 W,.\,.v0uireraarserssrasroecorconcaras 50 450
AM—day-250 w. ........ et aeeeieiieriaraiaas 25 225
AM—unlimited B0 kw. .. oviiinniciinrininieinns 1,000 9,000
AM—unITmited 25 KW. . ..eovervurerisnosirrroranas 800 7,200
AM—unlimited 30 kw. . coootiviieieiinnnerieranns 600 5,400
AM=—unlimited 5 kw....... 400 3,600
AM-—unlimited 1 kw.. oa 200 1,800
AM—unlimited 500 w.....ccoivvnerinrenianiarones 100 900
AM--unlimited 250 wt 0060000a60a006Ea00a 50 450
AM—Class IV. . ... oieeiiiinn cinenneanarorensrvas 100 900
Fordirectional antenna in addition to the above.. 50 450

1 The fee for major changes in 100 w operations is the same as for 250 w
operations.

Other applications (the following fees shall accompany each appli-
catlon):

Trans- Auxil*

AM | FM I TV | lator | liary

Applications filed on FCC form 316
(where more than one broadcast
statlon license is involved, the ap-
plication must be accompanied by
the total amount of the fees pre-
scribed for each license so in-
volved)..... srasensas seseiatenias ... %250 1 $250 | $250 | S50 1 $50

Application for construction per- |
mit to replace expired permit, FCC
[0 EPHl6 06 0000 00 6000 00 680000900000 500 500 500 [ 50 50
Application for modificatiol her

than a major change...............
Application for change of call sign
for broadcast station............... 100 100 100 50 50
All other applications in the broad-
cast services (including television
translators and auxiliaries).........

50 for each application,

50 for each appiication.

Subscription television (application for subscription television
authorizations):
Appllcation filing fee {nonrefundable)...........coeiierienrane $1,000

Assignments and transfers (application for assignment of license or

transfer of control, exclusive of FCC form 316 applications (where

more than one broadcast statlon license Is involved, the total amount

of fees prescribed for each license so involved will be paid in the

manner set forth below):

Application FINE Fee. . .oovretiiieninieriiiennsiasascninarenas $1,000

Assignment and transfer fee to be paid with-

in 30 days after commission consent to as-

signment ortransfer.............. ..., 2% of consideration for
assignment ortransfer.

Annual license faes (Each broadcast station shall pay an annual
license fee to the commission that is based on the station's rate card.
Annually, the commisslon will require that each station shall file its
rate card [as of a given publicly announced datel with the commils-
sion. The annual fee will be paid on or befare [a specific date] each
year).

For AM and FM radio stations the annual fee will be a payment equal
to 24 times the station's highest single one-minute spot-announce-
ment rate, but in no event shall the annual payment for each AM and
each FM station be less than $52.

For television broadcast stations the annual fee will be a payment
equal to 12 times the station's highest 30-second spot-announcement
rate, but In no event shall the annual payment be less than $144.

(b) Fees are not required in the following instances:

(1) Applications filed by tax-exempt organizations for the operation
of stations providing noncommercial educational broadcast services,
whether or not such stations operate on frequencies allocated for
noncommercial educational use.

(2) Applications in the AM service requesting only authority to
determine antenna power by direct measurement.

t With respect to applications for remote pickup broadcast stations
authorized under Subpart D of Part 74 of this chapter.one fee will cover the
base station (if any) and ail the remote-pickup mobile stations of a main
station, provided the applications therefor are filed at the same time.
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barely met a deadline it had been rac-
ing against for eight months. Last June,
a House Appropriations Subcommittee
issued a report in which it said that the
commission should revise its fee sched-

ule “with the objective of assuring that
the commission’s activities are more
nearly sclf-sustaining.” The subcommit-
tee added that it would expect a report
when the commission appeared to test-

Fears of multiownership sounded

Court, while rejecting KSL renewal hearing,
notes with approval proposed FCC rulemaking

The U.S. Court of Appeals for the
District of Columbia has rejected what,
in effect, was a request that it direct
the FCC to deal with the concentration-
of-control-of-media question on a case-
by-case basis. However, the decision
appears to raise danger signals for
broadcasters worried about the commis-
sion’s expressed interest in that question.

The court, in a case involving the
license renewal of xsL(amM) Salt Lake
City, cites with approval the commis-
sion's argument that it should deal with
such questions in a broad rulemaking
—such as one it already has under
consideration.

And in concurring in the court’s un-
signed opinion, Judge Edward Allan
Tamm says he voted as he did “solely”
because the commission is reviewing
its multiple-ownership rules. He ex-
pressed concern over what he regards
as a growing concentration of control
of communications media.

The court’s opinion, moreover, is un-
doubtedly of more than passing in-
terest to Frontier Broadcasting Co,,
whose renewal application for KFBC-TY
Cheyenne, Wyo., was set for hearing
by the commission on a concentration-
of-control issue (BROADCASTING, Feb.
16). The commission, acting in response
to a Justice Department petition, did
not allege any wrongdoing on the part
of Frontier. And one Frontier argu-
ment the commission rejected was that
the concentration issue should be re-
solved in a rulemaking proceeding.

The KsL case was brought by two
Salt Lake City residents, Ethel C. Hale
and Paul Wharton, who asked the com-
mission to deny KSL’s license-renewal
application principally on the ground
that the interests of the parent corpora-
tion, Bonneville International Corp. (the
Mormon church), constitute an undue
concentration of control of media in
Salt Lake City.

Besides the AM, Bonneville owns
KSL-FM-TV and the Deseret News, one
of two datlies in Salt Lake City, and
through Brigham Young University,
KBYU-FM-TV, in nearby Provo. The
News, in turn, has a joint operating
agreement with the Salt Lake City
Tribune, which owns 35% of KuTv(TV)

one of the other two VHF stations in
the city. Other owners of Kurtv, the
A. L. Glasman family, control xaLL-
AM-FM Salt Lake City.

But the commission held that since
the complainants had not alleged any
violations of commission rules, a hear-
ing on KSL's license¢ renewal was not
warranted. And the court agreed.

To merit a hearing, the court said,
the complainants “must go beyond gen-
eralization and allege some specific in-
stances of injury in the immediate con-
text of the ([station’s] operations, not
merely that it is unwise for newspapers
to be under common ownership with
radio and television interests, and for
both to be part of a broader business
combine.”

The court noted that allegations of
wrongdoing were involved in two cases
which the commission set for hearing
last year on issues that included con-
centration-of-control-of-media ques-
tions. One involved wcco-AM-Tv Min-
neapolis, the other XRON-FM-Tv San
Francisco.

The Hale-Wharton complaint, the
court added, is actually a challenge to
the commission’s multiple-ownership
rules, which have permitted Bonneville
to acquire its stations. And the court
saw the appeal as a request for a hear-

FCC extends deadline

The FCC last week extended the dead-
line for comments on its proposed
primer designed to clarify requirtments
of licensees in ascertaining community
needs, The new deadline is April 13.
An extension from the previous com-
ment deadline of Jan. 30 was requested
by The Committee to Improve Bay
Area Television, students of the George-
town University Law Center, the Na-
tional Mexican-American Anti-Defama-
tion Committee, all Washington, and
two other Mexican-American groups.
The primer, composed of 38 ques-
tions and answers, was drafted with
the aid of a committee of the Fed-
eral Communications Bar Association.
FCBA had asked for clarification of
ascertainment questions in application
forms (BROADCASTING, Dec. 22, 1969).

ify on its budget request for fiscal 1971
year.

The commission is scheduled to ap-
pear before the subcommittee Tuesday
(Feb. 24).

ing “to effectuate an overhaul of the
commission’s general policy that mul-
tiple ownership and resulting concen-
tration are not per se against the public
interest.”

But, the court said, the commission
is considering the concentration of con-
trol of media issue in rulemaking aimed
at barring the owner of a full-time
station from acquiring another in the
same market. The Justice Department,
moreover, has asked the commission
to extend its proposal and break up
existing media combinations, including
those involving newspapers. The com-
mission had also referred to its inquiry
into the implications of conglomerates’
ownership of broadcast properties.

The questions raised by the com-
plainants as to the allegedly adverse
impact on the public interest of undue
concentration of communications me-
dia, the court concluded, “may be more
effectively and properly” examined in
those proceedings than by setting the
KsL tenewal application for hearing
“with a view to a change in policy with
respect to this particular applicant.”

Judge Tamm, who sat on the panel
with Judges Carl McGowan and Roger
Robb, laced his separate opinion with
criticism of the commission’s handling
of the Hale-Wharton complaint as well
as with expressions of concern over the
concentration-of-control question: The
“‘growing realization that a viable mar-
ketplace of ideas depends in large meas-
ure upon a vigorously competitive eco-
nomic market comes in the face of
disheartening statistics describing the
marked trend toward concentration of
media ownership.”

And in view of the “paramount im-
portance” of the issue, he said at
another point, it was “inappropriate”
for the commission to insist “on proce-
dural niceties” at the expense of per-
sons seeking to raise questions concern-
ing it.

Compiling the kind of initial factual
showing demanded by the commission
as a prerequisite to a hearing on a
concentration issue, he said, can be so
burdensome as to constitute “a back-
handed method of barring virtually all
public-interest intervenors from raising
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questions relating to concentration of
control.”

He said the commission should re-
gard public intervenors as complaining
witnesses and then assume the respon-
sibility for investigating the facts to de-
termine whether there is probable cause
to believe a violation has occurred.

Such a procedure, he said, though
not entirely satisfactory, “is far superior
to pretending that members of the gen-
eral public have a right to be heard
when in fact this right is purely mythi-
cal for all but the wealthy and power-
ful.”

Moreover, he feels the portents for
such a procedure “are rather ominous”
in view of the commission’s Jan. 15
policy statement dealing with compara-
tive hearings involving renewal appli-
cants. It says the commission will favor
the renewal applicant if his record in-
dicates the station ‘“has been substan-
tially attuned” to the area’s needs and
interests.

But, Judge Tamm asserted, “the
pending rulemaking proceedings offer
some hope that the commission will
finally come to grips with the grave
problems inherent in the rising con-
centration of ownership in the mass
media, and that members of the public

will be afforded a realistic opportunity
to be heard when they feel that they
are being cheated out of the vigorous
marketplace of ideas promised by the
first amendment.”

Stations fail for

lack of viable markets

The FCC last week announced it has
cancelled the licenses and deleted the
call letters of two TV stations—an
eastern UHF and a western VHF—at
the requcst of the licensees, who cited
their weak market positions as the
main factor that forced them shut down
their transmitters.

A spokesman for wize-Tv (ch. 14)
Worcester, Mass., charged that the Wor-
cester market does not exist except in
the FCC’s view. He said that when
Springfield TV Broadcasting Co. bought
the station in 1958, it tried to obtain
a Worcester-Boston designation. The
station covered Worcester with a city-
grade signal, but covered Boston with
only grade-A strength. In seeking waiver
of the FCC rule requiring a city-grade
signal into the city of license, Spring-
field told the commission it would
move the station’s transmitter after ob-
taining the designation, thereby covering

both cities with city-grade signals. He
said the FCC failed to act on the re-
quest and after an extensive fire last
year forced the station to go off the air,
management evaluated the station’s sit-
uation and decided to throw in the
towel.

The wJzB-Tv spokesman said the
FCC considered the station a Worcester
facility; consequently it had to sell at
Worcester prices and could not com-
pete with the Boston stations and a
new UHF in Worcester. Over $500,000
was lost on the station, he added. Wil-
liam L. Putnam is president of Spring-
field, which owns four other UHF's—
wwLP(TV) Springfield, Mass.; WRLP-
(Tv) Greenfield, Mass.-Keene, N. H.-
Brattleboro, Vt.; wkEeF(tv) Dayton,
Ohio, and weNs(Tv) Pittsburgh.

Bruce Merrill, owner of Kiva(TV)
(ch. 11) Yuma, Ariz.,, could not be
reached late Thursday (Feb. 19), but
in a prepared statement said “an al-
most uninterrupted series of annual
losses” was forcing the shutdown of
the station he had purchased in 1961
for $550,000. He explained: “The
Yuma-El Centre (Calif.) market will
never support three TV stations on a
profitable basis unless and until the
market grows at least five times.”

Newspapers next
for FCC control?

Commissioner indicates
regulation to come
with print use of CATV

Broadcasters and newspaper owners
concerned -about FCC interest in break-
ing up cross-media ownerships had
little reason to feel relieved after FCC
Commissioner Kenneth A. Cox spoke
to the Ohio Newspaper Association, in
Columbus.

Neither did he offer any encourage-
ment to newspapermen worried about
the prospect of government regulation
—the equal-time law and the commis-
sion’s fairness doctrine, for instance—
if they move into the era of newspaper
transmission by cable.

Commissioner Cox, who spoke on
Feb. 13 on “Communication in the
Seventies,” said that the whole question
of ownership of cable facilities is a
difficult one, then added: Perhaps the
“ultimate thrust of our policy would
logically” prohibit an individual or com-
pany from owning more than one
medium—radio, television, newspaper
or CATV—in a particular area.

He noted that the commission last
month voted to exclude telephone com-

panies from ownership of CATV sys.
tems in areas where they provide ex-
change services and that the commis-
sion currently is considering prohibit-
ing television stations as well as news-
papers from owning CATV systems in
their primary areas. It is also consider-
ing breaking up radio-TV combinations
in individual markets.

Since present rules bar ownership of
two AM, two FM or two TV stations
in the same area, he said, the joint
ownership of radio and television
“seems anomalous” to some on the com-
mission, “not to mention newspaper
ownership of broadcast stations, hal-
lowed though the practice has been.”

Commissioner Cox conceded that
some of the country’s “best-run sta-
tions are licensed to newspapers—and
that press ownership has been a stabiliz-
ing influence in the broadcast industry,”
in view of the rate at which some sta-
tions change hands. But considering the
great reliance placed on competition,
he said, it was not unnatural that the
commission should from time to time
“toy” with the idea of enforcing com-
petition among the media. “I think it
is accurate to say that we are now in
a period of renewed and increased con-
cern about this matter,” he said.

Commissioner Cox was equally frank
in discussing the possibility of news-
papers-by-cable being placed under the
same regulations that have long been a

fact of life for broadcasters.

The commissioner is already on rec-
ord as believing that the equal-time law
and the fairness doctrine could be ap-
plied to the press in its present form
(BROADCASTING, Aug. 18). Accordingly,
he said, he “might well feel” that the
public-interest considerations underly-
ing those policies might provide a basis
for extending them to the electronic
delivery of the news.

The American Newspaper Publishers
Association has urged the commission
to adopt a “freedom of the press”
amendment to its rule requiring CATV
systems of more than 3,500 subscribers
to originate programing. The amend-
ment would specify that the equal-time,
fairness and other requirements ap-
plicable to broadcasters that the com-
mission is imposing on cable systems
would not apply to CATV channels
used primarily by newspapers for the
dissemination of news to their sub-
scribers (BROADCASTING, Dec. 1, 1969).

But Commissioner Cox said that even
if cable systems were to become pure
common carriers—with cable channels
made equally available to all who wish
to lease them—it was unlikely the com-
mission would disavow any interest in
the content of the material transmitted,
as it does in the case of conventional
common carriers.

“When material transmitted over the
carrier’s facilities may be received by
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FCC still seeks data
on conglomerates

The FCC last week rejected requests
that it excuse six licensees from com-
pleting a “pilot” questionnaire on con-
glomerate ownership of broadcast prop-
erties until the Budget Bureau approves
the questionnaire and it is sent to all
affected companies.

Upon receiving replies, the commis-
sion will seek bureau approval for send-
ing the questionnaires to the remaining
firms.

The commission directed the six li-
censees—Avco Corp., Chris-Craft In-
dustries Inc., Fuqua Industries Inc.,
Cox Enterprises Inc.,, E. W. Scripps
Co. and Travelers Insurance Co.—to
file “all the information and documents
which you can assemble” by the previ-
ously stated deadline—Feb. 27—and the
“remainder” no later than March 18,

However, the commission said it
was adopting “in whole or in part”
revisions in the questionnaire suggested
by the companies to clarify or reduce
the scope of the questions, or searches
necessary to prepare replies.

The commission also noted that if
replies contained “unpublished infor-

any subscriber,” he said, “then I think
someone will be held responsible for
seeing that certain standards are met.”

And the commissioner feels that
the more the present CATV industry
approaches a nationwide two-way,
switched network and looks increasingly
like a highcr capacity telephone sys-
tem, the more likely is it that the
ultimate cable network will be regulated
as a common carrier.

Indeed, he said it is doubtful that the
proprietor of such a system would be
permitted to own or operate any of the
businesses conducted over his facilities.
He “will simply be a provider of chan-
nels like our present telegraph utilities.”

The future the commissioner painted
for the publishers wasn’t entirely bleak.
He described as unrealistic their fear
that unless they are permitted to own
CATYV systems they will be at the mercy
of cable systems who decide to use their
facilities to put the newspapers out of
business.

“If the FCC will not allow the news-
paper of today to own a cable system
in the same area, it seems clear to me
that it will not permit today’s cable
operator to own the newspaper of to-
morrow,” he said.

And as for those “appalled at having
to put up with the FCC,” he said, “I
would simply point out that the in-
dustries we regulate seem to have done
pretty well despite our activities.”

mation of a kind which other com-
panies to be studied later are not re-
quired to file, the portions of your re-
plies containing such information would
be returned to your company.”

There has been sharp division within
the commission on the questionnaires,
part of a broad inquiry ranging from
broadly diversified companies to those
whose ownerships are primarily con-
fined to media (BROADCASTING, Dec.
22, 1969).

The 4-t0-3 vote on proceeding with
issuance of the revised questionnaire
was identical to that on issuing the
original one, with Chairman Dean
Burch and Commissioners Robert E.
Lee and Robert Wells again in the
minority.

The six companies had argued that
they were not “representative” of “any
other group or class of so-called con-
glomerates” and that an adequate re-
sponse to the questionnaire would be
difficult and time-consuming.

The companies also said the “un-
fairness” of their selection would be
compounded if they were required to
complete a questionnaire that might be
substantially altered following a Budget
Bureau review (BROADCASTING, Feb. 2).

FTC chief is cautious
on conglomerate curbs

Federal Trade Commission Chairman
Caspar W. Weinberger told a Senate
subcommittee last week that action
should be taken against specific in-
equities associated with conglomerate
mergers, but that no final judgment
should be made yet on whether the
mergers themselves constitute a threat
to the health of the economy.

In testimony before the Senate Anti-
trust and Monopoly Subcommittee, the
FTC chairman thus took issue with
one basic conclusion of a trade com-
mission staff report presented to the
same subcommittee late last year. The
report called for sharp brakes on
merger activity “before the economy
becomes cartelized and centralized in
a fashion that cannot be reversed
(BROADCASTING, Nov. 10, 1969).

Chairman Weinberger, who spoke for
all five commission members, said many
questions still remain unresolved “with
respect to the extent of the danger
posed by conglomerate mergers to the
competitive vitality of the economy.”
He noted that the staff is working on
another phase of its report in an at-
tempt to answer these questions.

The chairman and his colleagues
agreed with the staff that certain spe-
cific dangers are created by the merger
movement; these “will be considered in
formulating enforcement policy,” he
said. The chairman also recommended

that Congress do its part by eliminai-
ing tax biases that encourage mergers,
by requiring large firms to provide more
detailed financial information to the
public, and by broadening existing pro-
hibitions against interlocking corporate
management.

Everyone’s a loser
in Boynton Beach

There were three applicants in the race
for a new radio station in Boynton
Beach, Fla., but some is making it to the
finish line. The FCC review board, in an
opinion announced Feb, 13, said that
Radio Boynton Beach Inc., Boynton
Bcach Community Services Inc. and
North American Broadcasting Inc. are
unqualified to operate an AM on 1510
ke with 1 kw daytime.

The board said one applicant, Ra-
dio Boynton Beach, was not financial-
ly qualified, none of the applicants
properly ascertained community needs
and interests nor properly surveyed
Negroes, farmers, young people or labor
unions; and none properly surveyed the
urban population outside Boynton Beach.

The review board’s decision followed
challenges to an earlier initial decision
by FCC Hearing Examiner Chester F.
Naumowicz Jr. The examiner recom-
mended the grant of the construction
permit to North American on an in-
tegrated ownership basis last May.

Boynton Beach, with a population of
10,500, is five miles south of West Palm
Beach and has no broadcast facilities.
However, its urban area receives at
least 11 primary services, and rural
areas are served by at least 13 primary
facilities, the opinion noted.

Seiden says CATV must
improve to prosper

CATV is going to have to go much
further than to just supply what it is
already providing if it expects to suc-
ceed in the top-100 markets, economist
Martin H. Seiden of Washington said
last week.

Cable TV will have to provide “a
radical expansion” of fresh entertain-
ment and information, the former con-
sultant on CATV to the FCC said.
And the only way this can come about,
he added, is in the creation of a na-
tionwide CATV audience through satel-
lite interconnection.

It would be a mistake, he said, to
assume that individual cable systems
could, on their own, supply nonnetwork
programing of sufficient caliber to at-
tract a sufficient audience when 95%
of nonnetwork UHF stations are cur-
rently losing money.

Dr. Seiden’s two-volume study of the
CATV industry was being mailed to
subscribers last week. Price is $750.
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In today’s market your prime customers—
and ours—are the acquisitive 18-49’s.
Here’s the story of ABC’s prime time
leadership in delivering this important
buying audience for advertisers.

ABC is in first place among adults 18-49
AA Rating

ABC 13.3

Network X 12.1

Network Y 13.2

ABC has the four top shows among adults 18-49

1. Marcus Welby, M.D.

2. The Sunday Night Movie
3. Movie of the Week

4. The Johnny Cash Show

And when it comes to the ladies...ABC is
now clearly first among women 18-49.

Five percent ahead of the second network and
ten percent ahead of the third.

AA Rating ABC Advantage
ABC 14.6
Network X  13.3 +10%
Network Y 138 + 5%

ABC has the top three programs among
women 18-49. And, incidentally, they’re all
new shows. Two were introduced in
September and The Johnny Cash Show shot
to the top after only three weeks on the air.

1. Marcus Welby, M.D.
2. The Johnny Cash Show
3. Movie of the Week

Once again, the message is clear.If you’'re
planning now how best to reach your prime
buying prospects, shouldn’t you be looking
at the network which reaches them best.

ABC TELEVISION NETWORKS

Source: Fast Evening Persons Report, two weeks ending Feb. 8, 1970, Monday — Sunday 7:30-11 pm. All audi-
ence data quoted are based upon estimates from the rating services cited. Qualifications available on request.



Doubts hang over Fidelity case

Broadcast Bureau sticks to hearing request;
Nixon aide qualifies charges of forged name

The FCC’s Broadcast Bureau, suggest-
ing “areas where unanswered doubts
remain,” last week renewed its recom-
mendation for a hearing on the quali-
fications of Fidelity Television Inc. to
replace RKO General as licensee of
KHJ-TV Los Angeles.

The kHJ case heated up last month
when the bureau asked that a hearing
be held to determine whether the sig-
nature of a purported Fidelity investor
had been forged to a stock-subscription
agreement accompanying the group’s
competing application for the channel
9 facility. The bureau revealed that
Kenneth E. BeLieu, now an aide to
President Nixon, had submitted an affi-
davit to the Federal Bureau of Investi-

gation charging Fidelity with signing
his name to two stock-subscription
agreements without his authorization.

The bureau said responsive pleadings
filed by Fidelity and RKO raise “a num-
ber of factual questions which require
resolution.” However, answers sup-
plied by Mr. BeLieu to a set of questions
posed by the bureau qualified his earlier
allegations that his signature had been
forged and that he had never been a
director of Fidelity.

One question the Fidelity and RKO
pleadings raised, the bureau said, con-
cerned a Fidelity statement to the ef-
fect that Walter B, Chaffee, secretary
of Fidelity, had Mr. BeLieu’s oral au-
thority to sign one of the stock agree-

Burch says performance
will count in renewals

Broadcasters whose performance ranks
low by “any” standard have been ad-
vised by an authoritative source they
may encounter difficulty persuading the
FCC to renew their licenses.

The source is FCC Chairman Dean
Burch. He provided an insight into his
thinking on the commission’s license-
renewal policies in an interview with
UPI reporters that was recorded for
UPI Radio’s Washington Window pro-
gram and released Feb. 15 to some 200
stations.

The chairman restated his belief that
quantitative standards—such as those
advocated by Commissioners Kenneth
A. Cox and Nicholas Johnson—do not
provide satisfactory guidelines as to
quality of service.

But he also said the commission
“will have to take the time and the
money to examine certain flagrant ex-
ceptions to what we consider to be the
norm in broadcasting.” As a hypotheti-
cal example he cited a station that de-
votes more than 50% of its time to
commercials and carries no news or
public-affairs programing.

While the commission could not af-
ford to examine carefully the perform-
ances of all 7,000 licensees, he said,
“we will take a look at those stations
that appear on the bottom of the heap
under any index that you want to
use. . ..”

The commission itself, in the same
week that the interview was recorded,
provided an indication of what the
chairman had in mind. In staff-written
letters to four radio licensees, the com-

.mission made clear that stations carry-

ing more than 18 minutes of commer-
cials per hour in more than 10% of
their broadcast hours face a hearing on
their renewal application (BROADCAST-
ING, Feb. 16).

The UPI interview also brought out
the information that the commission
will make its recommendations on meth-
ods of financing the Corp. for Public
Broadcasting within “a matter of
weeks.”

Chairman Burch did not disclose the
recommendations the commission will
make to Congress, but he made these
points:

= “The suggestions [for financing] in-
clude appropriations, just a direct ap-
propriation from the Congress on a
yearly basis, some sort of an excise tax
on the people who have television sets
in their homes, 2 combination of those
things, some sort of a tax on the net-
works. Each of these has advantages
and disadvantages.

= “Ultimately, somebody’s going to
have to make a hard decision as to
which way they want to go. Nobody
likes a new tax. So it’s not going to be
popular any way you go. I think that
educational television should be given
a chance to take off and see what it
can do, in some fields, particularly the
children’s programing. Sesame Street
has been a tremendous success under
noncommercial programing.”

On another subject, Mr. Burch said
he favors a suspension of Section 315
during a presidential election. He ven-
tured an opinion that, in this eventual-
ity, the networks “would be tickled to
death” to give time to presidential and
vice presidential candidates “‘as a news,
public-affairs service.”

ments.

Why then, the bureau asked, was it
necessary for Mr. Chaffee to call one
of Fidelity's attorneys on Jan. 11, 1966,
and instruct him to sign the agreement
when an amendment to Fidelity’s ap-
plication reflecting the agreement pur-
ports to have been signed and dated by
Mr. Chaffee the same day? Also, the
bureau noted, the agreement bears a
date of Jan. 6, 1966.

In response to the bureau’s questions,
Mr, BeLieu stated:

“I never intended to authorize . . .
anyone else to affix my signature to a
Fidelity stock-subscription agreement
in any amount. Any such understanding
on anyone’s part would have been based
on a misinterpretation.”

But he added: “In describing in my
affiidavit the use of my name on the
subscription blanks as constituting a
‘forgery,” however, I did not mean to
imply any fraudulent conduct on any-
one’s part. I meant simply that I never
intended to authorize the use of my
name on these documents.”

Referring to Fidelity’s contention that
he had been a director of Fidelity, Mr.
BeLieu said he never considered him-
self to be a director, “because I never
attended any board meetings and had
never put in any money for stock in
the company. I recognize that technical-
ly I may have been a director of Fi-
delity Television Inc., but thought that
my inactivity made it unnecessary for
me to submit any formal resignation.”

Last August an FCC ‘hearing ex-
aminer recommended denial of licensee
RKO General Inc.’s renewal application
for channel 9 and a grant of the com-
peting application filed by Fidelity, a
group of Los Angeles-area businessmen
{BROADCASTING, Aug. 18, 1969).

Financial disclosure
proposed for reporters

Representative Fletcher Thompson (R-
Ga.}, the target of charges by column-
ist Jack Anderson, said last week that
he will introduce a bill to require that
newsmen covering Congress and the
White House be required to disclose
their financial holdings.

The Atlanta congressman, a member
of the House Commerce Committee,
said his action was prompted by Mr.
Anderson’s “unexplained interest” in a
bill that would establish special controls
over mutual funds. The nationally syn-
dicated columnist has charged that Rep-
resentative Thompson is doing the bid-
ding of the mutual-fund industry, which
opposes parts of the bill.

The congressman said that Mr.
Anderson has attempted to create the
impression that opponents of the bill
are swindling the public. “Such activity
as Mr. Anderson has engaged in leads
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one to question whether or not he may
have a financial involvement with a
bank or a multi-billion dollar mutual-
fund management company,” Repre-
sentative Thompson said.

He said a bill to require financial
disclosure for newsmen would help to
put much news reporting in proper
perspective. At present, he said, the
public has no way of knowing whether
a reporter or columnist stands to gain
personally from his “method of report-
ing” on pending legislation.

Mr. Anderson later commented: “I
think financial disclosure would be a
good thing, particularly for newsmen or
commenators who have influence on
public policy. I am ready to disclose
my holdings at any time, either publicly
or privately. I have no bank or mutual
fund holdings. Congressman Thomp-
son's remarks are pure demagoguery
and I'm sure he is well aware that I
have no such holdings.”

Liaison group plays
‘getting to know you’

Some 35 men and women who serve
as liaison between churches and broad-
casters were in Washington last week
for seminars on how government regu-
lates the broadcaster—and for meetings
with some of the regulators.

The church representatives, who left
Washington Tuesday after four days of
meetings, converged on the nation’s
capital under the auspices of four
groups—the National Conference of
Council Broadcasters, the National
Council of Churches, the United Pres-
byterian Church and the United Church
of Christ.

The visitors’ jobs generally are to
represent churches. some on a regional
basis, in their dealings with broadcast-
ers. They are interested in broadcasters’
public-interest responsibilities. And the
four-day stay in Washington was de-
signed to help develop their profession-
alism,

They spent all of Monday at the
FCC. They received briefings from the
staff, and were visited by and asked
questions of Commissioners Kenneth
A. Cox, Robert Wells, Robert E. Lee,
Nicholas Johnson and H. Rex Lee.
They also examined the files of stations
in their respective areas—but only as
an exercise in familiarizing themselves
with the material, a spokesman pointed
out.

FCC Chairman Dean Burch met with
them for an hour on Tuesday. And
later that day they were on Capitol
Hill. They conferred with Senator John
0. Pastore (D-R.I1.), chairman of the
Senate Communications Subcommittee,
and Nicholas Zapple, the subcommit-
tee’s assistant on communications.

Triangle to unload all stations

Next to go are those left after deal
with Capcities—whose stock takes spurt

Triangle Publications, which is selling
nine of its radio and TV stations to
Capital Cities Broadcasting Corp.
(BROADCASTING, Feb, 16), last week
confirmed the rest of its broadcast
properties will also go on the block.

A spokesman for the Philadelphia-
based publisher and group broadcaster
said there were a number of proposals
to buy the remaining stations—wFBG-
AM-FM-TV  Altoona-Johnstown, Pa.;
WLYH-TV Lancaster-Lebanon, Pa., and
WNBF-AM-FM-TvV Binghamton, N.Y—
but that no commitments to sell had
yet been made.

Triangle, wholly owned by U. S.
Ambassador to Great Britain Walter H.
Annenberg and family, would sell these
stations and retain TV Guide, Seven-
reen Magazine, (New York) Morning
Telegraph and Daily Racing Form. The
company sold its newspapers to Knight
Newspapers Inc. for $55 million last
year (BROADCASTING. Nov. 3, 1969).

In revealing further details of its
proposed acquisition of Triangle’s
WFIL-AM-FM-Tv  Philadelphia, wNHC-
AM-FM-Tv New Haven-Hartford, Conn.,
and KFRE-AM-FM-Tv Fresno, Calif.,
Capital Cities Broadcasting announced
it Intends to dispose of the radio sta-
tions. However, Thomas S. Murphy,
board chairman of Capital Cities, said
no negotiations have yet been held to
sell either those stations or the two of
its VHF TV stations it must sell to
comply with the FCC’s multiple owner-
ship rules.

Mr. Murphy did not specify which
of its V's the company plans to sell,
but a spokesman last week indicated
that wTEN(TV) Albany, N. Y., wTvD-
{(Tv) Durham, N, C., and wsaz-Tv
Huntington, W. Va., were under con-
sideration.

Capital Cities reportedly had made
an offer of about $40 million for Tri-
angle’s wFIL stations last year and it
is believed Ambassador Annenberg de-
cided to sell all the Triangle stations
after the transaction with Knight News-
papers. The 61-year-old ambassador’s
decision to sell out was presumably
based on his preference to remain in
the diplomatic service and the fact that,
by disposing of the broadcast proper-
ties, any issue of conflict of interest
would be eliminated. This was particu-
larly true in Philadelphia, where his
prior ownership of two newspapers as
well as WFIL-AM-FM-Tv presented a
question of concentration of control of

mass media.

Capital Cities is paying $110 million
for the nine stations—$29 million of
it in cash and the balance in notes pay-
able over eight years and bearing a
prime rate of interest. The price also
includes Triangle's program syndica-
tion division (see page 70) and real
estate in Whitemarsh, Pa.,, and Rox-
bury, Conn. Last Thursday (Feb. 19)
Capital Cities’ stock closed on the New
York Stock Exchange at $35.50 versus
the previous week’s closing of $31.25—
an estimated $23-million increase in the
value of its stock and nearly enough
to cover its initial $29-million payment
to Triangle.

Computer privacy issue
raised on Nixon plan

President Nixon's reorganization plan
for telecommunications lay temporarily
dormant in the Senate and House Gov-
ermnment Operations Committees last
week, but not entirely out of sight.
Representative Cornelius J. Gallagher
(D-N.J.), a member of the House unit,
filed a disapproval resolution designed
to insure congressional consideration of
two nonbroadcast issues: computer
privacy and free telephone service for
the legislative branch.

