The news consultant: TV’s controversial hired gun
Never-say-die Justice Dept. files against KSL
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Tornadoes!

On the stormy night of June 9th, warnings were is-

sued that tornado funnels had been spotted in the
Cadillac, Michigan, broadcast area.

The local Fetzer TV station stayed on the air well past
sign-off time to keep residents informed of the where-
abouts of the dread twisters. An appreciative viewer
wrote: “When all our other stations were deserting
us to sign off at their regular broadcasting time, in-
cluding the radio station, you were kind enough to
extend your day for the safety of your fellowman.™

Helping people in time of danger is another part of
Fetzer total community involvement.

She p%%'ﬂ-?- Healions

WKZO WKZO-TV  KOLN-TV KGIN-TV

Kalamazoo Kalamazoo Lincoln Grand Island

wwue-Tv WJIFM WKJF(FM) WWAM KMEG-TV
Cadillac Sault Ste. Marie Grand Rapids Cadillac Cadillac Sioux City
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WCCO Radio’s audience
takes the cake!

It’'s WCCO Radio’s 50th 8 e - W = positions WCCO

Anniversary. Radio as a basic medium

But it’s that gigantic WCCO Radio throughout its vast 101-county
audience that takes the cake. A bigger average coverage area.**= In all, that audience
quarter-hour audience than any of those averages better than 1.3 million different listeners
“whippersnapper’ tv stations in the Minneapolis- per week. They make us feel much younger
St. Paul market? A bigger adult drivetime than our 50 years. f\
audience than all other Twin Cities Radio We couldn’t ask for @' |
stations combined®* more to make our anniversary L]

An audience so large and loyal that it so Golden.

WCCO rapio

MINNEAPOLIS/ST. PAUL

REPRESENTED BY (8BS RADIO SPOT SALES

“Arbitron Radio & TV reports, April-May 1974, TSA, Persons 12+, 6:00 AM-Midnight, Monday-Sunday. **Arbliron Radio, April-May 1974. TSA. Persons 18+,
6:00-10:00 AM & 3:00-7:00 PM, Monday-Friday. -+« Circulation Pulse 1971-72. All data subject to qualification which WCCO Radio will supply on request.



Something Old,
Something New,
Something Borrowed...

YOU better, too. The second new
Sparta plant expansion in a year,
which lives on in Sparta’s current to meet your future needs. Watch
mode] transmitters. That’s old, ré for new Sparta models through-
isn'tit...1922? Y e ol LS out the complete equipment line.

: H L ' New colors in the latest 10ng-

Fritz Bauer built his first trans-
mitter in 1922. A great heritage,

We're newly a Subsidiary of
Cetec Corporation, with the

tremendous financial and
technological backing which
that implies.

Also, we're borrowing
ideas and techniques from
across the industrial spec-

trum, to aid every facet of
our design and production
capability.

There’s our new EDP instal-
lation for faster processing
of orders and shipments,
with a bonus of lowering costs
to keep equipment prices stable.
Our newly increased inter- or borrowed. .. in a vital
national business is show- - eac s contribution to today’s broad-
ing us new ways to serve ) g~ cast industry. And tomorrow’s.

We offer a lot .. . old, new,

We're in the business of You.
SSEANRSIVAN

ELECTRONIC CORPORATION

5851 Florin-Perkins Road, Sacramento, Ca. 95828

(916) 383-5353 + Telex 377-488 + Cable SPARTA
aSubsidiary of € Cetec Comporation
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Retreat from access? Growing source of irritation at FCC
these days is prime-time access rule. Even commissioners
who supported it are said to be annoyed at being obliged
to consider waiver requests, and commissioners generally
are disturbed at litigation generated by modification of
rule. (Modification was compromise between those who
wanted to retain rule and those who wanted to abolish it.)
At moment, Chairman Richard E. Wiley, although he never
liked rule, is said to be interested in salvaging it through
compromise. But if commission, which is now reviewing
rule, under court order, cannot devise “compromise that
will not be litigated to death,” as one official said, it may
pull plug on it.

Commissioners’ feelings surfaced Friday during discus-
sion of proposed waiver policy to follow during one-year
period that court has barred commission from changing
rule, Commissioners were unhappy with staff’s proposal,
which suggested number of programs for which rule might
be waived (Broadcasting, Sept. 2); they felt it too detailed,
likely to raise as well as answer questions. Commission will
consider matter again this week. Put over, too, until next
week, was long-pending proposed notice of inquiry on re-
runs.

Turnaround. Metromedia Inc., original and staunch support-
er of prime-time access rule, is abandoning that position,
its officials disillusioned with way things worked out since
rule became effective in 1971. They see creation of access
time, from which network programing is barred, as having
created buyers’ market in spot availabilities. Far more sta-
tion minutes are available, and competition between net-
work affiliates and independents is fiercer. Five of Metro-
media’s six television stations are independents.

In early stages of rule’s application, Metromedia stations
gained audience by stripping off-network series, denied af-
filiates in access time, against original syndication or local
programing on affiliates. That advantage has been eroding.
Metromedia defection from ranks of rule’s supporters will
be made known by Sept. 20, deadline for new round of
comments FCC has invited in connection with court-
ordered review of its modifications of rule.

Solid sample. Generally upbeat view of broadcast time sales
is evident in membership survey just completed by Institute
of Broadcasting Financial Management. Stations were asked
how their sales of announcements in Second quarter this
year compared with same period last year, Of 107 TV’s
responding, representing markets of all sizes, 89 (83%) said
their combined local and national/regional sales were up;
rest said combined sales were down but not by much. Of
69 AM-FM combinations reporting, 32 (46%) said combined
sales were up, but mostly thanks to local and regional cate-
gories; 42 (60%) said local was up, but 45 (65%) said na-
tional sales were down, with two out of three in that

group reporting national off by more than 11%. In FM,
picture was brighter. Though only 18 FM-only stations re-
ported, 16 said combined local and national/regional sales
were up — and 11 of that number said increases amounted
to 25% or more.

Man from MIT. FCC Commissioner Glen O. Robinsan is
rounding out his office staff with addition of economist
who will serve on consultancy basis. New man is Dr. Rob-
ert W. Crandall, associate professor of economics at Massa-
chusetts Institute of Technology, who has written on eco-
nomics of broadcasting, cable television and entertainment
industry generally. He was early critic of commission’s
prime-time access rule, writing in 1971 that rule was prod-
uct of commission’s ““failure to understand the economic
rationale for the shift in network practices” and that rule
could have '‘no beneficial effect upon program quality or
diversity.”” Dr. Crandall will work in Commissioner Robin-
son’s office part-time — probably one day a week — until
end of year, almost full time after that.

Missed deadline. Arbitron TV’s re-entry into metered over-
night TV ratings in New York and Los Angeles, scheduled
to start Sept. 16 (Broadcasting, Aug. 13, 1973), is off-tar-
get. Delay is blamed on technical problems: snag in devel-
opment of one component, slowdown in phone-company
installations and strike at Western Electric, which makes
part of equipment. Instead of targeted 275 reporting house-
holds in each city by Sept. 16, Arbitron has about 180
equipped with data-access devices, 200 or so partially
equipped, in each city.

No firm date yet for start of regular service, but offi-
cials say they’re already getting tuning information from
systems and around Oct. | will start putting together week-
ly summaries as samples. These will probably start with
rough sets-in-use numbers and gradually add other data —
day parts, ratings, etc. — as systems’ capacity builds.

Hobby time. Nobody on FCC works harder than 40-year-
old chairman, Richard Wiley. He’s usually first in and last
out at least five days (sometimes seven) a week and invari-
ably carries one or two loaded briefcases to his nearby Vir-
ginia home. He reads while being driven (chairman’s only
fringe benefit) to and from his office, if he isn’t using mo-
bile phone.

But one side of hard-driving chairman isn’t generally
known. During Little League season, which ended fortnight
ago, chairman coached championship baseball team on
which son, Douglas, 12, was star slugger, pitcher and out-
fielder. For past two weeks chairman has been coaching
Little League football, in which Doug also excels. Next:
basketball.

Less insurance. Word last week was that section of House-
passed license renewal bill protecting licensees from chal-
lenge on multimedia-ownership grounds, if they conform to
FCC rules, is doomed in Senate Communications Subcom-
mittee. That’s section Senator Philip Hart (D-Mich.) has
said his Antitrust Subcommittee wants to review, To avoid
referral, and probable delay beyond chance for action in
this Congress, Chairman John O. Pastore (D-R.1.) of Com-
munications Subcommittee is said to be resigned to killing
section but salvaging some protection by writing report
leaving it to FCC to administer its ownership rules. There’s
still chance for recovery of ownership section on floor.
Another feature of bill — longer license terms — seems
more secure. House voted to extend present three-year term
term to five years.
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Boon or bane? The influence of news consultants now
reaches to the very foundation of broadcast journalism.
Promising to lead their station clients’ to news ratings
prominence, they've succeeded in attracting a large follow-
ing of admiring management types. But in process, they've
also infuriated more than one rank-and-filer. Broadcasting
takes an in-depth look at “‘the news doctors.” Page 21.

Seventh song sung. Justice Department resumes station-by-
station attack against media crossownership. With challenge
to renewals of Salt Lake City’s KSL facilities, department
this time chooses Mormon Church for specidl treatment.
Page 30.

OT may be out. Commerce Department’s Office of Tele-
communications was created, ostensibly, as back-up for
White House'’s OTP. But, officials of latter are complaining
that OT is not fulfilling its mission. Hence, it may soon be
a thing of the past. Page 34.

Ready. Networks can handle inevitable changes to come
this decade — say NBC’s Howard, ABC’s Neal — but not
without making some of their own. Flexibility, they main-
tain, is key to stability. Page 36.

Ultimatum. NAB's decision to require code adherence of
all TV members evokes ire of at least one group owner.
Western Broadcasting threatens to pull out unless associa-
tion relents. Page 47.

Not playing. Essentially, there are two reasons why game
shows have become so dominant a TV programing com-
modity: They don’t cost much, and, if they don't work, the
producer is quick to find out. Many, however, work. Page
48.

Parental consent. American mothers’ group reaffirms con-
viction that television is good for their offspring. But mem-
bers divide over whether same can be said of TV commer-
cials. Page 50.

No bleeper blooper. FCC says NBC was on safe ground
when it cut one word from Johnny Carson’s monologue —
irrespective of fact that word was name of its biggest spon-
sor’s product. Page 56.

Passing puberty. Local cable origination, NCTA study finds,
is coming of age — albeit slowly. Probe finds 629 systems
now carry own programing, reaching more than half of
nation’s subscribers. Production techniques seen growing in
sophistication, advertiser interest on rise. Page 62.

Curious. Senator Hart'’s antitrust unit is becoming interested
in pay cable dispute and its competitive implications. Sub-
committee staff begins to gather data on broadcast-vs.-cable
struggle for motion picture rights. Page 63.

Ally. OTP’s controversial VHF drop-in proposal wins friend-
ship of United Church of Christ. Citizen group presses FCC
to release data necessary to foster public airing- of issue.
Page 67.

Orderly transition. Bill Sheehan’s elevation to ABC News
presidency isn't expected to make any waves — for time
being. A long-expected heir apparent, Mr. Sheehan has been
taking on the bigjob in small installments. Page 81.