The congressman acknowledged that
his resolution was basically a “technical
step,” and he expressed support for the
President’s plan. What he wants is some
assurance from the executive branch
that the two issues of concern to him
will be “a focus of the vitally needed
Office of Telecommunications Policy”
that would be created under the plan.

Representative Gallagher said the new
office will probably permit the govern-
ment to deal more effectively with new
computer technology—*“but unless it in-
cludes the issue of privacy, it will prob-
ably be outmoded before it is estab-
lished,” he said. “In addition, I believe
the Congress has been discriminated
against (in contrast to the executive
department) in the use of the free
phone service provided under the Fed-
eral Telecommunications System.”

The effect of a disapproval resolution
is to prevent automatic passage of a
reorganization plan. The plan becomes
effective 60 days after it is submitted to
Congress unless either house vetoes it.
Before that can happen, a formal dis-
approval resolution must be introduced.
Representative Gallagher’s resolution is
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Easily the finest
enteftainment hour Qf
this television season.

Last Wednesday Anne Bancroft
made the transformation

from award-winning dramatic
actress to dazzling artist of song,
dance and comedy. As the
Detroit News said, it"proved the
versatility of Anne Bancroft far
beyond any expectation of even
her most devoted fan.” Other
critics—and 26 million viewers—
were equally enthralled.

“Truly a tour de force of such a
maultiplicity of charms, bumor and

talent that it is almost bard to believe.

Rightfully, she should be the
toast of the country.”

—THE NEW YORK TIMES

““ Annie is ntterly enchanting.”
—LOS ANGELES TIMES

“Proved conclusively that the medinm is
an unbeatable source of entertainment.”

—THE CLEVELAND PLAIN DEALER

“"One of the wittiest, most stylish shows
ever televised.”

—BUFFALO EVENING NEWS

“Quite possibly the finest entertainment
special in a decade.”

—THE DALLAS TIMES HERALD

“She was all things feminine. She came
blazing through.”

—THE INDIANAPOLIS NEWS

“Chockful of chuckles and charm, it
should earn Oscar-owning Annie an
Emmy.”

—PHILADELPHIA INQUIRER

“Perbaps the most original and certainly
the most delightful hour that television
has presented not just this season bus
in many seasons.”

—DETROIT FREE PRESS

“A sparkling parcel of pure pleasure.”
—TV GUIDE

CBS®

based on National Acbi

Audience esti

—THE WASHINGTON POST

“With warmsh, wit and an altogetber
delightful garland of skills,
Anne Bancroft is a unique envichment
to television.”

—LOS ANGELES HERALD EXAMINER

“She's utterly captivating and so is the
whole show.”

—NEW YORK POST

“She acts, she sings, she dances, and—
glory be—whas a spokeswoman she is
for the cause of forever female.”

—HOUSTON CHRONICLE

““The evening belonged to Miss Bancroft
who, last night, became a living lady
legend, maybe the most im pressive since
the Mona Lisa.”

—THE CLEVELAND PRESS

subject to qualifications avaiiable on request,



not a serious threat to passage of the
plan and is not intended to be, provided
the executive branch gives him the re-
assurance he requested.

The House Executive and Legislative
Reorganization Subcommittee of Gov-
ernment Operations still plans to hold
hearings on the President’s proposal,
but no dates or witnesses are set. The
comparable Senate subcommittee has
yet to announce its course of action.

The President’s plan, submitted to
Congress earlier this month (BROAD-
CASTING, Feb. 16), would create a new
Office of Telecommunications Policy in
the White House. The office wouid take
on the duties now assigned to the di-
rector of telecommunications in the
Office of Emergency Preparedness. It
would serve as the President’s principal
adviser on telecommunications matters
and would help formulate policies and
coordinate operations for the govern-
ment’s own telecommunications system.
It would also assign frequencies for that
system and execute the duties given to
the President under the Communica-
tions Satellite Act.

In addition, the office is designed to
“enable the executive branch to speak
with a clearer voice and to act as a
more effective partner in discussions of
communications policy with both the
Congress and the Federal Communica-
tions Commission,” as the President

stated it in his message to Congress.
Aithough these words suggested that the
chief executive might take a larger role
in FCC matters, the commissioners do
not regard that development as inherent
in the reorganization plan and do not
anticipate such usurpation of their
power.

ETV would get profits
from new Jackson bidder

A nonproflt group calling itself Com-
munications Improvement Inc. last week
asked the FCC for permission to oper-
ate WLBT(Tv) Jackson, Miss., on an
interim basis until a permanent licensee
is selected, with all profits earmarked
for other “nonprofit organizations en-
gaged in activities relating to broad-
casting primarily in Mississippi.”

The group is being funded by the
Office of Communication of the United
Church of Christ, which supported
Jackson Negroes who protested that the
station discriminated against blacks.
Their charges led to a court-ordered
denial of renewal to former licensee
Lamar Life Broadcasting Co. last June
(BROADCASTING, June 30, 1969). Lamar
is operating the station pending the
establishment of an interim operation.

Last December the commission va-
cated Lamar’s renewal and invited new

What's that station
really worth?

Blackburn appraisals command respect. To buyers
or sellers of a broadcast property, Blackburn’s guidance provides
important protection against needless risks. Qur appraisals are based
on accurate market surveys and analysis, potentials, deep knowledge.
of ever changing markets, and many other factors. A proven record
of reliability stands behind each appraisal.
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applicants, not excluding Lamar, to file
for the channel.

Civic Communications Corp., which
filed for channel 3 last March, and
three other applicants who filed two
weeks ago (BROADCASTING, Feb, 9) are
all in the process of applying for in-
terim custodianship of the station also.
Unlike the five other groups, however,
the new entrant, Communications In-
provement is not seeking to be perma-
nent licensee of WLBT.

The group said it planned to donate
about one half of its net profits toward
the development of educational tele-
vision in Mississippi. It also said it
would seek to develop and support a
communications training facility at a
predominantly Negro college, prefer-
ably in Mississippi.

Programing proposed by the group
included a local. live children’s show
involving “all ethnic groups,” a maga-
zine-type program featuring local per-
sonalities and talent, and religious pro-
graming representing “all faiths.” The
group also vowed to hold rerun mate-
rial to a minimum and to discontinue
all cigarette commercials except those
carried on network programing.

Communications said it would nego-
tiate with Lamar for use of its facilities
and retain the station’s present staff.

President of Communications is the
Rev. Kenneth Dean, director of the
Mississippi Council on Human Rela-
tions. Those on the board of directors
include Edward W. Barrett, director of
the Communications Institute, Acade-
my for Educational Development, and
former dean of the Columbia Univer-
sity Graduate School of Journalism,
and several Mississippi businessmen
and educators, both white and black.

ChangingHands

Announced:

The following station sales were re-
ported last week and will be subject to
FCC approval.

= WMTR(AM) Morristown, N. J.: Sold
by George and Kenneth Croy and fam-
ily to Peter L. Arnow and others for
$1,350,000. Buyers own WDHA-FM
Dover, N. J., and operate General
Background Music in Englewood, N. T.
WMTR is a daytimer on 1250 kc with
5 kw. Broker: Hamilton-Landis & As-
sociates.

= KaLE{aM) Richland, Wash.: Sold by
Wiltiam R. Taft to Frederic A. and
Jessie M, Danz for $225,000. Frederic
Danz owns KoDL{AM) The Dalles, Ore.,
and Messrs. Danz are buying KEDO(AM)
Longview, Wash., subject to FCC ap-
proval. KaLe is full time on 960 kc with
1 kw.

= KTNc(AM) Falls City, Neb.: Sold by

32 (THE MEDIA)
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William Hardt to Paul L. Dennison for
$120,000. Mr. Dennison is station man-
ager of Kcop-AM-FM Newton, lowa.
Krnc is full time on 1230 k¢ with 100
w. Broker: Chapman Associates.

Approved:

The following transfer of station own-
ership was approved by the FCC last
week (for other FCC activities see “For
the Record,” page 79).

= WLis(aM) Old Saybrook, Conn.:
Sold by Joseph P. Trantino and others
to John M. and Ann C. Powers for
$183,730. Mr. Powers is an employe of
the Bermuda Department of Tourism
and Trade Development and Trade and
Mrs. Powers is a freelance writer. WLIs
is a daytimer on 1420 kc with 500 w.

Upbeat in taping
boosts NBC Coast plans

NBC, which early last year announced
a $4-million construction program at
its Burbank (Calif.) headquarters, last
week revealed plans for an additional
$1.6-million building project. The ex-
pansion is dictated by the great in-
crease in the production of video-taped
network programs on the West Coast.

The new project includes a 125-foot.
three-story addition to the existing NBC
administration building on the com-
pany’s block-square studio and office
complex in the suburban city of Bur-
bank, about 10 miles north of Holly-
wood. Also newly planned for con-
struction is a 275-seat commissary for
NBC employes, talent and production
personnel. Currently, the network’s West
Coast facilities do not include a com-
missary.

When the construction is completed
some time about mid-Sentember of this
year, it’s expected that the additional
building at the Burbank studios will
allow for the consolidation of facilities
serving NBC-owned KNBC(TV) Los An-
geles. Offices and production facilities
for the local station now are spread
throughout the studio complex.

The previously announced $4-million
construction program was completed
late last year. It included a major new
studio, a warehouse, modification of
three existing studios, an extension of
the network’s news building, construc-
tion of a new shop area, and extensions
and modifications of existing buildings
and offices.

Three regular weekly one-hour series
currently are being taped at the Bur-
bank facility. In addition, numerous
major specials are produced there. Next
season at least one more weekly series,
a comedy-variety hour to star Don
Knotts, will be coming out of the Bur-
bank lot.

FCC renewal policy is in dispute

It's cited favorably by WHDH in court appeal;
it's protested by challengers to incumbents

The FCC’s Jan. 15 policy statement on
comparative hearings involving renewal
applicants has been formally injected
into the U.S. Court of Appeals case
in which WHDH Inc. is appealing the
commission’s action in denying it a
license renewal for wWHDH-TV (ch. 5)
Boston.

But at the same time, petitions from
two diverse sources urged the commis-
sion to reconsider that policy statement,
and withdraw it. One petition was filed
by two applicants; renewal applicants
for their facilities; the other by two citi-
zens groups, Citizens Communications
Center and Black Efforts for Soul in
Television,

The two new applicants are Hampton
Roads Television Corp., which is seek-
ing the Norfolk, Va., channel 3 now
occupied by WTAR-TV, and Community
Broadcasting of Boston Inc., which,
along with another new applicant, is
seeking to supplant RKO General Inc.’s
WNAC-Tv as occupant of Boston chan-
nel 7,

WHDH, which was given court per-

mission last week to introduce the Jan.
15 statement into the proceeding, cited
the statement in support of its conten-
tion that the commission departed from
established policy in denying the WHDH
renewal application and granting the
competing application of Boston Broad-
casters Inc.

The commission’s Jan. 23, 1969,
WHDH-Tv decision rocked the industry,
since it was taken as a change in com-
mission policy that would enhance the
chances of new applicants challenging
renewal applicants for their facilities.
The decision, based on criteria devel-
oped for use in hearings involving new
applicants, said BBI was to be favored
principally on grounds of diversifica-
tion of ownership of media and inte-
gration of ownership and management;
it said WHDH's record did not merit
consideration.

The decision led to the introduction
of legislation in Congress designed to
protect licensees against challenges at
renewal time; it also led to the com-
mission’s Jan. 15 policy statement,

EXCLUSIVE LISTINGS

MIDWEST:

NORTH

Single station daytimer, in growing market near
major metropolitan city. Beautifully equipped, very
profitable. Real estate included. Price $200,000—
20% down, balance 8% ten years.

Contact George W. Moore in our Dallas office.....

—Profitable daytimer in multi-station major market.
CAROLINA: Total broadcast revenues reported for market in
1968 in excess of $3,500,000. Station has excellent
potential. Price $300,000, terms to be negotiated.

Contact Cecil L. “Lud” Richards in our Washington office.
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which sought to make it clear that
WHDH was not precedent for compara-
tive hearings involving renewal appli-
cants.

WHDH told the court last week that
the Jan. 15 statement undercuts the
commission’s decision denying WHDH's
petition for rehearing. WupH had
argued that the commission’s use of
criteria applicable to new-applicant-only
proceedings had been improper.

The statement, in which the commis-
sion said it was restating policy dating
back to 1951, holds that, in compara-
tive hearings involving renewal appli-
cants, the commission will favor the
incumbent licensee if it has a record
of having “substantially” served its area.
It also says that the commission should
not restructure the ownership of the
industry on a case by case basis, and
that a good record may outweigh pre-
ference to a newcomer on such factors
as integration. And it stresses the need
for stability in the industry.

The commission has maintained that
the WHDH case “differs in significant
respects from the ordinary situation
of new applicants contesting with an
applicant for renewal of license,” and
thus merits different treatment. The
commission has noted that because the
initial grant, in 1957, was tainted by
charges of ex parte activities on the
part of WHDH principals, WHDH's right
to a full three-year license has been
under challenge almost constantly. The
commission and BBI are certain to
make this point again, in responding
to WHDH's brief.

However, wHDH told the court last
week that “it beggars belief to suggest
that” the commission’s actions being
appealed can be read as suggesting that
WupH should have been, or was, re-
garded as a new applicant rather than
an applicant for renewal. WHDH cited
various commission orders referring to
it as a renewal applicant.

The two groups of petitioners seek-
ing reconsideration of the policy state-

39% of homes have color TV

Color television set ownership in the
U.S. has increased to 39% of all TV
households, not including Alaska and
Hawaii, it was reported last week by
A. C. Nielsen Co. Nielsen said an esti-
mated 22.6-million households had
color sets as of Feb. 1, The company
also estimated that the number of multi-
set homes, those with two or more TV
receivers each, has increased to 19.55
million homes or 33% of all TV homes.
The 22.6-million figure for color house-
holds is identical to “Telestatus” pro-
jections made by Carl Ally earlier this
month (BrRoADCASTING, Feb. 2).

ment expressed concern it would il-
legally and unfairly protect incumbent
licensees from challenges at license-
renewal time.

Hampton Roads and Community
Broadcasting said the statement has
destroyed two of the factors on which
they relied in filing their challenges.
One was the understanding that the
Communications Act limits an incum-
bent’s right to a frequency to three
years and precludes the granting of
special rights to an incumbent. The
other basis said to have been eliminated
was the belief that comparative hearings
involve the weighing of various factors,
including integration of ownership and
management and concentration-of-me-
dia control.

“The ground rules for the compara-
tive hearings to be undertaken by peti-
tioners have been drastically changed
and petitioners are faced with hearings
where a substantial advantage is given
to the incumbent merely because it is
the incumbent,” they said.

(Both applicants are represented by
the Washington law firm of Welch &
Morgan. The same firm represents
Voice of Los Angeles, which two weeks
ago cited the same changed conditions
as the basis for wishing to abandon its
effort to replace NBC’s KNBC[TV] as
occupant of Los Angeles channel 4
[BROADCASTING, Feb. 16]).

CCC and BEST, which had failed in
an effort to obtain a court order block-
ing adoption of the policy statement in
January, made the same underlying
argument they offered in their court suit
—by protecting incumbent licensees
against challengers the policy blocks the
entry of blacks into broadcast owner-
ship. The CCC-BEST petition said that
blacks hold only seven broadcast li-
censes—none of them for television—
but that blacks are represented in five of
the applicant groups now challenging
TV renewal applicants for their facili-
ties.

The two petitions also claim the
policy violates the First Amendment.
CCC and BEST say it “drastically”
reduces “the opportunity of new groups”
to enter broadcast ownership in the
face of the Supreme Court’s assertion
that the purpose of the First Amend-
ment is “to preserve an uninhibited
marketplace of ideas . . . rather than
to countenance monopolization of that
market, whether it be by the govern-
ment itself or a private licensee.” The
court made the statement in upholding
the commission’s fairness doctrine.

Both the CCC-BEST and Hampton
Roads-Community petitions also said
the policy statement was illegally adopt-
ed. They said that, whatever it is called,
the policy is in effect a rule and that
the law requires the commission to in-
vite comment from intercsted parties

before adopting rules.

The commission rejected this argu-
ment in denying an earlier CCC-BEST
petition. However, Hampton Roads-
Community said that commission eval-
uation itself was incorrect, for there
has been “a violent and shattering
change in the law” which amounts to
a change in rules.

The CCC-BEST petition asserts the
policy violates the Communications Act
by depriving new applicants of the ef-
fective right to a comparative hearing
with incumbent licensees. The petition
refers to the policy-statement provision
that a hearing examiner may halt the
proceeding and issue an initial decision
as soon as he determines the incum-
bent’s record has been “a substantial
one.”

Cable may come
to the capital

Three D.C.-area groups
have approached the city
on cable-TV franchises

CATV for the nation’s capital moved
a step closer to reality last week when
city officials began looking into methods
of letting a franchise. This activity fol-
lowed receipt of two applications for
cable TV late last month.

C. T. Nottingham, superintendent of
licenses and permits in the District of
Columbia’s department of economic de-
velopment, said that Mayor Walter E.
Woashington had expressed interest in
the establishment of CATV in the city
and had appointed a task force to de-
termine authority to issue a franchise.

The two applications were in the
form of letters announcing willingness
to initiate CATV in Washington if per-
mits were issued. One was from Capi-
tal Cable Corp., Washington, whose
directors included local business and
civic leaders, with Dr. Cleveland Den-
nard, president of the Washington Tech-
nical Institute, as president, and Brant
Coopersmith, executive director of the
American Jewish Congress, as chair-
man. It offered to provide free a num-
ber of channels for use by the city
government, schools and educational in-
stitutions, as well as to provide equal
opportunity for individuals or groups
to rent or lease channels.

The other application was from
American Tele-Systems Corp., Bethesda,
Md. (a suburb of Washington). Tt did
not list its officers or directors but the
letter was signed by John 1. Hanly, a
Bethesda, Md., businessman who at one
time worked for the National Asso-
ciation of Broadcasters.

At the end of last year a Washington
group asked the city council to estab-
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lish an ordinance for CATV. Filed by
The People Inc., a nonprofit group
organized to provide black programing
for TV, radio, motion pictures and
other media, the petition recommended
that one channel be available for lease

to the general public (BROADCASTING,
Jan. 5).

NCTA, state officials
to discuss regulations

A cable TV group is scheduled to meet
with a committee of state utility com-
missioners this week to discuss the sub-
ject of regulation.

The CATV group is the utility rela-
tions committee of the National Cable
TV Association. Its chairman is Ben-
jamin J. Conroy Jr., Communications
Properties Inc., Austin, Tex. The utili-
ties group is an ad hoc committee of
the National Association of Railroad
and Utilities Commissioners, which is
holding its executive committee meet-
ing in Washington Feb. 25-26. The
NARUC committee it headed by Recse
Taylor, Nevada, and includes Brendan
Byrne, New Jersey; Harold F. Keith,
Connecticut; Dale Saffels, Kansas, and
Archie Smith, Rhode Island. The
NCTA-NARUC groups will meet Feb.
24.

In 1966, NARUC recommended to the
states a model act placing CATV under
state utility regulation, The association
is now working on an alternative that
would define CATV not as a utility,
but would require state certification and
the establishment of service standards.
It would not authorize state commis-
sions to regulate rates.

NCTA sources emphasized that the
industry continues to oppose state regu-
lation in any form, but is willing to dis-
cuss the subject. The impetus for the
meeting is considered to have come
from the U. S. Supreme Court ruling
that held that states have the authority
to regulate CATV (BROADCASTING,
Feb. 9).

Stations back black DJ

who criticized gangs

Both ABC-owned wis-Tv Chicago and
independent wWGRT(aM) Chicago last
week stood solidly behind a black per-
sonality who spoke out on the air
against youth-gang extortion practices
and is now under constant police guard
because of threats upon his life and his
family. Wrs-Tv also posted special
guards at its studios last week.

The personality, Holmes (Daddy-O)
Daylie, a veteran Negro broadcaster in
the Chicago area, has regular disc jockey
assignments at woRT and is host of the
weekly For Blacks Only on wLs-Tv. At
both stations he has criticized criminal
elements within Chicago ghetto youth

gangs that are demanding protection
money from local merchants. He has
not named any of the gang leaders
by name nor has he named any gang,
both stations noted; thus the FCC
fairness-doctrine problems are being
avoided.

Jeff Fort, leader of the black P-
Stone Nation, appeared at wcRT last
week and demanded air time but was
refused. Gang leaders also appeared un-
expectedly at a mass meeting of black
businessmen which Mr. Daylie called
a fortnight ago to attempt to curb the
extortion racket.

Mr. Daylie owns a bowling alley and
two gas stations and has refused to pay
for protection. A guard at his bowling
alley was shot three times in the back
several days ago and customers have
been threatened.

Captain Edward Buckney, head of
the Chicago police department’s gang
intelligence unit, appeared on Mr. Day-
lie’s Feb. 21 program on WLS-TV con-
cerning the problem and said in the
last two years Chicago youth gangs have
been responsible for the shooting of
1,500 people, 200 of whom died. He
said the gangs shake down black mer-
chants as well as white.

March 16 meeting is on
CATV annual reports

The FCC has set March 16 as the date
for an informal conference to exam-
ine the Cable Television Bureau’s pro-
posals for an “annual report of CATV
systems.” All interested parties, espe-
cially representatives of the CATV and
broadcasting industries, were invited in
last week’s announcement to participate
in the conference moderated by CATV
bureau staffers in Washington.

The meeting was set to give all inter-
ested persons a chance to comment on
a questionaire being readied by the com-
mission staff. The questionnaire requires
answers concerning operations and own-
ership, as well as a financial statement,
all of which would be submitted in a
report annually on April 1 (BROAD-
CASTING, Feb, 16). A form on program-
ing originations—presently viewed as
only a one-time inquiry—will also be
discussed for possible once-a-year re-
porting. Copies of the proposed forms
are available from the CATV bureau
upon request and will be distributed for
discussion at the meeting.

Following the conference, the com-
mission said, participants will be given
20 days to file additional comments.
The commission requests that those
wishing to attend the conference sub-
mit written notification to the CATV
bureau by March 9.

The proposed revisions in the CATV
reporting form and the other proposed
forms are the outgrowth of comments
and reply comments filed in response to

the commission's notice of proposed
rulemaking which would require all
CATYV systems to file annual reports.
The reports would provide current in-
formation on such matters as the loca-
tion of systems, number of subscribers,
channel capacity, broadcast signals car-
ried, extent and nature of program
originations, and other operations con-
ducted on the systems, financial data,
ownership, and interests in other CATV
systems, broadcast media and other
business media.

Atlanta broadcasters
get black demands

All 24 stations handed
negotiable list seeking
program, job integration

Civil-rights activists who have charged
every broadcast station in Atlanta with
racial discrimination in programing
and hiring are in the process of nego-
tiating with those stations over a long,
tough list of proposed reform measures.
The list is cast as a broadcaster’s “state-
ment of policy,” but it amounts to an
enumeration of “negotiable demands,”
and spokesmen for the Atlanta black
community are asking all of the city’s
24 stations to sign it. Those who agree
to abide by all, or a substantial part,
of the statement would be pledging
both full integration in programs and
employment and special attention to
black tastes and opinions. Those who
balk at the statement will be opposed
“by all means necessary,” a black lead-
er promised last week.

The Community Coalition on Broad-
casting, in cooperation with other
civil-rights groups, is behind the state-
ment. It was one of 20 groups who
wired the FCC asking that it defer ac-
tion on the Atlanta renewals pending
completion of the negotiations over pro-
graming and hiring practices (“Closed
Circuit,” Feb. 16). The negotiations
were in full swing last week; the Rev.
J. E. Boone, co-chairman of the coali-
tion, said the results should be clear by
the middle of this week.

Rev. Boone declined to discuss in
detail how the talks are progressing,
but said that “some” stations have re-
sponded well. Small groups of civil-
rights leaders are meeting with individ-
val stations to thrash out more than
30 separate proposals designed to in-
crease the response of Atlanta stations
to black needs. The National Associa-
tion for the Advancement of Colored
People, for example, is “taking a very,
very affirmative role,” Dr. Boone said.

Will stations that fail to respond
find themselves faced with renewal
challenges or petitions to deny renewal?
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“If that's necessary,” Dr. Boone said.
“Whatever is necessary.”

“Naturally, some of these stations
want the least they can get, and we
want the most,” he said. “We'll just
have to wait and see.”

The “statement of policy” proposes
reforms in ascertainment of community
needs, employment, news and public
affairs, public-service announcements,
programing, and economic develop-
ment.

In determining community needs, the
station that complies with the statement
would agree to designate a “‘station em-
ployee with authority to act,” who
would meet with the coalition (as well
as with other representative public
groups) at least once a month. The sta-
tion would also agree to announce this

policy in a public-service amnounce-
ment once a week in prime time.

In employment, the statement would
require stations ¢o recruit and train a
“broadly representative” staff; to hire
“immediately” one black individual at
management level, who would be re-
sponsible for black-oriented program-
ing but not confined to that role; to
develop across-the-board hiring and
training programs for blacks; to hire
black women in several capacities, and
to hire “immediately” one on-camera
black newsman.

The news and public-affairs section
calls upon stations to cover events of
interest to blacks, to observe the fair-
ness doctrine, and to “appoint one full-
time black employe with authority to
receive and handle requests for news

Rand conclusions assailed again

Both Carlisle of NAB and Harris of AMST
explain why TV is ‘free’ compared to CATV

Broadcast spokesmen last week returned
to the attack on the Rand Corp. report
on CATV, by economist Dr. Leland
Johnson, which suggested that all re-
strictions be removed from cable TV
but that in return CATV be made liable
to copyright payments for all programs
it uses (BROADCASTING, Feb. 2).

Both William Carlisle, vice president
for television of the National Associa-
tion of Broadcasters, and Jack Harris,
KPRC-TV Houston, who is president of
the Association of Maximum Service
Telecasters, renewed their criticism of
the report and Dr. Johnson's comments,
contained in a Feb. 12 letter to Mr.
Carlisle.

In that letter, Dr. Johnson iterated
statements in his report that (1) re-
quiring CATYV systems to pay full copy-
right royalties in return for no restric-
tions on the use of distant signals would
not result in unlimited importation, (2}
there is nothing unique about one seg-
ment of an industry competing with
another segment (e.g., scrap-metal
dealers with steel producers, or used-
car dealers with new-car sellers) as long
as both pay the market price for the
products they use, and (3) that the use
of the word “free” for broadcast tele-
vision was a misnomer.

Dr. Johnson noted again that cable-
TV growth undoubtedly will have an
effect on broadcasting, but, he added,
broadcasters “will have to work harder
and adjust more quickly, much as thea-
ter owners and radio-station operators
had to learn to live with ‘free’ televi-
sion when it emerged a couple of dec-
ades ago. . .."

He concluded his letter by foreseeing
the possibility that although many TV
stations might suffer economically from

CATYV, there are some stations “highly
valued” by cable-TV operators that
might actuvally increase their profits.
And, he said, new stations may come
on the air because cable-TV systems
will help share the cost of programing.

To these points Mr. Carlisle replied
that broadcasters will continue to use the
term “free” to describe over-the-air TV
and he characterized CATV as “para-
sitic.”

“Without free, over-the-air TV,” he
said, “there would mever have been
CATV and there would not now be
CATV....”

In defending his use of the word

Media notes:

New consuliancy = Donald A. Perry,
president of Consolidated Communica-
tions Corp., has formed Donald Perry
and Associates Inc., Newport News,
Va. The new firm will specialize as a
consultant in CATV franchising, brok-
erage and marketing. Mr. Perry indi-
cated plans call for the opening of a
Washington office within 90 days.

Tax relief a A subcommittee of the
House District Committee last week ap-
proved a bill to give the International
Telecommunications Satellite Consorti-
um immunity from District of Columbia
taxes. The tax relief for Intelsat was
originally proposed by the State Depart-
ment and subsequently endorsed by the
D. C. government, which noted that its
tax losses from the proposed move
would be minimal. The bill (H.R. 14982)
would grant immunity to Infelsat “and
any successor organization thereto.”

coverage and public-service announce-
ments from the black community.” It
would also establish new programs on
the specific problem of poverty, what
is being dome about it, and what poor
people can do to help themselves: “Pro-
grams should provide a vehicle of self-
expression for the poor, as well as for
officials who provide services.”

Among other proposals: a regularly
scheduled local prime-time program, at
least monthly, to be directed and pro-
duced by blacks and to include blacks
“in all areas of program production™;
full participation by black children in
all children’s programing; a program of
providmg free advertising for “‘emerg-
ing black-owned-and operated business-
es,” and a black member of the station’s
board of directors.

“free,” Mr. Carlisle commented: “True,
whether for free TV or CATV one has
to buy and maintain receiving equip-
ment, but beyond that no family has to
buy advertised products in order to see
programs. They must pay a monthly fee
to watch TV if they receive it by cable.
For many families, that is a very sub-
stantial difference between ‘free’ TV and
CATV.”

Mr. Harris termed Dr. Johnson's sug-
gested solution to the distant-signal sit-
uation “extremely naive. . . . There is
every reason to believe,” he said, “that
big, well-established stations in huge
metropolitan markets like New York,
Chicago and Los Angeles would ab-
sorb a large part, if not all, of the cost
of obtaining copyright clearances for
CATYV distribution of their signals in
other, smaller markets. . . .”

Using Dr. Johnson's argument that
competitive marketplace forces should
decide, Mr. Harris called on Dr. John-
son to also support elimination of re-
strictions on network option time, mul-
tiple-station ownership, and the use of
translators.

Mr. Harris also took issue with Dr.
Johnson’s analogies. “The question is
not one of permitting scrap-iron dealers
to compete with the iron-ore mining and
smelting industry . . .,” he said, “rather
it is whether U.S. Steel should be al-
lowed to deal with scrap-metal opera-
tors in a way which will destroy smaller
iron-ore and smelting companies.”

The AMST chairman also took strong
issue with Dr. Johnson’s objections to
the term “free television.” The cost of
a TV receiver, Mr. Harris noted, bears
practically no relationship to the use
and benefits of television programs.
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FCC to look at line-cost pass-ons

What effect they might have on overcommercialization
is reason for closed-door meeting with CBS, NBC

In a step reflecting its increased con-
cern with commercialization in radio
and television, the FCC last week offi-
cially embarked on an investigation of
new TV network-affiliate agreements
on absorbing hikes in AT&T intercon-
nection charges.

So that it may be “accurately and
fully informed” about the agreements,
the FCC last week invited NBC, CBS
and Westinghouse to appear before the
commission in a closed meeting sched-
uled for March 13, ABC was invited
to attend the meeting “informally.”
Westinghouse had protested the CBS
and NBC plans.

The commission asked the networks
to provide before March 2 “a full state-
ment concerning these new arrange-
ments, the background to their formu-
lation, their impact on the public in-

terest, and any other information
which you deem pertinent.”

“We would appreciate your describ-
ing in detail the discussions and negotia-
tions (including any negotiations or
contacts with any other networks or
their reprcscntatives) which led to the
plan, and the matters which were con-
sidered in its formulation,” the com-
mission added.

Commissioner Nicholas Johnson asked
the networks to supply “precise figures”
indicating trends during the last 10
years on the number of commercial
minutes carried per hour, number of
nonprogram minutes per hour, number
of program interruptions per hour,
number of commercial announcements
per hour and allocation of revenue be-
tween network and affiliate.

NBC-TV reached an agreement with
its affiliates last November providing
for the affiliates’ absorbing almost half
of the network’s $7.4-million increase
in line charges in the first year and
about 81% after that. In return, the
network agreed to provide more break
time for station sales, effective Jan. S,
1970, and to defer assessment of affili-
ates for their share of the AT&T in-
crease until March 1, 1970.

CBS-TV affiliates, in an agreement
reached last December, are to share
the network’s $6.8-million increase by
taking a 6.5% reduction in compensa-
tion by the network, effective Feb. 1,
but would get extra selling time effec-
tive Jan. 4. ABC-TV has agreed to
absorb its entire estimated $5.8-million
increase for at least the first year.

More listeners added
to radio’s audience

Radio listening across the country in-
creased by an approximate 5% from
the fall of 1968 to the spring of 1969,
according to the results of the third
syndicated RADAR study released Jast
week.

Brand Rating Research Audience
Studies Inc., New York, which con-
ducted RADAR’s studies in the fall of
1968 and the spring of 1969, said
Americans listen to radio at the rate of
nearly three billion person-hours each
week. More than one billion of this to-
tal represents listening to the 1,727 sta-
tions affiliated with the national net-
works, while the remainder describes
listening by the nonaffiliated, independ-
ent stations.

The latest RADAR study indicated
that almost 141 million listeners
(93.1% of the total population 12 years
and over) average slightly less than 21
hours of radio usage per week. On an
average day, radio reaches 76.8% of
the total 12 and over population, the
study states.

RADAR (Radio’s All Dimension
Audience Research) is supported by the
ABC, CBS, Mutual and NBC radio
networks and a number of leading
advertising agencies.

AWRT turns to campuses

In an effort to encourage high school
and college students to enter the com-
munications field, the American Women
in Radio and Television is launching
projects to establish affiliated organiza-

tions on campuses and to conduct
broadcast career clinics. Rose Blyth
Kemp of the California Institute of
Technology, Pasadena, is chairman of
the campus enlistment project, titled
College Women in Broadcasting. Flor-
ence M. Monroe, New York City Board
of Education, will head the career
clinics campaign.