FCC sets ambitious meeting schedule
to attack back]og of unfinished business

FCC has settled on tentative schedule under which it
hopes by end of year to dispose of number of major
items, including broadcast-newspaper crossownership,
children’s programing, pay cable and prime-time access
rule. Schedule, which includes dates for oral arguments,
will require two-and-one-half to three days of meetings
each week. Chairman Richard E. Wiley, in proposing
schedule to commission, is said to have urged it as means
of demonstrating commission’s seriousness about reducing
growing backlogs.

First major item is scheduled for Tuesday (Sept. 10).
Commission will consider proposed rule that would result
in breakup of multimedig holdings in same market (Dock-
et 18110). Chairman Wiley is known to hope that commis-
sioners will be in position to instruct staff on drafting
final report and order (“Closed Circuit,” Sept. 2).

Whatever conclusion commission reaches on issue
would be expected to affect outcome of its deliberations
on question of existing crossownership of cable TV and
television stations in same market. Commission, which is
confronted with some 60 petitions for waiver of rule ban-
ning such crossownership, is to consider them on Sept. 25
and 26.

Other dates of interest include:

Sept. 11 — discussion of Office of Telecommunjcations
Policy’s proposed cable TV bill; Sept. 17 — discussion of
proposed National Environmental Policy Act regulations
(Docket 19896); Sept. 19 — discussion of “TV curves”
(how to measure signal strength) (Docket 16004); Sept. 24
— cable television technical standards (Docket 20018);
Sept. 26 — cable TV complaint procedures; Oct. 2 and 8
— discussion of children’s television programing (Docket
19142); Oct. 8 — cable television mandatory program or-
igination (Docket 19998); Oct. 9 and 10 — cable TV-news-
paper crossownership (Docket 18891); Qct. 16, 17 and, if
necessary, 21 — prime-time access rule; Oct. 23, 24, 26 —
oral argument on pay cable (Docket 19554).

Nov. 7 — pay cable discussion; Nov. 13 and 14 — dis-
cussion of cable television importation of distant sports
events; Nov. 14 — discussion of ownership reporting by
broadcasters, cable television systems and common car-
riers; Nov. 20 and 21 — second report by ‘commission’s
Federal State-Local Advisory Committee on how jurisdic-
tion over cable television should be apportioned among
federal and nonfederal governments; Nov. 21 — discussion
of requests for domestic communications satellite author-
izations. '

Dec. 4 — discussion of internal commission matters, in-
cluding new delegations of authority to staff; Dec. § — con-
sideration of requests for waivers of rule requiring breakup
of telephone company-cable television crossownership; Dec.
11 — discussion of report requested by House and Senate
Appropriations Committees on what commission is doing to
“protect children” from ‘*‘excessive violence” on television,
Dec. 17 and 18 — adoption of report on violence on televi-
sion; Dec. 19 and 20 — discussion of four cable TV items:
cable TV franchise selection (Docket 20019); cable TV line
extensions (Docket 20020); cable TV franchise expiration
and cancellatjon (Docket 20022) and cable TV system trans-
fers (Docket 20023). ’ X

Schedule also grovides for two FCC regional meetings,
although location of only one — Chicago, on Oct. 30 and
31 — is set. Second, according to schedule, will be held on
evening of Dec. 2 and on following day, but location is
left open. Officials indicate it will probably be held in mid-
Atlantic states area, possibly Washington.

As designed by Chairman Wiley, schédule contains num-
ber of designated special meetings. These are to provide
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time for matters that become ripe for either oral argument
or commission action. In addition, chairman told commis-
sion that some scheduled meetings may be pre-empted to

consider new items that may arise.

Scott, Ervin head toward showdown

on performer record maker rights

Copyright revision bill (S. 1361) got off to shaky start on
Senate floor last Friday. Introductory remarks by bill’s
sponsor, Senator John McClellan (D-Ark.), were stopped
short when senators began talk of sending bill back to
Judiciary Committee, where it originated. Stumbling block
is Section 114, establishing performance royalty for record-
ing artists and recerd manufacturers, supported by Senator
Hugh Scott (R-Pa.). Senator Scott conceded that amend-
ment by Senator Sam Ervin (D-N.C.) to delete perfor-
mace royalty fees for broadcasters, juke box operators and
other users of recorded works, will likely pass if voted on
now, and he wants to avoid record vote on performance
royalty, would rather section be removed in committee so
it could not'be said that Senate voted it down this year.
Senator McClellan suggested that if bill is recommitted,
Judiciary Committee is not likely to dct on it until House
passes 1ts own copyright bill in future year.

It was agreed to schedule vote on Ervin amendment for
today (Sept. 9). Senator Scott, however, is hot precluded
from calling for vote to recommit before Ervin amend ment
vote, move he is said to be considering. Senator Scott
asked Senator Ervin to be “gracious winner” and agree
that Sectron 114 merits further hearings next year. But
Senator Ervm would not give inch. “If it’s deleted, it's
dead,” he said. Senator Scott told members he has been
working on ‘performance royalty issue since 1944. “This
is a'good amendment,” he said. “‘I don’t want to lose it
forever.” Said Scott aide: “We’re just going to have to be
as stubborn as everyone else.”

In introducing his amendment Senator Ervin called
perfarmance royalty “tax’ on broadcasters and juke box
operators. Establishment of royalty would be “constitu-
tionally unsound and economically upwise,” he said. Con-
stitution says Congress shall have power to secure for au-
thors and jnventors exclusive right to their writings'and
discoveries. Performance royalty goes against Constitution,
Senator Ervin said, because performers and manufacturers
cannot be considered “‘authors™ of works they record.

CBS faults proposed premium ad ban

Federal Trade Commission’s proposal to ban TV advertis-
ing of pre'mium offers to children (Broadcasting, July 1,
et seq. ) “grossly” discriminates against television, raises
serious constrtutlonal and statutory questions, assumes pre-
miums are harmful without demonstrating that they are,
pretends they’re new when they are not, is unnecessary,
would not accomplish its avowed purpose anyway and, in
fact, would result only in redistribution of premium-adver-
tising money from TV to other media. Those are among
faults CBS Inc. finds in FTC’s proposal in brief being filed
with FTC today (Sept. 9). CBS goes further to suggest
that FTC staff issued premium-ban proposal in form of
“guide’ because, that way, it can *‘evoke industry com-
pliance” without being obligated to produce “substantial
evidence’ needed to support a “‘rule.” And toward end of
59-page array of legal and factual arguments against pro-
posal, brief also offers personal suggestion: That FTC
members and staff “consider whether, as children, they
ever responded te (premlum) offers, and if so, whether
they beljeve that the premiums injured them or offended
publrc pohcy

Sept. 9 had been deadline for comments, but FTC staff
is expected’to ask commission for extension; approval is

Reasoner, Moyers; Cronkite
big winners among news Emmies

Harry Reasoner, ABC Evening News anchorman, and Bill
Moyers, formerly of PBS’ Bill Moyers' Journal, received
“Emimy” awards as ‘“‘outstanding TV news broadcasters”

of 1973-74 from National Academy of TV Arts and Sci-
ences. Mr. Movyers received award for Oct. 31, 1973 “Es-
say on Watergate,” Mr. Reasonér for March 19, 1973-June
30, 1974 ABC Evening News contributions.

Winner of most news Emmies was Walter Cronkite, CBS
Evening News anchorman for participation in network’s
TV interview with exiled Russ1an novelist Alexandre Sol-
zhenitsyn, documentary on Rockefeller family, Evening
News report on resignation of Vice President Spiro Agnew,
and Watergate: The White House Transcripts report.

CBS News won 12 awards, PBS won eight, ABC News
won four, NBC News won three. Five non-ABC produced
programs broadcast on that network won eight ewards.

Elkhart UHF sold for $3.2 million
WSIV(TV) Elkhart-South Bend, Ind., has been sold by
Truth Publishing Co. to Qu1ncy Newspapers Inc. for $3.2
million, subject to FCC approval. Truth Publishing is own-
ed by John F. Dille Jr. (53%) and Walter R. Beardsley
(47%), and publishes daily Elkhart Truth. Principals also
have similar interest in Truth Radio’ Corp licensee of
WTRC(AM) and WYEZ(FM) Elkhart. Mr. Dille Jr.-with
son, John Dille 111, owns Pathfinder Communications
Corp., licensee of WCUZ(AM) Grand Rapids, Mich., and
WMEE(AM) and WMEF(FM) Fort Wayne, Ind. F.M. Lind-
say Jr. is chairman and Thormnas A. Oakley president of
Quincy Newspapers, which publishes daily Quincy (IL.)
Herald-Whig, has 88% interest in WGEM-AM-TV Quincy
and owns 100% of WGEM-FM. Ownership is in several
family trusts; 50% is split among various members of F.M.
Lindsay family, which also has interests in Lindsay-Schaub
Newspapers Inc., owner of several Midwestern dailies,
WSOY-AM-FM Decatur, Ill. and WLAP-AM-FM Lexington,
Ky., and 20% interest in WCIA(TV) Champaign and
WMBD—AM-FM Peoria, both 111, and KFMB-AM-FM-TV
San Diego.

WSJV is an ABC affiliate on channel 28 with 410 kw
visual and 40.7 kw aural and antenna 1,086 feet above
average terrain. Broker: Blackburn & Co.

In Brief

Summiting. Five media and agency chief executives are -
among leaders invited by President Ford to forthcoming
summit conference on economy: Arthur Taylor, CBS pres-
ident, who advocated summit on inflation in Washington
speech delivered while Richard Nixon was President (Broad-
casting, July 22}; Robert Sarnoff, RCA chairman; Kathar-
ine Graham, chairman, Washington Post Co. (Post-News-
week Stations); Andrew Heiskell, chairman, Time Inc.,

and Mary Wells Lawrence, president, Wells, Rich, Greene.

More muscle against pay TV. National Association of
Broadcasters is about to beef up Special Committee on Pay
TV in anticipation of extended fight to protect mass-audi-
ence attractions against raids by pay cable. Capital Cities’
Willard E. Walbridge will stay on as chairman, but search
is or]] for vice chairman to take active role in fund raising.
Charles H. Tower of Corinthian stations has been asked to
take assignment, and his decision is due this week. Richard
Jencks CBS Washlngton vice president, will be added to
committee, as will be meniber or two from NAB television
board. Project is baby of Wilson Wearn of Multimedia sta-
tions, chairman of NAB TV board. So far committee has

considered likely.
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Hubbell Robinson, 68, one of
leading figures in radio and
TV programing for more than
30 vyears, 16 of them at CBS,
died of lung cancer Wednes-
day night {Sept. 4) in New
York, where he made his
home. He was credited with
introducing such durable CBS-
i TV shows as [ Love Lucy,
Sergeant Bilko and Gunsmoke and was also creator
and executive producer of acclaimed Playhouse 90
during tenure as program chief that extended from
1947 to 1966 except for three years out as head
of own company, Hubbell Robinson Productions.
In 1966 he joined ABC-TV as executive in charge
of production for Stage ‘67. William S. Paley, CBS
board chairman, praised him as one whose ‘name
was synonymous with quality entertainment in
radio and television.” Mr. Robinson was married
three times: to writer Therese Lewis, to singer
Margaret Whiting and to musical comedy star Vivi-
enne Segal, from whom he was legally separated in
1962. His autobiography, "‘Wanderer in the Waste-
land,” is to be published next year by G.P. Put-
nam’s Sons, New York.

e e B P P ST TE W

raised $480,000 for antipay campaign, has Hill & Knowlton
PR firm on retainer. Mr. Wearn sees need for ongoing fund
drive to keep campaign alive indefinitely.

Mixed bag. ABC-TV got jump on its rivals with new sitcom
That'’s My Mama (Wednesday, Sept. 4, 8-8:30 p.m., NYT)
and scored big 20.0 rating and 38 share in national Nielsen
overnights, against rerun of Cannon on CBS (12.9 rating,
24 share) and against sitcom pilot that didn’t make it on
NBC (12.0 rating and 23 share). But critics’ notices were
almost uniformly unfavorable. “About the only good thing
to be said for That’s My Mama is that it provides employ-
ment opportunities for several talented black actors. The
rest is stock sitcom formula. . .,”” wrote John J. O’Connor
in The New York Times. And Val Adams, in The New
York Daily News, said “It’s all situation and no comedy.”

Staying. White House has confirmed report (**Closed Cir-
cuit,” Sept. 2) that former FCC Chairman Dean Burch will
remain on President Ford’s staff and will be concerned with
coordinating President’s political activities in connection
with congressional election campaign. News Secretary Jerry
F. terHorst also said Mr. Burch would serve as liaison with
regulatory agencies, job he had under President Nixon. How
However, it is known that Mr, Burch will spend most of
his time for next two months on political matters. And
there is no certainty that he will remain with White House
after election.

Double jeopardy. Will Lewis, general manager of Pacifica
Foundation’s KPFK(FM) Los Angeles, who has been bat-
tling demand that he give up original tape recording from
Sybionese Liberation Army last May, seems to have walked
into similar predicament in San Francisco where he is act-
ing manager of Pacifica’s KPFA(FM) there (see page 38).
FBI has told Mr. Lewis it wants original communication

that station received from People’s Forces New World Liber-
ation Front taking credit for bombing of San Francisco
brokerage office earlier last week. Mr. Lewis is bucking that
demand too. He is fearful, he said last Friday, that he may
have to go to jail again to uphold his contention that he is
protected under First Amendment. Mr. Lewis spent 16 days
in jail for SLA matter before Justice William O. Douglas
granted stay pending appeal to U.S. Supreme Court.

Going private? Wells, Rich, Greene Inc., New York, reports
board of directors has approved exchange offer whereby
agency will buy from shareholders up to 1,405,000 shares
of common stock on basis of $3 in cash and $8 principal
amount of 10-year subordinated debentures bearing inter-
est rate of 10% per year for each common share. WRG
had 1,631,524 shares outstanding as of last Jan. 24. Com-
pany officials declined to comment on reports move is pre-
lude to WRG’s going private. Stock has been traded on
New York Stock Exchange in $5.50 range.

Late Fates. James P. Storer, VP-general manager of WIW-
(AM) Cleveland, named VP-assistant to Chairman Bill Mich-
aels of parent Storer Broadcasting Co. Cleveland duties are
being assumed temporarily by Jay Warson, head of Storer
radio division, who said permanent replacement is being
sought both within and outside company. John W. Rhea,
general sales manager, WMPS(AM) Memphis, named VP-
general manager. Herb Mendelsohn, veteran broadcast sta-
tion executive, most recently as VP-general manager of
Metromedia’s WDHF(FM) Chicago, named to new post of
VP-marketing for ABC Record and Tape Sales Corp., New
York, division of ABC Leisure Group. He will head new
unit responsible for developing new national accounts and
also supervise division’s advertising, promotion and merchan-
dising. Ed Milarsky, general sales manager, WABC(AM)
New York, named sales manager, WXLO(FM) New York.
Robert D, Wood, president of CBS-TV, and former Laura
Drysdale of Pacific Palisades, Calif., were honeymooning in
Hawaii last week after being married Aug. 27. Paul! W.
(Fritz) Morency, 74, retired president of WTIC-AM-FM-TV
Hartford, Conn. (now WTIC-AM-FM and WFSB-TV under
new ownerships), reported in serious condition late last
week at Hartford hospital, following stroke Aug. 26. For
earlier reports see "'Fates & Fortunes,” page 69.

Headliners

Doyle Dane Bernbach Inc., New York, has reorganized
agency structure, merging domestic and international oper-
ations and reassigning top responsibilities. In changeover,
James R. Heekin Jr., who had been president, domestic
operations, and Edward T. Russell, who had been presi-
dent of DDB-International, have resigned. Joseph R. Daly,
board chairman {domestic operations), has taken on world-
wide responsibilities for agency. Thomas A. Gallagher,
managing director of DDB-London, has been named presi-
dent of agency with worldwide responsibilities. William
Bernbach continues as chief executive officer but assumes
new title, chairman of executive committee (previcusly,
he had been board chairman, worldwide). Mr. Bernbach
plans to participate more in day-to-day creative output of
agency.

Index to depariments Changing Hands
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Datebook .. ...
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Broadcast Advertising 58
Broadcast Journalism 21
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Media ...........
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WHY IN THE WORLD
SHOULD YOU WATCH

TELEVISION
AT 7:00 AM?

There's something important
going on.

The CBS Morning News.
With a complete picture of what S
happening
and what it
means, by
CBS News'
first team.

If Roger |
Mudd learns
of something
significant brewing in Congress,
you get a full report of it here.

If Henry Kissinger makes a new
move, Marvin Kalb will be here
with it. You find out what happened
on the West Coast after you went to

Hughes Rudd

bed. In Europe before you woke up.

This weekday morning hour

of news—
"informative,
attractive,
crisp and to

¢ the point” is
how one
leading critic
has described
it—1is the only hour of solid news in
network television.

CBS News National Correspondent
Eric Sevareid

It takes the entire night to put
it together, drawing on the full
resources of
CBS News
worldwide.

Anchor-
man Hughes
Rudd starts

wOrk himSelf css nows correspondent Roger mudd
at 2:00 AM each day—managing,
even at that hour, to summon up
the pungency and wit his reporting
is famous for.

Why watch
television at
seven in the
morning?

That's when
some of the
best reporters
in the business
give you a head start on your
whole day.

THE CBS
MORNING NEWS
WAKES YOU UP.
TO EVERYTHING.
7AM MONDAY-
FRIDAY®2

CBS News Correspondent
George Herman



CIP’s supporters

EpiTor: It is unfortunate that your
article (Aug. 26) and editorial (Sept. 2)
on the opposition to the license renewal
legislation resort to character assassina
tion rather than debating the merits (per-
haps I should say demerits) of the legis-
lation. The list of groups opposing the
legislation — which includes minority,
feminist, labor, consumer, political, citi-
zen lobby, business, government officials
and even some broadcasters, as well as
groups whose primary activity is media
reform—is enough to show the utter
falsity of your charges, and I shall not at-
tempt to dignify them with a response.
One matter does, however, warrant
clarification. At no time since I became
associated with the Citizens Information
Project has it, nor have I, received any
financial support or expended any funds
from any person or entity with an eco-
nomic interest in the outcome of any
case at the FCC or in the courts. All of
the activities of CIP since I became as-
sociated with it have been supported by
persons or entities that have no financial
stake in the passage or defeat of broad-

Open Mike.

cast license renewal legislation.—Albert
H. Kramer, Citizens Information Projeci.
Washingron.

(As both the article and cditorial were explicit in
stating. three clients of the Washinglon law firm
of Welech & Morgan—all compeling with incumbent
licensees for existing television stalivns—suppoerted
the Citizens Information Project during the incum-
bency of Mr. Kramer's predecessor, Warren Graves.)

The local TV journalism report

EpiTor: Your coverage of television
news [in the Aug. 19 issue] was mos®
thorough and complete. There is a great
kinship between local television news and
the office of the congressman. We are
both interested in matters concerning the
nation and more especially those matters
concerning our region and districts.

I am constantly impressed by the tele-
vision operations covering my Sixth Dis-
trict in Towa, by their diligence and ob-
jective sincerity as they produce their
local news programing. Your television
industry is great and powerful, and capa-
ble of doing untold good throughout the
local areas as well as the nation—Rep-
resentative Wiley Mayne (R-lowa), Wash-
ington.

EpiTor: Your magazine does, indeed,
provide the reader with a comprehensive
report on the problems and complexity
of presenting the news through the med-
ium of tclevision. I found this issue of
BROADCASTING to be both informative
and intercsting.—Representative Charles
W. Sandman Jr. (R-N.J.), Washingion.

EpiTor: I very much enjoyed the article.
—Representative J. Herbert Burke (R-
Fla.), Washington.

Epitor: T have found much of interest
in the magazine, I take a very active in-
terest in the media, not solely from a
political viewpoint, but also because my
younger brother, Carl Stokes, has recent-
ly joined your honored profession.—Rep-
resentative Louis Stokes (D-Ohio), Wash-
ington.

Epitor: Perhaps we were slightly ahead
of our time, but your comprehensive and
concise special report in your Aug. 19
issue recalled a significant experiment in

FROM THE CREATORS O CHICKENMAN AND FAME GAME

The Great American Birthday Party-the most remarkable
and comprehensive musical-comedy package of program
aids ever offered. Everything you and your sponsors need

to celebrate America’s Bicentennial...like no other station

in your market!

Reserve your demo now! Write or phone: The Chicago Radio Syndicate
2 East Oak Street Chicago, Nlinois 60611 (312) 944-7724
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So simple. Soreliable. So effective.
So successful. Sony.

The simplicity, reliability, and effec-
tiveness of the Sony U-Matic Video-
cassette System are what have made it
50 successful.

So successful, in fact, that an inde-
pendent survey* shows that 3 out of
every 4 purchasers of video recording/
playback equipment in 1974 will buy the
3%” U format Videocassette System.

So successful in use that the U. S. Army
has publicly stated that their 34~ U-matic
equipment is ''99.9% reliable.”

And the 32" U format is Sony's format.
Originated and engineered by Sony.
Perfected by Sony. And proven effective
by thousands of users in Business and
Industry: from the Fortune 500 to smaller
regional companies. In Education: from
Universities to Public School Systems.

In Medicine, in Cable TV, Government.

Wherever people must interchange
information.

It's the new concept in communica-
tion. With all the impact that you know
television has. Simple to use, ideal for
training, teaching, product demonstra-
tions, messages from management.

Here are some special features of
the Sony %* U-matic format:

Delivers a picture that's superior in
resolution, color fidelity, and stability.

2-track sound for bilingual or tech-
nical and non-technical presentations.

Playing time of up to 60 minutes,
twice that of some other systems.

Push-button controls. Pause, auto-
matic rewind and shut-off.

A book-sized cassette that can be
mailed inexpensively anywhere in the
U.S. or the world.

And everything the Sony name
stands for in quality, reliability, and
nationwide service.

It's Sony's easy and effective way for
you to move into a new world of commun-
ications. Find out how easy. Write today.

Sony. The proven one!

Sony Corporation of America $N.182
_ Video Products Dept. BRM-094A
9 West 57th Street, N.Y., N.Y, 10019

O Send me more information abaut the Sony
Videocasselte System.