Senate commerce unit
to eye CATV, satellites

The Senate Commerce Committee will
get the $759,000 it wanted for 1970.
The Senate last week approved that
request along with all other committee
budget resolutions for the coming year.

The committee had $625,000 to work
with in 1969, but asked for more this
year to permit “moderate growth in its
professional staff.”

In a report that outlined its activity
during this Congress, the committee
promised close scrutiny of the CATV
and domestic-satellite questions. It also
said further consideration will be given
to proposals that would provide re-
duced-rate broadcast time for political
candidates, “with a view toward possi-
bly recommending legislation to the
Senate in time for the Congress to act
for the general elections this year.”

Despite a flurry of interest in the
political-broadcasting issue during the
last session, no one really expects this
Congress to legislate reduced rates for
politicians.

Also approved last week: $132,000
for the Senate Copyright Subcommittee,
$643,500 for the Antitrust and Mono-

poly Subcommittee, and $246,000 for
the Administrative Practice and Pro-
cedure Subcommittee.

Red Barber in line-up
for the NAB convention

A voice from broadcasting’s past, that
is still very active, and a discussion of
the future as it involves the black com-
munity will be highlights on the radio
programs planned for the National As-
sociation of Broadcasters 48th annual
convention April 5-8 in Chicago.

The voice of history, the veteran
sportscaster, who still airs 15 sports-
casts a week, will be Walter Lanier
(Red) Barber, of weBs(aM) Miami.

“The Old Redhead” will speak on
the broadcaster’s role in his community
and the dependence of listeners on his
efforts at the April 7 morning session.

The panel discussion, following Mr.
Barber’s talk, will examine what is
being accomplished in drawing black
Americans into the mainstream of the
radio business.

Moderator for the panel will be Sam
Jones, executive director of the Urban
League, Indianapolis.

Panelists are: Alvin Dixon, National
Association of Television and Radio
Announcers; Stanley Gortikov, presi-
dent, Capitol Industries Inc., Holly-
wood; Ken Knight, woss(am) Jackson-
ville, Fla.; Gregory H, Moses Jr., James
Brown Broadcasting Co., New York,
and Howard Sanders, Howard Sanders
Advertising/Public Relations Ltd., New
York. All except Mr. Gortikov are
black.
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Gannett, Federated
in $52-million merger

Gannett Co., Rochester, N. Y., group
broadcaster and owner of 34 daily
newspapers in six states, is expand-
ing still further into newspaper owner-
ship. It announced last week it has
agreed in principle to merge with Fed-
erated Publications Inc., Battle Creek,

Mich., in a stock transaction valued at
over $52 million,

Federated publishes newspapers in
four states—the Barttle Creek Enquirer
& News and the Lansing State Journal,
both Michigan; the Lafayette Journal
& Courier and Marion Leader-Tribune
Chronicle and Chronicle-Tribune, both
Indiana; the Boise Idaho Daily States-
man, Idaho Evening Statesman and
Idaho Sunday Statesman; Bellingham
Herald, and Olympia Olympian, both

Washington.

Under the terms of the transaction,
which is subject to approval by direc-
tors and stockholders of both com-
panies, Gannett will exchange one half
of a share of its common stock and
one fifth of a share of a new $3.55
cumulative voting preferred stock (each
share of which is convertible into four
shares of Gannett common) for each
share of Federated. Assuming full con-
version of the preferred, Federated

The Broadcasting stock index

A weekly summary of market activity in the shares of 96 companies

associated with broadcasting.

Approx. Total Market
Shares Capitali-
Stock Ex Closing Closing Closing 1969-70 Out zation
symbol change  Feb, 18 Feb, 12 Feb. 5 High Low (000) (000)

Broadcasting
ABC ABC N 3514 355¢ 34 39y 334 4,888 166,192
Atlantic States Ind. o] 53 53¢ 514 1544 514 1.789 10,287
Capital Cities CCB N 354 314 28% 3784 26 5,803 189,210
CBS CBS N 4414 43y 44 5914 4184 26,129 1,142,360
Corlnthian CRB N 3084 3014 28% 7Y 20 3,384 107,442
Cox COX N 21% 2034 21 59 21 2,893 130,908
Gross Telecasting GGG A 16 16%4 16 24% 1414 805 12,880
Metromedia MET N 1834 18% 17 53%4 16%% 5,603 91,049
Pacitic & Southern o] 14 18 20 26%4 13% 1,635 35,153
Reeves Telecom RBT A 734 8 884 353 7% 2,253 19,714
Scripps-Howard o] 2044 2084 2034 314 204 2,589 55,634
Sonderling SDB A 293 298¢ 2534 4714 2534 985 26,595
Starr Broadcasting o] 17 1634 18 184 6} 338 6,169
Taft TFB N 254 25 25¥% 434 25 3,585 90,916

Total 62,680 § 2,084,509
Broadcasting with other major interests
Avco AV N 21y 2284 23 4934 214 13,462 297,779
Bartell Media BMC A 1034 1134 1234 22y 8% 2,292 27,137
Boston Herald-Traveler 0 42 42 43 71 27 574 22,960
Chris-Craft CCN N 937 8% 9 2434 8% 3,450 31,050
Combined Comm. o] 1344 1434 134 16 8% 1,798 26,071
Cowles Communications CwL N 756 8 84 17% 7 3,969 34,729
Fuqua FQA N 217 2284 22% 47 21%% 5,219 116,123
Gannett GCI N 28 27% 274 29% 24% 7,117 195,718
General Tire GY N 19% 17%% 18 345¢ 7% 17,914 335,888
Gray Communications &) 63 624 6% 123 6% 475 3,444
Lamb Communlications o] 4y (374 414 10 3% 2,650 13,913
Lee Enterprises o] 2°Y 2034 20 25 1514 1,956 41,586
Liberty Corp. LC N 2034 1934 17% 243 14 6,734 119,688
LIN o} 934 9% 9l 3214 73 2,174 22,827
Meredith Corp. MDP N 324 32% 33 5934 314 2,781 93,442
Outlet Co. oTU N 155¢ 1644 1634 3084 15 1,366 21,162
Plough Inc. PLO N 8344 814 7654 85 5714 7,892 645,171
Post Corp. o3 1434 1534 1514 40 1434 713 11,408
Rollins ROL N 39% 39% 33% 4234 303 8,016 301, 402
Rust Craft RUS A 26%% 2514 26%4 38% 2474 1,168 31,536
Storer SBK N 23%% 25 21 62 19 4,221 117,513
Time Inc. TL N 324 29 314 10034 29 7,241 238,953
Trans-National Commun. [+ 2 1% 2 1134 2 1,000 2,750
Wometco WOM N 19 19 18 23%% 16724 5,583 100,494

Total 108,845 $ 2,852,217
CATY
Ameco ACO A 1244 112% 1434 1684 7Y 1,200 17,400
American TV & Comm, o] 2114 2044 1934 224 935 1,775 36,831
Cablecom-General CCG A 1334 1434 14% 27% 8y 1,605 26,483
Cable Information Systems o 214 214 284 5 2 955 2,149
Citizens Finance Corp. CPN A 3934 148¢ 15)¢ 39% 1154 969 16,589
Columbia Cable (o] 15 154 15Y% 173 93{ 900 13,275
Communications Properties (o] 814 8% 934 1734 4y 644 5,384
Cox Cable Communications (o] 22% 2134 214 3% 1134 3,550 74,550
Cypress Communications (o] 17% 1634 1414 23 1014 854 13,237
Entron A 53¢ 584 6 10% 2 607 3,642
General Instrument Corp. GRL N 18%¢ 20% 22%4 4314 1884 6,028 133,339
H & B American HBA A 2634 2654 24Y4 38% 11% 5,016 134,629
Sterling Communications [0} 4% 63 634 1034 414 500 3,000
Teleprompter TP A 1143% 10934 99 1334 46 1,007 114,919
Television Communications o] 134 1314 14 203 10 2,654 43,791
Vikoa VIK A 1134 1334 16%% 354 113 1,815 35,393

Total 29,435 § 674,611
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shareholders would receive 1.3 Gannett
common shares for each of their Fed-
erated shares.

Federated has 1,453,348 shares held
by over 750 stockholders. The transac-
tion would require Gannett to issue
726,674 shares of its common stock and
290,670 shares of the new preferred.
Assuming this conversion, the deal
would be worth $52,193,404 based on
a Feb. 16 closing price of $27.625 of
Gannett common stock on the New
York Stock Exchange.

Shareholders of both companies will
meet in May to consider the proposed
transaction. Negotiations on behalf of
Federated were handled by Vincent J.

Manno.

Federated's stock is traded over the
counter, Its 1969 net earnings amounted
to $2.61 million or $1.80 per share on
revenues of $29 million.

Gannett, which also owns a Geneva,
N. Y., CATV system and a Clermont,
Que., newsprint mill, reported record
revenues and net income for the year
ended Dec. 28:

1969 1968

Barned per share $1.37 $1.21

Revenues 148,986,668 123,738,688

Net income 9,751,422 8,624,451
Average shares

oustanding 7,110,893 7,103,559

Note: 1969 net income does not include
extraordinary gain of $313,880 net of taxes,
or 5 cents per share.

Kinney reports record
quarter, TV emphasis

Warner Bros. intends to step up its tele-
vision production activities this year
and is completing agreements with sev-
eral well-known TV producers-direc-
tors, Ted Ashley, president, told stock-
holders of Kinney National Service Inc.,
New York, during its annual meeting
last week. Warner is a subsidiary of
Kinney.

Mr. Ashley noted that on prime-
time network TV this season, Wamer
is represented by only one series, The
FBI. He reported that writer-producer

Approx. Total Markel
Shares Capitali.
Stock Ex- Closing Closing Closing 1969-70 Out zation
symbol change Feb.19 Feb. 12 Feb, 5 High Low (000) (000)
Programing
Columbia Pictures CPS N 23 2214 2324 42 22% 5,882 150,579
Disney DIsS N 15584 151 143% 15534 6924 4,469 639,067
Filmways FWY A 13 1334 13 38%% 13 1,492 21,425
Four Star International [+ 2% 284 234 10 274 666 1,998
Guif and Western aw N 18 17 174 503§ 163¢ 16,426 281,213
Kinney National KNS N 30% 29 27% 3934 19 5,940 168,458
MCA MCA N 21% 214 22 4434 18% 8,297 186,683
MGM MGM N 22% 214 23y 4434 21% 5,801 126,172
Music Makers Group o] 7 7 8 15% 7 589 4,712
National General NGC N 15 163 1544 4634 15 4,539 68, 630
Transamerica TA N 203 2034 21 3834 203 61,869 1,314,716
Trans-Lux TLX A 184 17% 17 583 17% 1,020 18,197
20th Century-Fox TF N 16 151 153 413 14%% 8,169 136,831
Walter Reade Organization o 634 634 614 1634 634 2,342 31,617
Wrather Corp. wCo A 93¢ 934 834 103 Y 2,161 19,549
Total 120,473 $ 3,168,747
Service
John Blalr BJ N 22% 22% 21 28 17% 2,667 56,674
Comsat CcQ N 44 44 42 6074 38 10,000 382,500
Creative Management (o] 134 14 13% 2034 834 1,020 14,535
Doyle Dane Bernbach [+] 1934 194 1914 33 1734 2,104 46,288
Foote, Cone & Belding FCB N 104 10 104 153§ 10 2,149 24,176
Grey Advertising [+] 114 1134 113 183§ 1134 1,183 14,247
Movielab MOV A 554 614 6 1414 584 1,407 9,146
MPO Videotronics MPGC A 85¢ 9314 934 2254 7% 548 4,521
Nielsen (o} 42 38 38 42 28% 5,240 198,376
Oglivy & Mather 4] 20 19 183¢ 35 1534 1.090 22.890
PKL Co. PKL A 934 934 10 3034 9 739 7,540
J. Walter Thompson JWT N 29% 30 30 36 29% 2,778 86,451
Wells. Rich, Greene (o) 12 123 134 184 7% 1,601 11,783
Totatl 32,506 $ 879,127
Manufacturing
Admiral ADL N 113 1134 1214 21% 1134 5,150 63,654
Ampex APX N 3954 413 3934 497 3214 10,826 469,655
CCA Electronics (o] 414 434 4% 64 434 800 3,600
Conrac CAX N 24% 2334 25 5934 2434 1,249 29,3582
General Electric GE N 6914 70 6974 983 6944 91,025 6,667,594
Harris:Intertype HI N 65 634 6154 803 6134 6,350 399,609
Magnavox MAG N 31Y% 31y 30% 56% 303 16,561 567,214
kLYl MMM N 1083¢ 103% 10034 1183 94 54,521 5,615,663
Motorola MOT N 128 12234 122 166 1023 6,649 902,602
RCA RCA N 3044 293 3034 4834 2934 62.773 1,920,854
Reeves Industries RSC A 4 414 41 10% 334 3,443 13,221
Visual Electronics VIS A 734 7% ¥ 37 7 1,357 9,499
Westinghouse wXx N 6134 5974 5714 714 5334 39,304 2,112.590
Zenith Radio ZE N 33y 31% 3034 58 3014 19,020 618,150
Total 317,771 $19,303,905
Grand total 671,710 $28 ,662,066
Standard & Poor Iindustrial Average 87.76 86.73 85.90

N-New York Exchange
A-American Stock Exchange
0-Over-the-Counter (bld price shown)

Shares outstanding and capltalization as of Jan. 29
Over-the-Counter bid prices supplied by Merrill
Lynch, Pierce, Fenner & Smith inc., Washington.
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FOUR ADVERTISING
OPPORTUNITIES TO NAB
N.A.B.-GOERS—

and practically everyone else of
importance in broadcasting

Each issue will have a distribution over 41000.

—— e,
Broadcasting Broadeasting

Pre-Convention Convention
| March 30 April 6

What's on tap W  What's happening |




Broadcasting, as usual, will cover the
annual NAB Convention with the largest

staff in the field.

No individual who attends, no matter how
hard he works, can possibly cover all the
meetings and exhibits. He'll discover what he
missed—in Broadcasting.

Anyone who doesn’t attend will discover
what he missed—in Broadcasting.

Everyone who markets a service, concept,
or product of potential interest to the pros in
radio and television will find compelling
reasons to be represented in Broadcasting,
especially in one or more of the NAB
Convention issues.

There’s a 3,000 bonus for the Convention issue.

Regular rates apply.

... =
Bmadnastmg

NSMISERTERL Y OF TELEVISION AND

Post Convention
April 13

What happened

To reserve space, please get in touch with
one of our advertising representatives.

Washington 20036
Maury Long, 1735 DeSales Street, N.W.
Phone 202-638-1022

New York 10022
Warren W. Middleton, Eleanor Manning, Gregory Masefield,
444 Madison Avenue Phone 212-755-061

Chicago 60601
Byrne O'Donnell, 360 N. Michigan Avenue
Phone 312-236-4115

Hollywood, Galifornia 80028
Bill Merritt, 1680 N. Vine Street
Phone 213463-3148

Broadeasting

Post Convention’
April 20

What happened
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Paul Monash was signed recently to a
long-term program-development con-
tract and said the company is in the
process of completing similar agree-
ments with producers Hal Kantor,
Richard Allan Simmons and Rod
Amateau.

He advised stockholders that since
last July, when Kinney purchased War-
ner Bros., the new management has
effected savings of approximately $5
million through economies in both the
motion picture and TV operations,

Board Chairman William V. Frankel
said Kinney showed a record net in-
come in its first fiscal quarter ended
Dec. 31:

1969 1968
Earned per share §0.50 $0.42
Revenues 122,813,000 120,482,000
Net income 8,671,000 7,075,

Billings rise puts WRG

at $100-million level

Wells, Rich, Greene, New York, re-
ported last week that billings for 1969
rose 45% to $77,371,000 in fiscal 1969.
New accounts added during the year
were Samsonite Iuggage and Royal
Crown Cola. The agency is currently
billing at the rate of $100-million an-
nually.

For the fiscal year ending Oct. 31,
the agency reports earnings increased

41.7% and operating revenues rose
45% while net income gained 84%:
1969 1968
Earnings per share $1.02 $0.72
Gross bilings 371,000 53,299,000
Operating revenues 11,751,300 8,104,000
Net income
before taxes 2,856,100 2,050,900
Net income 1,586,700 861,000
Shares outstanding 1,555,216 1,191,898

Company reports:

Ampex Corp., Redwood City, Calif,
broadcast equipment manufacturer, re-
ported earnings for the nine months
ended Jan. 31:

1970 1969
Earned per share §1.06 $0.97
Revenues 229,601,000 207,594,000
Net income 11,444,000 9,620,000
Shares outstanding 10,837,372 9,967,677

Times Mirror Co., Los Angeles, parent
of The Los Angeles Times and of re-
cently formed cable TV firm, TM Com-
munications Co., and whose acquisition,
through merger with Times Herald
Printing Co., Dallas, of KRLD-TV Dallas-
Fort Worth, still awaits FCC approval,
reported net income and revenues

reaching record highs in the year
ended Dec. 31:

1969 1968
Earned per share §2.15 $1.90
Revenues 396,000,000 363,000,000
Net income 27,800,000 24,500,000

Notes: 1969 net Income does not Include
extraordinary item of $4.6 million or 36
cents per share.

Cowles Communications Inc.,, New
York, publisher and group broadeaster,

anncunced omission of its quarterly
dividend and reported an increase in
revenues but a decline in net income for
the year ended Dec, 31:

Earned per share

($0.47) {$0,22)
Revenues 171,176,000 167,221,000

Net income (1,883,000) (888,000)
Average shares
outstanding 3,968,587 3,968,587

Doremus & Co., New York-based ad-
vertising agency, reported record bill-
ings and an increase in net income for
the year ended Dec. 31:

1969 1968
Earned per share §1.08 31.04
Gross billings 43,460,000 36,519,000
Net income 457,000 447,000

Note: Figures are restated to include di
Russo Advertising Inc., which was acquired
as a pooling of interests.
MPO Videotronics Inc., New York,
television commercial and audio-visual
communications producer, reported in-
creased earnings for the fiscal year
ended Oct. 31:

1969 1968
Earnings per share $0.64 $0.43
Sales 17,138,736 16,516,334
Earnings after taxes 353,163 229,142
Post Corp.,, Appleton, Wis.,, group
broadcaster and newspaper owner, re-
ported 13% increase in revenues and
20% increase in net income for the
year ended Dec. 31:

1969 1968

Earned per share $1.24 $1,19

Net revenues 10,854,212 9,642,625

Net Income 924,952 756,112
Average shares

outstanding 729,623 713,123

BroadeastAdvertising

Whose figures to believe?

ARB says recalculation confirms lost homes;
new study finds more differences with Nielsen

The seeming impasse between televi-
sion representatives and American Re-
search Bureau officials over declines in
TV viewing levels shown in ARB’s new
market reports (BROADCASTING, Feb.
9, 16) appeared to move at least slight-
ly off dead center last week,

A meeting between spot-TV and
ARB authorities in New York Thurs-
day (Feb. 19) reportedly satisfied most
if not all of the TV participants that
ARB was making a sincere effort to
find out why homes-using-television
levels were down in so many of its
reports, even if it did not prove to
them that viewing was in fact down.

Participants also said the ARB rep-
resentatives showed a willingness to
consider proposals that reps and others
have made for “improvements” in the
formats of the reports, and specifically

agreed to make every effort to restore
metro ratings and share figures to all
sections of the ARB March reports.

The only condition ARB authorities
put on their agreement to restore these
figures—which were omitted from some
sections of the current reports—was
that doing so must not delay publica-
tion of the reports, according to par-
ticipants. If to restore the metro rat-
ing and share figures in all sections
would hold up delivery of the March
books, ARB indicated, the restorations
would be made in subsequent books.

As for proposals for other changes
in content and format of the reports—
including suggestions that the reports
be issued in two sections—the ARB
representatives were quoted as saying
they would consider them all.

As to lower HUT levels shown in

ARB’s November 1969 reports, ARB
reportedly stressed that it has repeated-
ly re-examined its data and its com-
puter program and has been able to
find no flaws to account for the wide-
spread HUT declines shown in these
reports as compared with those for
November 1968. When individual mar-
ket data was run on both the 1968
system and the new one in use in and
since November, ARB officials main-
tained, the results were the same.

One participant in last Thursday’s
meeting said afterward that “we felt
they did examine the data and look for
flaws in the system and didn’t seem to
find any.” Bxcept for that and “their
assurance that they weren’t sitting on
their haunches,” however, he felt the
meeting  “accomplished  absolutely
nothing."”

“We still just don't believe that view-
ing is down,” he added. “Now it's a
question of whom do you believe.”
The =allusion was to the Nielsen Station
Index (NSI), an ARB competitor,
whose November measurements showed
HUT losses in substantially fewer mar-
kets and gains in more than did ARB's,
and to the Nielsen Television Index, a
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national service, which has been show-
ing gains in viewing.

Another participant said the meeting
solved ‘“no big problems” regarding
HUT, but he was more hopeful it
would lead to further joint discussions
that, in time, would result in better
understanding—and better resolution of
differences—between broadcasting rep-
resentatives and ARB.

Although a number of reps and
broadcasters have made individual visits
to ARB to review its data and confer
with officials, last week’s was the first
known “meeting” of its kind since the
current controversy broke. And it was
a small meeting.

TV participants were said to have
included Cris Rashbaum of Harring-
ton, Righter & Parsons, Dan Denenholz
of The Katz Agency and Harvey
Spiegel of the Television Bureau of
Advertising. ARB was represented pri-
marily by Robert Owens, William
Shafer and R. R. Ridgeway, although
President Peter Langhoff was also on
hand at the outset but had to leave for
another engagement.

Although Mr. Rashbaum is chairman
and Mr. Denenholz a member of the
TV Research Committee of the Station
Representatives Association, which has
formally protested that in both form
and content the new ARB reports
created “consternation” (BROADCAST-
ING, Jan. 19), the meeting was de-
scribed as one involving individuals
and as “definitely not an SRA meet-
ing.”

Earlier in the week, a new analysis
of the ARB reports added weight to
prior contentions that they show far
more widespread HUT losses—and
generally bigger ones as well—than do
NSI reports.

The analysis, by Katz Television and
covering all 62 markets where there are
Katz-represented stations, showed that
in terms of total homes viewing from
9 a.m. to midnight, for example, ARB
reported 12 markets with HUT levels
up or unchanged and 50 markets with
declines, compared with November
1968, while NSI reported 35 markets
up or unchanged and 27 markets down
from NSP's November 1968 figures.

Taking the analysis a step farther,
Katz said that in 33 markets NSI and
ARB agreed on the “direction” of the
change—that is, they agreed on nine
markets as being unchanged or up to
some extent and on 24 as being down
to some degree—but that among the
others, ARB showed as down 26 that
NSI showed as up, and ARB showed
as up or unchanged only three that
NSI reported down.

The Katz study made similar analyses
of the 62 markets in terms of four
other dayparts—noon to § p.m., 5-7:30

Network TV up $149 million in '69

Gains in nighttime billings biggest factor
in surpassing previous year by 9.6%

Network-television billings in 1969
totaled $1,697,420,500, up 9.6% from
the 1968 figure, according to estimates
being released today (Feb. 23) by the
Television Bureau of Advertising.

The estimates, covering net revenues
from sales of time and programing, are
compiled for TvB by Broadcast Ad-
vertisers Reports.

CBS-TV’s billings for the year totaled
$650,891,100, NBC-TV’s $601,591,400
and ABC-TV’s $444,938,000, according
to the TvB/BAR estimates.

December billings by the three net-

NETWORK TELEVISION TIME AND PROGRAM
BY DAY AND BY NETWORK {(add 000)

works came to an estimated $171,059,-
800, a gain of 6.5% over December
1968.

Nighttime sales showed the greatest
dollar gains for both the year (up
10.8% ) and December (up 8% ). Day-
time sales as a whole gained 7.2% for
the year and 3.5% for December, but
Saturday and Sunday afternoon sales
were up 11.5% for the year as against
only 1.3% for December. The higher
rate of increase for weekend daytime
was attributed to 1969’s having one
more weekend day than 1968.

BILLING ESTIMATES

Dec. Dec. % Jan..Dec. Jan.-Dee. %

1968 1969 Chg. 1968 1969 Chg.

Daytime $ 54,501.8 § 56,427.7 +3.5 § 506,393.1 § 542,900.7 4+ 7.2

Mon.-Fri. 29,357.3 30,954.3  +5.4 348,450.2 366.817.5 4 5.3

Sat.-Sun. 25.144.5 25.473.4  +1.3 167,942.9 176,083.2  +11.5

Nighttime 106,137.0 114,632.1  +8.0 1,041,711.6  1,154,519.8 +10.8

Tota) $160,638.8 $171,059.8  +6.5 $1,548,104.7 §1,697,420.5 4 9.6

ABC cBS NBC Total

Jan. $37,044.6 $56,289.5 $56,790.1 $150,124.2
Feb. 38,408.0 50,452.9 49,184.0 138,044.9
March 41,552.8 53,035.1 52,308.5 146,89%.4
April 36,284.3 §3,770.5 49,952.9 140,007.7
May 31,762.4 47,19.1 47,835.6 126,794.1
June 29,956.1 44,078.8 39,736.4 113,771.3
Juty 26,929.6 39.341.3 36,592.9 102,863.8
Aug. 28,814.8 40,227.8 36,017.1 105,059.7
Sept. 365,427.5 49,458.5 50,898.9 135,784.9
Oct. 47,351.5 69,862.7 66,603.1 183,817.3
Nov. 49,493.7 73,337.2 60,365.5 183,196.4
Dec. 41,912.7 73,840.7 55,306.4 171,059.8

Source: Broadcast Advertisers Reports (BAR),

p.m., 11:30 p.m. to 1 a.m. and 7:30-
11 p.m., all EST—and in those, too,
ARB tended to show more “down”
markets and fewer “up” markets than
NSIL

This was also true when the markets
were examined for percentage of gain
or loss—0-5%, 5-10% or over 10%.

The area of closest agreement be-
tween ARB and NSI appeared to be
in the late-night period from 11:30
p-m. to 1 a.m.—an area that has figured
in considerable speculation as being
specially vulnerable to HUT attrition,
now that all three networks have talk
shows competing head to head.

For this period, according to Katz,
ARB reported HUT down in 51 mar-
kets and up in 11, while NSI reported it
down in 47 and up in 15. In percent-
ages, ARB’s figures showed 35 markets
with HUT down by more than 10%,
12 down by 5-10% and four down by
0-5%. Comparable figures from the
NSI reports were 22, 15 and 10.

In that time period, ARB and NSI
reports agreed on 43 markets as being
down to some extent and on seven as
being up to some extent or unchanged

from 1968. Of the 12 others, four were
reported down by NSI but up or un-
changed by ARB, and eight were down
in ARB figures but up or unchanged
in NSI's.

For prime-time hours, ARB showed
HUT levels up in 20 markets and down
in 42, while NSI reported gains in 43
and declines in 19, according to the
Katz study.

Marketing firm is founded

Marketing Intercontinental, a division
of Haug Associates Inc., has been
formed, and Robert L. Eskridge, former
vice president for marketing of Carna-
tion Co.'s international division, ap-
pointed president of the new company.
Marketing Intercontinental will handle
new-product and marketing functions
for client companies. For larger clients,
Marketing Intercontinental expects to
take on internal-diversification assign-
ments. The new firm is located at 1545
Wilshire Boulevard, Los Angeles 90017.
Haug Associates, the parent company,
is a marketing, consulting and research
firm and is affiliated with Roper Re-
search Associates, New York, and In-
ternational Research Associates.
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Networks defend antitobacco spots

But Kentucky growers study possibility
of filing second suit asking damages

Attorneys for Kentucky tobacco farmers
suing the three networks over anti-
smoking messages last week were study-
ing the replies by ABC, CBS and NBC
to determine whether a second suit—
asking for damages—will be filed.

The networks’ replies, quoting FCC
fairness rulings, defended the mes-
sages and denied all allegations made
by the farmers in their suit, filed in
Lexington last Dec. 19 (BROADCASTING,
Dec. 29, 1969 et seq.). The farmers are
not questioning the obligation of the
networks to broadcast anti-smoking
messages, but are asking that the scope
of the messages’ claims be reduced.

Specifically, the farmers charge “there
is no scientific evidence of any causal
connection between cigarette smoking
and lung cancer, heart disease, tuber-
culosis and bronchial or respiratory
disorders.” The farmers’ suit, accord-
ingly, asks that each of the three net-
works “be permanently enjoined from
broadcasting . . . statements or pic-
tures in words or substance either di-
rectly or by innuendo the message that
‘cigarettes will kill persons who smoke
them.” ”

The farmers charge that failure of
the networks to discontinue such mes-
sages would “inflict irreparable harm
upon the named plaintiffs, . . . will
curtail if not destroy the market for
cigarettes and for the tobacco grown

. and adversely affect and reduce
the value of the lands. . . .”

The networks, in their replics, cited
several FCC and court rulings uphold-
ing their obligation to broadcast anti-

smoking messages. First cited was the
June 2, 1967, FCC ruling in the case
of wces-Tv New York, reaffirming the
obligation to present the other side of
cigarette smoking, namely, “. . . that,
however enjoyable, such smoking may
be a hazard to the smoker’s health”
( BROADCASTING, June 12, 1967 et seq.).

NBC and CBS, in their replies, went
further, quoting the FCC reaffirmation
in September 1967 which, for the first
time, injected the “death” peril:
*. . . however enjoyable smoking may
be, it represents a habit which may
cause or contribute to the earlier death
of the user . ..” (BROADCASTING, Sept.
18, 1967).

And, replying to the farmers’ con-
tention that there is “no scientific evi-
dence” of a link between cigarettes and
disease, the networks referred to a
ruling by the U.S. Court of Aopeals for
the District of Columbia on Nov. 21,
1968, in the case of Banzhaf vs. FCC
(BROADCASTING, Nov. 25, 1968):
“. . . the danger [of cigarette smoking],
though not established beyond all
doubt, is documented by a compelling
cumulation of statistical evidence. . . .’

The networks, answering charges that
the anti-smoking messages were harm-
ing the farmers’ business, pointed to the
September 1967 ruling in which the
FCC rejected the contention that its
ruling should be withdrawn because it
“would adversely affect the sale of
cigarettes. . . .” Said the FCC at the
time: “A cigarette manufacturcr [does
not] have any legal right to complain
that the use of radio to inform the

Business briefly:

Finnair, through Harvard, Peskin &
Edrick Inc., both New York, will launch
its first nationwide ad campaign on
CBS Radio’s Arthur Godfrey Time.

S. C. JYohnson & Son, Racine, Wis.,
through Foote, Cone & Belding, New
York, has purchased a spring commer-
cial schedule for Weather Wax on ABC
Radio’s American Contemporary Net-
work.

Faberge Inc., through Nadler & Lari-
mer Inc.,, Lennen-Newell Inc, and
Mathison, Ress Inc., all New York,
will sponsor an ABC-TV musical spe-
cial, Harry and Lena, starring Harry
Belafonte and ILena Horne, Sunday,
March 22 (89 p.m., EST).

Aziza, cosmetics division of Prince
Matchabelli, New York, will introduce

a line of seven face makeup products
next month with a television commer-
cial in the top-20 markets. The 30-
second spot, produced by Norman,
Craig & Kummel, will start its run the
week of March 1.

Purchases on NBC Radio include: du-
Pont, Wilmington, Del., through N. W.
Ayer & Son, Philadelphia, for “Lucite”
paint, on News on the Hour, Monitor,
and Emphasis; Association of Ameri-
can Railroads, Washington, through
McCann-Erickson, New York, on News
on the Hour and Monitor; Burlington
Hosiery Co., through Doyle Dane Bern-
bach, both New York, for Cameo
stockings, on Emphasis and Monitor and
E. L. Bruce Co., Memphis, through
Thyme Inc., New York, for Terminix
on News on the Hour and Emphasis.

public as to the potential health hazard
of cigarette smoking may lead to some
decline in cigarette sales . . . indeed,
that is the very purpose of the educa-
tional efforts which Congress has di-
rected HEW [Department of Health,
Education & Welfare] to undertake.”

HEW and other organizations in-
volved with anti-smoking messages
were not mentioned in the farmers’
suit, but were represented in the net-
works’ replies as “being concerned with
the effect of cigarette smoking upon
the life and health of the cigarette
smoker.” The messages they produce
and make available, it was noted, “em-
body and present the viewpoint of the
FCC...”

The farmers’ class suit was brought
in the names of James W. Robinson,
Tavner Dunlap Jr., John A. Baker,
William Balden, Glen H. McCauley,
R. C. Gray, George Lamb and Kemp
Thompson, “in behalf of all tobacco
growers who are citizens and residents
of the state of Kentucky.”

Danish cites sponsors
alert to social issues

Television broadcasters and advertisers
are joining forces to present to the
public an expanded volume of pro-
graming that focuses on issues that are
plaguing society, Roy Danish, director
of the Television Information Office,
said last week.

He told the “world-of-advertising
seminar’ at Texas Tech University in
Lubbock, Tex., last Thursday (Feb. 19)
that advertisers are recognizing that
“they have a role to perform if the
communities which are their markets
are to be kept healthy and stable.”
He cited such examples as Bell Tele-
phone’s tclecasts on the crisis of Ameri-
can cities; Eastern Airlines’ three-and-a-
half-hour From Here to the Seventies
and the 3M Co.’s four-hour program
on Africa. He noted that the clients of
one agency, BBDO, have sponsored
about 100 documentaries in five years,
many dealing with social issues.

“The use of specialized programs is
by no means limited to national ad-
vertisers,” Mr. Danish said. “Some of
the most effective advertiser-supported
programs appear on local stations and
deal with local affairs. The advertiser’s
opportunities to serve himself by serv-
ing the community are endless.”

Mr. Danish pointed out that the
television commercial often can per-
form a public service. He mentioned
Polaroid, Western Electric, Gulf Oil,
Procter & Gamble and General Elec-
tric to typify companies that incorpo-
rated public-interest themes into their
television commercials.
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Seminar is advised
on information in ads

The need for advertising to do more as
a conveyor of information from manu-
facturer to consumcr was spotlighted in
New York last week for high-level
management executives attending a
seminar on consumerism.

The message was broached last
Tuesday (Feb. 17) by Betty Furness,
former President Johnson’s special as-
sistant for consumer affairs and one-
time radio-TV personality and refrig-
erator saleslady. It was echoed on Wed-
nesday (Feb. 18) by Stephen A. Grey-
ser, associated professor of business ad-
ministration, Harvard business school.
Both addressed the seminar in New
York sponsored by Advanced Manage-
ment Research Inc.

Miss Furness, urging advertisers and
their agencies to assure that consumers
get all possible information on prod-
ucts, acknowledged that TV poses a
problem in this area. The shortness of
commercials limits the information that
can be shared, she observed. But, she
insisted, “at some point, the informa-
tion must be there” and pointed to the
print media as a means of supple-
menting the TV advertising message.

Miss Furness, who plans a new con-
sumer-oriented half-hour TV show next
fall (see page 72), said agencies have
a *“heavy responsibility to convince
clients” to make available all informa-
tion they can.

“If Arthur Godfrey can’t get infor-
mation, how can consumers?” asked
Miss Furness. She referred to Mr. God-
frey's claim that the makers of Axion
—for whom he is a TV spokesman—
did not tell him of the product’s pollu-
tion potential (see page 46).

“Basic information—that’s the job
advertising has to do,” said Professor
Greyser. He called for “sophistication”
in advertising with businessmen focus-
ing on individual aspects of products
for special needs. “Not all consumers
have the same needs,” he observed.

Hygiene spots stir
little public excitement

Since the National Association of
Broadcasters TV board of directors in
January 1969 amended the television
code to permit advertising of some per-
sonal products, the public reaction has
been relatively mild. Few complaints
have been made, code authority of-
ficials report.

The code authority, during 1969,
screened and approved 21 commercials
for 11 externally applied feminine deo-
dorant-spray products under the new
standard, which makes such advertis-
ing acceptable provided it mects exist-

ing requirements as to taste and sub-
stantiation of claims. Code Director
Stockton Helffrich reported that the few
comments received at the code-authority
office indicated some concern about fu-
ture trends, such as more permissiveness,
in TV advertising rather than objections
to the ads.

There has been some indication fur-
ther moves to seek acceptance for in-
ternal feminine-hygiene products may
be madc. However, an appeal to accept
a commercial for sanitary napkins was
turned down by the code review board
in December 1969. It was reported ap-
proval would be sought for one of the
new scented douches, but Mr. Helffrich
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says to date no request has been made
to the code authority (BROADCASTING,
Jan. 12).

Falstaff drops FC&B

Falstaff Brewing Corp., St. Louis, and
Foote, Cone & Belding, Chicago, an-
nounced last week that the agency will
no longer handle the $8 million beer
account after May 31. Robert'W. Troast,
marketing vice president for Falstaff,
said the decision was reached as a re-
sult of changes in marketing strategies
for the beer. Mr. Troast, who recently
joined Falstaff, formerly was with Need-
ham, Harper & Steers.

Glen Campbell is KMEG-TV

The Channel 14 efficiency experts deliver the Siouxland sales
center at the right price. With a million-watt primary signal. No
inflated rate cards, no waste audience. Strong movies nightly
— Mike Douglas, Truth or Consequences daily. And attractive

news huys, early and late,

A CBS Affiliote
megawott of tales power for Sioux City
Avery-Knodel, Inc., Excluslve Nationel Representatives

KMEG-TV
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How TV-network billings stand in BAR's ranking

Broadcast Advertisers Reports’ network-TV dollar revenue estimate—week ended Feb. 8, 1970
(net time and talent charges in thousands of dollars)

Total Total
ABC cBs NBC minutes| dollars
Week Cume Week Cume Week Cume week week 1970 1970
ended Jan.1 ended Jan. 1. ended Jan.1- ended ended total total

Day partls Feb. 8 Feb. 8 Feb. 8 Feb. 8 Feb. 8 Feb.8 Feb. 8 Feb. 8 minutes dollars
Monday-Friday -

Slgn-on-10 a.m. U cooooo t3 oooooooa $ 1413 § 639.6 | $ 338.5 § 1,675.1 90 |§ 479.8 416 | § 2,314.7
Monday-Friday

10 a.m..6 p.m. 1,868.5 9,862.3 3,318.4 18,784.5 1,865.6 10,269.0 851 7,052.5 4,211 38,915.8
Saturday-Sunday

Sign-on.6 p.m. 1,322.8 6,134.8 1,049.1 13,705.2 845.9 5,120.9 291 3,212.8 1,596 24,960.2
Monday-Saturday

6 p.m.-7:30 p.m. 205.1 1,387.1 913.9 4,991.1 827.3 4,572.0 78 1,946.3 407 10,950.2
Sunday

6 p.m.-7:30 p.m. 202.5 765.3 237.9 2,615.0 229.9 1,737.1 20 670.3 126 5.117.4
Monday-Sunday

7:30.11 p.m. 5,755.7 29,817.6 7,721.6 44,202.4 7.273.6 42,583.5 431 20,750.9 2,358 116,604.0
Monday-Sunday

11 p.m.-Sign-off 120.8 860.9 356.5 1,962.2 661.2 3,321.1 100 1,138.5 522 6,144.2

Total $ 9,475.4 $ 48,828.0 | 313,738.7 § 26,900.5 | $12,042.0 § 69,278.0 | 1,861 | $35,256.1 9,69 | $ 205,006.5

Fresca to take first
dip into network TV

Coca-Cola Co.’s Fresca is becoming a
major network TV advertiser, the Mar-
schalk Co., New York agency handling
the account, reported last week.

About $4 million has been budgeted
for network buys plus a heavy barrage
of TV spots, that began last week in
major U.S. markets. There also will be
some radio advertising, Marschalk said.

Marschalk also announced last week
it has been named as agency for the
Waring Products division of the Dy-
namics Corp. of America. In addition
to the Waring blender, advertising in
35-40 major markets also will feature
can openers, knife sharpeners and other
products, such as hair dryers, still being
developed. The Waring ad budget is
about $1 million.

Spot-radio support
sought by Carte Blanche

Carte Blanche Corp., Los Angeles,
which operates the Carte Blanche credit
card system, is moving into spot radio
for the first time. This was announced
by J. Walter Thompson executives at
the February luncheon meeting of the
Southern California Broadcasters Asso-
ciation, meeting in Hollywood last week.
Dunlap C. Clark Jr., media director of
JWT's Los Angeles office, said radio
would be used as local support for
Carte Blanche’s standard print cam-
paign.

Explaining the agency’s approach to
the timebuying, Mr. Clark said JWT
would use an “on-again, off-again”
technique for the two projected flights of
Carte Blanche commercials in 22 mar-

kets. The radio spots will be aired for
a week, dropped for a week, presented
again, and dropped over the length of
the campaign. The flights will begin
this month, with the second flight in the
fall.

Special inside group
hits client problems

Still another variation of the new
experimental “agency-within-an-agency”
concept has evolved, this time said not
to be either of the creative boutique or
think-tank varieties.

Clinton E. Frank Inc., Chicago, has
announced formation of an internal
group at headquarters known as Crea-
tive Keys, formed of key people from
the staffs of the agency’s offices in New
York and Los Angeles as well as Chi-
cago. The group meets for intensive
three-day sessions in March, July and
November to tackle special problems
for clients or the agency itself.

The kick-off three-day session was
held in Chicago last week. The group
reports directly to the agency’s execu-
tive committee with agenda topics
chosen by Hill Blackett Jr., board
chairman, and Robert J. Wanamaker,
senior vice president and creative direc-
tor.

Godfrey commercial says
product is a pollutant

Arthur Godrey, an ardent conservation-
ist, will star in a new TV commercial
for Axion beginning today (Feb. 23)
that will concede that the pre-soak
product contributes to water pollution
along with other detergents and other

waste products.

The one-minute commercial on net-
work and spot TV is a brief commen-
tary by the TV personality on the prob-
lem of pollution. It is viewed by Col-
gate-Palmolive, maker of Axion, as Mr.
Godrey’s response to the dilemma that
was posed several weeks ago when the
performer told C-P he would no longer
appear as spokesman for Axion unless
he could mention its pollution potential
{BROADCASTING, Feb. 9).

An official of Colgate said that Mr.
Godfrey himself had written the copy
for the new commercial less than two
weeks ago while he was in the Ever-
glades in Florida, starring in the second
of a group of specials on ecology that
are being sponsored by Colgate.

Help promised
in squelching ad tax

New Jersey broadcasters won’t be pay-
ing any sales tax at all if an amendment
introduced last Monday (Feb. 16)
passes the state legislature March 9.

Following passage Feb. 9 of a bill
providing for pavment of a 5% sales-
use tax on all advertising materials used
for radio and TV commercials, New
Jersey broadcasters cried “foul” and
charged “discrimination” (BROADCAST-
ING, Feb. 9). They extracted a pledge
from leaders of the Republican legisla-
tive majority to make the tax provision
more equitable—at the very least to
include newspapers in the tax.

And the pledge has been honored.
The long-sought amendment goes even
further and if it passes, the situation
will revert to where it was: None of
the media will have to pay any sales-use
tax.

46 (BROADCAST ADVERTISING)

BROADCASTING, Feb. 23, 1970



Why let the sun set
on your profits?
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Does your money-making potential end with sunset?
GO FM, and night is the start of a new day’s programming.

GO FM, and you can increase your money-making potential
day and night.

But go with RCA. For a number of very practical reasons.

Your technical problems will be solved by the world’s most
experienced broadcast equipment manufacturer. RCA will
plan your entire station, from microphone to tower. RCA will
help you sustain your station. Whether you need a replace-
ment part, or a new transmitter, one phone call to your local
RCA man means immediate service!

You will aiso enjoy the convenience of single-source pur-
chasing, as well as the technicat advantages of completely
matched systems. Tcday, as it has been for years, RCA is
the only complete source of everything you need to produce
the finest FM (and AM) signals possible. For greater value
when you buy—and lower operating costs for years to
come—be particular. Insist on RCA.

New BTE-15A Stereo/SCA Exciter System to increase
your FM profit potentiall

Add Stereo and SCA and
you're in the total FM busi-
ness! Buy any of the new
RCA FM transmitters and all
you need is the optional
stereo and SCA generator.
Or plug the entire BTE-15A
system into many previous-
generation transmitters!

Another reason why anti-
obsolescence is “standard
equipment” in RCA!




New FM transmitters for the sound that says “today”.

Once again, RCA has ad-
anced the “state of the
art".RCA’s new FM trans-
mitters are engineered to
take full advantage of to-
day's sound and feature—
in every model—the only FM
exciter with integrated
circuitry (IC) and complete
instrumentation!

The new line'includes:

Five solid state transmitters
(1-KW to 40-KW) for mono
or stereo operation, all with
built-in facilities for remote
control. Most models offer
in-the-field power-expan-
sion facilities. Most models
are designed for “non-
stop” parallel operation.




RCA has everything
you need to make FMoney.

Everything. From microphone to towers. And
everything matched for excellent perform-
ance and economical system expansions.
Shown here are but a few recent additions
to the audio line,

The new BC-17 Three-Channel Console for
AM and FM. Features completely solid state
design, will handle AM-FM, FM-Stereo and
SCA audio switching . .. plus the upcoming
new "Galaxy” series of microphones.

The New Audio Automation System. De-
signed to run a full day's programming for
you. It switches between many preselected
audio sources and sequences them auto-
matically in any preset pattern.

See the man from RCA for the best of every-
thing in radio. Ask him about our new an-
tennas, reel and cartridge tape recorders,
turntables, pickups, microphones.

And be sure to send for cur new Station
Planning Literature for everything you want
tc know on how to make floor plans, choose
and maintain your equipment! Write: RCA
Broadcast Equipment, Bidg. 15-5, Camden,
N. J. 08102.

RCA...Totally Responsive




Specialkeport

FM, at long last, is making its move

In at least six major markets the service proves
its ability to meet, and even beat, AM competitors

A $3-million offer for an FM station
in a major market was turned down
late last year; at about the same time
a Los Angeles FM was sold for $1.6
million.

Eighty-eight percent of Phoenix
homes now have FM sets. Philadelphia
is not far behind with 84%. Not coin-
cidentally, kMuz(rM) Phoenix and
wDVR(FM) Philadelphia are giving their
AM competitors fits.

The FM-success pulse is fluttering
in a few markets today, though the
nationwide FM heartbeat is yet to be
heard. It’s a carefully nurtured phe-
nomenon, paced by aggressive, full-time
FM management, clever promotion,
maximum music and minimum chatter.
It’s getting the kind of ratings numbers
that AM’s used to call their own and
it’s attracting media buyers enticed by
the cost efficiencies and the palatable
demographics.

Consider:

In six markets where FM is making
significant inroads against AM com-
petition, it’s not unusual to find the
FM outlet pulling a number one or
number two with prime 18 to 49 men
and women demographics. With those
kinds of numbers the FM's are trans-
cending the physical differences that
have traditionally kept AM and FM
services separate in the minds of adver-
tisers.

FM-set penetration is high in five of
the markets—Boston, New York, Phil-
adelphia, Phoenix and Washington—
ranging from 64% to 88%, according
to a first-time Pulse survey, exclusive
to BROADCASTING (see page 50). (A
sixth, ‘Santa Barbara, Calif., was not
broken out by Pulse.) Houston, which
is a hot-bed of FM station trading,
shows FM penetration of 73% (see
below).

Those six to 14 minute commercial
limitations aren’t necessarily imposed

for lack of sponsors. Lists of “class”
national advertisers—from  airlines to
soap companies to automobiles—speak
otherwise.

Where the FM action occurs is in
Boston:

In September 1967 wJIB(FM) went
on the air with a mandate from the
Kaiser Broadcasting Co. management
to provide area listeners with a service
that would accentuate adult album
music in stereo with few commercial
interruptions 24 hours a day.

Twenty-nine months later, the station
continues to follow this broadcasting
credo unswervingly. The resuit is that
it ranks third among the more than 30
Boston area stations (AM and FM) in
total listening throughout the week and
is second among all outlets in adult
listeners (based on October/November
1969 American Research Bureau
sweeps).

Equally satisfying to the Kaiser man-

A sellers’ market proves a point

Knowledgeable station investors aren’t reluctant
to pay handsome prices for the right FM outlets

A hot station-trading block the past
14 months is one indication of the at-
tractiveness of major-market independ-
ently owned FM properties. Seventeen
FM-only outlets changed hands during
that period at prices generally unheard
of a few years ago. Formerly, pro-
spective buyers could take their pick
of practically any independently owned
FM station for a figure down to the
bare-bones value of station plant—or
less.

One major company seeking to ex-
pand its broadcast holdings reportedly
offered $3 million for an FM station in
a top-10 market, but the offer was re-
jected (“Closed Circuit,” Dec. 8, 1969).
The 17 FM’s commanded prices rang-
ing from $230,000 to $1.6 million with
Houston the most actively sought-after
market, followed by Los Angeles and
Philadelphia.

FM Station Price Buyer

KCBH Los Angeles $1.6 Faberge Inc.

million

WQAL Philadelphia 997,500 United Artists Broadcasting
Corp. (group owner)

KLEF Houston, KBRG San 925,000 Joseph M, Field (group owner)

Francisco

KRHM Los Angeles 850,000 Pacitic & Southern Broadcasting
Co. (group owner)

WHKLS Atlanta 750,000 San Juan Racing Association

WIF1 Philadeiphia 750,000 General Cinema Corp.

WAYL Minneapolis 650,000 Joseph M, Field (group owner)

KRBE Houston 450,000 Alexander M. Tanger (principal
in General Cinema Corp.,
WLKW-AM-FM  Providence,
R.1.)

WJZZ Bridgeport, Conn. 380,000 Nassau Broadcasting Co. (group
owner)

KBNO Houston 360,000 Culligan Communications
(group owner)

WWEL Chicago 325,000 James H. Rich (principal in
group-owner Dynamic Broad-
casting)

KFMX San Diego 308,750 Walter N. Nelskog (group owner)

WWPB Miami 300,000 Robert W. Sudbrink (group
owner)

KETO-FM Seattle 300,000 Leon A. Crosby

KDIG San Diego 285,000 Aldoifo and Elias Liberman

KMSC Clear Lake City 230,000 L. Raymond Dawson (group

(Houston)

owner)
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In Philadelphia FM
is identified as class

That’s how one station
has pushed into the top
five in big national market

Heavy promotion has kept wWDVR(FM)
Philadelphia before its listeners and has
pushed it up into the top-five station
rankings. The station’s MOR format
(Mantovani, Percy Faith-type album
sound) hasn’t changed in six years;
three years ago wWpvr was well down the
pack with generally an 0.9 rating; now
it’s posting a 1.5, over-all about fifth in
the market.

Certain time periods wbvr nearly
calls its own. The station is a solid
number two in men 25 to 49 and
women 35 to 49 in the 6 a.m.-mid-
night bracket, the kind of demo-

graphics it is aiming for. According to
Jerry Lee, wpvr president and general
manager, the up-turn in ratings is at-
tributable to the station’s promotion
outlay, which is the largest chunk in
the wovk budget. A $300,000 10-week

“Beautiful People Station” campaign
launched last month comprises 60, 30
and 10-second color spots for TV air-
ing, 320 posters on buses, eight bill-
boards near primary highway artcries
and 10-million matchbooks floating
around Philadelphia (“over two-and-a-
half books for every person in the
city,” the station claims).

“Class” in both the wpvr sound and
listener is promoted in the TV spots
(above), which were produced by Focus
Presentations Inc., New York. A young
and obviously wealthy man hops into
his Silver Cloud Rolls Royce, goes for
a spin and turns on “his radio station
—wbDVR,” which he enjoys. The man
soon passes a beautiful blond driving a
Jaguar roadster; both eye each other

and later stop their cars in hopes of
making an encounter. As the man low-
ers his car window, “bad music pours
out of the Jaguar's radio, ‘turning off’
the man,” so the storyboard reads. The
Rolls quickly pulls away. The sole voice-
over is heard at that moment: “There's
classy . . . and then again there's class.
If you listen to wDVR, you know the
difference. Wpvr, 101 FM.”

The “Beautiful People” campaign is
the second large promotion wbVR has
held. The first one—a $100,000 sweep-
stakes conducted in May 1968—"put us
on the map,” Mr. Lee says. More than
$200,000 was spent in promoting it.
The result, according to Mr. Lee, was
a boost in l[isteners in the average
quarter hour from 36,000 to 48,000.

Wbvr holds its commercials down
to six an hour, and the indications are
that if it wanted to raise that limit, it
wouldn’t have difficulty in filling the
time. Mr. Lee says: “All major national
advertisers use us.”

agement are the advertising achieve-
ments of the station. WJiB broke into
the profit column in August 1968 and,
according to Peter V. Taylor, general
manager, “is continuing to make strides
each month.” He declined to estimate
current billings but said: “We are aim-
ing for our first $!-million year in
1971."

What is the secret to the station’s
success in the hotly competitive Boston
market? Unlike other major-market
FM’s wim does little, other than a few
billboards, to promote itself. “Our re-
search indicated there was a need in
Boston for a station that would provide
recognizable music in stereo 51 min-
utes an hour, 24 hours a day on a
carefully programed basis,” Mr. Taylor
says. “The second ingredient that is
important is consistency. We never de-
viated from this policy. People came to
expect this type of music on the sta-
tion, and when they wanted it, they
turned to us. A third factor is we have
an excellent signal, which reaches one-
third of our audience outside the Bos-
ton metro area.”

The remainder of the broadcast hour,

according to Mr. Taylor, is devoted
to two minutes of news; a minute for
station identification, and six minutes
of commercials.

The station's ARB rating climbed to
about a 6 after the first year and now
hovers between 9 and 10, he reports.
Mr. Taylor notes that wJig has in-
creased its rates five times in less than
two-and-a-half years, but says its cost-
per-thousand is still lower than the
leading stations in the Boston area.

WJ1s’s billing is divided about equal-
ly between national and local accounts,
he states, but national advertising is
growing at a rapid clip. The station is
represented nationally by Quality
Media.

National business comes from virtu-
ally all the airlines and -automotivc
manufacturers, plus such grocery-home
products companies, as Colgate-Palmo-
live, Campbell soup, Coca-Cola, Cari-
ing beer, General Foods, Kraft, Lever
Bros. and Morton salt. Local adver-
tisers include many retailers, restau-
rants and hotels, financial institutions
and personnel-recruitment organiza-
tions, which is a growing category.

“Our post-midnight bloc isn’t easy
to sell because most people are sleep-
ing,” Mr. Taylor says. “But we sold the
midnight-3 p.m. period to a theater
chain.” :

In New York:

Three years ago RKO General-
owned woOr-FM had a “few nice loyal
listeners™ with a smooth MOR format,
according to Hugh Wallace, general
manager. Drake-Chenault, one of the
more successful radio doctors {Broap-
CASTING, Feb. 3, 1969), was brought
in to nurse those sick ratings. The pre-
scription: a fast-paced popular-contem-
porary format, uncluttered with mini-
mal DJ talk, a maximum of 12 com-
mercial interruptions per hour and 11
to 13-minute-long non rip-and-read
newscasts 20 minutes before and after
the hour.

Depending on the ratings services
cited, wOR-FM, after two years in this
format, comes out number one in cer-
tain time periods. Pulse shows top
status weekdays among women 18 to
34 in the 3 p.m.-7 p.m. bracket and
among men 18 to 34 in the 7 p.m.-
midnight bracket. According to ARB

48 (SPECIAL REPORT)

BROADCASTING, Feb. 23, 1970



& CFunny
You don'’t

ound
FM’S 9

Deep down you know you're an AM bigot. That's why you can't
seem to judge FM by the same standards as AM. If you could,
you'd look at FM stations as individuals, not stereotypes. Take
KHJ/FM. Sure, we're FM. But first we're a radio station. 60,000
watts. Six county L.A. coverage. Modern music—not background,
underground or acid rock. Audience 85% adult (18 to 49). No. 1 in
cumes? And our CPM matches any AM for buying efficiency.
So, judge us for what we are, not what you assume we are.

If you switch us on, do we not play?
If you listen to us, do we not entertain?
And if you buy our time, do we not self?

KHJ-FM.Stereo101 .. AR e -
Represented by: RKO Radio Re
. ‘ P Y 3 Ps.

"A.R.B. April/May 1969. Audience measurement data are estimates only and are subject lo the qualifications set forth by the indicated service.



Where the FM sets are

Phoenix, Philadelphia have highest penetration
as Pulse finds FM building everywhere

Pulse reports that FM-set penetration
is up in the markets it regularly surveys.
Phoenix shows the highest penetration
with 88.2% of its radios having FM
reception; Abilene, Tex., the lowest,
has 25.8% FM penetration.

The information was processed from
questionnaires used in the Pulse audi-
ence-measurement study. In each sam-
ple home the Pulse interviewer asked
respondents if they owned FM sets.
The penetration percentages were de-
rived from the first survey Pulse con-
ducted in each market in 1969:

Market %

Abllene, Tex. (Taylor county) 25.8
Akron, Ohio (2 county metro) 81.3
Albany-Troy-Schenectady, N.Y. (4

county metro) 63.9
Albuguerque, N.M. (metro) 67.1
Altocna, Pa. (metro) 63.3
Amarlllo, Tex. (2 county metro) 61.6
Anchorage, Alaska 69.4
Asheville, N.C. (metro) 50.4
Atlanta (5 county metro) 71.0
Atlantic City (urbanized area) 66.0
Augusta, Ga.-S.C. (2 county metro) 62.9
Austin, Tex. (metro) 51.7
Bakersfield, Calif. (metro) 52.1
Baltimore (5 county metro) 75.7
Baton Rouge (metro) 64.1
Bay City, Mich. (metro) 72.8
Beaumont-Port Arthur-Orange, Tex.

(2 county metro) 70.6
Binghamton, N.Y.-Pa. (3 county

metro) 76.3
Birmingham, Ala. (3 county metra) 58.0
Boston (5 county area) 67.4
Brevard County, Fla. (Cocoa county) 83.8
Buffalo, N.Y. (2 county metro) 70.9
Burlington, Vt. (Chittendon county) 73.8
Canton, Ohio {metro) 70.4
Cedar Rapids, lowa (metro) 61.5
Charlotte, N.C. (2 county metro) 66.8
Chattanooga, Tenn.-Ga. (2 county

metro) 49.3
Chicago, lil.-N.W. Indiana (8 county

area) 80.4
Chico, Calif. (Butte county) 45.2
Cincinnati, Ohlo-Ky.-Ind. (7 county

metro) 71.1
Cieveland (4 county metro) 78.6
Colorado Springs (metro) 65.2
Columbia, Mo. (Boone county) 68.8
Columbus, Ga.-Ala. (3 county metro) 55.0
Coiumbus, Ohio (3 county metro) 72.9

Davenport, lowa-Rock Isfand-Maline.

111, (3 county metro) 61.8
Dallas (6 county metro) 57.8
Dayton, Ohlo (4 county metro) 81.3
Denver (5 county metrao) 61.9
Des Maines, lowa (metro) 73.3
Detroit (3 county metro) : 81.1
Duluth, Minn.-Superior, Wis. (2

county metro) 44.6
Elmira, N.Y. (Chemung County) 60.6
El Paso (metro) 56.7
Erie, Pa. (metro) 74.4
Eugene, Ore. (metro) 58.9
Evansville, Ind.-Ky. (3 county metro) 79.6
Fargo, N.D.-Moorhead, Minn. {(metro) 54.4
Flint, Mich. (2 county metro) 64.5
Fresno, Calif. (metro) 63.9
Fort Wayne, Ind. (metro) 63.1
Fort Worth (2 county metro) 51.5
Grand Junction, Colo. (Mesa county) 51.3
Grand Rapids, Mich. (2 county metro) 75.3
Green Bay, Wis. (metro) 55.5
Greenville, S.C. (2 county metro) 72.8
Gullford County, N.C. (Greensboro) 36.4
Hamilton-Middletown, Ohio (metro) 74.9
Harrisburg, Pa. (3 county metro) 72.9
Hartford County, Conn. 67.8
Honolulu (metro) 65.7
Houston (5 county metro) 73.3
Howard County, Tex. (Big Springs) 44.3

Huntington, W.Va.-Ashland,-Ky.-Ohio
(4 county metro)

Huntsville, Ala. (Madison county)

Indianapolis (8 county metro)

Jackson, Miss. (3 county metra)

Jacksonville, Fla. (metro)

Johnstown, Pa. (metro)

Kalamazoo, Mich. (metro)

Kansas City, M.-Kan. (6 county metro)

Knoxville, Tenn. (3 county metro)

Lafayette, La. (metro)

Lansing, Mich. (3 county metro)

Las Vegas (metro)

Lawrence City, Mass.

Lexington, Ky. (metro)

Little Rock-North Little Rock, Ark. (2

AN DN DD N D
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¢ounty metro) 5t.
Los Angeles (2 county area) 75.
Loulsville, Ky.-Ind. (3 county metro) 50.
Lowell City, Mass. 75.
Lubbock, Tex. (metro) 62.
Macon, Ga. (2 county metro) 54,
Madison, Wis. (metro) 74.
Manchester City, N.H. 70.
Memphis, Tenn.-Ark. (2 county

metra) 53.
Miami (metro) 60.
Miami (2 county area) 64.
Mllwaukee (4 county metro) 77
Minneapolis-St. Paul, Minn. (5 county

metra) 67.6
Mobile, Ala. (2 county metro) 25.1
Montgomery, Ala. (2 county metra) 61.5
Muskegon-Muskegon Heights, Mich.

(metro) 74.9

o
o

Nashville (3 county metro)

New Haven, Conn, (metro)

New Orleans (4 county metro)

New York (18 county area)

Norfolk-Partsmouth-Newport News.
Hampton, Va. (metro)

Odessa, Tex. {metro)

Okiahoma City (3 county metro)

Omaha Council Bluffs, lowa (3 county
metro)

Orlando, Fla. (2 county metro)

Peoria, |11, (3 ¢county metro)

Philadelphia, Pa.-N.J. (8
metro)

Phoenix (metro)

Pittsburgh (4 county metro)

Plattsburgh, N.Y. (Clinton county)

Portland, Me. (metro)

Portland, Ore.-Wash. (4 county metro)

Providence, R.l. (3 county area)

Raleigh, N.C. {metro)

Reno (metro)

Richmond, Va. (3 county metro)

Roanoke, Va. (metro)

Rochester, N. Y. (Monroe county)

St. Joseph, Mo. (metro)

St. Louis, Mo.-lIl. (6 county metro)

Sacramento, Calif. (3 county metro)

Saginaw-Bay City, Mich. (2 county

&

K1)
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metro) 77.8
Salt Lake City (2 county metro) 64.6
San Antonio, Tex. (2 county metro) 61.8
San Bernardino-Riverside Calif. 72.7
San Francisco-Oakland, Calif. (9

county area) 67.2
San Diego (metro) 72.1
Seattle-Everett-Tacoma, Wash. (3

county metro) 68.2
Shreveport, La. (2 county metro) 72.6
South Bend, Ind. (2 county metro) 70.5
Spokane, Wash. (metro) 63.0
Springfield, Ifl. (metro} 60.7
Steubenville-Weirton, Chio-W.Va. (3

county metro) 78.4
Syracuse, N.Y. (3 county metro) 70.7
Tampa-St. Petersburg, Fla. (2 county

metro) 68.1
Toledo, Ohlo-Mich. (3 county metro) 73.8
Topeka, Kan. (metro) 72.6
Tucson, Ariz. (metro) 63.7
Tulsa, Okla. (3 county metro) §59.2
Utica-Rome, N.Y. (2 county metro) 70.5
Waco, Tex. (metro) 54.6
Washington, D.C.-Maryland.Va. (7

county metro) 79.0
Waterbury, Conn. {(metro) §5.5
Wheeling, W.Va.-Ohio (3 ¢ounty

metro) 1.1
Wichita, Kan. (2 county metro) 62.8
Wilmington, Del..-Md..N.J. (3 county

metra) 71.3
Winston-Salem, N.C. (Forsyth

county) 33.7
Worcester, Mass. {metro) 72.6
Youngstown-Warren, Chio {2 county

metro) 76.1

WOR-FM is number two (behind ABC-
owned waBc) Monday-Sunday 6 a.m.-
midnight with men and women 18 to
24. Those are precisely the demo-
graphics the station is aiming for, Mr.
Wallace says. “We're not a bubble-gum
operation,” he notes of the fewer teen-
ager tune-ins.

Station promotion is an important
part of the wor-FM operation. Last
Thanksgiving the station gave away
free turkeys; its “Christmas Wish" cam-
paign gave way free prizes and gifts to
needy children; a top-100 tune promo-

tion awarded listeners free stereo tapes;
a “flashback” contest netted listeners
$1,000 if they could associate songs
with their chart rankings. WOR-FM
produces records under its label, which
are available in area stores. And it
has out a third-run on station posters,
which have been mailed to advertising
agencies.

Class national advertisers have been
beating a path to wOR-FM’s door.
Among them the station lists automo-
tive accounts {Chevrolet, Dodge, Ford
and others), oils and gasoline (Shell

and American), beers and wines (Bal-
lantine, Schaefer), major airlines, re-
tailers, restaurants and drugs (Colgate,
Johnson & Johnson). Mr. Wallace
avers the station will maintain its 12-
minute commercial limitation, despite
having to turn some business away,
“We don’t want any more breaks,” he
says. :
There is still some “minimal, infre-

-quent bias” at the advertising agencies

against buying FM, Mr. Wallace re-
ports, but wor-FM is encountering it
less frequently. “They're buying us
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“He has reminded audiences . . .
that the heart of music is a
human heart and that the glory
of music reflects and sustains
the true glory of the human spirit.”
—RICHARD M. NIXON

By
Eugene Ormandy, the world's most honored conductor, and The Philadelphia Orchestra,
"the greatest virtuoso orchestra of all time" . . . heard every week on these fine stations:

WQXR, New York/KFAC, Los Angeles/WFMT, Chicago/WFLN, Philadelphia/WQRS, Detroit/WCRB, Boston
KKHI, San Francisco/WGMS, Washington/KFUO, St. Louis/WBAL-FM, Baltimore/KLEF, Houston/KSJR,
Minneapolis-St. Paul/WFMR, Milwaukee/WHLD, Buffalo-Niagara Fafls/KXTR, Kansas City/KDEN-FM,
Denver/WOSU, Columbus/WPJB, Providence/WBFB, Rochester/WGH-FM, Norfolk-Newport News/WTAG,
Worcester/WQMG, Greensboro/WYSU, Youngstown/WYZZ, Wilkes-Barre/WIVC, Pecria/WOI, Ames-Des
Moines/WKJG-FM, Fort Wayne/KANU, Lawrence/CKUA, Edmonton/The Voice of America, Washington.

To bring this sound of excellence to your community, contact:

PARKWAY 1 PRODUCTIONS

7813 Maple Ridge Road, Washington, D.C. 20014 — (301} 656-9609




principally for audience circulation,”
he says.