[J Have a representative contacl me for a R
demonstralion. .

ORGANIZATION

ADDRESS

D R T T PR LY T e e

PHONE LAREA SOOE)

TYPC OF DUEINESE

Sony- M~ Color

.
.
-
-
-
.

“eemsseevsss

Vldeocassette System

B T P PP P resibinnneesnnn .

* Educational & industriat Tefevision, February 1974

All TV receptlon simulated

IMFORTAMT
Full i8s EJECT
LEVER lowerds you

Defore atwmpting
1o ineget the

TRACKING

SONY

VIDEQCASSETTE
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WHAT IS A CONSULTANT?

There are as many answers to that key ques-
tion as there are consultants. It is the very
nature of competent consultants to be highly
individualistic and to call upon not only their
own professional life input, but that of their
staff, in order to arrive at their recommenda-
tions. These recommendations come about only
after there has heen assembled all the possible
facts that research can uncover in a given
market.

As with other diagnostic professions, medicine
or law, the client can only tell the consultants
so much. The audience can only tell the con-
sultants so much. Then, based on the con-
sultants’ experience, capacity and judgment,
they must recommend a direction that will
improve the client’s position in the market or
maintain it, if he is already in first place.

As the oldest company in our particular field,
and as the most qualified, from the standpoint
of the broadcast background of all members
of our staff, we would give you a different
answer to the question than many other com-
panies. Some are larger in terms of total man.
power and more diversified. Consulting for
example, is only one of the things most of
them do—some own research companies, do
product testing, are involved in political re-
search, etc.

Our company consults only, We secure the
finest research we can find, from the country’s
leading social scientists, to gather our back-
ground facts. But research is not our primary
business. Objective analysis and specific rec-
ommendations based on monitoring, research
and professional broadcast background, along
with continuing consultation for at least a
year, at all levels desired inside a client sta-
tion, constitute our final preduct.

Our list of clients is not the largest in the
field, but it is the most impressive, and no
other company can claim to have consulted
with so many clients successfully and con.
tinually for as long as twelve years.

If you want to know who we work for, how
we work with them, what they think of us,
and exactly what we think consultants should
be, call us.

McHUGH anp HOFFMAN, INC,

Communications Consultants

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

my decade of broadcast news reporting.

As news director of a one-man news
department at Koti(Tv) Klamath Falls.
COre., the “mini-doc¢” became a welcomed
way of life. Thanks largely to Dean Reet-
er, news director of our sister station,
KRCR(TVv) Redding, Calif., and his three-
person staff, in-depth reporting was made
possible even for a one-man department.

We covered such memorable items as
Whatever Happened 1o D. B. Cooper? and

Sasquatch, Big Foot or Big Dream? The:

last I heard, Dean Reeter was still at it,
Truly a pioneering effort.—Kurt Auster-
mann, broadcast specialist, U.S. Forest
Service, Portland, Ore.

EpiTor: Your story on electronic journal-
ism in the Aug. 19 issue is not totally
factual. KREM-Tv Spokane, Wash., leased
an F&B Ceco Asaca ACC-5000 portable
broadcast color minicamera from my
company for use at the Spokane World's
Fair. KrRem-Tv did not use an Ikegami
camera at any time for its Expo reports.
—Phil Dewald, vice president of sales,
F&B/ Ceco of California Inc., Hollywood.

(The incorrect identification was supplicd by a
station officiat.)

Other side

Epitor: In his vitriolic denouncement
of the broadcast media, Jerome Barr asks
us to compromise the integrity of news
broadcasts by suppressing stories that are
unfavorable to an advertiser, and to ab-
dicate our fundamental responsibility to
the public by allowing advertisers unre-
strained access to our facilities [“Monday
Memo,” Aug. 19]).

He states our scrutiny should be lim-
ited to questionable program materials
and commercials but not extend to an
advertiser’s business practices. However,
it is a simple fact of life that unconscion-
able business practices by an advertiser
inalterably damage our own credibility
with the public. Kaufman Carpet was
cited for “repeated, multiple, and decep-
tive practices” including sales contract
violations by the New York City Depart-
ment of Consumer Affairs. In the absence
of any substantive assurances to the con-
trary from Kaufman Carpet, we could
not accept their advertising.—Ernest J.
McDaniel, director, technical and broad-
cast operations, WCBS(AM) New York.

Datebook

® tndicates new or revised listing

This week

Sept. B—Federal Communications Bar Association
luncheon. FCC Commissioner James Quello, guest
speaker. Army-Navy Club, Washington.

Sept. 9-10—Hearings on role of foundations in
public broadcasting before Senate Subcommittee on
Foundations. 9:30 a.m. both days, Room 2227, Dirk-
sen Senate OHice Building.

Sept. 11-13—Aadio Television News Directors Asso-
ciation 1974 annual convention. Speakers: Richard
Wiley, FCC chairman; Elmer Lower, former ABC News
president. Queen Elizabeth hotel, Montreal.

Sept. 13-14—South Dakota Broadcasters Association
eighth annual broadcasters’ day. South Dakota State
University, Brookings.

Sept. 13-15—Amoerican Women in Radio and Tele-
vision northeast area conference. Lodge on the
Green, Painted Post, N.Y.

Sept. 14-16—Maine Association of Broadcasters
annual meeting. Sebasco Lodge, Sebasco Estates.
Sept. 15—Qhio State Awards competition deadline,
for education, informational end public alairs broad-
casting. Contact: The Ohio State Awards, 2400 Olen-
tangy River Road, Columbus 43210.

Sept. 18-17—Louisiana Association of Broadcasters
fall meeling. Guests: Senator Russell Long (D-La.),
Senator J. Bennett Johnson Jr. (D-La.). Royal Sonesta
hotel, New Qrleans.

Sept. 15-17—Nebraska Broadcasiers Association an-
nual convention, Speakers: Thomas Rosch, director,
Consumer Protection Bureav, FTC; Earl Staniey,
Washington communications attorney. Hollday Inn,
Columbus,

Also In September

® Sept. 16—Station Representalives Association of
Canada (Montreal chapter) '‘Television Day.” Tickets
through Advertising and Sales Executives Club of
Montreal. Queen Elizabeth hotel.

Sept. 186—Deadtine for entries, first annual Uni-
royal Journalism Safety Awards contest. Categories
are newspapers, radio, television, trade publications
and general magazines. Nomination forms from Uni-
royal, Box 723389, 1230 Avenue of the Americas, New
York 10020.

Sept. 16-21—Vidcom, International Market for Video
Communlcatlons, Palals des Festivals, Cannes, France.
®» Sept. 18—National Broadcasters Club reception
honoring FCC Commissioners Robert E. Lee, Glen O.
Robinson and Abbott Washburn. 1737 DeSales St.,
N.W., Washington.

= Sept. 18—Radio Advertising Buresu large market
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sales clinics. Sheraton Cadillac, Detroit. and Riviera
Hyatt House. Atlanta.
Sept. 18—fnaugural newsmaker luncheon of Inter-
national Radio and Television Society, with FCC
Chairman Richard E. Wiley as speaker. Waldorf-As-
toria hotel, New York.

Sept. 18—Association of Independant Television Sta-
tions Inc. {INTV) board of directors meeting. RKO
General Television, New York.

Sept. 18-20—Minnesota Broadcasters Association
tall conference. Hibbing.

Sept. 18-24—Electronic  industries Assoclation of
Japan Japan Electronlcs Show '74. Tokyo International
Trade Feir Grounds, Tokyo.

» Sept. 20—Radio Advertising Buresu large market
sales clinics. Sheraton Inn-Airport (Corapolis), Pitts-
burgh, and Sheraton-Four Ambassadors. Miami.

Sept. 20—Deadline for comments to FCC in prime-
time access rule proceeding (Docket 19622), ex-
tended from Aug. 26.

Sept. 20.21—Sscond Annual Midwest Seminar on
videotape & Film. Representative Barry M. Goldwater
Jr. (R-Calif.), guest speaker. Marriott Motor hotel,
Chicago.

Sept. 20-22—F/orida Association of Broadcasters
fall conference, Hudson Millar Jr., WIRA{AM) Fort
Pierce, chairman. St. Lucie Hilton.

Sepl. 20-22—American Women in Radio and Tele-
vision waestern area conference. Camelback Inn,
Scottsdale, Arizona.

Sept. 23.24National Cable Television Assocla-
tion board meeting. Rancho La Costa, Callf,

s Sept. 23-24—Waestern National Religious Broad-
casters chapter convention. International hotel, Los
Angeles.

Sept. 23-27—Fifth International Broadcasting con-
vantion. Grosvenor House, London.

Sept. 24-27—CBS Radio affiliates convention. Speaker:
FCC Chairman Richard E. Wiley. Arlzona Biltmore
hotel. Phoenix.

Sept. 27-28—Massachusetts Broadcasters ASsocies
tion fall convention. Williams Inn, Williamstown.

Sept. 29-Oct. 2—Educational Medla Producers Coun-
cil 1974 conferénce. James W. Symington (D-Mo.),
guest speaker. S5t. Louis Hilton hotel, St. Louis,

Sept. 29 -Qct, 2—Nevada Broadcasters Association
annual conventlon, Frontler hotel, Las Vegas.

Sept. 20-Oct. 2—American AssoCiation ol Advertis-
'é’% Agencies Western region meeting. Vancouver,




Sept. 29-Ocl. 2—Institute of Broadcasling Financial
Management 14th annual conference. Commissioner
Benjamin L. Hooks, speaker. Chase-Park Plaza, St
Louis.

Sept. 30-Oct. 1—Midwest National Religious Broad-

casters chapter convention. Moody Bible Institute,
Chicago.

October

m Oc¢t. 1—Radlo Advertising Bureay large market
sales clinics. Arlington Park Towers, Chicago, and
Prom-Sheraton Motor Inn, Kansas City, Mo.

Oct. 1-2—National Association of Broadcasters lele-
vision code review board fall meeting. Hilton Palacio
del Rio hotel, San Antonio, Tex.

Oct. 1-3—Video Expo V, featuring exhibits of 100-
plus firms in cable-industrial-educational hardware
and software. Madison Square Garden, New York.

O¢t. 2-4—Tennessee Assoniatlion of Broadcasters
annual convention. Al/port Hilton motel, Nashville.

Oct, 2-8—Telecom 75, second World Telecommuni-
cations Exhibition. Palals des Expositions, Geneva.

= Oct. 3—Radio Advertising Bureau large market
salas clipics. Sheraton-Renton Inn, Seattle, and
Hyatt Regency hotel, Houston.

Oct. 3-6—Women in Communications Inc. annual
natlonal meating. Beilevue Stratford hotel, Pnila-
deiphia.

Oct. 4-6—American Women In Radio and Television
mideast area conferance. Sheraton Valley Forge,
Valley Foige, Pa,

Oct. 4-8—/llinois News Broadcasters Association
fall convention. Quad Cities.

Qct. 6-8—North Carolina Assoclation ol Broadcasters
annual convention. Great Smokies Hilton, Asheville.

Oct. 7—Deadline for reply comn.ents to FCC in
prime-time agcess proceeding (Docket 19622), ex-
tended from Sept. 10.

Ocl. 7-8B—Mutual Advertising Agency Network na-
tional meeting. Chase Park Plaza, St. Louis.