In Phoenix;

KrFM(FM) sold its AM outlet in
19635, opting for the *“technically better
" sound of FM,” according to Thomas
M. Churchill, president and general
manager. Unlike most of the other sta-
tions BROADCASTING surveyed, KRFM has
moved little in ratings; it was number
two in the market three years ago
among adult men and women; since
then it's moved to number one in the
6 a.m.-midnight Monday to Sunday
ARB rankings in adult women 25 to
49,

The station programs adult instru-
mental album music, with eight minutes
of commercial interruptions and 10
breaks of any length; if all the spots are
30's, explains Mr. Churchill, then five
commercial minutes are only permitted
in a given hour. Among its advertisers
KRFM lists every major airline serving
Phoenix and the top-six banking in-
stitutions in the area. The station pro-
grams four 10-minute major newscasts
daily at 7 a.m., 8 a.m., noon and 6
p.m.

With an estimated 90,000 residents
moving into Phoenix every year, KRFM
keeps its image before the public by
using billboards and posters four to
five months out of the year. Having the

highest FM-set penetration in listening
homes in the nation doesn’t hurt its
ratings either.

In Santa Barbara, Calif.:

KMuz{FM) rose from the bottom
of the ratings in three years to the
number-one position in a 21-station
market. The station now rates number
one in the adult male and female cate-
gory 25 to 49 p a.m.-midnight Monday
to Sunday (ARB).

A change in format was instituted
by D. Keith Larkin, vice president and
general manager, when he took over
three years ago; the *beautiful music
format—with whiskers from the 1940’s"”
was dumped in favor of “beautiful
musi¢” with an up-tempo beat, accord-
ing to Mr. Larkin. An increase in
power to 105,000 w aided the station’s
coverage area. It limits commercials
to eight an hour or 16 30’s per hour;
news comes il times daily from the
American FM Network, supplemented
by five local originated newscasts.

An aggressive sales effort has gar-
nered national accounts such as Lin-
coln-Mercury, Ford Cortina, General
Motors, General Telephone & Elec-
tronics, Bekins Van & Storage, Volvo,
Mastercharge, Security Pacific Bank,
the 7 Up accounts, Bank of America,
Southern California Gas Co., State
Farm Insurance and Volkswagen. Local

Blair, Eastman, Katz, McGavren, Petry

and lots of others...

keep us in our place!

Our place is intelligent, successful representation of selected major
market radio stations. We know “radio” and we know “FM.” We
know when there’s a difference and when there’s not. More impor-
tantly, we know why there’s a difference. That's why our stations have
chosen QMI. And, being able to demonstrate what our stations can
do, is why we're able to provide each of them with the unique, indi-
vidual representation that each deserves.

New York WPIX-FM
Chicage  WWEL
Detroit  WLDM
San Francisco KFOG
Boston  WIJIB
Washington WWDC-FM
St. Louis KCFM
Baitimore WFMM
Houston KLYX
Minneapolis/St. Paul  WAYL
Dallas KXXK
Cincinnati  WAEF
Atlanta  WKLS
Kansas City  KFMU
Denver KLIR-FM
Phoenix  KRFM
Norfolk WFOG
Oldahoma City  KXLS
Tulsa KMOD

QUALITY MEDIA INCORPORATED

New York, Chicago, Los Angeles

accounts include Oldsmobile and
Cadillac dealers, Sears, Roebuck and
Holiday Inn.

Many FM stations have a local sales
story to tell. KMuz is no exception.
According to Mr. Larkin, a Santa Bar-
bara restaurant recently switched its
campaign from three AM’s in the mar-
ket to xMuUz and within a few days
doubled the dinners it sold. The station
primarily relies on word-of-mouth pro-
motion, but Mr, Larkin notes that a
monthly kMuz-published program guide
for its two-and-a-half daily hours of
classical music has increased along with
the station’s audience from 350 sub-
scribers to 2,600,

In Washington:

WasH(FM), a Metromedia outlet, in-
herited a good image as Washington’s
first FM and FM-stereo facility when
it was purchased in July 1968. But a
nondescript background sound went
with the buy, according to William
Dalton, wasH vice president and gen-
eral manager. The first orders of busi-
ness were to upgrade the power (to
50,000 w) and change the format to a
contemporary-popular sound, aiming at
“totally involving the audience.”

WasH faces a difficult task in cutting
significant inroads in the listening
habits created by three long-time area
AM’s, but it has begun to stake out a
number-one claim at certain time
periods among women 18 to 34. Its
circulation has increased along with
a national advertiser list that includes
airlines, food accounts, soaps and re-
tailers.

Commercials are held to 14 an hour;
newscasts are “free form,” lasting as
long as necessary to impart the news.
The station promotes itself on other
media, principally TV and radio; a
Cash Call jackpot entices listeners
daily; infrequent special promotions,
such as that for the Drake-Chenault-
produced 48-hour History of Rock and
Roli aired last week, cost the station
$20,000.

Mr. Dalton acknowledges that
“breaking the habits of the AM-radio
listener is the toughest job ahead for
FM.” He has found “fewer built-in
biases against FM on the part of ad-
vertisers”; where it does occur, he dis-
covers that “they just don't know FM,
they [the advertisers] say “nobody ever
sold it to us before.”

More FM stations are getting the
message across to advertisers and buy-
ers, but the medium still faces some
serious problems in getting drive-time
audiences, and probably a protracted
period of format-tinkering in search of
a different one—from MOR or con-
temporary-pop—for today’s audiences.

FM today doesn't have to worry
about lack of public exposure. Besides
the Pulse penetration figures, new set-
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trade in

YOUR OLD FM ANTENNA

CTAIM|PIRIO
CIRCULARLY
POLARIZED

PENETRATOR

Your ofd outdated FM antenna
does have trade-in value when
you apply it toward the purchase
of the newest, most effective
FM antenna ever designed — the
Jampro PENETRATOR!

NEW PATENTED DESIGN

Exclusive FIELD TUNING STUBS
GUARANTEE LOWER VSWR.
Only the PENETRATOR offers FM
stations VSWR's as low as 1.08
to 1 for hest stereo broadcasting.
Find out how little it costs to
transmit better market penetra-
tion when you trade antennas
with Jampro. Call today!

PHONE (918) 383-1177

JIAM P RO

ANTENNA COMPANY

A 0IViSION OF COMPUTER EQUIPMENT CORP
6339 Power Inn Road
Sacramento, California 95828
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production figures due out this week
from the Electronic Industries Associa-
tion show a steady increase in FM
homes. EIA will report that AM-FM
or FM-only sets produced by U.S.
manufacturers last year totaled 22,581,-
498 compared to the 1968 figure of
17,315,778. About 40-million imported
and domestic set sales were tabulated
last year, nearly 50% of which were
AM-FM or FM; 12% of the estimated
12-million factory sales of automobile
radios were FM.

I's in this market that FM will have
to score even more impressive gains
if 1t is to improve demographically.
FM stereo in automobiles, for many
Americans, is still a luxury item, nice
but expendable. A Cadillac owner this
year will pay $322 for an AM-FM
stereo signal-seeking receiver; a Chevro-
let buyer, $239. AM-FM monaural op-
tions sell for as low as $134 or $73
more than an AM-only receiver, but
that combination is said to be less
popular.

FM sterco on wheels is in and manu-
facturers are making it available in
the most unusual places. According to
an official at Bendix Corp., which
manufacturers all of Ford’s FM stereo-
multiplex units and 40% of Chrysler's
radio needs, Ford will offer that op-
tion in its 1971 half-ton truck line.
Bendix also makes a tractor radio for
International Harvester. And the
thought of FM stereo in tractors is
not too far-fetched ecither: “Don’t
scoff,” says the official. “They’re mak-
ing air-conditioned, plexiglass housings
for tractors, now. Farmers today are
luxury conscious.”

But the Bendix official raises little
hope that FM-stereo units will decrease
dramatically in price. The rough break-
out he gives on component costs to
manufacturers shows AM-only units
costing $22, AM-FM at $45 and FM
stereo multiplex at $60. Technological
improvements in FM components and
lower costs of production, he feels, will
still remain proportionally the same for
those of AM's. AM units will continue
to be “the bread and butter items” for
auto-radio manufacturers, he says.

WASH uscs one approach to create
listener demand for FM in their auto-
mobiles: On the end of a spot for a
local car dealer the station adds: “Don’t
forget to ask (dealer’s name) to put
FM in your car so you can hear the
Mike Connor show at 1.” The station
also ran a three-month fall campaign
last year during which it gave a car
dealer a $10 credit in air time for each
FM unit installed in automobiles sold.
That promotion added 12 local auto
dealers to the station’s advertiser list.

Regardless of the high-cost deterrent
of FM auto radios, FM as a medium
may have a built-in security blanket

for the future. The FCC last year said
it was impressed with the technically
better service that the medium offers
and that, henceforth, it would treat
AM and FM as a single aural medium
{BROADCASTING, Sept. 8, 1969).

The commission hopes to bolster pri-
mary-service areas and reduce on-chan-
nel interference “as nearly all night-
time AM facilities do,” it said. AM
applicants for new outlets would be
required to show that there is no avail-
able and unoccupied FM channel that
couid be used to serve substantially
the same “white” or unserved area they
propose to reach.

Efforts are under way again to wrest
from Congress an all-channel receiver
law that would require manufacturers
to include FM in all future sets pro-
duced. FM groups are spearheading
the drive, but thus far it lacks backing
from the National Association of
Broadcasters. The NAB radio board
last January “encouraged voluntary pro-
grams” in this area, but refused to
take the further step of favoring such
legislation (BROADCASTING, Jan. 26).

The proposed FCC rules and an all-
channel law would, undoubtedly, furth-
er aid the FM medium. But they won't
replace the necessity for aggressive
management and clever promotion that
more station owners are giving their
FM properties. Metromedia, for ex-
ample, now hase all six of its FM’s
under separate and full-time manage-
ment (see page 56). The trend hasn’t
been ignored among media buyers and
reps.

Some station reps now consider FM
a highly competitive medivm. William
Steese, vice president and sales promo-
tion manager at Edward Petry & Co.
radio division, says FM “continues to
progress” and that the two independ-
ently owned FM’'s Petry represents are
“doing very well.” Where Petry repre-
sents a commonly owned AM and FM,
a combination rate card is used; in
some instances, he says, the addition
to the rate card of the FM improves
the over-all demographic pattern of the
two stations.

Advertisers now buy FM with “the
same yardsticks that they evaluate all
radio” contends Bob Coppinger, Petry
general sales manager. The sole ex-
ception, he says, are “some of the auto-
motive people” who still tend to hold
out for AM exposure. Mr. Coppinger
maintains that if management treats an
FM operation the way it would treat
any radio station, by promoting it
properly, its chances for success are no
less than those of an AM station.

He points to wnvr, a Petry-repre-
sented station (see page 48): “Their
rate card is competitive with other
major facilities in the market.” The
limited commercial policy at that sta-
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AT LAST...

FM’s Day
1S Dawning!

The latest ARB Report™ demonstrates clearly that WRFM is the No. 5
over-all station in the New York market for young adults (18-49)

and the No. 1 FM station in the area for young adults for the period
6 a.m. to midnight, Monday-Sunday.

TOTAL NEW YORK 36-COUNTY SURVEY AREA
(18-49 AGE BRACKET)

6 a.m.—Midnight, Monday-Sunday, Average Quarter Hour
All Stations (FM and AM) Young Adult Listeners

st bt o b

Station A (AM) [ B.660 Watls

Station B (AM) | S A 3 ARR ARG 105000
Station C (AM) B s S S e SR 92,800
Station D (AM) Failadaiwata =R R S 66,300
WRFMVEGE 53,400
Station F (AM/FM) [ 01 P ARREEREl 52,400
Station G (AM) [ 50,200
Station H (AM) [ SRR B 46,400
Station | (AM) FISERREESIIIIIRREES 39,200
Station J (AM/FM) FFEE I 37,700
Station K (FM) R 24.100
Station L (AM/FM) 3 T 20,600
Station M (AM) NI 19.100
Station N (FM) |EEEEEE 18,500
0O 10 20 30 40 50 60 70 80 90 100 110 120 130 140 150
*Young adults (18-49) in thousands 702,600 weekly cume 6 a.m.-midnight, Mon.-Sun.

*ARB Oct./Nov. 1969, Subject to survey limitations, details furnished on request,

{ { = e A BONNEVILLE STATION
5 é’ / Represented by Alan Torbet Associates, Inc.
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tion “has proven a real advantage,” he
says, adding that FM’s superior signal
will give it such an edge over AM that
eventually, in his estimation, AM will
become the secondary medium. FM is
simply “the omnly way you can get
stereo.”

Tom Harrison, president of Blair
Radio, agrees that advertisers buy “just
radio,” not FM or AM. The day when
FM was supported by Magnavox and
American Express is past, he says.

If manufacturers come up with an
inexpensive FM receiver for automo-
biles, FM broadcasters will be over the
last hurdle, according to Jim Alspaugh,
senior vice president at H-R Repre-
sentatives. Mr. Alspaugh is reluctant to
differentiate between selling AM and
FM. Both are just about on an equal
footing now, because FM stations “are
showing up in the rating books and
they are getting better audience.” He
adds that FM is being bought by the
major ad agencies, and the greater
diversification of FM formats has
broadened the medium’s demographics.

Robert E. Richer, vice president and
general manager of Quality Media Inc.
(an FM-only rep), notes that there arc
still some “subtle resistances on the
part of buyers.” With a choice between
buying an AM or an FM in the same
market, some agencies “‘will play it safe
and buy the AM,” he says. But the

A fresh look at \
Santa Barbara radio:
KMUZ is the

Number One radio

station — Metro
Average Quarter-Hour,
Monday through Sunday,
6:00 a.m. to Midnight
{ARB, October/November
1969)

Communicate with:
Advertising Sales West
Greener,-Hiken & Sears

KMUZ

STEREO FM 103.3
SANTA BARBARA, CALIFORNIA

American FM Radio Network

AUDIENCE MEASUREMENT DATA ARE
ESTIMATES ONLY AND ARE SUBJECYT
TO THE QUALIFICATIONS SET FORTH

\ BY THE INDICATED SERVICE.

Metromedia fills last
of FM manager posts

As a result of a decision made by Met-
romedia Inc. last year, all six of the
company’s owned FM stations now are
being operated by individual general
managers. In the past, the Metromedia
FM stations in Philadelphia, Cleveland,
Los Angeles and San Francisco have
been directed by managers of the com-
pany’s AM stations in these markets.

Last week, Nat Asch, director of pro-
graming for Metromedia Radio’s WNEw-
FM New York was named to the newly
created position of vice president and
general manager of Metromedia’s
KMET(FM) Los Angeles—the last com-
pany-owned FM station to get its own
general manager. The New York station
and wasH(FM) Washington had been
run by their own general managers pre-
vious to the decision to expand Metro-
media's FM management. Call letters of
stations in Philadelphia, Cleveland and
Oakland-San Francisco are WMMR-
(FM), wMMs(FM) and KSAN-FM, re-
spectively.

majority of them, he claims, “treat FM
like any other radio; there is no such
thing as an FM budget; the buyer who
says he wants to buy strictly FM is as
rare as a dodo.” The sole exception,
he notes, might be Magnavox, which
uses the medium to sell its stereo con-
soles.

Of the stations he handles Mr.
Richer notes that the most successful
format is a “fairly conservative one
with a middle-of-the-road sound.
There’s a strict commercial load, usual-
ly eight an hour. Any more than that
would involve a change in thought
[on the part of the audience] and that
would be the kiss of death.”

The approach to newscasts, he says,
“is nothing really very important has
happened, so keep listening. The list-
ener gets the important capsule sum-
maries; anything more, and he’ll prob-
ably turn to the networks to get the
full dope. It's necessary to have no
extraneous talk at all.” Thus, there is
a “tremendous impact when the music
is interrupted by a commercial,” he
continues. “The commercial might be
more listened to than on a top-rock
AM with all its chatter.” Any devia-
tion from this format, such as progres-
sive-rock FM, he feels “caters to really
small audiences. It has no impact what-
soever.”

There are those program consultants
and syndication services—and scores of
specialized FM stations—that are bank-
ing more on the shifting moods of the
American public in the 70,

Among Metromedia's stations, KSAN

(FM) San Francisco, for example, fea-
tures a progressive-rock sound and ori-
ginates satiric montage-like newscasts
on controversial issues that have cap-
tured the attention of the public prints,
Its kMET(FM) Los Angeles and WNEW
(FM) New York are progressive rock;
wMMS(FM) Cleveland is using the
Drake-Chenault “chicken rock” service
called Hitparade '70; wMMR(FM) Phil-
adelphia mixes some progressive rock
and MOR.

ABC’s “Love” FM programing con-
cept is expanding beyond the network’s
seven O&O markets into more markets
in March. The year-old progressive-
rock formatted service is doubling its
ptogram schedule to 50 hours a week,
according to Harold L. Neal Ir., presi-
dent of the ABC-Owned Radio Stations
Division. New four day-part segments
(5 am.-10 a.m., 10 a.m.-7 p.m., 7 p.m.-
midnight, midnight to 5 a.m.) make up
the broadcast schedule with a station
having to repeat an hour segment two
to four times a week instead of the
former seven times a week. New talent
added includes Howard Smith, assistant
publisher of The Village Voice, who
will provide features, vignettes, “social
commentary keyed to the social con-
sciousness” of Love's audience, says
Mr. Neal.

A possible new entrant into the pro-
gressive-rock syndication field is Mel
Blanc Associates, Hollywood, whose
creative director, Richard Clorfene,
waxed enthusiastic about the future of
FM last month (BROADCASTING, Jan.
26). “The youth market will head for
FM. Advertisers who want to reach
the youth market also will head for
FM,” he said.

Last week Mr. Clorfene provided the
why. Mel Blanc Associates is preparing
a demonstration tape and negotiating
with a network for airing of Radio
Atlantis — an  FM  “environmental
sound,” employing progressive rock to
reach “turned on” Americans 18 to
35. There will be little hard news in the
service; that which will be aired will
be “created” for the FM-rock audience.
As an example he cites news about
the furor over the pill taking pre-
cedence over, say, a bulletin about a
coal-mine accident. “What Yoho Ono
does is more important than what
Spiro Agnew does. She is a leader. He
is not.”

“FM is primarily an entertainment
medium,” Mr. Clorfene says, “and rock
has been its dynamics.” He claims that
in the past three or four years that
the top-five markets have had at least
one rock FM in the top-10 rankings.

How then does he account for the
success of MOR-formatted stations?
“It's because of their loyal franchise
and fan allegiance,” he says. MOR-sta-
tion personalities are “part of the
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Now you can lease the extra manpower
necessary to make your FM s'lcllion
really successful.

if your FM station is like most, there
are too few employees to make it truly
successful. It's been impractical to add
staff, and practically impossible to move
ahead without extra help.

The ABC Owned FM Stations have
found a way to break out of that bind.
We took the know-how that made us the
most successful group of AM stations in
the country and applied it fo FM. The
result was a new concept that's working
for us and can work for you too.

It's called manpower-leasing.

You do what you can do best locally,
and lease the rest of your needs from us.

Start with programming.

You know the headaches of an
all-live format: lack of good talent, high
costs, supervisory problems and rapid
turnover. And those inexpensive music
library services can turn out to be mighty
expensive when they don’t generate
avdience or sales.

Which is why we produce enough
fresh, creative programming to keep you
on-the-air 24 hours a day. It's taped,
but it sounds more live than a lot of live
stations. That's because we record
programming one day and it's on your
station the next day. There's new
programming every doy and no tape is
aired more than 7 days.

We call the programming LOVE,
aftér the new understanding and caring
for humanity expressed by youth. The
music is their music: progressive rock.

It's the music that now accounts for
half of all record sales, but less than
5% of all radio programming. How's
that for odds in your favor?

BROADCASTING, Feb. 23, 1970

A lot of FM stations are short on
promotion-manpower. Which is why we
have a whole advertising, publicity and
on-air promotion campaign ready for
you to carry out locally.

And while a lot of public affairs
programming is local, we provide you
with PSA’s, programs and ideas that will
make your local efforts more effective
and valuable to your community.

We carefully program the best of
progressive rock music with comments
and conversation that get listeners really
involved. Before we play the latest
Beatle album, our audience likes to hear
a bit of an exclusive interview with John
Lennon. Or Mick Jagger. Or Peter Fonda.
These are people with something to say
to our audience.

What kind of audience is this?

It's young, aware, quality-conscious.
It's teens, college students and young
adults. It's what we call the LOVE Lifestyle:
people who may be 18, 28 or 38 but
who think, feel, react and buy in the same
way. It's an audience that advertisers
know can only be reached in its own
environment. And a lot of advertisers,
local and national, have found out LOVE
is the environment that does it best.

The LOVE manpower-leasing concept.

It's working now in small, medium and
large markets. It works justas well in Peoria,
lubbock and Kalomazoo as it doesin
New York, Los Angeles and Chicago.

Not to mention Detroit, Cleveland,
Houston, Grand Rapids, Pittsburgh,
San Francisco and Morgantown.

f your FM station needs extra
manpower to make it really successful,
give Jim Smith a call now at (212}

Which brings us to sales. LT 1-7777, extension 7406. Make it collect.

With LOVE there are no program-
ming worries, so you'll have more
time to concentrate on sales.
We'll help you with sales aids,
presentations, research,
creative commercial services
and suggested approaches
that will put new life into
your sales staff. And we'll
work with your rep to
boost national billings.

We don't stop with
programming and sales.

’A SPECIAL PROJECTS GROUP
ABC OWNED STEREO FM STATIONS ©
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listener’s life”; those stations provide
“companionship, background music.
They're sinecures; they aren’t fighting
each other like rock and all talk sta-
tions for audience.”

Mr. Clorfene and Mel Blanc Asso-
ciates, which has also produced an
FM-stereo-only spot campaign for Dr.
Pepper, make clear which audience
they are pitching for in the future.
Meanwhile, stations like WwJIB(FM)
and WOR-FM are raking in the numbers
and demographics—and the advertisers.

(The foregoing special report was re-
searched and written by Robert A.
Malone, associate editor, Washington,
with reporting assistance from the New
York bureaun.)

CBS beefs up
its FM outlets

WsesM-FM Chicago has .been targeted
by CBS as its next owned-and-operated
station to be revitalized in the gradual
program to make the CBS FM opera-
tion more competitive. Thomas Cos-
grove, sales manager of the Chicago
office of CBS Radio Spot Sales, has
been named station manager of WBBM-
FM.

The CBS-owned FM outlet in Chi-
cago will follow the example of wcas-
FM New York by moving into a sepa-
rate studio facility and beefing up its
sales staff. While there are no plans to
change the automated “Young Sound”
format, the station will add live infor-

mation and news, which was previously
duplicated with wBsM(AM).

The Young Sound syndicated pro-
duction unit will be moved from New
York to the new studios of WBBM-FM.
WcBs-FM abandoned the Young Sound
last fall for a live format. All other
CBS-owned FMs subsribe to the Young
Sound, except kMox-FM St. Louis.

CBS West Coast stations—KNX-FM
Los Angeles and kcBs-FM San Francisco
—will undergo similar changes in 1971, .
according to Robert Cole, vice president
of CBS-owned FM stations. Changes
will be patterned after those at New
York and Chicago stations, and FM
operations will be fully staffed with
separate management. No changes in
format are contemplated at this time.

Board will confer
on EIA division

EIA ad hoc committee and
radio-TV set makers meet
to discuss consumer unit

The future of the position of the con-
sumer-products division within the Elec-
tronic Industries Association will be
decided by EIA’s board of governor’s
meeting in Washington March 12 dur-
ing the association’s spring meeting.

The BIA board will receive the
recommendations of a special commit-
tee that met last week in Chicago with
representatives of TV and radio-set
manufacturers and other home-enter-
tainment equipment makers.

L. Berkley Davis a former EIA
chairman who is chairman of an ad
hoc committee established by EIA
President Mark Shepherd to moderate
the dispute, would only say the meeting

was “constructive and harmonious.”
Other members of Mr. Davis’ commit-
tee are Robert W. Galvin, Motorola,
J. Frank Leach, Bunker-Ramo, and
Theodore A. Smith, RCA. Represent-
ing the consumer-product manufacturers
were George Fezeli, Magnavox, an EIA
vice president; Charles N. Hoffman,
Admiral, chairman of the consumer-
products division, and William E. Boss,
Sylvania.

The Chicago meeting followed by
days a meeting held in Washington at
the call of EIA President George Butler
of all EIA-division chairmen except
CPD.

Consumer-products members want the
consumer-products division to have
autonomy to run its own affairs, in-
cluding setting policy, hiring counsel,
running the annual Consumer Electronic
Show, compiling and announcing its
own statistics, and having its own
engineering staff. The policy disagree-
ment came to a head late last year
when Mr. Butler relieved Jack Wayman,
consumer-products division staff vice
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president, of his duties, but rehired him
last month.

TV makers seeking
to delay tuner order

Manufacturers say equal
VHF and UHF units not
avai'able at present

TV-set manufacturers have begun work-
ing to petition the FCC to extend the
deadline for UHF and VHF tuner com-
parability—to 1974. It probably will
be filed next week.

At issue is last month’s FCC erder
requiring TV sets that are nine-inches

‘or larger to have tuners for VHF and

UHF equivalent to each other (BRoaAD-
casTING, Feb. 2), The commission gave
the manufacturers until May 1, 1971
to accomplish this. A deadline of May
1, 1973 was given for TV sets with
pictures less than 9 inches.

In a meeting last week with the FCC
staff and UHF broadcasters, a repre-
sentative group of manufacturers said
that at least three full years was needed
before tuner parity could be incorpo-
rated in sets. This would occur after the
go-ahead is given but could not result
in 100% conversion until 1974, the
manufacturers said. They pointed out
that as of this time no equivalent VHF
and UHF tuners are available to them.

There was some talk on the part of
manufacturers of phasing in equal-
tuner sets on a one-third basis begin-
ning in the 1971-72 line with 100% con-
version in the 1973-74 line. Broadeasters
expressed the opinion that the steps
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. We're showmg our new recorder backwards so
you can see’its identical pairs of motors.
They're the secrets of the first truly backwards/
forwards play-back (or record/playback] unit
for reliable round-the-clock unattended broad-
casting.

The Ampex ‘ABR15 is the first functionally sym-
metrical {and truly bi-directional) recorder for
broadcasting.

Its big 14-inch reels and bi-directional-capabi]-
ity make it-ideal for automated operatlon And,

you can choose speed pairs from 15 ips to-

15/16 ips:

Identical* motors connect directly to dual cap-
stans -that pull the tape across -identical play-
back ‘heads. A" motor for each direction.
Separate playback heads-for. identical perform-
ance,

Two additional -motors- provide reel take -up,
whichever way you go.

All four molors are servo-controlled for even .

-tape tension and exceptional tape speed ac-

curacy. (*.08% throughout the reel).
Other features include extra fast start for pre-

cise cueing. *Joystick’ control for variable fast
‘iorward and rewind. A digital tape.counter. And

a 'simple, uncluttered design inside and out.
The rack mount modules, including electronics,
are only 1%” high. They're easily mterchanged
so maintenance is.simple ‘and downtime. is
short.

For full specifications and ‘information on how
an ABR Series recorder will fit into your system,
call our Professiorial Audio’ Products Sales
Manager: {415) 367-4400 (collect).

Or write to Ampex Corporation, Professional
Audio ‘Products ‘Division, M.S. 7-13, 401 Broad-
way, ‘Redwood Clty, CA 94063.

AMVIPEX

Announcing the backwards/forwards
broadcast recorder, the Ampex ABR15

...backwards



should be more like 50%, 75% and
100% of all models by that time.

The meeting last week was presided
over by FCC Commissioner Robert E.
lLee with the following commission
staff members present: Hilburt Slosberg,
and Upton Guthery, of the general
counsel’s office; Sidney Lyons of the
office of the chief engineer, and Rob-
ert G. Weston, who is Commissioner
Lee’s engineering assistant.

Broadcasters present were W. Robert
McKinsey, wJRJ-TV Atlanta, who is
president of the All Channel Television
Society; David M. Baltimore, WBRE-TV
Scranton-Wilkes-Barre, Pa.; C. Richard
Block, Kaiser Broadcasting Co., and
Martin E. Firestone, Washington lawyer
representing ACTS.

Representing manufacturers were
R. A. Schieber, RCA; D. E. Garrett,
GE; H. 0. Wood and D. B. Blenko,
Philco-Ford; Albert Cotsworth, Zenith;
Sam R. Rothenberg, Emerson; R. M.
Gaiser, Sylvania; Gary Cowan and S. R.
Austin, Washington counsel, and Jack
Wayman, consumer products vice pres-
ident, Electronic Industries Association.

Speedier news on AP

AP stepped up the speed of its broad-
cast wires from 60 to 66 words per
minute last week when modifications
were made on teletype sending and re-

Chief Engineer

NEW YORK METRO
TV STATION

$20,000

WXTV e Channel 41, Paterson,
New Jersey seeks a highly
qualified and experienced
chief engineer. Must be strong
on Ampex tape equipment,
GE 50 kw transmitter and
color.

If you have the qualifications
to command this position and
salary, please call or send
resume to:

Edward J. De Gray
President
WXTV

641 Main Street

Paterson, N, J.
(201) 345.0041

ceiving machines throughout the coun-
try. Robert Eunson, AP assistant general

manager for broadcast, said two tiny
‘gears were changed on the organiza-
tion’s sending machines at its various

bureaus and the receiving machines at
the stations of 3,224 broadcast mem-
bers. The changeover was accomplish-
ed, he said, “without a hitch” at 3 a.m.
on Feb. 15.

“The increased speed eases some of
the pressures on the 24-hour broadcast
circuit, one of the busiest wires in the
world,” Mr. Eunson stated. “It will en-
able AP to deliver a greater volume of
news in less time.”

WTNT faces $5,000 fine
for pre-dawn operation

The FCC last week told wTNT(AM)
Tallahassee, Fla., that alleged unau-
thorized pre-sunrise operations may
bring a $5,000 fine. The commission told
licensee Tallahassee Appliance Corp.
that it was apparently liable for violat-
ing its station license by operating with
daytime facilities, non - directionally,
prior to sunrise from October 28, 1967
to about Dec. 2, 1969,

In its defense, wTNT said it operated
for many years this way but that it was
not until inquiry by the commission’s
staff that it realized that changes in
pre-sunrise operating rules (precluded)
operation with . . . normal daytime
facilities prior to local sunrise at Tal-
lahassee. The alleged violation was re-
vealed in operating logs submitted by
WTNT with its renewal application.
WTNT added that it terminated all non-
directional operation during pre-sunrise
hours immediately upon being notified
of the requirements.

Intelsat spade work
to run to mid-March

The future organization of the Inter-
national Telecommunications Satellite
Consortium (Intelsat), is expected to be
defined at an international conference
that reassembled last week in Washing-
ton after a recess of nearly a year.
More than 100 nations were repre-
sented at the meeting that carries the
jaw-breaking title of Plenipotentiary
Conference on Definitive Arrangements
for the International Telecommunica-
tions Consortium. The meeting, ex-
pected to last four weeks, has two
major issues to resolve—who will man-
age the international system of com-
munications satellites, and what voting
weight will be given to member nations.
Elected chairman of the conference
was Abbott Washburn, chief of the
U.S. delegation. Etienne Vallston of
Switzerland and N. C. Shrivastava of
India were elected vice chairmen of the

international conference.

Eric Hager, New York lawyer who
is a member of the U.S. delegation, was
chosen as deputy chairman of the dele-
gation; he will be the spokesman for
the American group.

The conference held its first meeting
in Washington from Feb. 24 to March
21 jast year, with 63 member nations
and 31 observers present. The confer-
ence recessed while a series of prepara-
tory committees worked last summer
and fall and winter to draft possible
solutions t0 a number of intricate prob-
lems. This year there are 73 member
states and 30-odd observers present.
Leonard H. Marks, Washington attor-
ney and former director of the U. S.
Information Agency, was conference
chairman at the first session last year.

Intelsat was organized in 1964 and
provides joint operation of a single,
global commercial communications sat-
ellite system that has been managed by
the U. S.s Communications Satellite
Corp. Intelsat has satellites over the
Atlantic, Pacific and Indian oceans.

The existing Intelsat arrangements
continue in force until new arrange-
ments are adopted.

New group will provide
facsimile services

Formation of Information Utility Sys-
tems Inc., merging technologies and
staffs of Computer Pix Corp., Comfax
Communications Corp. and Comfax
Communications Network Inc., was an-
nounced last week. Ira Kamen, Com-
fax-Computer Pix board chairman, was
named president.

The new corporation provides a
total service for facsimile transmission
from hard copy to hard copy and/or
microfilm to hard copy.

Transmission equipment for the
Comfax facsimile system is expected to
be leased to radio and TV stations in
the U.S. for use by members of their
communities needing instant data.

EBS will test system
from Key Biscayne

The FCC has announced that a simu-
lated closed-circuit test of the Emer-
gency Broadcast System from the  ori-
da White House at Key Biscayne )l
take place between 12:40 and N
p.m., EST, March 4.

The purpose of the test, which
technical program origination anc
tribution, is to determine whether
can provide channels for the Pre:
within the five-minute reaction
specified. The program will origma
the Florida White House, and wil
volve the White House Commu.
tions Agency, AT&T, ABC, CBS,
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the Intermountain Network, MBS and
UPI Audio.

FCC Defense Commissioner Robert
Wells has also asked a working group
of the National Industry Advisory
Committee to submit further tests de-
signed to meet the five-minute reaction
time.

Technical topics:

Long-haul microwave = Two new mic-
rowave relay systems, one for 6.425 to
7.125 gHz and the other for 12.2 to
13.25 gHz, have been introduced by
Lenkurt FElectric Co., San Carlos,
Calif. subsidiary of General Telephone
& Electronics Corp. Both systems, types
75B2 and 7SEI, are capable of trans-
mitting up to 1,200 voice channels or
single video channel on long-haul, back-
bone routes of 2,000 miles or more.
Systems are fully solid state and use
traveling wave tube as a transmitter
power amplifier as well as low noise
heterodyne repeaters.