Oct, B—Georgia Assoclation of Broadcasters South-
eastern Broadcasting Day. Fairmont Colony Square
hotel, Atlanta.

= Oct. 8—Radio Adverlising Bureau large market
sales clinics. Jack Tar hotel, San Francisco, and
Sheraton Inn-Northeast. Washington.

Major meeting dates In 1974-76

Sapt, 11-13—Racglo Television News Directors
AsSociation 1974 annual convention. Queen
Ellzabeth hotel, Montreal.

Sepl. 28-Oct. 2—/nstitute of Broadcasting
Financial Management 14th annual confer-
ence. Chase-Park Plaza, 51. Louis.

Oct. 10-13—Natlional Association of FM Broad-
castars annual convention. Fairment hotel,
New QOrleans.

Qct. 21-23—National Association of B8road-
castars fall conference. Waldorf-Astoria hotel,
New York.

Oct. 27-29—National Association of Broad-
g,'als!elrs fall conference. Hyatt Regency hotel.
anta.

Oct. 27-30—Association of National Adverlis-
ers anpual meeting. The Homestead, Hot
Springs, va.

Oct. 29-31—~Nationa/ Association of Broad-
casters fall conterence. Hyatt O'Hare hotel,
Chicago.

Nov. 13-15—~National Association of Broad-
casters fall conference. Fairmont hotel, Dallas.

Nov. 13-18—3Society of Professional Journal-
Ists, Sigma Delta Chi annual natlonal con-
vention. TowneHouse hotel, Phoenix.

Nov. 17-19-—Telavision Bureau of Advertising
20th annual meeting. Century Plaza hotel,
Los Angeles.

Nov. 17-19—National Association ol Broad-
casters {all conference. Brown Palace, Denver.

Nov. 17-20—~Natlonal Association of Edu-
catfonal Broadcasters S0th annual convention.
Las Vegas Hilton, Las Vegas.

Nov. 19-21—~National Assoclation of Broad-
casters fall conference. Sands hotel, Las
Vegas.

Feb. 812, 1975—National Association of
Television Program Exscutives annual con-
ference. Hyatt Regency hotel, Atlanta,

April 6.9, 1975—Netlona! Associetion of
Broadcasters apnual conventlon. Las Vegas
conventlon center, Las Vegas.

Aprll 1317, 1975—Natlonal Cable Telavi-
sion Assocletlon 24th annual conventlon. New
Orleans.

April 23.27, 1975—American Women in Radlo
and Teievislon 24th annual convention. Con-
tinental Plaze hotel, Chicago.

Doubleday Media Offers
NEW YORK CITY SUBURBS

AM-FM combination.

1/2-million in billings plus positive cash flow.
2-1/2 acres land plus building.

Unique format attracts good ratings.

FM signal can be boosted to reach NYC.
Terrific potential for aggressive owner.

$1,500,000. Terms to qualified buyer.
Call Pete O'Reilly collect: 202-872-1100.

alm

Doubleday Media

Drokers of Radio, TV, CATV, and Newspaper Properties

Reglonal Managers
Bob Dalchau, 13601 Preston Rd., Dallas 75240, 214-233-4334

Neil Sargent, 1202 E. Maryland Av., Phoenix B5014, 602-264-7459.
Peter V. O'Reilly, 1730 M. St. N.w., washington 20036, 202-872-1100.

TELEVISION MONITORS

MODTEC solid state Series M monitors offer the most
advanced design in video monochrome monitors available to
date. The 100% modular chassis consists of five individually
shielded circuit modules that plug in directly from the rear of
the chassis. This unique and exclusive feature simplifies and
speeds necessary maintenance with minimum down time. All
plug-in circuit modules are common to 9, 12, 15, 19, and 23"
CRT’s.

DISTRIBUTOR INQUIRIES INVITED

SR MODTEC DIVISION

=ik
° = BROADCAST ELECTRONICS INC.

— 8810 Brookville Rd. ® Silver Spring, Md. 20910 ® 301-688-4983
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700 szmrs comrums s

You can't cmgrow a Schafer/NTI 700 system with Integral compulerl
Each 700 1s lmahy modular and may be expanded at any lime‘to pro

smallest 730 to the utimate 770, each Schater/NTI oompmar system
“offers standard features not avallable on any other system at any price.
To prove it, we have a new brochure that outlines the' capabilities of |
all the 700 com;)mer models.. Why not send for it and see for your-

900 SERIES CONTROL UNITS

Pictured is the Schafer 903 time-oriented MOS Memory system
with 24 hour (or up 10 7 days) advance programming capability.
More features are standard equipment on the 903 than on any
other comparably priced system. Automatic Memory |oading and
Verified Encoded Logging are avallable, toa.

- The Schafer 902 is the goof~proof system. 48 format sequence
thumbwheels make the 902 the ultimate in simplicity. Add 2
‘Random Access 2000-step MOS cartridge programmer. and you
“have the ‘most flexible low-cost automation system In the world. =

 THE random-access cartridge system you've been wal'hng forl The AUDIOFIlE Is }
all solld%tate. fast, and has audio quality equal to the best single- play can ma
. chines. Use it in your automation system, or with DJ contral in your studio. THE

clusively from Schafer.

. i Don’t forget . . . Schafer is the one-stop source for all your equipment require-
. ments. - When you need studio equipment or transrmmng gear, automation or Audio.
files,” reel-to-reel or cartndge rocorders, consoles or tunﬂables, transmitters or an-
tennas, remember . . SCHAFER HAS IT ALL,

Noma L3 L ks

Station

Address_
CRT o aial .
“State- - - . + Zip

SCHAFER ELECTRONICS CORPORATION
75 Castilian Dr.
“-Santa Barbara Research Park’ e
Fdeta, California-930_17

Found The
“Right” Format Yet?

v Insplratlon Radio may be the answer in your market.
Dirigo Media provides a complete program-format
consulting service including sales and promotion.

Call or Write Fred Miller for Details

@irigo Wedia 207 -773-9022

638 CONGRESS ST., PORTLAND, MAINE 04101

vide vmualvy unllmuted storage and programming control From ‘the ER‘

self . . . YOU CAN'T QUTGROW A SCHAFER/NTI 700 COMPUTER.

 THE AUDIOFILE g SL e

“'NEW STANDARD IN. MULTIPLE CARTRIDGE MACH}NES . The AUDIOFILE. Ex-

BROADCASTING PUBLICATIONS INC.

Sol Taishofl, chairman

Lawrence B. Taishoft, president.
Maury Long, vice president.
Bdwin H. James, vice president.
Joanne T. Cowan, secrefpry.
Irving C. Miller, ‘treasurer.

Lee Taishofl, ‘assisrant treasurer.

Broadcastingu

The newsweekly of broadcasling and allied arls

TELEVISION.

Executive and publication headquarters
BROADCASTING- [ELECASTING building,
1735 DeSales Street, N.W., Washington,
D.C. 20036. Phpne: 202- 638-1022.

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

EDITORIAL

Edwin H. James, executive editor.

Donald West, managing editor.

Rufus Crater (New York), chief correspondent.
Leoriard Zeldenberg. senior correspondent.

1. Daniel Rudy, assistant to the managing editor.
Frederick M. Fitzgerald, senfor editor.

Carol Dana, Joseph A. 'Esser. Don Richard,
Jonathan Tourtellot, assistans edirors.

Mark Harrad, Randall Moskop. Joanne Ostrow,
staff writers.

Randi Lewis, Patricia Thach, Donna Wyckoft,
editorial assistants. .

Lucille DiMauro, secretary to the editor.

BUSINESS
Maury Long, vice president.

David N. Whitcombe, director of merketing.
Doris Kelly, secretary.

ADVERTISING

Winfield R. Levi, general sales manager (New York).
John Andre. sales manager—equipment and
engineering.

David Berlyn, Eastern sales managér (New York).
Bill Merritt, Western sales manager (Hollywood).
Lynda Dorman, classified agdvertising.

CIRCULATION

Bill Criger, circulation manager.

Kwentin Keeran, subscription manager.

Barbara Chase, Odell Jackson, Patricia Johnson,
Jean Powers.

PRODUCTION

Harry Stevens, production manager.
Susan Cole,

ADMINISTRATION

Irving C. Miller, business manager.

Lynda Dorman, secretary (o the publisher.
Philippe E. Boucher.

BUREAUS

NEw YOrx: 7 West Slist Street. 10019.
Phone: 212-757-3260.

Rufus Crater, chief correspondent.
Rocco Famighetti, senfor editor.

John M. Dempsey, assistant editor.
Leslie Fuller, staff writer.

Winfield R. Levi, general sales manager.

David Berlyn, Eastern sales manager. )
Jackie Morrone, Harriette Weinberg, advertising
assistants.

HotLywoop: 1680 North Vine

Street, 90028. Phone: 213-463-3148.
Earl B. Abrams, -senior correspondent.
Bill Merritt, Western sales manager.
Sandra Klausner, assistant.

BRrOADCASTING® magazine was founded in 1931 by
Broadcasting Publications Inc., using the title
BROADCASTING®*—The News Magazmc of the Fifth
Estate. Broadcast Advertising® was acquired in
1932, Broadcast Reporter in 1933, Telecast® in

1953 and Television in 1961. Broadcasnng-
Telecasting® was introduced in 1946.
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¢ Reg. U.S. Patent Office.

® 1974 by Broadcasting Publications Inc.

Microfilms of BROADCASTING are available from
Unjversity Microfilms, 300 North Zeeb Road,
Ann Arbor, Mich. 48103.



Amperex announces
a new high resolution

Plumbicon tube that increases
the modulation depth

in your Green Channel
by 50%

In the ten years since we introduced the Plumbicon TV camera tube,
we have worked continuously to “improve the breed.” The first
improvement was the development of the separate-mesh Plumbicon
...then, the XQ1025R, an extended red response version that doubled
red-channel sensitivity with color response parallelling that of the
human eye.

"Now we’ve made still another advance in Plumbicon technology:
a green channel version of the XQ1025. With the new XQ1025G,
yqu can expect an improvement in green channel performance that
will be instantly apparent to your viewers. .. and to your advertisers.

Dur standard XQ1020G offers 40% Modulation depth under same test
modulation depth in the green channel.  conditions is 60% with the new XQ1025G,
an improvement of 50%.

As the photographs show, the XQ1025G provides a 50% increase in
green channe] modulation depth as compared to the XQ1020G
you’re now using. This increase in modulation depth makes possible
a significant improvement in resolution and also greatly reduces the
need for electronic signal enhancement in the green channel. The
resulting improvement in overall system signal-to-noise ratio now
allows the camera to be operated at lJower light levels.

The new XQ1025G is physically and electrically interchangeable
with the standard XQ1020G. Since it js based on the same design and

construction principles as the earlier Plumbicon tubes, it offers the A e A
equivalent reliability and long life as the standard versions. m er x

We have prepared a short report on the characteristics of the new Ora0ARON S UM it T00AT AODUCTS )
tube and on what it means insofar as improvements you can expect ’_ Narth American Philis Elecimonie Gompument Carparatinn |

from it for your camera. For your free copy, contact: Amperex
Electronic Corporation, Electro-Optical Devices Division,
Slatersville, Rhode Island 02876. Telephone: 401-762-3800.