Color conversion = Noncommercial
KOKH-TV Oklahoma City will convert its
black-and-white operations to color later
this year with RCA equipment worth
almost $500,000, RCA said. The UHF
station (channel 25) has been broad-
casting in black-and-white since 1959,
Equipment includes three studio color
cameras, two video tape recorders, two
film systems and two TV switchers.

New mobile unit = Hughes Sports Net-
work Inc. has rented a new mobile
unit from Transmedia International for
its six-tournament golf coverage, starting
with the Doral Open in Miami Feb.
28. The vehicle, worth over $1 million,
includes all the equipment HSN needs
in one unit. In previous years, HSN had
to ship slow-motion equipment and a
slide chain to the tournaments separate-
ly.
CATV and TV conditioner = Telemet,
Amityville, N.Y., a Geotel company,
has introduced a new video signal con-
ditioner 4600 for TV and CATV use.
Unit is designed to correct mid-frequen~
¢y phase disturbances that account for
most conditions of “soft” color or
monochrome picture quality and to
eliminate both negative and positive
smearing. Four separate time con-
stants ~re available by a front panel
sele” ..on switch. Gain is adjustable 0.7
1= Frequency respomse is rated at
db to 8 me. Differential gain is
and phase is 0.5. Noise is ~—60
~ ce: $700.
‘e for modulation = C-Cor Elec-
:Inc., State College, Pa., has in-
.d a complete signal generation
measurement unit designed for
ring cross modulation of CATV
:ers. Known as cross-modulation
i model TSI-20, the unit provides
easurement on 20 channels, in

accordance with NCTA standards of
square-wave modulation.

Tape conditioning = Recortec Inc.,
Mountain View, Calif., is marketing a
new version of its Video Tape Condi-
tioner {VTC-2) which utilizes a pro-
prietary capstanless, vacuum-buffed
tape drive that maintains uniform ten-
sion and precise winding while operat-
ing at high speed. The VTC-2 uses
vacuum tape cleaning grids to remove
debris from both sides of the tape. An
electronic tape timer is supplied as
standard equipment. Standard model
price: $5,450. Address: 162 S. Whis-
man Rd., 94040.

Public FM = A $2,300 grant from the
Corp. for Public Broadcasting will be
used by the Commonwealth of Ken-
tucky for an engineering study needed
before establishing state-wide public
FM-radio plan. Another $1,700 is to
be donated by 19 colleges, universities
and school boards in Kentucky to meet
total project cost of $4,000.

Look behind you = Spindler & Sauppe
Inc., Glendale, Calif., has introduced a
slide~projection system designed for pro-
jecting background images behind TV
newscasters, sportscasters, and other on-
the-air personalities. For use in either
monochrome or color studios, the pack-
age, an Ultralight Screen and Dynamic
Dissolve System, is remoted to control
console and enables directors to use
multi-speed dissolves, instantaneous cuts,
and slow-to-fast fades in their slide
presentations. Address: 201 S. Lake
Ave.

Tower power = KBak-TvV Bakersfield,
Calif., has spent over $300,000 on an
RCA Polygon antenna system, and has
placed it atop Mount Breckenridge,
7,775 feet above sea level, said to be
the highest telecasting site on the West
Coast. The antenna upped effective
radiated power from 191 kw to 1,720
kw.

Home entertzinment agreement = Ad-
miral Corp., Chicago, and National
Union Electric Corp., New York, an-
nouniced a long-term agreement |ast
week whereby Admiral will manufac-
ture all Emerson and DuMont brands of
color TV and other home entertain-
ment products for National Union's
Emerson TV and radio division. Mar-
keting of Emerson and DuMont prod-
ucts will continue through the existing
distribution-dealer network of National
Union’s Emerson Television Sales Corp.

Comparable UHF-VHF tuners » Sarkes
Tarzian Inc., Bloomington, Ind., is in
production with a new line of VHF-
UHF tuners that satisfy the FCC re-
quirements for “comparability.” The
company is capable of producing four
million six-position detente tuners a
year and can increase that volume if
necessary.
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.. 1ape
/= Cartridge

Ei=: Racks
- » Free standing
- » Table top
* Wall mounting

i

Enjoy rea! fingertip cor‘o'venloncs with these
Spotmaster tape cariridge racks. Three
styles, holding up to 200 cartridges, meet
every need. RM-100 wood rack stores 100
cartridges in miniMum space, for wall or
table top mounting, $45.00. 1S-100 'lazy
susan rack holds 100 cartridges on table
top rotating stand, $79.50. RS-200 revolv-
ng rack Is on casters for fioor Storage and
mobility, accepts 200 cartridgas, $145.50.
RS-25 rack sectlons, used in rotating
racks, hold. 25 cartridges, may be wall
mounted individually; rugged steel con-
struction, $12.50.

Order direct or wrlte for detalls.

BROADCAST ELECTRONICS, INC.

8810 Brookvllle Rd., Silver Spring, Md. 20910

Tape
Cartridges
e | ’

2 )

All lengths and sizes stocked — fast
service — highest quality

Series Unit

Time at 7% ips Price

20 sec. $1.34

sac. 185

sec, 2

soc. (63) FA -]

sec. e

3% min. 240

8% min. 2,75

A% min. 3,55

300 0¥ min 370

600 12% min. 8530

B00 16 min, 5.5

1200 26 min. 9.05

1203 31 min. 9.95

Also: DL cartridges (for Spotmaster

delay machines), empty carridges,

bull_c tape, tape-tags and other acces-

sories.
ANY ASSORTMENT—NO MINIMUM ORDER

BROADCAST ELECTRONICS, INC.

8810 Brookvllle Rd., Silver Spring, Md. 20810
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Programing

Two-thirds of fall season set

NBC-TV to bring in five new shows, CBS six;
NBC takes Skelton; Gleason dropped

The CBS and NBC television networks
late last week announced 1970-71
prime-time schedules that between them
- offer 11 new programs and, in the big-
gest surprise of all, move Red Skelton
to NBC-TV after 17 years as a main-
stay in the CBS-TV line-up.

Jackie Gleason, another CBS-TV
veteran, is out altogether, replaced by
Mission: Impossible.

Mr. Skelton's departure, like Mr.
Gleason’s, had been a subject of specu-
lation for several days but not until
NBC's schedule began to circulate
among agencies shortly before its an-
nouncement Thursday night (Feb. 19)
did it become known that he would
move to NBC. The NBC schedule has
him down for a half-hour show Monday
nights at 7:30 New York time.

NBC’s schedule calls for five new
shows totaling four hours a week, the
fewest new-season changes in NBC-TV
history, down from last year’s record
of seven new programs totaling five-
and-a-half hours. CBS’s calls for six
new shows totaling four-and-a-half

Mr. Gleason

hours, same as last year.

With their new line-ups set at least
for the present—in many cases with
new shows they had previously an-
nounced—CBS and NBC will get down
to selling the schedules in earnest.

CBS planned to reinstate its “Wash-~
ington birthday sale"—although a cou-
ple of days late because of holiday's
timing—with virtually continucus show-
ings all day Tuesday (Feb. 24) for
agencies and advertisers at its offices in
New York, Chicago, Detroit and Los
Angeles.

ABC-TV was reported unofficially to
be shooting for a wrap-up of its new
schedule this week.

CBS's new shows are the one-hour
Tim Conway Variety Hour, a revised
and expanded program featuring the
star of the comedy half-hour that CBS-
TV entered as a midseason replacement
this year; Storefront Lawyers, a legal
drama with Robert Foxworth as one
of three lawyers serving the needs of
the underprivileged, and The Interns, a
drama centering on the personal lives
of a group of interns in a big hospital,
plus three half-hour entries: Mary Tyler

Moore Show, a comedy featuring the -

co-star of CBS's long-running Dick Van
Dyke Show as a bachelor girl who
works in the news department of a
Minneapolis TV station; Andy Griffith
Show, another comedy with the former
CBS star as headmaster of a modern
private school, and Arnie, a domestic
comedy starring Herschel Bernardi as
a man trying to cope with social pres-
sures that arise when he moves from
a laborer’s job to that of an executive.

NBC’s new shows in addition to
Skelton are the one-hour Don Knotts
Show, comedy-variety; Flip Wilson
Show, also comedy-variety, and—the
only hole NBC left in its schedule—a
new film series to go in at 10-11 p.m.
Wednesdays—plus the half-hour Nancy,
a comedy starring Renee Jarret as the
daughter of a U.S. President and with
Celeste Holm as her secretary.

Out of the CBS schedule—in what
is generally regarded as an effort to
shed its image as a network with more
appeal to older, nonurban audiences
than to younger, city viewers—are the

western Lancer (Tuesday, 7:30-8:30),
Get Smart (Friday, 7:30-8), the come-
dy CBS picked up when NBC dropped
it last fall; Petticoat Junction, situation
comedy (Saturdays, 9:30-10), and the
present Tim Conway Show (Friday,
8-8:30), in addition to Skelton (Tues-
day, 8:30-9:30) and Gleason (Satur-
day, 7:30-8:30). ‘

Leaving NBC are My World and
Welcome to It (Monday, 7:30-8);
Jeannie (Tuesday, 7:30-8) Debbie
Reynolds Show (Tuesday, 8-8:30),
And Then Came Bronson (Wednesday,
10-11), the long-running Daniel Boone
(Thursday, 7:30-8:30) and Dragnet
(Thursday, 9:30-10).

In addition to its new shows, CBS
is reshuffling the time periods of four
‘holdovers. NBC’s schedule shuffles none.

CBS's line-up makes no changes on
Monday and Thursday nights.

Hogan’s Heroes moves from Friday
at 8:30 into the Sunday 7:30-8 spot
replacing To Rome With Love. In the
other Sunday change, the new Tim
Conway variety show replaces Mission:

Mr. Skelton

62

BROADCASTING, Feb. 23, 197¢




Impossible at 10-11.

To Rome With Love takes over the
first half of Lancer's period on Tuesdays
at 7:30-8 and the new Mary Tyler
Moore Show takes the rest at 8-8:30,
with Hee Haw then moving into the
8:30-9:30 period that Skeiton has had.

On Wednesday, Storefront Lawyers
gets the 7:30-8:30 period now occupied
by Hee Haw. On Friday, Interns suc-
ceeds Get Smart and the present Tim
Conway at 7:30-8:30 and Andy Grif-
fith moves into the Hogan's Heroes
spot at 8:30-9.

On Saturdays, Mission: Impossible
succeeds Gleason at 7:30-8:30 and
Arnie replaces Petticoat Junction at
9:30-10.

NBC’s new line-up—announced as it
was to be presented to a meeting of the
NBC-TV Affiliates Board of Delegates
last Friday (Feb. 20)—is unchanged
on Friday, Saturday and Sunday nights.

On Monday, Skelton replaces My
World. On Tuesdays, Don Knotts re-
places Jeannie and Debbie Reynolds in
the 7:30-8:30 block.

The yet-to-be-announced one-hour
film series on Wednesday succeeds
Bronson. (According to agency sources
two potential spinoffs from the Worid
Premiere series produced for NBC by
Universal TV are strong contenders.
One is McCloud, starring Dennis
Weaver as a U.S. marshal transferred
apainst his will from Texas to New
York; the other is SFX another action-
adventure program, with the San Fran-
cisco municipal airport as its base.)

Flip Wilson replaces Daniel Boone
on Thursdays at 7:30-8:30 and Nancy
goes in for Dragnet on Thursdays at
9:30-10.

In announcing Mr. Skelton's new
program, NBC quoted the comedian as
saying: “I am returning home to NBC-
TV for my 20th anniversary.” He was
on NBC before moving to CBS.

Lest it be thought they were picking
up a program with appeal primarily to
older audiences—-after years of claim-
ing superiority over CBS in reaching
young audiences—NBC officials also
reported that their researchers had
found that, thus far during this year’s
second season, Skelton rated not only
eighth in total homes reached but 29th
among viewers aged 18 to 49. They
said his NBC program, although only
a half-hour in length, would keep its
present format.

Following are the new fall sched-
ules for CBS and NBC. The N signifies
new program; NT, a new time period;
all times are Eastern.

CBS

Sunday—Hogan's Heroes (NT) 7:30-
8; Ed Sullivan 89; Glen Campbell
Goodtime Hour 9-10; Tim Conway Va-
riety Show (N) 10-11.

Monday {(unchanged) — Gunsmoke
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NBA quadruples
its rights price

And ABC-TV snaps up new
three-year contract; league
agreeable to Monday-night TV

ABC-TV will continue to carry Na-
tional Basketball Association games for
the next three years under a new es-
calating contract worth an estimated
$17.5 million in rights costs.

Roone Arledge, president of ABC
Sports, and Walter Kennedy, NBA
commissioner, announced last week that
the network had exercised its option on
the previous five-year contract, which
cost ABC an estimated $1.5 million
each year. The price for the coming
year will be around $5.5 million.

For this price ABC gets rights to a
minimum of 28 games, an increase of
10 over this year's minimum. The
schedule includes 17 repular-season
games on Sundays in 1971, the NBA
All-Star Game, three games to be se-
lected for telecast at the end of 1970,
and seven playoff games, most in prime
time.

Mr. Arledge insisted that ABC does
not plan to program prime-time profes-
sional basketball games as a follow to
the experiment with prime-time Mon-
day-night professional football games in
the coming year, but said that Monday-
night basketball games were a *pos-
sibility” in 1972. Mr. Kennedy added
that the NBA “will guarantee to sched-
ule a Monday-night game somewhere
after the first year, if ABC wants it.”

Under the new contract, ABC has
the option to increase the number of

televised games to 40, paying extra for
each one. The additional 12 games
would be likely prospects for filling the
Monday-night schedule between foot-
ball and the basketball playoffs in April,
and ABC might be able to improve sta-
tion clearances with this programing.
Sports presentations traditionally clear
many more stations than regular prime-
time series.

A total of 212 stations now carry
the Sunday-afternoon basketball games,
compared with an average of 170 clear-
ances per quarter-hour for ABC’s
prime-time schedule last week. The net-
work had no estimate yet on the num-
ber of clearances for prime-time foot-
ball in the fall of 1970.

The audiences for basketball have in-
creased steadily since ABC began
broadcasting games in 1965. The six
games televised through Feb. 1 this
year attracted an average total audience
of 18 million as compared with 11
million for 17 games in 1965, and the
audience is expected in increase .as
the season approaches its climax.

Mr. Arledge reported the network
planned more regional telecasts in the
coming years. The basic plan now is
for two regional games on a Sunday,
with the originating city blacked out.
Telecasts will also be lengthened to
two-and-a-half hours to include a pre-
game show.

Any new expansion teams will share
equally in the rights costs, Mr. Kennedy
said., Presumably this would apply to
any teams in the American Basketball
Association if that league were ab-
sorbed by the NBA although one of
the points to be negotiated in such a
merger would be the resolution of the
ABA’s contract with CBS-TV (Broap-
CASTING, Dec. 29, 1969).

7:30-8:30; Here's Lucy 8:30-9; May-
berry RFD 9-9:30; Doris Day Show
9:30-10; Carol Burnett Show 10-11.

Tuesday—To Rome with Love (NT)
7:30-8; Mary Tyler Moore Show (N)
8-8:30; Hee-Haw (NT) 8:30-9:30;
Governor and J. J. 9:30-10; CBS News
Hour 10-11.

Wednesday — Store Front Lawyers
(N) 7:30-8:30; Beverly Hillbillies 8:30-
9: Medical Center 9-10; Hawaii Five-O
10-11.

Thursday {unchanged)—Family Af-
fair 7:30-8; Jim Nabors Hour 8-9;
CBS Thursday Night Movies 9-11.

Friday—Interns (N) 7:30-8:30; An-
dy Grifith Show (N) 8:30-9; CBS
Friday Night Movies 9-11.

Saturday—Mission: Impossible (NT)
7:30-8:30; My Three Sons 8:30-9;
Green Acres 9-9:30; Arnie (N) 9:30-
10; Mannix 10-11,

NBC

Sunday (unchanged)—Walt Disney
7:30-8:30; Bill Cosby 8:30-9; Bonanza
9-10; Bold Ones 10-11.

Monday—Red Skelton (N) 7:30-8;
Rowan & Martin 8-9; Monday Night
at the Movies 9-11.

Tuesday—Don Knowts (N) 7:30-
8:30; Julia 8:30-9; Tuesday Night at
the Movies 9-11.

Wednesday—Virginian 7:30-9; Krafr
Music Hall 9-10; new film series to be-
announced at 10-11 (may be McCloud,
or SFX).

Thursday—Flip Wilson Show {N)
7:30-8:30; Ironside 8:30-9:30; Nancy-
(N) 9:30-10; Dean Martin 10-11.

Friday (unchanged)—High Chapar-
ral 7:30-8:30; Name of the Game
8:30-10; Bracken’s World 10-11,

Saturday (unchanged)—Andy Wil-.
liams 7:30-8:30; Adam 12 8:30-9; Saz-
urday Night at the Movies 9-11.

63



Nixon aide sees networks shaping up

He says two are trying harder since Agnew blast
but third, unidentified, still fails to win approval

The Nixon White House these days is
two-thirds satisfied with the perform-
ance of the network news operations,
and suggests it has Vice President Spiro
T. Agnew's tongue-lashing of the net-
works to thank for permitting even
that degree of satisfaction.

Indeed, the White House even feels
sufficiently generous towards the net-
works to credit them with inspiring
presidential action. But any suggestion
that the networks not grant the Presi-
dent free air time every time he asks
for it draws a counterthrust that makes
up in bang what it lacks in precision.

The White House position on these
matters was expressed by Patrick
Buchanan, 31-year-old presidential as-
sistant and speech writer in a three-
part interview, broadcast by Post-News-
week Stations’ wTtop-Tv Washington,
on one of Mr. Buchanan’s principal
functions—keeping the President in-

formed on what the public is reading
in the press and seeing on television.
The series is to be broadcast this week
by Post-Newsweek’s wixt(Tv) Jack-
sonville and wiLBw-tv Miami, both
Florida.

Mr. Buchanan, who reads 54 news-
papers and scores of magazines and
regularly monitors network news, was
asked by wrtop-Tv’s Earl Mazo if he
feels the media have been fair to the
President.

The majority of newspapers “that are
in the middle, that are not ideological
one way or the other” have treated the
President well, in Mr. Buchanan's view,
“They’ve been both objective and fair.”

But the networks are another matter.
There is one network, he said, which
is “‘consistently not fair or not objective
with regard to administration reports.”
The other two are fair. Which one is
not, according to Mr. Buchanan? He

declined to identify it.

He said the networks—at least two
of them—made a “deliberate effort to
be more objective and to be more fair
in all their reports” following Vice
President Agnew’s Nov. 13 speech in
Des Moines, Iowa, “calling on the net-
works to check themselves, to analyze
themselves.”

(Mr. Buchanan, who has been cred-
ited with authorship of the Des Moines
speech said the speech was almost en-
tirely the work of the Vice President.
He acknowledged only contributing
*some thoughts or ideas.”)

What kind of impact do Mr.
Buchanan's news summaries have on
the President? Apparently a significant
one. Mr. Buchanan said that after ABC’s
reports on black-lung disease were
brought to the President’s attention,
the President directed the Interior De-
partment to step up action in drafting

AP chief urges
united media front

Gallagher says critics
shou!d be shown all journalism
today is better than ever

Broadcast and print journalists must
stick together to guard against encroach-
ment of freedom of the press, Wes Gal-
lagher, general manager of AP, said last
week.

“They sink or swim on the issue,” he
observed.

Recognizing the abundance of critics,
Mr. Gallagher reminded his audience
Thursday (Feb. 19) at the annual meet-
ing of the Colorado Associated Press
Association in Denver that “St. Peter
himself could not run a newspaper ot
broadcast station today and escape
criticism . . . there is no doubt the
communication media would come out
on the short end of any popularity vote
on them.”

“There are two immutable rules on
criticism of the media carrying news;
criticism by the government rises in di-
rect proportion to the amount of news
which reflects unfavorably on govern-
ment policy” and “criticism by the pub-
lic rises in direct proportion to the
amount of news that does not fit the

. prcconceived ideas of what the
news should be.”

But, Mr. Gallagher urged, “I think it
essential we take the offensive against
some of our critics. We can dispel some
of the cliches and do some education as
to the place of journalism in our so-

Mr. Gallagher

ciety.” He suggested these steps:

= “We can point out that the news
is better covered and more objectively
covered than it has been at any time in
our history.

= “We can point out that the news
media, far from being monopolized, are
serving the American public with more
voices than at any time in history.

= “We can point out that when an
administration claims it isn’t getting a
fair shake in news coverage . . . it is
speaking pure baloney.”

To emphasize the last point, he re-
ported results of a two-week survey of
the AP wires, which showed not only
that the administration dominated news
channels, but that the overwhelming
amount of news from Washington
(72% ) was favorable to the adminis-
tration. He noted that a similar survey
by the ABC network (BROADCASTING,
Dec. 15, 1969) had proved that the
administration received more air time
than its political opponents by a 3 to 1
margin.

“When the First Amendment was
written it did not say the press shall be
free ‘except by consent of the FCC' or
‘except for government boards’ or ex-
cept for anything. Nor did it limit the
press to newspapers,” said Mr. Gal-
lagher. It was meant as a “freedom of
expression for the public and any news
media.”
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a bill to help deal with the miners’
disease.

A similar situation developed in con-
nection with hunger, he said. “Wed
tell the President that the networks are
focusing on this hunger issue, and
they've had a good deal on it last night,
a good deal the night before, and the
President right away would send out
directives: ‘Let’s move on this issue.’
You know, it’s a matter that’s being
brought to public attention.”

The suggestion that the networks not
automatically grant every request for
free time that the President makes was
offered by CBS’s Eric Sevareid, in an
interview on KNxT(TV) Los Angeles
three weeks ago.

When asked to comment on this by
Mr. Mazo, Mr. Buchanan did so with
some feeling. He said that the President,
as “the elected representative of the

American people . . . has a right to go
on national television when he de-
termines that the national interest dic-
tates that he communicate with the
people and win their support.”

As for Mr. Sevareid, Mr. Buchanan
added: “He has the half-hour of net-
work evening time each evening, and
you ask yourself, ‘“Who elected Mr.
Sevareid? ¥ Mr. Mazo suggested that
Mr. Sevareid was elected by the people
who employ him. No one pointed out
that Mr. Sevareid has not a half hour
but two or three minutes on the half-
hour Walter Cronkite evening-news
program, and then not every night.

Mr. Buchanan’s reaction was interest-
ing in light of a comment on an-
other remark of Mr. Sevareid’s in the
course of that KNXT interview, Mr.
Sevareid bhad said that Vice President
Agnew’s Des Moines speech had made

Even ETV has its censors

Five outlets refuse NET feed of controversial film,
trigger critcism in educational-TV circles

The right of a producer to present his
personal viewpoint in a TV film docu-
mentary became the central issue in a
fuming controversy in educational-TV
circles last week when five ETV sta-
tions declined to run a documentary
flm on America’s involvement in
foreign wars in the last 52 years.

The documentary, produced by Alan
M. Levin, a producer for National Edu-
cational Television, New York, was
Who Invited US? It depicted economic
self-interest as the controlling factor in
American military interventions. The
program was rejected by noncommer-
cial stations in Washington, Richmond,
Va.; Norfolk, Va.; Lubbock, Tex.;
and Austin-San Antonio, Tex. It was
part of the NET Journal series carried
by the interconnected 160 ETV sta-
tions on Monday nights.

Viewers who had tuned to Washing-
ton’s WETA-Tv were told at 9 p.m.,
when the program was scheduled to
begin, that it would not be run. It was
described as “sufficiently distorted by
oversimplification and omission of im-
portant relevant information as to
render the final product unnecessarily
misleading.” WETA-Tv repeated a pro-
gram on the Russian composer Dimitri
Shostakovich in its place. KLrRN(TV)
Austin-San Antonio said it was delay-
ing the broadcast until a panel of
analysts could be added to the presenta-
tion.

But, beyond the immediate subject
of the dispute are other scheduled NET
documentaries for the coming months

that treat with controversial subjects.
Among them: sex education in the pub-
lic schools, in which producer Dick
McCutchen finds that “‘a fear of youth”
is the basis for attitudes against sex
education, and a study of the plight of
the farmer by Jack Willis which is said
to identify food processors as the “com-
mon exploiter” of farmers and con-
sumers. A third film that is expected
to trigger contention is about the trial
of a Black Panther in Denver, pro-
duced by Robert M. Frescoe.

The Washington reaction is con-
sidered a bellwether because of the
large number of federal government
officials who watch the local noncom-
mercial station, and also because funds
for the Corp. for Public Broadcasting
and matching grants to states for non-
commercial station construction are un-
der consideration by the Congress.

The decision to substitute was made,
William J. McCarter, WETA-TV vice
president and general manager said,
after the program was viewed by an
advisory group of three (none from
the government, he emphasized). In
a statement issued the following day,
Mr. McCarter said the program was
rejected because:

“1. Tt was deceptive in its identifica-
tion, both as a program and in the
heavy newspaper advertising attending
it. The program actually is an in-
dividual’s statement under the guise of
a station program presentation.

“2. The program was distorted by
the enormous amount of material it

i TR
Earl Mazo of wrop-tv Washington (I)
interviews White House aide Pat Bu-
chanan.

him feel “as though a pail of garbage
had been thrown at me.”

Mr. Buchanan called this an “over-
reaction.”

chose to omit, and by the aural and
visual manipulation of the material it
did include. Thus, by broadcasting the
program, we would have been present-
ing as objective truth what was in fact
only one view of an issue.

“3. Adding a 30 to 60 minute dis-
cussion of the film by foreign-policy
experts might have rectified this distor-
tion. But our experience is that few
viewers stay tuned for such a discussion
after an hour-long dramatic docu-
mentary.” :

Mr. McCarter commented that B
stations carry a heavy responsibility,
and added: “We would be abrogating
this responsibility if we were to broad-
cast material which we believed was
deceptive, distorted, or dishonest.”

Actually, the film was previewed in
Washington on the Wednesday before
its Monday schedule by an invited
audience that included Senator Frank
Church (D-Idaho), a member of the
Senate Foreign Relations Committee;
retired Marine Corps Commandant
David M. Shoup; congressional staff
members and the news media.

At a New York screening of excerpts
of the film prior to broadeast, Mr. Levin
defended his right and ability to make
a “personal interpretation” documen-
tary, and he was supported by other
NET Journal producers and William H.
Kobin, NET programing vice president.

“Subjectivity is not propaganda, but
honesty on the part of the film-maker,”
declared Frederick Wiseman, whose
Hospital was shown on NET Feb. 2 and
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delayed in New York because wWNDT-
(tv) felt it was unsuitable for young-
sters. “What's really missing on TV is
the opportunity to show bad things.”
Mr. Kobin noted that “people expect
to be given a ‘right’ or ‘wrong’ answer
fram a documentary, and that’s an
unfair expectation.” They have been
conditioned to “objectivity” by tradi-
tions in the newspaper field, he said,

“but no one looks at a one-tc-one con-
frontation documentary.

“The problem is that when one selects
a subject, it is already controversial,”
he remarked. “Only when the minority
view is presented do we run into
trouble.”

The latest cancellation drew critical
statements from NET President Yames
Day and the Association of Public

FCC raps KRAB on obscenity

One-year renewal prompts Cox to dissent
in fear of dampening controversial programing

Rich and powerful broadcasters who
remain silent while the FCC “picks on”
small, noncommercial broadcasters
whose programing offends some listen-
ers are setting themselves up for the
same kind of treatment. Self-interest,
let alone principle, dictates that the
powerful elements in broadcasting in-
volve themselves in resisting such gov-
ernment interference.

This was the view of a member of
the commission itself—Kenneth A. Cox
—in dissenting last week to the com-
mission’s action in granting the renewal
of listener-supported KRAB(FM) Seat-
tle for only one year (to Feb. 1, 1971)
because of a program that contained
a number of four-letter words (*“Closed
Circuit,” Jan. 26).

Commissioner Cox, who with Com-

missioner Nicholas Johnson filed the
only dissents in the case, appeared to
be enlisting the broadcasting industry’s
help in heading off the antiobscenity
campaign to which Chairman Dean
Burch is now committed and which
Commissioner Cox suggests may have
dangerous ramifications.

The KRAB case is not the one that
Chairman Burch has said the commis-
sion is seeking as a test case of its au-
thority to ban obscenity from the air.
For the commission did not find that
the material involved—contained in a
taped, 30-hour “autobiographical novel”
by a local minister that was partially
broadcast on Aug. 5, 1967 — vio-
lated the statute prohibiting the broad-
cast of obscene, profane or indecent
language.

Television Producers, and a request for
the FCC to investigate “this flagrant
denial of the public’s right to know by
those public-television stations who in
fact acted as censors.

“We recognize the program is con-
troversial,” ‘Mr, Day said, “but we be-
lieve the American people are capable
of seeing such programs and making
their own judgments.”

Rather, it imposed the sanction be-
cause of the station’s failure to observe
its own procedures designed to prevent
the airing of material that is sensation-
al “for its own sake” and that requires
speakers to “observe the common-sense
strictures against obscenity and libel.”

The KRAB procedures require that all
material raising questions as to its merit
for broadcast be reviewed by the station
manager and, in cases of programing
inspiring “concern” as to its appropri-
ateness, by the board of directors.

The president of the station at the
time, Lorenzo Milam, had auditioned
parts of the tape, by the Rev. Paul
Sawyer, and heard nothing offensive.
However, after it went on the air, Mr.
Milam heard language he considered
objectionable, and ordered the program

Johnson calls subpoenas
worse than obscenities

FCC Commissioner Nicholas Johnson
last week put a label of “red herring”
on the FCC’s current concern with
alleged obscenity in broadcasting.

In remarks before the Washington
chapter of Sigma Delta Chi, profes-
sional journalism society, Mr. Johnson
suggested that the commission’s get-
tough policy on the issue is designed to
pacify critics of the broadcasting indus-
try and divert attention from more
serious flaws. Obscenity is not the “num-
ber-one priority issue,” Mr. JYohnson
said.

FCC Chairman Dean Burch has in-
dicated a determination to launch a
drive against alleged broadcast obsceni-
ty. During a speech in San Francisco
last month, the chairman warned that
precedent exists for denying license re-
newal to a station that airs “smut dur-
ing a substantial period of the day . . ."

(BROADCASTING, Feb. 2).

The commission last week granted a
short-term (one year) renewal to XRAB-
FM Seattle following complaints that
the station had broadcast obscene mate-
rial (see above).

The bulk of Commissioner Johnson’s
remarks constituted a rerun of a speech
he made two weeks ago expressing con-
cern about Justice Department’s serving
subpoenas to news media management
for reporters’ notes, correspondence,
and tape and film out-takes (BROAD-
casTiNG, Feb. 16). Again criticizing
management for acquiescing in the
government’s demands, Mr. JYohnson
said the pattern of “token” resistance
was continuing, adding that one (un-
named) network had recently “negoti-
ated” away 20,000 feet of film.

Mr. Johnson exhorted the newsmen
present to preserve their Tight to protect
sources of information and urged them
to exert pressure on management to
deal with government demands more
forcefully. He said that the networks,

especially, seemed “reluctant” to back
up their newsmen, fearing they may
jeopardize their political and economic
interests.

Touching on the issue of newspaper-
CATV cross-ownership, Mr. Johnson in-
dicated he didn’t feel that newspapers
should be categorically barred from
owning cable systems and from using
them to disseminate news.

Newspaper interests, foreseeing a day
when the daily paper may be supplanted
by a cable-fed television screen, have
voiced concern that they may be put
out of business if the commission’s
CATYV rulemaking proceeding prohibits
cross-ownership of cable and newspaper
operations.

Commissioner Kenneth A. Cox, who
often sides with Mr, Johnson on com-
mission matters, has indicated that the
commission could “logically” prohibit
one entity from owning more than one
medium—broadcast, newspaper or ca-
ble) property—in one area (see page
24).
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terminated.

Commissioner Cox saw the one-year
renewal sanction for “one departure”
from established policy as “without
precedent,” “highly arbitrary,” and
“likely to exert a chilling effect on li-
censees’ freedom in programing.”

He noted that in previous cases in
which complaints about allegedly ob-
scene, profane or indecent language was
received—all involving Pacifica Foun-
dation's listener-supported stations —
the commission granted full renewals.
One-year renewals were granted the sta-
tions in one instance in which Pacifica
had failed to comply with its program-
ing policies—but five programs were in-
volved. -

One reason the commissioner found
the action arbitrary was that it indi-
cated, to him, that the commission was
observing a double standard in dealing
with language offensive to listeners and
viewers. He noted that although the
commission has received far more com-
plaints about the material broadcast on
CBS's now-defunct Smothers Brothers
Comedy Hour and NBC’s Rowan and
Martin’s Laugh-In than it has about
KRAB or the Pacifica stations, it has
never raised a question about such pro-
graming with the networks.

(However, Commissioner Cox dis-
closed that Commissioner Robert E.
Lee, who has long expressed concern
about alleged obscenity on the air, was
so offended by an incident on the To-
night Show with Johnny Carson that he
called NBC’s Washington vice presi-
dent. He “was satisfied with a report
that some minor employe had been
transferred to another assignment—
though higher ranking officials of the
network must have known more about
this matter than Lorenzo Milam did
about the language broadcast by
KRAB,” Commissioner Cox said.)

The commissioner made it clear that
he was not seeking commission action
against the networks; rather, that his
discussion of the double standard was
aimed at making commercial broadcast-
ers—who, he noted, have never come
to the aid of KraB or the Pacifica sta-
tions—*“face up” to what is involved.