*Registered trademark N.V. Philips of the Netherlands.
1Typical measurement: 50%; Range: 40% to 70%



Monday Memo.

A broadcast advertising commentary from W. Mayfield Marshall Jr., VP-public relations, Nissan Motor Corp. of U.S.A., Carson, Calif.

Such good friends:
Datsun and broadcasting

Let me begin with a story—a true story.

The scene is a Datsun dealership in
Oceanside, Calif. It’s a Saturday morning
during the summer of 1970. 1 was visit-
ing this dealership to discuss business in
general and our new advertising cam-
paign in particular. The theme was *Dat-
sun—The Imported Car with the Auto-
matic Transmission from Muncie, Ind.,”
and the campaign was about to break
for the first time on CBS Radio, where
we had purchased exclusive sponsorship
of the Apollo 13 coverage. We listened
as the launch was about to begin. The
announcer cut away, our commercial was
aired for the first time anywhere, and the
launch proceeded flawlessly.

Twenty-five minutes later, a man
walked into the dealership asking to see
“one of those cars with the automatic
transmission from Muncie, Ind.” I was
tempted to ask, “What took you so long?”

This story illustrates quite well the re-
lationship between Datsun and broad-
casting which has developed over the
past few years. For whenever we have
a message of importance that we want
people to hear and to talk about, we
turn to broadcast. Let me explain by
tracing our experience with broadcast
over the years.

Datsun first entered the country late in
1960 with just 200 cars (some of which
are still running, thank you). Sales gen-
erally increased between 45% and 60%
annually in those early years, with sales
more limited by supply than by demand.

From the outset, Datsun realized sell-
ing cars is a retail business. Our main
job was to support our local dealers with
appropriate advertising and sales promo-
tion material. Our Datsun dealer co-
operative advertising program was insti-
tuted, allowing all dealers to localize their
promotions around every national pro-
motion.

The Muncie transmission campaign
was the first radio network buy ever made
by Datsun. And that was only four years
ago. The campaign was a 90-day pro-
motion and included co-op TV, spot
radio, newspapers and posters. Sales of
trucks and cars nationally jumped 64.8%
over the same period the previous year.
Sales of sedans and wagons equipped
with automatic transmissions increased a
phenomenal 346.1 % nationally.

And we learned another lesson from
the Muncie campaign with its heavy re-
liance on local and national broadcast
media—people were talking about it. We
learned that through the use of broad-
casting, advertising virtually becomes an
art form, a part of our popular culture.
How often do you hear people comment
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For seven years, W. Mayfield Marshall Jr.
was national advertising manager of Nissan
Motor Corp. in U.S.A. {Datsun). During that
time, the company climbed from some 50,000
sales per year to over 300,000 in 1973.

Early this year he was promoted to the’
newly created position of VP-public relations.
He joined Datsun in 1967; he formerly was

in advertising with Meredith Publishing,

Des Moines, lowa, and Pelersen Publishing,
Los Angeles.
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on the commercials currently running on
television or airing on radio? Quite often,
I suspect.

Our next major campaign was themed
“Test Drive a Datsun—Plant a Tree."”
Working with the U.S. Forest Service,
Datsun would pay to have a tree planted
in the name of any licensed driver who
took a Datsun test drive during the July
15-Oct. 15, 1972, promotion period.
We knew the campaign was different,
unusual and bound to receive much na-
tional attention. And we wanted people
to tatk about it. So again, we leaned
heavily on broadcast.

“Drive a Datsun—Plant a Tree” was
supported by our first buy in network
television. And this buy was supported
strongly by selective spot television buys.
Network television was purchased to
guarantee instant impact of our cam-
paign. During six weeks, 87 commercials
with a total of more than 630 million
home television impressions told Amer-
ica of Datsun’s Plant-a-Tree program. Of
the $2 million in factory support spent
on this campaign, nearly 90% was in
broadcast.

The public welcomed our campaign
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with open arms. Test drives were up
significantly during a generally slumping
period (summer, just before introduction
of next year's models) in the automobile
business. Sales of Datsun cars and trucks
boomed impressively, in spite of a gen-
erally down year for car sales. Plus,
more than a quarter of a million trees
were planted in America's national parks
as a result of the campaign.

Our next two major campaigns also
relied heavily on broadcast. During last
year's fuel shortage, our economically-
themed “Datsun Saves” campaign used
broadcast to tell quickly of an alterna-
tive to our competitors with hearty appe-
tites for gasoline. Television and radio,
network and local were the thrust of this
campaign, with strong support in maga-
zines and newspapers through our dealer
groups. Sales increases showed and mil-
lions of Americans became aware of Dat-
sun as a gasoline saver. Yet problems
from other quarters were causing us some
concern. The revaluation of the Japanese
yen and the imposition of an increased
surcharge, along with increasing produc-
tion costs in Japan, virtualty wiped out the
competitive price edge long enjoyed by
Datsun and other imports. We felt some-
thing fresh must be done through our
advertising to again attragt people to our
dealerships. Our answer was a return to
the great outdoors.

“Test Drive a Datsun—Send a Kid to
Camp,” was a two-month promotion this
year (July-August) designed to send 5,000
needy children to YMCA camps through-
out the nation, sponsored by persons test-
driving Datsuns. While it’s a little early
to give concrete results, let me just say
that it was an overwhelming success, both
for Datsun and for the national YMCA.
In early August, midway through the
campaign, Datsun donated $125,000 to
the YMCA Campership Fund—a direct
result of test drives up to that time.

“Send a Kid to Camp’ is the largest
campaign ever undertaken by Datsun.
Nearly $2.5 million was spent on national
media, with almost 90% in network
radio and television, and even more in
local buys through Datsun dealer groups
throughout the country.

No question. Broadcast advertising has
taken Datsun a ‘long way in a few short
years—from Muncie to tree planting and
now to YMCA camps. Broadcast has
helped us tell a lot of people about our
product, our ideas and even a lot about
us. [ believe our use of broadcast during
the past several years has done much to
establish our identity in this country; to
build an awareness of Datsun as more
than just another car maker. Through
broadcast we’ve been able to demonstrate
responsible marketing that is good for
business—and good for the community.



“Maybe so, but it's not worth A
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OFFSHORE DRILLING . e
BLIGHT OR BONANZA? Off our shores may be enough oil and gas to take care of an impor-

tant part of America’s petroleum needs for many years to come.
Conoco believes we should be developing that resource full speed.

But our governments—federal and state—are holding up exploration in some areas because of concern
for the environment. And where governments are ready to move they are frequently stopped by lawsuits
brought by environmental groups.

Here are the facts:

Of 18,000 wells drilled off our shores, only four resulted in oil spills of any consequence.

Technology has improved, and the risks of spills are less than ever.

Oil companies currently hold leases on about three percent of America’s offshore continental shelf,

much of it in the Gulf of Mexico. From these offshore areas we are now getting about 18 percent of

domestic oil production.

It usually takes millions of dollars to explore one offshore site; and, if successful, from two to seven years

to bring an established field into full production.
Conoco believes that the environmental risks are now so well in hand that the industry should be allowed to
step up its search for offshore oil. This is one of the best ways we have to help reach America’s goal of near self-
sufficiency in energy.
If you'd like to be more informed on both the pros and the cons, write Conoco and we'll send you the following
material: a booklet explaining and supporting offshore drilling published by the American Petroleum Institute;
and a report of an offshore drilling conference debating both sides of the issue, sponsored by the New York
QOcean Science Laboratory.

Write Conoco, Dept. B62, GPO Box 29, New York, New York 10001.

Continental Oil Company




One slory.

“Private Lives/Public Faces” by WGN radio newsman Frank Beaman. A
timely and comprehensive investigation into the surveillance of private citizens
by government agencies.

Five awards.

National Headliners Award — Qutstanding Reporting.
Jacob Scher Award for Investigative Reporting.

Associated Press Broadcasters of Illinois— First Place —
Enterprise Reporting.

Radio Television News Directors Association — Midwest
Regional Award — Investigative Reporting.

Radio Television News Directors Association — National
Award for Investigative Reporting.

WGN has long believed that people have a right to know. To know what is
happening. And to know what might happen. To themselves and others.

We also believe that intelligent and responsible reporting is a great part
of our commitment to the public. And a great part of being the most respected
call letters in broadcasting.

YEARS OF SERVICE
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Broadcast Journalisme

News doctors:
taking over
TV journalism?

Among station news directors,
nobody’s neuiral about consultants
whose role is to be laid bare

at RTNDA convention this week

“A small band of terrorists bran-
dishing statistics and calling them-
selves ‘news consultants’ today
seized control of station WXXX-
TV, overthrowing the news direc-
tor, firing the news staff and hold-
ing hostage several on-air per-
sonalities who are being forced at
gunpoint to utter jokes and ban-
alities as part of the group's an-
nounced intention to turn the sta-
tion into an exact replica of other
broadcast operations it has al-
ready infiltrated.”

That outlandish fiction is an exaggerated
way of summing up the immense con-
cern with which some broadcast journal-
ists view the work of about 10 firms
acting as full-time consultants to local
TV and radio news departments. News
consultants have distinguished thcmselves
of late by simultaneously receiving the
highest praise and the harshest criticism
for their involvement in the state of the
art of broadcast journalism—particularly
television journalism.

Consultants—chiefly McHugh & Hoff-
man Inc., of McLean, Va., and Frank N.
Magid Associates, of Marion, Iowa—
have been credited with increasing visual
sophistication and bettering reporting
techniques on local newscasts. On the
other hand, they have been blamed for
carrying to extremes the so-called “hap-
py talk” and ‘“‘tabloid” news formats.

It is a controversy that has polarized
broadcasters, although it only began to
fulminate about a decade after the first
broadcast news consultancy officially be-
gan.

When Phil McHugh and Pete Hoff-
man left the Campbell-Ewald ad agency
in Detroit in 1962 to apply the tech-
niques of audience research to local pro-
graming, it was considered a novelty of
minor interest. Eight years later, when
Mr. Magid, a former sociology profes-
sor at the University of [owa, took his
12-year-old opinion research firm into
the realm of broadcast news, many TV

journalists were still shrugging their
shoulders at the idea.

Then, when both companies helped to
take several TV news programs to huge
and rapid ratings successes, the news-
consultant fever struck. It is no coinci-
dence that in the last four years at least
nine more companies across the country
have hung out a news consultant shingle.
The newer ones: MAGI-C (Mclvin A.
Goldberg Inc. Communications}, New
York; Telcom Associates Inc., New York
(a program-buying service which also
turned to news consulting three years
ago); The Mitchell Group, Los Angeles;
Reymer Research Inc., Southfield, Mich.;
Rierson Broadcast Consultants Inc., New
York; M.A.R.C. (Marketing and Re-
search Counselors), Dallas; Katz News
Service (part of The Katz Agency), New
York; Arbitron Newscasts Analysis (a
division of the American Research Bu-
reau), with offices in six major cities,
and News Aid, a radio news consultancy
in Marina del Rey, Calif.

“It's like the plague of the locusts,”
says one veteran news director who has
worked with both Magid and McHugh
& Hoffman.