“Networks and the profitable and
powerful stations should recognize that
if they allow the commission to inter-
fere with the freedom of small, uncon-
ventional stations . . . to broadcast lan-
guage that offends some, then those in
our society who think that all must con-
form to their standards will be encour-
aged to seek further restrictions on
programing,” he said, adding:

“Their next target will quite prob-
ably be— if it isn't already—what they
regard as sexually suggestive or pro-
vocative material, whether in dialogue,
costume, dance or other form. And
they are quite likely to push on to at-
tack matter which offends their sense

Fairness test for
public-service spots?

Antiwar group asks FCC
to apply cigarette ruling
to military-recruitment plugs

For the second time in a month, a
fairess-doctrine test has been placed
before the FCC by antiwar groups who
want broadcast time to oppose what
they consider pro-military messages
carried by radio and TV stations.

In a move that has been expected
since December, three San Francisco
antiwar organizations—San Francisco
Women for Peace, the GI Association,
and the Resistance—filed a formal com-
plaint with the commission against 20
San Francisco Bay-area radio and TV
stations. Unlike an earlier complaint
filed by a Baltimore group that seeks
broadcast time to denounce America’s
role in the Vietnam conflict (BROAD-
CASTING, Feb. 2), the San Francisco
organizations contend that stations have
violated the fairness doctrine by broad-
casting free public-service announce-
ments urging men to join the military
services, while refusing to carry spots
that would describe the possible haz-
ards of such enlistment.

The complaint arises from a letter
sent to most of the stations last Dec.
3 (BROADCASTING, Dec. 15, 1969). In
that letter, the antiwar groups, repre-
sented by Berkeley (Calif.) attorney
Donald A. Jelinek, asked the stations
to broadcast spots presenting view-
points in opposition to those public-
service announcements. According to
the complaint, all of the stations ap-
proached either refused to make time
available to the antiwar groups or did
not respond at all to the request.

The complaint bears down hardest
on KSFo(AM) and KCBS-AM-FM, with

specific instances cited of how these
stations carried recruitment announce-
ments. The complaint, among other
charges, claims that xces broadcast in
1969 87 military-sponsored spots dur-
ing the month of March, 102 during
April, 67 during May, and 101 during
June.

Nine other stations—KNBR-AM-FM,
KFRC-AM-FM, KGO-AM-FM-TV, KRON-TV,
KSAY(AM), KEMO-TV, KPIX(TV), all San
Francisco; KABL-AM-FM, KIvU(TV),
both Oakland—responded to attorney
Jelinek’s Dec. 3 letter for broadcast
time under the fairness doctrine by say-
ing, in effect, that they while they did
broadcast military-sponsored spots, they
did not believe the fairness doctrine
required them to broadcast spots ex-
pressing opposing viewpoinés.

Such other stations as KoOIT(FM),
KYA(AM), KFOG(FM), KUDO-TV, all San
Francisco; KPAT-AM-FM, KALX(FM),
both Berkeley; KNEw(AM), KDIA(AM),
both Oakland, are listed in the com-
plaint as not responding at all to Mr.
Jelinek’s Dec. 3 letter.

Mr. Jelinek argues that the military-
recruitment spots broadcast by stations
raise a “controversial issue of public
importance”—the issue of whether a
young man in America today ought to
participate in the armed forces. The
other point of view, not presently being
aired, is that a young man’s participa-
tion in the military can lead to his
involvement in the Vietnam war, that it
can endanger his physical and psycho-
logical well-being, that it can compro-
mise his moral principles, and that it is
not necessarily in the national interest.

The complaint asks the commission
to require radio and TV stations who
broadeast military-recruitment spots to
broadcast “anti-recruitment” spots as
well. An analogy is made to stations
that broadcast cigarette commercials
and are thus required, under the fair-
ness doctrine, to broadcast antismoking
announcements.

of propriety as to morals, political opin-
ion, behavior, etc.”

Commissioner Cox said he personally
finds four-letter words offensive in most
situations. He would consider sanc-
tions against a station whose record in-
dicated a pattern of substantial use of
offensive language in contexts involv-
ing no redeeming social value. He would
also support a lesser penalty for an iso-
lated use of such language.

But when broadcasters attempting to
bring “a wider than ordinary range of
information and entertainment” to their
audience find it important to use such
language in the context of their pro-
graming, or do so inadvertently, he said,
it does not “serve the public interest to
penalize them.”

Metromedia gets Cinedex

Metromedia Program Sales has obtain-
ed distribution rights to Cinedex, a pro-
gram service designed to meet TV sta-
tion needs in the area of news and
sports, community affairs and docu-
mentaries, it was announced last week.
Cinedex is an expanded and updated
successor to USA-1000, developed over
the past eight years by Charles Grinker
and Mert Koplan of Off-Network Pro-
ductions, New York. It consists of
more than 1,700 film productions of
one to four minutes in length, spanning
the years from 1893 to the present.
Each film has a fact sheet. Forty-five
stations are Cinedex subscribers.
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Final comments
roll in on 50-50

FCC is expected to act in
March on proposals to
“limit network programing

What may be the last piece of paper to
be filed—at least until the FCC decision
—in the commission’s five-year-old pro-
ceeding aimed at limiting network dom-
ination of prime-time programing
turned up at the commission’s offices
last week. It was a letter signed by
Lloyd Cutler, counsel for CBS, and
was aimed at repairing any damage
that Westinghouse Broadcasting Co.’s
counsel, John D. Lane, might have in-
flicted on the networks’ position in his
fast filing.

Mr. Lane had argued that corrected
data provided by the Arthur D. Little
firm, retained by CBS and NBC in their
opposition to proposals offered by the
commission and WBC, weakened the
networks’ argument that the WBC pro-

posal is not needed to open up the
prime-time hours to independent pro-
ducers (BROADCASTING, Jan. 19).

Not so, said Mr. Cutler. “There is
nothing in the corrected Arthur D. Lit-
tle Inc. data which lends any significant
support to the Westinghouse proposal,”
he said, adding that the proposal should
be rejected. “It cannot be justified as de-
signed to decrease undue network in-
fluencc since such influence does not
exist,” he said.

Hope that the comment will be the
last before commission action was of-
fered by Chairman Dean Burch in an
appearance before the California Broad-
casters Association two weeks ago. He
said the commission would act on the
matter in March (BROADCASTING, Feb.
16).

The WBC proposal would prohibit
stations in the top-50 markets having at
least three TV outlets from carrying
more than three hours of network pro-
graming, other than news, between 7
and 11 p.m. The commission proposal,
with which the proceeding was launched
in March 1965, would bar networks
from owning or controlling more than

‘Outsider’ role perfect
for TV journalists

An “artificial innocence is the essence of
traditional American journalism at its
best,” Reuven Frank, president of NBC
News, told student officers of the Yale
political union last Wednesday (Feb.
18).

“Television can indeed be a powerful
medium and the purposeful use of this
power for power would be a frightening
idea even if the ends were noble,” Mr.
Frank said. But, defining news as

“change as seen by an outsider in behalf
of other outsiders,” Mr. Frank empha-
sized that “the most responsible atti-
tude television-news people can take is
that they have no clear purpose.

“He [the outsider-reporter] tries to
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Mr. Frank ralks 1o Yale siudents.

see and talk about what he has seen,
without reference to whether he likes it
or dislikes it. That is the key to profes-
sional journalism,” Mr. Frank observed.

Mr. Frank further noted that the
“weight [has] shifted” in the kinds and
tones of criticisms leveled at the press.
Criticism in earlier years, he observed,
“was by snobs of various kinds, non-
watchers, people who enjoyed tastes
they considered uncommon.” But, he
added: “Since 1968, most of the criti-
cizers identify themselves with common
tastes and preferences and life patterns,
quite aggressively proclaiming them-
selves members of what the President
has seen fit to call the ‘silent majority.’ ”

Mr. Frank was on the New Haven,
Conn., campus to accept appointment
as a Poynter Fellow—the first such ap-
pointee from the TV field.

50% of their prime-time entertainment
programs and exclude them from do-
mestic syndication.

ADL found errors in a number of
the tables on which CBS and NBC
based their arguments after counsel for
WBC questioned the accuracy of one
of them during the oral argument the
commission held in the proceeding in
July. (ABC, while opposing the 50-50
proposal, is giving qualified endorse-
ment to the WBC alternative.)

Mr. Lane, after examining the cor-
rected data, said it showed that the
amount of nonnetwork programing on
the average affiliated station during
prime time is decreasing, not increasing,
as CBS and NBC claimed. He pointed
to what he called a “dramatic change
between the .original and the revised
Little data.”

But Mr. Cutler said the networks’
argument that the network schedules
for the 7-11 p.m. time period “had not
significantly increased since 1957" was
not affected by the new figures. And
although the ADL data dealing with
affiliates’ carriage of nonnetwork pro-
graming was found to be incorrect, “the
change is not so significant as Westing-
house suggests,” according to Mr. Cut-
ler; the amount of nonnetwork pro-
graming on affiliates declined, between
1958 and 1968, an average of 1.8 hours
in the 6-11 p.m. period and 1.5 hours
7-11 p.m. Mr. Cutler attributed the de-
cline chiefly to an increase in the
amount of early evening network news
programs taken by affiliates.

Furthermore, he said, the revised fig-
ures show that in the top-50 markets
there was “far more first-run syndicated
programing being broadcast in 1968
than the ADL figures first showed.”

Considering the top-50 markets as a
whole, there were 611 hours of such
programing 6-11 p.m., not the previous-
ly reported 518; 429 hours 7-11 p.m.,
not 363; and 276 hours 7:30-10:30
p.m., not 222.

The figures—which, - Mr. Cutler
noted, were not mentioned in Mr. Lane’s
letter—"lend further support to the
CBS case, and firmly refute the West-
inghouse contention that the first-run
syndication market has atrophied since
the late 1950’s.”

Program-executive meet
may draw 300 delegates

A session on syndication, a report of a
TV-program exchange and a discussion
of programing problems common to

" network-affiliated and independent tele-

vision stations top the agenda of the
National Association of Television Pro-
gram Executives Feb. 24-27 meeting in
Miami Beach.

More than 300 delegates, most of
them station executives but including a
large delegation of TV distributors, are
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A training ground
for disadvantaged

With its first graduates
now placed at stations,
workshop grooms bigger lot

A year ago, Caverly Stringer was push-
ing a broom in his home town of Ma-
maroneck, N.Y., for $30 a week.

last week, KERA-Tv Dallas, on its
Newsroom show, featured a couple of
film clips shot by a 19-year-old TV
news cameraman who had joined the
staff last Jan. 5. His name: Caverly
Stringer.

The road from Mamaroneck to an
educational station in Dallas was paved
for Mr. Stringer, a boy from an under-
privileged black family, by the Com-
munity Film Workshop Council in New
York. The council is paving similar
roads for Puerto Rican, Indian, and
other minorities.

The council, funded by the Office of
Economic Opportunity, has established
seven film workshops in the U.S.—in
New York; Washington; Los Angeles;
San Francisco; Hartford, Conn.; Tulare
county, Calif.; Whitesville, Ky.; and
San Juan, P.R. The goal of each is to
spot promising members of minority

[ - f
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Soine of the big names in television provide advice to rrain-
ees at the Community Film Workshop Council. In picture

at left Sandy Vanocur (1), NBC News correspondent, talks
with Eddie Jackson, a trainee. Appearing at the first gradua-

groups for possible careers as TV or
film cameramen, soundmen, newswrit-
ers or editors.

The council’s first New York class
was graduated last fall. Caverly Stringer
was a member. Seven of his eight class-
mates were just as successful in winning
jobs at TV stations throughout the
country. The other chose to become a
feature-film technician. Score: 100%.
The other graduates who ars now at
stations are: Luis Vale, wave-Tv Louis-
ville, Ky.; Joel Fletcher, wWTvJ(Tv)
Miami; James Mclver, wMAL-Tv Wash-
ington; Leon Collins, noncommercial
wETA(TY) Washington; Hector Nieves
and Bary Brewer, ABC-TV New York;
and George Williams, wsoc-Tv Char-
lotte, N.C.

The number of candidates attending
the council’'s New York school depends
on the amount of money in the till.
OEQ’s intial grant to the program last
June was $400,000—enough to com-
plete the first-cycle class and the sec-
ond one, comprising 16 candidates,
which is to be graduated Friday (Feb.
27).

The CWFC workshop in New York
is no picnic. Each candidate is paid
$75 a week and attends classes five days
a week, eight hours a day for six weeks
at the DuArt Labs. Teachers are Bruce
Harding, news photographer and cine-
matographer, who is training director;

LA

council.

John Fletcher, ABC news cameraman;
Sandra Holmes, on leave as news editor
from NBC; and Franke Tonello, a film
editor with Howard Lester Productions
Inc.

The Community Film Workshop
Council grew from the American Film
Institute, which Cliff Frazier, CFWC
executive director, calls the “father of
the organization—but not really pater-
nal.” The CWFC, he stresses, operates
autonomously.

In July 1968, actor Sidney Poitier
and director George Stevens Jr. recog-
nized the need for more feature-film
technicians from minority groups. So,
with a $50,000 grant from a couple of
foundations, the program was formu-
lated.

Then last June the OEO became in-
terested, and the empbasis shifted from
feature-film production to TV news
filmmaking~——where the need for minor-
ity-group hiring proved even greater.

“The medium [TV] is the best avenue
to establish contact between all peo-
ple,” says Mr. Frazier. “It's meaning-
ful, direct communication.”

And, he adds, “If these young men
are motivated to commit themselves to
learn new skills, our hope is to place
them all.” As of next Friday he will
have 16 to place. The address of the
Community Film Workshop Council is
17 West 60th Street, New York.

tion ceremonies last fall (picture at right) were Sidney
Lumer (center), prominent director, and QOssie Davis (r),
actor. With them is Cliff Frazier, executive director of the

expected at NATPE’s seventh annual
conference at the Plaza Hotel.

A panel, entitled “Fun? and Profit!
threugh Syndication,” is to be moder-
ated Wednesday (Feb. 25) afternoon
by Sheldon Cooper, WGN Continental
Broadcasting Co., with participants
Jack Reilly of the Mike Douglas unit of
Westinghouse Broadcasting Co.; Lew
Klein, Triangle Television, and Roy
Smith, wrac-Tv Nashville and 21st
Century Productions.

The formal meetings start Wednes-
day (Feb. 24) with a welcoming ad-
dress by Ian Harrower, wriL-Tv Phila-
delphia and NATPE president; followed
by four discussion groups meeting si-
multaneously and representing stations
affiliated with the three TV networks
and the independent stations; a report
on the scholarship awards program; the
panel meeting on syndication and an-
other workshop panel, called “Both
Tape Machines!,” whose participants

are James A. Bradley, KwwL-Tv Water-
loo-Cedar Rapids, Iowa; Robert Savage,
wMAZ-TY Macon, Ga.; Tom Sheeley,
KELO-Tv Sioux Falls, S.D., and Harry
L. Straden, kTsB{Tv) Topeka, Kan.

Thursday events will be highlighted
by a report of NATPE’s developing
tape-exchange project presented by Al-
len Sternberg, wcKT{Tv) Miami.

Activities Friday include a govern-
mental session with license renewals and
cable television as topics.
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Trade groups hear
network-radio heads

Executives say network
radio has edge in news
and in mileage per dollar

A rare panel of broadcasting executives
brought the message of network radio
to a select group of prospective buyers
last week in Washington— the message,
that networks best supply sports and
news on radio . . . and that radio can
get messages across to more of the pub-
lic, more often.

In a skillful meshing of presentations,
the network spokesmen presented their
stories of network radio as an attractive
medium to all buyers without becoming
involved in collusion that might excite
the interest of the Department of
Justice. That each is very competitive
in seeking the advertisers' dollar was
frequently stressed.

The executives, Victor Diehm, presi-
dent of Mutual Broadcasting System;
Walter Schwartz, president of ABC Ra-
dio; Maurie Webster, vice president,
division services, CBS Radio and George
Gallup, NBC Radio vice president for
sales, spoke Thursday (Feb. 19) at a
luncheon meeting of the Washington
Society of Association Executives. The
society is an organization of executive
directors and similar officials of the
many trade and professional associa-
tions with headquarters in the nation’s
capital.

Mr. Diehm, paraphrasing a line from
a show about singer Jacques Brel, noted
that radio “is alive and well . . . actual-
Iy it grows in strength and vigor every
day.” He observed that radio’s popu-
larity is because of the mobility of the
population. He said its use for enter-
tainment, except for music, has all but
disappeared. “It became very obvious
in the late 1950’s,” he said, “that net-
works could serve best the needs of
the affiliates by concentration upon
news; sports and other events of wide
public interest.” *“In time,” he con-
tinued, “I think' it will be feasible for
a network to feed news continuously
round the clock, thus helping the small
independent station which cannot af-
ford staff needed for round-the-clock
newscasting.”

That radio is the public’s primary
source of news, particularly in the day-
time, was stressed by Mr. Schwartz.
He said that “the scope and caliber of
the news coverage on a radio station
with a network affiliation is generally
conceded to be superior to that on a
radio station that does not have access
to the enormous worldwide news facili-
ties provided by the networks. News

. is the networks' chief programing

product,” he said.

“Radio is uniquely adapted to be
present while we do something else with
our hands, our eyes and even our
minds, not to mention our hearts,” Mr.
Schwartz said.

Mr. Webster observed that many in
his audience were interested in promot-
ing a single industry and many, con-
cerned by consumerism’s rise, want to
show their industry as reliable.

“I'll share a secret,” he said, “if your
message is basically an idea—and all
those I mentioned were—radio just may
be the best way you can find to do
it!” Mr. Webster played a number of
tapes of typical idea commercials.

Mr. Gallup wound up the presenta-
tion with the “closing spot,” the clinch-
er, in other words the how-to-do-it sales
pitch. He described the value of the
effective commercial that is subtle, crea-
tive and hard-sell without the audience
being aware of it.

Mr. Gallup talked in detail about
cost, pointing out that saturation, or
spots on all four networks, for one
week would cost about the same as a
full-page ad in a national magazine.

Detroit firm is first
to sue CBS on music

The first in what is expected to be a
series of copyright-infringement suits
against CBS-TV by Broadcast Music
Inc. and BMI publishers and writers
was filed last week in federal court in
Detroit.

The suit was brought by Jobete Music
Co., a publishing subsidiary of Berry
Gordy Jr.'s Tamla-Motown Records
organization, and by BMI. It charged
the CBS-TV network with infringement
in the performance of “You've Made
Me So Very Happy,” published by
Jobete and written by Mr. Gordy and
associates, on The Red Skelton Show
Jan. 6

The suit seeks unspecified compensa-
tory and punitive damages from CBS-
TV, which has operated without a BMI
license since Jan. 1. BMI terminated
CBS-TV’s license effective on that date
in a dispute that has since blossomed
into an exchange of charges in antitrust
suits brought by CBS and BMI against
each other and against others (BRrRoAD-
CASTING, Jan. 5, Feb. 9). e

It.is widely assumed that other suits
similar to Jobete's will be filed by other
BMI writers and publishers in federal
courts in or near their respective bases
of operations (“Closed Circuit,” Feb.
9). Among such centers of BMI music
are Nashville, Atlanta, Memphis -and
Los Angeles.

CBS-TV authorities said they had no
comment on the Detroit suit.

One Triangle group
plans to expand

New production activities,
name change are set for
its syndication division

A series of organizational changes
and expansion activities were an-
nounced last week by the Triangle Sta-
tions syndication division, being sold
along with nine of the company’s TV-
radio stations to Capital Cities for $110
million (BROADCASTING, Feb. 16),

It was reported that the changes had
been planned months ago and were
implemented now as a matter of “busi-
ness as usual.” FCC approval of the
station transfers may take some time.
Sale of the syndication arm is not sub-
ject to FCC approval but as part of the
package it reportedly will not be con-
summated separately.

George A. Moehler, chief executive
of Triangle Stations and general man-
ager of syndication, said changes in-
clude a new division name; Triangle
Television (formerly Triangle Sales);
and new departments to produce out-
side TV commercials and to produce
and release film to education sources.

Mr. Koehler also announced that
Triangle has signed an agreement with
Creative Cine-Tel Inc., New York, for
world-wide distribution of all Triangle
Television properties to stations and to
colleges, universities and other organi-
zations in the 16mm field.

William G. Mulvey, syndication-sales.
manager, continues in that post with
the added responsibility of supervising
the two new Triangle activities. Peter
Engel, head of the West Coast syndica-
tion office, was named director of spe-
cial projects, responsible for the de-
velopment and sale of special programs
to advertisers. Noah Jacobs, Northeast
syndication-sales director, and Prem
Kapur, Midwest syndication-sales direc-
tor, have transferred to Creative Cine~
Tel, where they will continue to handle
Triangle properties.

TV news draws fire
in voting age hearings

Television news coverage of student
rebels has distorted the nation’s image
of youth and hindered the drive to
lower the voting age, according to par-
ticipants in a Senate hearing last week.

The Senate Subcommittee on Con-
stitutional Amendments, which is con--
sidering an amendment that would
lower the voting age to 18, heard
Theodore C. Sorenson charge that the
press has focused on the “comparatively
few troublemakers” among young
Americans. Mr. Sorenson, former aide
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to President Kennedy, said that less
than 2% of college students can be
radicals. He also noted that nearly half
of college-age Americans are not in
college.

While Mr. Sorenson offered a sweep-
ing indictment of all news media, San
Francisco State University President S.
I. Hayakawa focused on television,
which he said had distorted the up-
heaval on his campus.

He said that only about 5% of San
Franciseo State students had partici-
pated in disorders, and that “there
wasn’t a single response” when he asked
television networks and stations to look
at constructive activities on the campus.
Dr. Hayakawa said the only response
he could think of would be to “sic
Spiro Agnew on the networks again.”

The witnesses got some support from
senators who attended the hearing.
Senator Marlow Cook (R-Ky.) said TV
news had contributed to antistudent
reaction among the adult population.

The charges against television do not
seem to be affecting the proposed
amendment. The witnesses who ap-
peared last week gave solid support to
the proposal, which has 68 co-sponsors.

Cooper-Finkel firm
to produce for TV

Producer Bob Finkel, who has three
Emmy awards, and Jackie Cooper, un-
til last April vice president in charge of
television production for Screen Gems
Inc., have formed the Cooper-Finkel
Co., Burbank, Calif,, as essentially a
television and motion-picture produc-
tion firm. The new entertainment or-
ganization, the Cooper-Finkel Co.,
based at NBC-TV’s West Coast studios,
also plans music recording operations
and legitimate theater production.

A total of eight TV projects have
been lined up by the new company for
production between now and 1973. In-
cluded on this slate are two feature
films for initial showing on television;
a half-hour film comedy series; another
half-hour film series about teen-agers;
an hour musical series that would have
continuing situation characters; and
three additional half-hour series, all
basically comedies and all designed to
be video taped in front of live audiences.

Mr. Finkel, through Teram Inc., of
which he’s president, currently is in the
first year of his second three-year non-
exclusive contract with NBC-TV. Any-
thing that Mr. Finkel produces through
Teram belongs to NBC. The same net-
work has right of first refusal on any-
thing that is produced through the
Cooper-Finkel Co,

Mr. Cooper, a veteran actor and
child star in motion pictures in the 30's,
headed TV production at Screen Gems
for some five years.

ABC-TV picks up
slightly in Nielsens

In the third week of its “second sea-
son,” ABC-TV achieved its highest
weekly Nielsen Television Index house-
hold rating since February 1966, but
did not quite equal the two other net-
works' performances for the week.

ABC’s 18.7 rating for the week of
Feb. 2-8 represents a 15% increase
over the comparable week in 1969.
NBC-TV on top with a 20.5 rating,
increased its 1969 rating by 9%. CBS-
TV’'s 199 rating is a decline of 5%
over the previous year.

The top-rated show for the week was
ABC’s Marcus Welby, opposite NBC's
First Tuesday and CBS's 60 Minutes.
Three other ABC programs made the
top-20: Movie of the Week (“Along
Came a Spider”), Mod Squad and the
Sunday Movie (“Night of the Grizzly”).

Johnny Cash, one of the network’s
new shows, won its Wednesday time
period (9-10) against NBC's Kraft
Music Hall and CBS’s Medical Center,
an entry last fall.

Contributing to NBC's win in the
household ratings were Laugh-In, Walt
Disney, Bonanza, and [ronside. CBS's
top shows were Mayberry RFD, Gun-
smoke, Here's Lucy, Doris Day and
Hawaii Five-0O, all in the top 10, and
Beverely Hillbillies and Carol Burrett
not far behind.

Congressman calls for

free radio-TV time

Representative John Murphy (D-N.Y.)
urged last week that free broadcast time
be made available to candidates for
public office.

In a speech on the House floor, the
congressman said television and radio
are so essential to a political campaign
and so expensive that potential public
servants are driven out of politics.

“The cost of appearing ‘live and in
color’ has dominated political fund
raising and spending—and even the se-
lection of candidates,” he said. “Any-
one should be able to run for public
office, but how many able men never
get out of the starting gate because they
cannot afford the prohibitive price of
prime time?”

Representative Murphy is among the
cosponsors of the political-broadcasting
bilt now languishing in the House Com-
munications Subcommittee.

The bill would provide 70% discounts
to congressional candidates for a speci-
fied number of broadcast spots. A Sen-
ate companion bill was the subject of
hearings last year before the Senate
Communications Subcommittee, but its
chances in the Congress are dim.

THIS
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Program notes:

Geared for radio = Alan Levitt, form-
erly ksFR(FM) San Francisco owner,
has formed Levitt Ventures there, pro-
duction service house for radio stations.
The firm provides custom-tailored for-
mats; station slogans; station ID’s;
graphics; promotion; commercial spot
production; music bridges; wild tracks
of sound and music; one-liners; and gen-
eral humor production aids. Further
service of Levitt Ventures is series of
one-minute programs called Minishow,
with provisions made for commercial
spot inclusion by individual stations.
Mr, Levitt formerly owned KSFR(FM)
San Francisco. He sold the station to
Metromedia Inc, in 1967 and it is now
operated as KSAN-FM.

Religious drama = “Son of Man,” a
dramatization presenting Jesus Christ
stripped of divine qualities and left with
only the resources of a man to save all
men, will be presented the week of
March 9 as part of Westinghouse
Broadcasting Co.’s Spectrum 52 series
of specials. Colin Blakely stars in the
British Broadcasting Corp. production,
written by Dennis Potter.

NBC'’s solar special = NBC News will
originate live, color TV coverage of the
total eclipse of the sun from Miahuat-
lan, a village in the southern coastal
part of Mexico, where scientists from
all over the world will gather to sse and
study the event March 7. NBC-TV will
telecast coverage noon to 1:30 p.m.
NYT. Other locations also will be on
the show,

Focus on Big Picture = For the second
half of its 1969-70 season, the U.S.
Army's Big Picture series will contain
a seasonal re-run, “The Bridge,” and
three new 30-minute color films, The
new productions, which will begin a
national run on 350 TV stations in
April, 1970, are: “Meeting Tomorrow’s

Challenge,” “Fort Sill—the Field Artil-
lery Center,” and “The Largest School-
house in the World.”

Sports packages = Empire Sports Pro-
ductions, Keeseville, N.Y., is offering
TV stations a spring sports package of
four features. For the third year, Spring
Training Reports will be available from
all Florida training camps starting
March 16. Also available are a golf
series covering top golfing events be-
ginning Feb. 28 and running through
Sept. 7; a syndicated program featur-
ing three of the New York Mets, Tips
to Little Leaguers, and daily syndicated
program hosted by Dick Young of the
New York News, Young Ideas. In ra-
dio, Empire Sports has obtained the ex-
clusive rights to broadcast the national
NAJIA basketball tournament from
Kansas City beginning March 9.

Male-female closeup = A news unit at
kNBc{Tv) Los Angeles has spent some
five months gathering material for an
eight-part series on male and female
homosexuality in Southern California.
The series will be shown this month on
the station’s regular early evening news-
cast. Among the material to be pre-
sented on the series of documentaries
are information on homosexual clubs,
publications, bars and dating habits.

New NBC regular = Cindy Adams, syn-
dicated columnist and magazine writer,
has become a regular personality on
NBC Radio’s Monitor. Miss Adams
began her twice weekly broadcasts,
Celebrity Scene, the past weekend (Feb.
21-22).

Encore change = The rebroadcast date
of The Brass Are Comin’, starring Herb
Alpert and The Tijuana Brass has been
changed from Tuesday, April 7 to Tues-
day March 31, (7:30-8:30, p.m,
NYT), pre-empting I Dream of Jeannie
and The Debbie Reynolds Show.

Poe classics special = American Interna-

tional Television reports it has reached
an agreement with Ken Johnson Pro-
ductions, Hollywood, for the taping in
March of an Edgar Allan Poe TV spe-
cial starring Vincent Price. The one-
hour program will consist of the drama-
tization of four Poe classics, and will
be aimed for network presentation.

Scalloping gourmet = TV stations may
now obtain Thke Captain’s Galley, a new
seafood cooking series, at no charge.
Commercial stations, however, may of-
fer the program for local sale. The 13
half-hour shows were produced for the
Virginia Seafood Council, Norfolk, and
are hosted by Gil Fryer, a local on-the-
air personality, who will be assisted by
guest chefs—among them nationally
known seafood expert Elizabeth Har-
rison. Address: Box 687, Newport News,
Va. 23607.

News from Berlin * Young & Rubicam,
New York public-relations firm, is
handling the PR account for the city
of West Berlin and in doing so is pro-
ducing a 3%%-minute radio show, Re-
port from Berlin, on various news
events occurring in the city, and one-
minute TV newsfilms on feature news
events that occur each month. Inform-
tion on the radio program is at Sheri-
dan Elson Communications, 48 West
48th Street, New York. The TV news
films are available from Y&R, 285
Madison Avenue, New York,.

Help for the consumer = WTTG(TV)
Washington has established a Consum-
er H-E-L-P Center which will be a part
of its Ten ('Clock News. The feature,
set up in conjunction with Prof, Donald
Rothchild of the George Washington
University Law School, is manned by
students of a consumer-problems course.
If successful in Washington the idea
may be adopted by other Metromedia
stations, according to Ed Turner, vice
president and director of news for
Metromedia Television.

Return of Betty Furness

keyed to consumers

Betty Furness, one-time TV-radio per-
former, assistant to President Johnson
for consumer affairs and TV refrigera-
tor saleslady, hopes to return to the
TV screen next fall to do what she
likes most—*“tell it like it is” to the
consumer.

A new show, Help from Betty
Furness, is being prepared for syndica-
tion by Talent Associates Inc., New
York. TA officials reported “consider-
able sponsor interest” in the building,
consumer-oriented, half-hour across-the-
board show.

According to TA’s Chester Feldman,
the show would feature “hot news,”

investigative reporting and guest inter-
views in the consumer area.

Miss Furness told of her program
plans last week (Feb. 17) in New York
during a consumerism seminar spon-
sored by Advanced Management Re-
search International Inc., where she
urged TV to help manufacturers and
advertisers make sure the consumer
gets all possible information on prod-
ucts. (see page 45).

Hill group concludes
phase of Haiti inquiry

The House Investigations Subcommittee
is reportedly winding up its closed-door
hearings on CBS’s alleged role in an
abortive invasion of Haiti in 1966. Un-

less subcommittee members want fur-
ther testimony, the Investigations unit
will either issue a report or hold public
hearings.

If a hearing is held, it could branch
into other areas of alleged news mis-
conduct, since the subcommitiee has
also taken note of charges that CBS
staged portions of its 1968 documentary,
Hunger in America.

However, published reports indicat-
ing that the subcommittee is actively
pursuing that subject are apparently
wide of the mark; the subcommittee
has for some time had the essential in-
formation on the case, which was also
investigated by the FCC and resolved in
CBS’s favor. “The facts about Hunger
aren’t in dispute,” one source said last

72 (PROGRAMING)

BROADCASTING, Feb. 23, 1970



week.

The Haiti case involves charges that
CBS became involved with Haitian
cxiles living in the U.S. and encouraged
their planned invasion of that country.
CBS has denied the charge.

The subcommittee previously alleged
staging of a filmed pot party and of
1968 convention coverage.

Palomar to go under

wing of Bristol-Myers

Bristol-Myers Co., New York, is diver-
sifying into the motion picture-televi-
sion production business through an
agreement with. Palomar Productions,
New York. Palomar will become a
division of Bristol-Myers and will be

active in feature-film and TV produc-
tions and “‘other areas of leisure-time
activity.”

President of Palomar is Edgar T.
Scherick, who resigned as vice president
in charge of programing at ABC-TV
in 1966 to form his production com-
pany.

He has produced such motion pic-
tures as “Take the Money and Run™:
“They Shoot Horses, Don't They?",
“The Killing of Sister George”, and
“The Birthday Party.”

A Bristol-Myers spokesman said there
were no immediate projects on tap. He
added that Mr. Scherick will continue
as president of Palomar and will be a
stockholder with Bristol-Myers in Palo-
mar.

ABC specials to hit
ecological problems

A three-part ABC news documentary
series, Mission Possible, due to be
launched Friday, March 20, will deal
with the causes and cures of ecological
imbalance. All three documentaries will
be sponsored by the Xerox Corp.,
through Needham, Harper & Steers.

The first in the series, “They Care for
a City,” scheduled for March 20, 10-
11 p.m. EST, will explore the efforts of
city planners and environmental experts
in San Francisco. Music will be pro-
vided by jazz instrumentalist Miles
Davis and folk singer Pete Seeger. Pro-
gram narrator will be Col Frank Bor-
man Apolio 8 commander.

Intermational

Canada wants to accent its own

CRTC proposes to reduce imported programing;
12-minutes-per-hour advertising to be discussed

The Canadian Radio-Television Com-
mission has proposed new rules aimed
at increasing the levels of Canadian
content on Canadian stations.

The rules would require Canadian
TV broadcasters to devote 60% of
their prime-time schedules to Canadian-
made programs. The CRTC says that
at the present time, during peak-view-
ing hours, only 29% of the programs
on some major private Canadian TV
stations qualify as home-grown Cana-
dian product.

The new rules would affect Canadian
AM radio stations by requiring that
30% of the music broadcast by the
stations be of Canadian origin. The
30% requirement would go into effect
Oct. 1, 1970.

The CRTC will hear comment on the
proposals from broadcasters and in-
terested members of the public at a
public hearing in Ottawa beginning
April 14,

Another significant proposal of the
CRTC to be considered at the April
hearing is a plan to limit TV advertis-
ing to 12 minutes in each hour. The
CRTC says some Canadian TV stations
now sometimes carry 20 minutes or
more of “extraneous material” in a
broadcast hour. But even though the
agency would limit the amount of ad-
vertising in each hour on television
stations, it proposes to allow, for the
first time, commercials in news pro-

grams. The CRTC says it would permit
advertising messages in newscasts be-
cause it realizes that news coverage is
costly.

The new regulations, if they go into
effect, would require Canadian TV sta-
tions to increase their Canadian pro-
graming from 55% to 60% of their
schedules from 6 a.m. to midnight. The
same 60% requirement would apply
to the prime-time programing ot the
TV stations, between the hours of 6:30
p.m. and 11:30 p.m.

The primary consequence of the new
rules is to force TV stations to increase
their Canadian programing during prime
evening hours. Under the new rules a
TV station cannot fill its daytime sched-
ule with Canadian programs to meet
the 60% over-all requirement and then
schedule mostly non-Canadian shows
during prime time. The new regula-
tions would limit non-Canadian pro-
grams to 40% of a station’s schedule
between 6 a.m. and midnight and also
to 40% between 6:30 p.m. and 11:30
p.m. Only 30% of the programs in
either the 6 a.m.-midnight or 6:30-
11:30 p.m. periods could be produced
in any one country outside of Canada.
At present U.S. program sources pro-
vide much of the programing in Cana-
dian prime time.

The new regulations would also re-
vise the definition of what is Cana-
dian programing. Previously programing

from British, French and Common-
wealth sources was considered Cana-
dian.

Because the Canadian Broadcasting
Corp. carries more Canadian content
than the private broadcasters, the new
rules would be less severe on the CBC.
But, under the CRTC plan, private
broadcasters would be given more time
to meet the 60% requirement than the
CBC.

The CBC would have until this fall
to add about three hours a week of
Canadian programs to its prime-time
schedule. But private broadcasters
would have until September 1971 to
comply with the same standards as the
CBC. For the private stations this would
mean adding about four more hours of
Canadian programs in the evening by
this fall, and another three-and-a-half
hours by September 1971.

Proponents of the mew regulations
say the additional programing would
provide many new opportunities for
Canadian actors, writers, singers and
other TV performers, and that the new
programing would contribute to a
stronger Canadian broadcasting system.
But opponents of the measures, in-
cluding some broadcasters, say the
rules would only produce an increase
in Canadian programing while les-
sening the quality of schedules. Some
fear Canadian TV stations would lose
viewers to U.S. border stations, and lose
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revenue at the same time.

Also noted is a new definition of what
is considered advertising. Public-service
announcements, billboards and program
promotions would all be considered ad-
vertising material. Such promotional
spots and public-service announcements
would have to be accommodated within
the 12 minutes. Anything not directly
related to the program being televised,
except station or network identification,
would be regarded as advertising.

The CRTC also proposes to limit the
number of advertising breaks in pro-
grams. Only four interruptions would
be permitted in a one-hour program,
only two in a half-hour program, and
one in a 15-minute program.

In programs longer than an hour—
during movies, for example—broadcast-
ers would be allowed to place advertis-
ing as they wish, provided the commer-
cials did not exceed 12-minutes, but
only four interruptions an hour would
be permitted.

During live sports events, there would
be no limit on the number of inter-
ruptions as long as the rate of 12
minutes an hour was observed.

The CRTC is also proposing to allow
broadcasters to sell time in news pro-
grams. The spots would be restricted
to only one two-minute interruption
after each 10 minutes of the news

Your
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INBORN HEART
DEFECTS
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®

program. Advertising would have to
clearly separate from the news program
and the news announcer could not ap-
pear in the advertising. The CRTC
said sponsorship of news programs
would be permitted provided the spon-
sorship identification was in good taste.

The CRTC proposal to foster more
Canadian music on AM radio stations
provides that 30% or more of the
music played on the stations must be
Canadian.

Starting Oct. 1, musical selections
played by the AM stations must meet
at least one of these four conditions,
if the new rules are adopted: the play-
ing or singing of selection or composi-
tion must be principally by a Canadian;
the music was written by a Canadian;
the lyrics were written by a Canadian;
the performance was recorded in Can-
ada.

The requirement would apply to all
AM radio programing daily during each
four-hour period between 7 a.m. and
11 p.m.

After one year, by Oct. 1, 1971, the
30% Canadian-content minimum would
have to meet at least two of the four
conditions.

George Davidson, president of the
CBC, said the CBC is already close to
the proposed 60% Canadian-content
requirement in TV prime time. And in
radio programing the CBC's position
on Canadian content was “very good
indeed”.

Murray Chercover, president of the
CTV television network, said he would
have to re-examine his business posi-
tion carefully before commenting ex-
tensively. But he said he shared the
view of most broadcasters that the
concentration on Canadian programing
would be costly and cause a major dis-
turbance in the industry., He added:
“You can’t say go back to the well for
more money. There’s just no more
well.”

Presumably French-language radio
stations in Canada would have much
less difficulty meeting the 30% require-
ment than English-language stations,
which often depend heavily on music
from U.S. sources.

Abroad in brief:

Cohn lectures » Marcus Cohn of Cohn
and Marks, Washington communications
law firm, will be abroad for several
months beginning Feb. 28 to lecture
on “Mass Media and Their Relation-
ships to Political and Social Processes.”
The lectures, a series of seminars pre-
ceded by some formal remarks, will be
attended by university students and pro-
fessors and government and private in-
dividuals involved in the media. Mr.
Cohn will speak in Bangkok, Thailand;
Taipei, Taiwan; Tokyo; Hong Kong,
Bombay and New Delhi. The lecture

circuit was arranged by the cultural
affairs division of the State Department.

Worldwide fellows s Cooperating with:
the Corp. for Public Broadcasting in
its 1970 foreign fellowship program
will be broadcasting organizations in
Great Britain, Australia, Denmark and
Holland. The British Broadcasting:
Corp., Australian Broadcasting Com-
mission, Radio Danmarks and Radio
Netherlands have agreed to accept one
of the four winners for a year's resi-
dency. Deadline for applications for the
fellowships has been extended from
Feb. 27 to March 31. Participating
countries last year were Sweden, Japan,.
Great Britain and Canada.

International study
of satellite use set

The International Radio Consultative
Committee, the technical arm of the In-
ternational Telecommunications Union,
has created a working group to study
direct broadcasting from satellites.

The working party, under the chair-
manship of India, will consider estab-
lishing technical standards for direct
broadcasting from satellites to earth re-
ceivers—both community-type sets and
home receivers. India plans to use a
National Aeoronautics and Space Ad-
ministration satellite for about four
hours daily in 1972 to broadcast educa-
tional and public service programs to
village TV sets (BROADCASTING, Oct. 13,
1969). Establishment of the special unit
to study direct space broadcasting is
also part of preparations for the World
Administrative Radio Conference on
space communications to be held in
Geneva in 1971.

In other actions at the CCIR meet-
ing in New Delhi that ended two weeks
ago, the 70-odd nations re-elected A.
Prose Walker, Washington consulting
engineer, as chairman of Study Group,
10 (radio), with S. S, Aiyar of India as
vice chairman; E. Esping of Sweden
was re-elected chairman of Study Group
11 (TV), and M. Krivoscheev of thc
USSR was chosen vice chairman.

The meeting also dissolved Study
Group 12 (tropical broadcasting) since
that problem is considered overcome
through the use of medium wave fre-
quencies, higher powered transmitters
and FM.

And it confirmed proposals recom-
mended at the interim sessions held in
Geneva last year: technical standards
for TV programs on film and video
tape, color balance for film, specifica-
tions for sync and control signals, di-
mensions, speeds and track positions
for tape; a test audio tape supplied by
the British Broadcasting Corp. on sub-
jective loudness, and standards for
monitoring stereo transmissions ( BRoAD-
CASTING, Oct. 13, 1969).
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Fatesarortunes ,

Broadcast advertising

Roy J. Bostock, John C. Ferries, and
David Kreinik, with Benton & Bowles,
New York, named senior VP’s,

e | Edgar H. Lot
; | speich,general ad-
vertising manager
of Procter & Gam-
ble, Cincinnati,
elected VP-adver-
tising. Prior to
moving to Cin-
cinnati job one
year ago, Mr.
Lotspeich was
Mr. Lotspeich managing director
of Procter & Gamble Ltd.,, Great
Britain.
Martin H. Hummel Jr., executive VP
of SSC&B Inc., New York, appointed
vice chairman of Lintas Intermational,
London. Mr. Hummel remains director
of SSC&B. Marston Myers, senior VP
at SSC&B, named to board of SSC&B-
Lintas International, also London.

Thomas M. Mullins, senior VP, Enyart
& Rose Advertising, Los Angeles, ap-
pointed general manager.

Charles A, Macatee, national sales man-
ager for wMAL radio, appointed to new-
ly created position of general sales man-
ager, wMAL radio.

Jerry Prestomburgo, creative supervisor,
Warwick & Legler, New York, named
VP.

Ken Duskin, VP and creative super-
visor, Doyle Dane Bernbach, New
York, joins Jack Tinker & Partners
there as creative partner.

Robert S. McTyre, VP and director of
broadcast creative on Chevrolet ac-
count, Campbell-Ewald, Detroit, ap-
pointed director of broadcast at agen-
cy’s Los Angeles office.

Norton J. Bond, VP and manager of
Philadelphia office, Basford Incorpo-
rated, joins The Harry P. Bridge Co.
agency there as VP.

John R. Koelle, executive art director,
Allen, Anderson, Niefeld & Paley, Chi-
cago agency, named VP and associate
creative director.

Herbert D. Kronenberg, creative asso-
ciate-TV commercial production, SSC
&B, New York, elected president of
Broadcast Advertising Producers Society
of America. Mr. Kronenberg succeeds
Alfred R. Tennyson, VP and TV com-
mercial-production business manager,
J. Walter Thompson, New York. Others
elected: John B. Sircus, with Clyne
Maxon, New York, VP: John Donnel-

ly, with Leo Burnett, New York, treas-
urer; Catherine Z. Land, with Grey Ad-
vertising, New York, was re-elected sec-
retary.

Donald J. Baker Jr., with Ward Archer
& Associates, Memphis, named VP.

Carlton Mertens, general sales manager,
KaTZ(AM) St. Louis, joins White & Shu-
ford Advertising, El Paso, as VP and
account executive.

John F. Lawton, general sales manager,
WBSM-AM-FM New Bedford, Mass,,
named VP for sales and administration.

Harry E. Moedinger, mid-Atlantic re-
gional VP, F. W. Woolworth Co.,
Philadelphia, named corporate VP in
charge of sales and advertising in com-
pany’s New York executive offices. He
is succeeded by Walter C. Pierce, as-
sistant manager of mid-Atlantic region.

Stephen Margaritov, media research su-
pervisor, Benton & Bowles, New York,
joins Dodge & Delano there as director
of media research.

Richard A. Garvey, creative supervisor,
Foote, Cone & Belding, Chicago, joins
Fuller & Smith & Ross there as creative
director.

Jerry Danford, formerly director of
sales, wces-Tv New York, joins RKO
Television Representatives as head of
San Francisco office.

Thom Rhedes, formerly supervisor of
spot broadcast, Ketchum, MacLeod &
Grove, Pittsburgh, joins Smith-Gent
Advertising as New York branch man-
ager/director of client services.

Peggy Owen, with Noble-Dury & As-
sociates, Nashville, appointed associate
media director.

B

Robert M. Fair-
banks, director of
station services,
CBS Television
Stations Division,
appointed general
sales manager,
KNXT(TV), CBS-
- owned station in
N 4 Los Angeles. Mar-

S o shall Lichterman,
Mr. Fairbanks formerly in vari-
ous positions with Westinghouse Broad-
casting on West Coast, joins KNXT as
national sales representative.

Ellsworth H. Smith, assistant media
director, Klau-Van Pietersom-Dunlap,
Milwaukee advertising and PR agency,
appointed media director of reorga-
nized media department.

John T. Papas, with RKO Radio Repre-
sentatives, Chicago, appointed general

sales manager, WRKo(AM) Boston.

Lewis H. Erlicht,
with ABC Spot
Sales, New York,
appointed sales
manager of WABC-
Tv there.

Jerry Belson,
formerly sales
manager, WRFM-
(rM) New York,
resigns to settle in
Israel.

Jay Barrington, former general man-
ager, KXOA-AM-FM Sacramento, Calif.,
joins KTXL(Tv) there as local sales
manager.

Rich Livingston, general sales manager,
Media Statistics, Silver Spring, Md.,
joins Dave Herman Associates, Wash-
ington advertising and PR firm, as ex-
ecutive administrator.

John R. Gelzer, promotion director,
wGR-TV Buffalo, N.Y, joins WBEN(AM)
there as marketing specialist.

Mr. Erlicht

Advertisement

How to protect
yourself
against
'Broadcasters
Liability losses

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

Employers Reinsurance Corp.,
21 West 10th, Kansas City,
Missouri 64105. Other U. 8.
offices: New York, San
Francisco, Chicago, Atlanta.
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F, Theodore Fortin, copy group head,
Tatham-Laird & Kudner, New York,
joins Cunningham & Walsh there as
copy supervisor.

Robert F, Lewine,
most recently VP
in charge of tele-
vision for Warner
Bros. Pictures,
Burbank, Calif.,
elected as first
full - time salaried
president of Na-
tional Academy of
: E' Television Arts
Mr. Lewine and Sciencies. Mr.
Lewine, who will have headquarters in
Los Angeles, is former non-salaried
president of NATAS (1961 and 1962).
In accepting new appointment, Mr.
Lewine resigns as president of National
Academy’s Television Foundation.

Roland S. Tremble, financial VP, ABC
Inc., New York, elected treasurer of
ABC. He succeeded Martin Brown,
who resigns.

Stan]ey Lipp, VP-operations, WBSM-AM-
FM New Bedford, Mass., named execu-
tive VP and general manager of sta-
tions.

Michael McCormick, VP and general
manager, KPLR-TV St. Louis, joins WoR-
TV New York as manager succeeding
Edward Warren (see this page).

John F. Anderson, former sales man-
ager, wsBK-Tv Boston, joins WUNR(AM)
and wBos-FM Brookline, Mass., as gen-
eral manager.

William Harley, general manager, WPEo-
(AM) Peoria, Ill, joins wWTVR-AM-FM
Richmond, Va., as station manager.
Raymond W. Grandle, former president
and manager of WGEz(AM) Beloit,
Wis., joins wxow-Tv under construction
in La Crosse, Wis., as manager. Station
is due to go on air in March.

Sharon De Bord, formerly public-serv-
ice director, promotion director and
market-research director, wcoL(AM)
Columbus, Ohio, appointed director of
administrative operations.

Julian Linde, attorney, Screen Gems,
New York, appointed director of busi-
ness affairs.

Floyd D. Shelten, broadcast and CATV
consultant and former manager of Abi-
lene {Tex.) TV Cable Service Co.,
joins Communications Propcrties, Aus-
tin, Tex.-based multiple-CATV owner,
as manager of franchise development.

Walter P. Sheppard, general manager
and executive producer of public-af-
fairs programing, noncommercial wWRVR-
(¥M) New York, and Burt Harrison,
manager of noncommercial KwSU(AM)
Pullman, Wash., elected to board of di-

rectors of National Association of Edu-
cational Broadcasters’ national-educa-
tional-radio division. Dr. Everett A.
McDonald Jr., superintendent of schools,
Centennial school district, Warminster,
Pa., elected to fill unexpired term on
NAEB’s instructional and professional-
systems board of directors.

Richard B. Holcomb, consultant to
Corp. for Public Broadcasting, Wash-
ington, on several national programs
dealing with hunger in America, joins
CPB there in newly created position
of director of citizen services.

Programing
i Dan Goodman,
VP in charge of
national spot sales
for Screen Gems,
named to newly
created post of
VP and director
of syndication
program develop-
ment. New de-
partment will ex-
Mr. Goodman pand production
of first-run syndicated programing for
local stations, national spot advertisers
and CATV systems.

Daniel L. Ritchie, executive VP, MCA
Inc., North Hollywood, resigns. No fu-
ture plans announced.

Herb Schwartz, sales manager, Elektra
Film Productions, New York, named
VP for sales.

Maurie Gresham, director of television
sales for King Features Syndicate, North
Hollywood, named VP of Larry Har-
mon Pictures Corp., Hollywood.

Edward A. Warren, general manager of
woR-Tv New York, appointed to newly
created position of director of program-
ing for RKO Television, New York,
effective March 1. Mr. Warren will be
concerned with programing for all of
RKO’s outlets.

_TERS

A. Lennart Ring-
quist Jr., account
executive, network
sales, ABC-TV,
elected to newly
created post of
executive VP and
chief operating of-
ficer at Metro-
media Program
Ll - Sales, Metro-
Mr. Ringquist media’s program
syndication organization. Wynn Nathan
continues as VP and general manager
of MPS.

Richard M, O0’Shea, former head of Life
Films and assistant to publisher of Life,
New York, appointed director of sales
of Time Life Films there. Donald M,
Hine, former VP of sales and market-
ing, Bonded Services, New York TV

and theatrical-servicing company, joins
Time Life Films as director of inter-
national sales. John M. Grogan, former
producer in London, appointed director
of BBC department of Time
Films, New York.

Life

Themas G. Kuhn,
director of West
Coast live night-
time programs and
specials, NBC-TV,
named VP in
charge of program
development for
Warner Bros.
Television, Bur-
bank, Calif.

Mr. Kuhn Norman Henry,
in wvarious motion picture-television
production positions, named executive
in charge of production for Aaron
Spelling Productions, Hollywood.

Jack Holmes, with wraP(AM) Norfolk,
Va., appointed program director.

John Clark, formerly production and
program director, wcpro-Tv Cincinnati,
joins WHIo-TV Dayton, Ohio, as director
of production. .

Clark Davis, general manager, KDAY-
(AM) Santa Monica, Calif., joins WATL-
Tv Atlanta as special-projects director.

Robert Paul Smith; copy supervisor,
Cunningham Walsh, New York, joins
Screen Gems there as creative director
in advertising department.

News

Bob Allison, producet/reporter, CBS
News, Cairo, appointed correspondent.
He will continue on assignment in Cai-
ro.

David K. Cohler, newsman, Westing-
house Broadcasting Co.s WIND(AM)
Chicago, appointed correspondent in
company’s Paris news bureau.

Donald R. Fulsom, UPI Audio White
House correspondent, appointed man-
ager of UPI Audio’s Washington bu-
reau. He succeeds William Greenweod,
who joins Mutual Broadcasting there as
congressional reporter. Gordon F. Jose-
loff, on UPI's New York cables desk,
appointed correspondent in UPI's Lon-
don bureau.

David Prowitt, executive producer, Na-
tional Educational Television, New
York, appointed correspondent for NET
in Washington.

Milten W. Minarcin, day editor, AP,
Boston, appointed correspendent in
charge of AP Montpelier, Vt., bureau.

Fred La Cosse, promotion manager,
KNTV(TV) San Jose, Calif., appointed
news director and newscaster for week-
night news show. He is succeeded as
promotion manager by Pam Woodford,
with KNTv. Robb Mahr, sports direc-
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tor, appointed administrative news di-
rector.

David F. Horwitz, producer of early
evening news for KPix(Tv) San Fran-
cisco, named to newly created position
of assistant news director.

Steve Johmson, news director, WAEO-Tv
Rhinelander, Wis., joins wcco-Tv Min-
neapolis-St. Paul as reporter.

Bill Wilkerson, newswriter, KMOX-AM-
FM St. Louis, appointed special-events
reporter.

Brian E. Ross, statehouse correspondent,
kwwL-Tv Waterloo-Cedar Rapids, Iowa,
resigns to become press secretary to
Dave Stanley in his campaign for U.S.
Congress from Iowa's first district.

George Crolius, formerly with wckt-
(Tv) Miami, rejoins station as reporter-
newscaster.

Louis T. Fox, news producer, WGN-TV
Chicago, appointed producer for dis-
cussion call-in series at wGN(aM) there.

Dave Button, general manager, ksve-
(aM) Artesia, N.M., elected chairman
of New Mexico AP Broadcasters As-
sociation.

Al Meltzer, appointed sports director,
U.S. Communications Corp., Philadel-
phia, in addition to post as director of
sports for USC’s wpHL-Tv Philadelphia.

Promotion

Timothy J. Connor, PR director, Ben-
ton & Bowles, New York. named VP.

Alfred J. Gillespie, with Life magazine
creative services, New York, appointed
to newly created position of promotion
director of Time Life Films there. He
will be in charge of promotion of films
to commercial and educational TV and
to educational and institutional market.

Larry Kellogg, promotion manager,
wLCY-Tv Largo, Fla., joins WFLA-TV
Tampa, Fla., as assistant promotion
manager.

Edgar H. Scholl, with San Francisco
office of Ruder & Finn, joins Gross,
Pera & Rockey there as head of agen-
cy’s PR and publicity departments.
Larry Glazier continues as GPR’s di-
rector of publicity and will serve as as-
sistant to Mr. Scholl.

Carl Armstrong, with Hall Butler
Blatherwick, Los Angeles-based agen-
cy, appointed to head newly created PR
department to service both agency’s
existing accounts and outside clients.

Richard W, Norsworthy, with KPLR-TV
St. Louis, joins war-Tv Buffalo, N.Y.,
as director of advertising, promotion
and PR,

Leonard E. Sabal, with Hutchins Ad-
vertising Co. Rochester, N.Y., joins PR
division of Rumrill-Hoyt, New York,
in newly created position of director of

technical services.

Hy Smith, foreign advertising and pub-
licity manager, United Artists, New
York, appointed director of foreign ad-
vertising and publicity. Mr. Smith re-
places Guenter Schack, who resigns.

Henry N. Richardson, program coordi-
nator for student activities, Case West-
ern Reserve University, Cleveland, joins
WKYC-Tv there as community-felations
administrator.

Robert Stengel, formerly linguist and
intelligence officer with Army, joins PR
staff of National Cable Television Asso-
ciation, Washington, as PR assistant.

Equipment & engineering

Harry B. Burley Jr., managing director,
Boston Insulated Wire & Cable Co., Bos-
ton, named president. He succeeds his
brother, Joseph C. Burley, who becomes
chairman of board.

rj

Frank Marx, VP
in charge of real
estate and con-
struction, ABC
Inc.,, resigns to
become president
and director of
ABTO Inc.
(BROADCASTING,
Oct. 13, 1969).
- ABTO, jointly
Mr. Marx owned by ABC
and Technical Operations Inc., Burling-
ton, Mass., was organized last May to
continue development of commercial
applications in TV and film fields of
photographic process for taking color
pictures on black-and-white film.

Terrence C. O’Connor, with CBS elec-
tronic video recording division, ap-
pointed Midwest district sales manager,
with headquarters in Detroit. Roger C.
Spotfs, also with CBS EVR division,
appointed Northwest district sales man-
ager, with headquarters in San Rafael,
Calif.

Michael L. Ncibauer, engineer, KETv-
(Tv) Omaha, Neb.-Council Bluffs, Iowa,
appointed assistant chief engineer. He
succeeds Kennie J. Elkins, now KpUB-
Tv Dubuque, Iowa, chief engineer.
John Skitch and William Klee, with
Bell & Howell Magnetic Tape Co.,
Irvine, Calif., appointed controller and
director of purchasing and personnel,
respectively.

Robert L. Casselberry, manager of mar-
keting, General Electric’s telecom-
munication-products department, ap-
pointed manager of newly created new-
business-development operation for
GE’s communication systems division,
Lynchburg, Va. He will also continue
to hold marketing manager position
until successor is appointed.

Donald W, Emden, organizer of tech-

Grand Seer of
TV Programming ...
brought to you as a service of
Metro-Goldwyn-Mayer Television.

A promotion man at a station
representative asks:

“When a TV station buys a pack-
age of fcatures, what kind of pro-
motion help should he expect from
the distributor?”

Answer

First, is a comprehensive list of
all the titles with cast detail, synop-
sis information and stills. Very few
people have seen every picture
they are going to play. But without
a clear idea of the pictures' poten-
tial appeal, thc promotion isn't go-
ing to sell viewers.

It may be the star or the title or
a combination that is the central
selling idea. A good distributor’s
promotion aids will point this out,
Best of all, use trailers in promo-
tion. The theatrical trailers should
be available in a 60-sccond version.
This makes the job of the promo-
tion manager easier and guaran-
tees effective on-air.

A study of ads for features by
stations proved one point. That is,
every station with strong feature
promotion will treat the print ads
differently. But isn’t that what a
promotion manager gets paid for?
The only thing common to all is
that each picture is like a new pro-
gram each time it runs. The vicwer
has to be told and sold. That’s
show biz.

— e e— R —

Merlin will answer all reasonable ques-
tions. Write to him at MGM-TV . 1350

v\wmc of the Americas, N.Y.. N.Y. IOOIOJ
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designed for living

a star-studded broad-
cast media package, for
airing during April,
Cancer Control Month.
To entertain audiences,
while alerting them to
basic facts about
cancer, we offer:

for television, a 28:30
film producedin

Las Vegas with. ..

* PETULA CLARK

+ GEORGE KIRBY

e MASON WILLIAMS
e THE CLINGER SISTERS

and a sparkling segment
from the extravaganza
PZAZZ'70. FESS PARKER,
ACS National Crusade
Chairman, is MC.

THIS SPACE CONTRIBUTED BY THC PUBLISHER

18

plus informative, enter-
taining live action and
animated spots—16mm
and 35mm—color—in 60,
30, 20 and 10-second
lengths, and various
informational films to
meet specific needs.
for radio, focusing on
the "Fight Cancer with a
Checkup and a Check”
theme, a wide selection

of announcement scripts
in 10 to 60-second
segments; recorded
one-minute messages
from Della Reese,
Joanne Woodward, Faye
Dunaway, Paul Newman,
Carol Burnett, Jim
Brown, Jackie Gleason,
Gregory Peck, Frank
Sinatra, Johnny Carson;
Country and Western
music artists, and a
unique series, "“Sound
Ideas on the Moog”,
using exciting electronic
effects made by the
Moog synthesizer.

All of these materials—
and more—are available
free through your local
ACS Unit.

American
Cancer

St Society 3

The American Cancer Society
extends congratulations

to the N.A.B.
on its 50th anniversary.

v e
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nical-publications department of semi-
conductor division, Sylvania, Waltham,
Mass., appointed public-information su-
pervisor for Sylvania Electronic Com-
ponents there, operating group of Syl-
vania Electric Products. William H. Le-
Comte, advertising manager, lamps.
Sylvania Electronic Products, New
York, appointed advertising manager
and J. Donald Powers, marketing re-
search manager, lamps, appointed mar-
keting research manager.

Allied fields

William Leibman, with Audits & Sur-
veys Inc., New York. elected VP in ad-
dition to his position as associate di-
rector, test-audit division.

David H. Parks, with Quantum Science
Corp., New York, named VP, director
of MAPTEK data-base division, Palo
Alto, Calif., market-research data base
on technologies and markets in elec-
tronics industry and U.S. ecconomy,

Forbes W, Blair, partner in Washing-
ton law firm of Welch & Morgan, joins
Bilger & Glaser there. also as partner.
Law firm is now known as Bilger, Blair
& Glaser.

Deaths -
Dorothy Adams, 62. executive VP,

Clyne Maxon Inc.. New York, died
Fcb. 16 following heart attack in her

home. Miss Adams had been with
agency since 1950, where she had been
account supervisor for housewares divi-
sion of General Electric. She worked
for Montgomery Ward before joining
Clyne Maxon.

John Elmer, 84,
former president
and owner of
wCBM{AM) Balti-
more and last
honorary presi-
dent of National
Association of
Broadcasters
(1937 - 38), died
Feb. 16 at home
in Baltimore. Mr.

Mr. Ehnar
Elmer, who was publisher of Baltimore

Morning American from 1926 until
1929 when it discontinued publication,
took control of wCeM in 1930. He sold
station to Metromedia in 1963 and
served as Metromedia Radio VP and
consultant to station until his death.
He was also one of the founders of
Broadcast Music Inc. and long-time
member of board, and served on FCC's
Federal Radio Education Committee.
He is survived by three daughters.

James Keel, 47, VP and stockholder in
Suburban Radio Group, Belmont, N.C.-
based group owner, and general man-
ager of group's weGo(am) Concord,
N.C., died Feb. 16 in Washington of
apparent heart attack. Mr. Keel was

stricken prior to congressional reception
by North Carolina Association of
Broadcasters. He was also former re-
gional membership executive for AP in
North Carolina. He is survived by his
wife, Claire, and three children.

Alfred W, Cammann, 60, veteran pub-
licist for NBC, died Feb. 14 in Mineola,
Long Island, N.Y. At time of his death,
Mr. Cammann was New York publicist
for such NBC-TV series as Bonanza,
Kraft Music Hall, GE College Bowl
and all of network’s Bob Hope spzcials.
He is survived by his wife, Agnes.

L.ouis Moretti, 31, newswriter and desk
editor of KNX(AM) Los Angeles, died
Feb. 13 of heart attack in Los Angeles.

Margaret S, Craven, 73, wife of and
former confidential assistant to former
FCC Commissioner T. A. M. Craven,
died Feb. 16 at home in McLean, Va.
She is survived by her husband and one
son.

George Marlo, 86, director of writer
administration for Broadcast Music
Inc., New York, performing-rights li-
censing organization, died Feb. 5 in
French hospital there.

Leeds Moberly, 64, retired newsman,
died Feb. 7 in New York. of emphy-
sema and heart failure. He was with
old International News Service in St.
Louis, AP in New York and New York
Daily News. He was past president of
New York Newspaper Guild.

forTheRecon

As compiled by BRoaDpCASTING. Feb. 10
through Feb. 17 and based on filings,
authorizations and other FCC actions.

Abbrevlations: Ann.—ahnounced. ant.—an-
tenna. aur—aural, CATV—community an-
tenna teievision. CH—critical hours. CP—
construction permit. D—day. DA—dIrection-
al antenna. ERP—e¢ffective radiated power.
Re—kllntycles. kw—Kkilowalls. LS-—local sun-
sct. me-—megacyeles. mod.—modification. N
—night. PSA-—presunrise service authority,
SCA—subsidlary communications authoriza-
tion. SH—specified hours. SSA—special serv-
lee authorization. STA—special temborary
authorl|zation. trans.—transmitter. UHF-ul-
tra high frequency. U—unlimiled hours.
VHF—very high frequency. vis.—visual. w—
walts, *—educatlonal.

New TV stations
Applications

a Miami—Greater Miami Telecasters Ine.
Seeks VHF ch, 10: ERP 316 kw vis. 61 kw
aur. Ant. helght above average terrain 997
ft.: ant. height above ground 1,039 ft. P.O.
address: c/o Cromwell A, Anderson. 1301 Al-
fred 1. DuPont Building. Miami 33131. Esti-
mated construction cost $2.951.500: lirst-year
operating cost $3.650.000: revenue $4,500.000.
Geographl¢ coordinates 25° 59 37+ north
lat.: 80° 10 28~ west long. Type trans. RCA
TT35FH. Type ant. RCA TW-12A10. Legal
counsel Welch & Morgan. consulting engi-
neer Russell P. May. both WashIngton. Prin-
cipals: W. Sloun McCrea, president. Red-
mond Bunn Cautier Jr.. vice Dresident.
Cromuwell A. Anderson, secrctary. I[lnke T,
Maroon treasurer, each 9.7¢% et al. Princl-
Pals request facillties of WLBW-TV Miami.
ch. 10, Mr., McCrea owns 609% of food brok-
erage. i$ chairman of board for {our Florida
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banks and holds rcal estale Interests. Mr.
Gautier Jr. owns 21.5% of law firm and
38.88% of industrial rcal estate and bulld-
ings. Mr. Anderson owns 14% of law firm.
Mr. Maroon owns 40% of holding company
for four banks in Florida. Ann. Jan. 6

& Jackson. Miss.—Channel 3 Inc. Sceks UHF
ch, 3 ERP 100 kw vis., 20 kw aur. Ant.
height above average terraln 1,938 ft.: unt,
height above ground 1,995 ft. P.O. address:
¢/0 Robert C. Travis, 925 Eiectric Bulilding,
Jackson 20036. Estimated construction cost
$1.651,500; first-year operating cost $800.000:
revenue $1.100.000. Geokraphic coordinates
320 15 30* north lat.: 90e 24* 16~ west long.

Type trans. Ampex TA-8218. TyPc ant, Am-
pex BR-6L. Legal counsel Bilger, Blair &
Glaser. Washington: consulting engineer
Serge Bergen. Fairfax. Va. Principals: James
E. Fowler, president. John A, Peoples Jr.
vice President-chairman executive committee.
Cornelius Turner. treasurer, Robert

Travis, secrelary (each 7.14%), et al. Mr.
Fowler owns Buick dealership, 75% of in-
surance company. 50% of real estate devel-
opment firm and 75% of shopping center.
Mr. Peobles Is president of Jackson (Miss.)
State College. Mr. Turner is general con-
tractor. Mr. Travis is partner In law firm