But the obvious reason for the beget-
ting of news consultants is the success
records touted both by the consultants
and their stations. Frank Magid says he
has brought “better than 50%” of all
TV-news clients he has served to the first
rating position in their markets. Further,
he says that of all clients he has served,
98% rcmain with him. Phil McHugh
says that half the 75 TV clients he has
worked with since 1962 have made it to
first place in their markets and that
another 40% of the longer-term clients
have significantly increased their ratings
position. Only one of his clients has been
with him less than a year and 16 have
been with him for more than four years.
And other news consultants boast com-
parable successes—that is, if a 50-50
record for elevating stations to first place
can be called definitive success.

At stations that have achieved high
ratings while working with a consultant
there is disagreement over who is re-
sponsible. “If a consultant is a giant, and
really knows what he is doing, then the
station news director and management
take the credit,” says Pat Polillo, news
director at WAGA-TvV Atlanta, “but if the
news director and management are
giants, then the consultants take the
credit.”

Most consultants insist, as one put it,
that the “best station people want all the
input they can get.” That translates into:
“You can’t lose with a consultant.”

That apparently, is in dispute; yet
fewer and fewer stations wish to be left
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WTVJ's Ralph Renick:
“Consultants are a
little bit like the
Soviet Army in World -‘
War II. They come in
to liberate and end up
like an army of
occupation.”

Consultant Frank Magid:
“[It’s] very, very strange
that broadcast journal-
ists are in reality
almost biting the hand

that feeds them. . . . Some

of them have turned on

us and not recognized 1
that we have created
this prominence they
now enjoy. Have we

created a monster?” ;



in the cold without the kind of consul-
tant input that has become fashionable.
“A consultant catches lightning in a bot-
tle in market X, and the news goes out
overnight,” says a large-market general
manager. “Suddenly, a station is being
told, ‘Here’s what we did in Exedelphia,’
and the consultant sells 20 stations on
that one format.”

Frank Magid now claims to serve 100
TV stations (as well as 60 radio stations)
which is almost half the TV markets in
the country; he hopes one day to have a
client in every market. It has been Phil
McHugh'’s announced wish to maintain
a ceiling of 30 station clients; he has 28
now. The newer consulting companies,
two of which were formed in the last
year, have among them some 40 more
TV clients. Add these to the broad-
casters who have terminated consulting
contracts and there is the possibility that
three of every four TV markets in the
country have felt the impact of a con-
sultant.

“Right now,” says Mr. Polillo, “it's
the only way to fly.” But the question
still in many a newscaster's mind is like
the one movie earthlings ask one another
when the suspect Martian space ship ar-
rives: “Are they friendly?”

Ralph Renick, for one, thinks not. At
wTvJI(Tv) Miami, Mr. Renick reigns as
vice president for news, news director
and anchorman of the city's number-
one-rated early evening newscast. He is
also a member of the National News
Council and a former president of the
Radio Television News Directors Asso-
ciation. He thinks consultants are “an
insidious influence, the greatest threat to
news directors and to news broadcasting
in America.” WrtvJ had hired Magid
Associates three years ago. Then, early
this year, the station commissioned three
Florida attitudinal/opinion research pro-
fessors to investigate some of the tech-
niques used by Magid in preparing
wTvJI’s research projects. WTvJ will al-
low its third yearly contract with the
lIowa firm to expire this month. “Con-
sultants,” declares Mr. Renick, ““are a
little bit like the Soviet army in World
War II. They come in to liberate and
end up like an army of occupation, and
often, to remove the consultant’s grip,
a news director must wage a counter-
attack, with the results all too likely to
be similar to the Hungarian revolt of
1956.”

On the other hand, Ray Miller of
Houston’s XPRC-Tv, thinks “Frank Magid
is the greatest thing that ever happened
to broadecasting.” Mr. Miller is vice pres-
ident for news and public affairs at top-
rated xPRC-Tv. He is also chairman of
the new RTNDA committee on con-
sultants, which will recommend this week
at the association’s Montreal convention
that news directors become more in-
volved in a consultant's relationship with
a station. Mr. Miller’s station has used
Magid research services only—with no
consultancy contract—for five years. The
station was also one of the first to use
audience surveys when it worked with
McHugh & Hoffman over 10 years ago.

Mr. Miller strongly admires both Mr.
Magid and Mr. McHugh. “This thing

WNAC-TV's James Coppersmith:
“Consultants are not in
there to improve
journalistic ethics. They’re
there to get your audience
up. And anybody who says
he hires a consultant
to help with First Amend-
ment responsibilities . . .
is pulling your garter.”

Consultant Phil McHugh (at right,
with partner Pete Hoffman):

“Yes, we do recommend
sometimes dropping anchor-
people. If you hire a
plumber and he can’t
plumb, you're going
to get rid of him. . ..
Consulting is the only
business I know of where
you get paid for telling
the absolute truth.”

can be turned to the advantage of news
directors if they are willing to see it that
way,” he says. “The consultants’ busi-
ness is adjunct to our business. They
know many useful things and can do
things for you—things you can't do for
yourself.”

Several consultants bill themselves as
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“full service” advisers to TV (and some-
times radio) stations, which means they
involve themselves in a station’s sign-on
to sign-off concerns: access programing,
promotional campaigns, film buying,
FCC regulations and scoring brownie
points for license renewal time. Since a
station’s community image and rate card
are generally conceded to be heavily in-
fluenced by the popularity of its news-
casts, consultants seek to improve a sta-
tion’s news rating in every manner pos-
sible.

Says James Coppersmith, vice presi-
dent and general manager of WNAC-TV
Boston, which short-circuited its Magid
contract: “News is the window of a sta-
tion. 1t’s the thing most station ownership
is concerned with. It’s what people call
up and complain about. It’s the major
commitment that a network affiliate has
and it’s the closest thing to a sacred trust
you can have in the communications
business.

“Consultants are not in there to im-
prove journalistic ethics. They're there
to get your audience up. And anybody
who says he hires a consultant to help
with First Amendment responsibilities
or for any other reason is pulling your
garter.”

What consultants do for a TV or radio
news department can be broken down
roughly into six categories: (1) They
provide the station with detailed statisti-
cal research of viewing traits in its mar-
ket after formulating a market question-
naire with direct input from the station.
This is primary at Magid and at Mc-
Hugh & Hoffman, secondary at some of
the newer firms. (2) They analyze and
summarize the research survey and may
at this point make general recommenda-
tions. (3) They make specific recom-
mendations regarding news format,
packaging, presentation of stories and
personnel changes. Some consultants also
help a station find new on-air talent, im-
prove existing talent or relocate a suc-
cessful competitor’s talent. (4) They
spend time in the station newsroom
checking for problems in personnel,
training, equipment usage or manage-
ment, and suggest changes. (5) They
regularly monitor video tapes of the sta-
tion’s news program and deliver cri-
tiques. (6) Some firms make available
to their stations tapes of what are con-
sidered exemplary newscasts throughout
the country.

Categories (1), (2) and (6) are serv-
ices most station personnel would find
difficult to obtain on their own. Ray
Miller says he and executives at other
large station do occasionally make pil-
grimages to view other stations’ news
product. But most broadcasters find it
difficult to put in the travel time or to
traffic in video tape, even though they
are eager to keep up with the state of
the art.

Market research is something a sta-
tion can contract for itself, and some
stations do. Magid and M.A.R.C. in
Dallas specialize in conducting and com-
piling clients’ research. MAGI-C and
The Mitchell Group have partial re-
search services but ordinarily deal, like
the remaining consultants, in statistical



research from independent firms. In con-
tract research services, a consultant is
expected to pass it on at cost to thc
client. Stations that obtain research stud-
ies through a consultant are afforded the
auxiliary attraction, prized by the con-
sultant, of sitting down with the con-
sultant and mapping out the audience
questionnaire based upon the station’s
particular needs. Although the sum-
mary and analysis that are returned with
the survey results may be cursory, they
can be useful in washing down the dry
hunks of coded computer statistics.

The services crucial to the consul-
tant’s reputation and to a news director’s
peace of mind are categories (3), (4)
and (5) outlined above. These services
may hover precariously over matters of
news judgment, news director jurisdic-
tion and the sensitive subject of dismiss-
ing personnel.

All consultants insist they do not in-
terfere with “journalistic content” of
newscasts—meaning, ostensibly, what
goes into the stories on the air. And they
all maintain they do not spy on the news
staff or badger the news director to take
their advice—or, as Mr. Renick puts it,
‘“promise salvation if you will convert to
their new-time religion.” Practically all
consultants do admit, however, to offer-
ing unequivocal advice regarding the fir-
ing of personnel. Most consultants esti-
mate this happens in about half the cases
they encounter. “It’s the worst feeling in
the world,” sighs MAGI-C's Mel Gold-
berg, “when you go in to make recom-
mendations and you know somebody’s
going to have problems.” Phil McHugh
explains: “Yes, we do recommend some-
times dropping anchorpeople. If you
hire a plumber and he can't plumb,
you're going to get rid of him.”

Consulting, Mr. McHugh says, “is the
only business I know of where you get
paid for telling the absolute truth. If you
don't, you'vé lost all your value. An out-
sider is totally objective. A newscast can
sometimes be to its management like a
child growing a little every day until one
day they are surprised to discover the
child needs a new suit of clothes. There
are gradual changes you don't always
see, and the station tends to be more
forgiving, more accepting of faults such
as a bad anchor or dull film.” Consul-
tants claim their clothes are tailor-made
for each station.

The nature of consultant recommenda-
tions was the subject of a recent master's
thesis by an Iowa State University jour-
nalism student, Candace Harr, who, un-
der the supervision of Professor Jack
Shelly, queried 22 stations that had
worked with Mr. Magid, 10 stations that
had worked with McHugh & Hoffman
and 11 stations that had dealt with a
variety of other consultants. Ms. Harr’s
findings include the following statistics:

® 65.1% of consultants gave advice on
the number of films to be used in a news
program, with half advising as much
film as possible and half advocating 10
film pieces per half-hour program.

® 79% made recommendations on the
length of film pieces in a news program.

® 72.1% gave advice on how to han-
dle film interviews, with 38.7% recom-

Fan. Ray Miller, news director of KPRC-TV Houston, is chairman of the RTNDA
committee that has been monitoring news consultants. His station has used them
for years, including stints with both of the field's leading firms, and he concludes
they have a rightful place in the broadcast journalism firmament. The committee's
recommendation to fellow newsmen: Get the news director into the act early, and

keep him there.

mending that the interview’s ‘“news
value” determine the method of presen-
tation.

® 88.8% made recommendations
about the program’s visuals, with 76%
stressing this as “very important.”

® 76.7% made recommendations on
the length of nonfilm stories.

® 60.6% gave advice on the kinds of
news to emphasize.

® 58.1% pgave advice on the kinds of
news to de-emphasize, with 40% advis-
ing cutting down on city hall and politi-
cal news.

® B3.7% gave advice on feature stor-
ies, with 44.4% stressing their impor-
tance.

® 79% gave advice on investigative
reports, with 55.8% stressing their im-
portance.

® 100% gave advice on informal on-
air conversation, with 71.4% stressing its
importance.

® 62.8% made recommendations on
the language to be used in writing news
scripts, with some recommending sixth-
grade level language, some recommending
high-school level language, and others
recommending “understandable” lan-
guage.

® 72.1% gave advice on using report-
el? in film stories, with 61.3% stressing
this.

® 70% made recommendations on us-
ing reporters live in the news studio.

= 83.7% gave advice on news sets
with 41 % stressing this.

® 51.2% gave advice on the use—hir-
ing, firing switching or keeping—of news
personnel.

That kind of advice can precipitate an
allergic reaction, which is what happened
at Boston’s wNAC-Tv, which terminated in
midstream its contract with Magid in
May 1973, “Frank Magid told us we
spent too much time on politics,”
exclaims Mr. Coppersmith. “Hell, in
Boston, politics is a spectator sport.” Mr.
Coppersmith feels this particular Magid
survey was conducted during a very
topsy-turvy political situation in Boston,
and could not capture in frozen statis-
tics the exact audience attitudes toward
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what the station was doing. “Consultants
are in the market once; we're here 365
days a year,” says Mr. Coppersmith.
“Magid had no real sense of the streets
in Boston, a sense of the vagaries of the
market that make it unique.” In Mr,
Coppersmith’s opinion a strong news di-
rector and a news-oriented station man-
ager can turn the ratings trick for their
TV newscast.

WNAC-TV was number three in its mar-
ket, the nation’s fifth largest, when it
dropped Magid’s services. Nine months
later, on its own, the station was first
with its early newscast and second at
11 p.m. “In the news area, I just don’t
think you can abdicate news judgment to
some guy in Iowa you send a show to
once a month and get a grade on, like
Journalism 101.”

Just as plastic surgeons are suspected
of giving every patient the same nose,
consultants, particularly Mr. Magid be-
cause he handles so many clients, are
suspected of giving everyone a similar
newscast. Not everyone, however, thinks
that is all bad.

One station manager, who had applied
several of the more popular of Mr.
Magid’s so-called standard suggestions,
with altogether pleasing ratings results,
sees the “formula” accusation two ways:
“Magid’s great effect on the TV indus-
try has involved a similarity in newscasts
market to market, but what he's done in
each one is instill a more professional
look into local news that was missing
before.”

Ray Miller says the “one thing that
upsets news directors is that consultants
have tended to make newscasts very simi-
lar. So what? The same thing would have
happened anyway. Whatever succeeds is
going to be copied.”

Some of Mr. Magid’s suggestions do
find their way into several stations. For
example, an estimated one-third of all
his TV clients use or have used the
“newsreel,” a regular feature that began
at one of Mr. Magid's earliest clients,
wkBw-Tv Buffalo. The newsreel is a
regular feature containing short film
pieces strung together and set usually, to



various kinds of music. Mr. Magid coun-
ters arguments that this represents a cast-
in-bronze formula recommendation by
pointing out that the newsreel “is treated
differently in every market,” At KSL-Tv
Salt Lake City, the newsreel “reflects the
lighter side of the news,” he says, while
the Buffalo version is “quite serious.”
Newsreel musical accompaniment varies
and is sometimes phased out, he adds,
Another popular trait of newscasts re-
ceiving the Magid touch is the “friends
and neighbors” sequence, in which a
picturesque or remarkable member of
the station community is profiled. Mr,
Magid’s radio clients receive a regular
newsletter containing suggested jokes to
be delivered on air—if the announcer
cares to use them. Another Magid As-
sociates pet feature, says Mr. Polillo,
who worked with Mr. Magid for two
years at WPVI-Tv, is radar weather.
“Frank Magid thinks radar weather is
the greatest thing since canned beer.”
Features such as these are compared
to syndicated newspaper features by a
Magid client of four years, Jerry Dan-
ziger of KoB-Tv Albuquerque, N.M.
“There is no question that Magid made
us number one in the market; I attribute
the success directly to him,” Mr. Dan-
ziger says. After four years of working
with the Iowa company, KoB-Tv has
- changed all but one of its on-air per-
sonalities, accepted Mr, Magid’s recom-
mendations on “types of stories” to
cover, installed the newsreel, temporarily
tried the friends and neighbors feature,
altered the news “style of writing and
filming,” added the chroma-key visuals,
(“a Magid-type thing”), shortened the
stories, became ‘“more informal” on the

The growing popularity of news
consultancy, a field long dominated
by the McHugh-Hoffman and Magid

firms, is reflected in a

corresponding growth in competition.
Six of the newer entities are
represented in this collection.

Virgil Mitchell
of The Mitchell Group

"--.-

Bob Rierson and Barbara Reisenbach
of Rierson Broadcast Consultants

set, and “changed the basic method of
putting our news together.” And, in-
stead of occupying third place among the
market’s stations, xoB-Tv is first or tied
for first with koAT-Tv—which employs
the consulting services of The Mitchell
Group. '

“My opinion,” says Mr. Danziger, “is
if you hire someone to recommend some-
thing to you, you should take their ad-
vice or you'd better not hire them. It’s
like going to a doctor who says, ‘Take
pills,) and if you don’t take pills, why
bother to go to the doctor?” Mr. Magid
takes the stand that “the stations that
profited the most from using our services
are the ones that worked most closely
with us and took our recommendations.”

One of the most gratifying associations
between Frank Magid and a station was
with wpvi-Tv, a “lightning in a bottle”
that bolted Mr. Magid into the consul-
tancy foreground. Two years after hir-
ing Mr. Magid in 1969, the station ran
away with news ratings in Philadelphia.

“Much of what Magid recommends
today came out of this station,” said its
news director, Mel Kampmann, “We
show them what’s happening, rather than
telling them.” Wpvi-Tv was an originator
of the shorter-length stories now popu-
lar at Magid and non-Magid stations.
WeviI on its own transports tapes of its
“news product” to other TV stations
several times a week. “It’s nothing we can
copyright, and we’re proud that people
have adopted our style,” said Mr. Kamp-
mann. “To some extent, there is a for-
mula” to certain of Magid-linked sta-
tion successes, he said, “but it’s done to
fit each market. They're just guidelines,
not laws.”

Melvin Goldberg
of MAGI-C
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Wells Bruen
of M.A.R.C.

Mr. Magid’s explicit recommendations
to wPVI-Tv included an 18-second mu-
sical and film opening, whose theme
song, “Move Closer to Your World,”
has been marketed by wpvI-Tv to some
50 other TV stations. “Magid does not
get involved with journalistic content; he
gets involved with the presentation of
journalistic content,” said the WPVI-Tv
news director. “The most important thing
Magid taught the management here was
that you promote or advertise your prod-
uct consistently and year round.” Mr.
Kampmann attributes half his station’s
success to Magid input—one quarter to
Mr. Magid, and one quarter to the mar-
ket research.

The high polarization of broadcasters’
views on consultancy diminishes dras-
tically when one leaves the subject of
Frank Magid Associates. Each consul-
tant, however, sooner or later finds itself
embroiled in controversy, and for the
McHugh & Hoffman firm, seldom a tar-
get for the kind of bitterness characteriz-
ing a Magid critic, the battlefield is
“happy talk.” Where Mr. Magid is ac-
cused of “mass producing” news be-
cause of his reliance on statistics, Mr.
McHugh, occasionally, is known for his
social-class theory.

Since McHugh & Hoffman always sub-
contract a station’s research survey to an
independent research firm (frequently
Social Research Institute of Chicago)
its strong selling point is tested theory.
Mr. McHugh encourages his clients to
look at news programing in terms of
their market’s social and economic class
structure, and to appeal to the lower
middle class and upper lower class, for
whom television is the “primary source

Herb Jacobs, Jim Seiger and Howard Glassroth
of Telcom Associates

Arnocld Reymer
of Reymer Research
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of information and entertainment.” Since
this class of people—the 70% bulge of
the middle class—relies on television,
they must be communicated to in a "very
human way,” says Mr. McHugh.

It would appear that many of Mr.
McHugh’s ideas have been taken up by
other consulting concerns, in that the
intimacy of the medium is stressed, and
an on-air personality is continually be-
ing described in a McHugh-like phrase,
as being “invited into the viewer’s home.”
To be invited in, the newscaster must be
warm and friendly.

Walter Cronkite is Mr. McHugh’s
sterling example of a good mass com-
municator because of the relaxed way in
which the CBS Evening News anchorman
may interview an astronaut, or because
of the “million dollar tears” he may shed
during a moving news story. Applying
the phrase “happy talk” to an informal
newscast is “unfortunate,” Mr. McHugh
thinks, but it's part of the “tendency to
exaggerate the consultant’s role and to
blame the consultants for everything.”

Kco-Tv San Francisco was the Mc-
Hugh & Hoffman lightning rod. During
its first two years with the consultants,
KGO-TV stopped counting its rating points
on the fingers of one hand, and took over
San Francisco’s number-one position

among 11 p.m. newscasts, eventually be-
coming what is claimed as the nation’s
highest-rated news program, KGo-Tv at
11 p.m. wallows in a 55% share of the
audience, but Mr. McHugh is adamant
that “what makes a station successful
is hard work.”

“McHugh & Hoffman have a certain
expertise,” reflected KGO-TV's news di-
rector, Steve Skinner. '‘They can tell you
their impression of what you're doing,
but you don’t have to agree with it. I
listen to them, but T have never taken
the position that I have to run right out
and do what Phil McHugh says.” Pat
Polillo, who preceded Mr. Skinner as
KGO-TvY news director before repairing
to another McHugh & Hoffman client
station, wAGA-Tv Atlanta, says that “if
you think consultants do it all, then
you're very naive.”

When ABC-TV network news be-
came a McHugh & Hoffman client in
1968, the consultant firm’s reputation
was considerably elevated. But Harvey
Gersin, director of research for ABC
News, deplores the “devil theory” that “a
consultant comes in and tells you what
to do.” ABC News has used a number
of independent research houses between
McHugh & Hoffman projects.

“We think they are very useful instru-
ments in helping us to see our audience,”

said Mr. Gersin, The consultants’ input
began to filter in around the period of
transition for the ABC Evening News.
Market surveys told ABC news execu-
tives that they would have to replace
Frank Reynolds, then network anchor-
man. “McHugh & Hoffman didn’t hire
Harry Reasoner,” says Mr. Gersin, and
the idea of an anchor team preceded the
consultant involvement. But when Mr.
Reasoner left CBS and contacted ABC
through his agent, “Phil McHugh called
us on the phone and said: ‘Congratula-
tions!” ”

Frank Magid Associates has a piece
of ABC business too. ABC News, while
continuing its probe of its “image” with
McHugh & Hoffman, just this year ar-
ranged for a Magid research job deal-
ing with the future shape and scope of
network newscasts.

In addition to Mr. Magid’s engage-
ment with ABC News, the network is
about to culminate a three-part national
survey on viewer preferences for its new
morning news/entertainment show, 4. M,
America, premiering in January 1975.
Sy Amlin, director of research for the
network, is “constantly in contact with
Magid” about this "“never ending” re-
search. “I don’t think of Mr. Magid as
an alchemist,” says Mr. Amlin. “He is
a very good professional researcher who

The Montreal connection

An important segment of broadcast jour-
nalism will shift its base of operations
north of the border this week as the Ra-
dio Television News Directors Associa-
tion holds its annual convention in that
city's Queen Elizabeth hotel. This is the
agenda-in-brief.

Wednesday, Sept. 11—8-9 a.m. Early-bird
workshops: ® Radio equipment, “"How Your
Engineering Can Work for You,"” slide pres-
entation by George Roach, director of engi-
neering for CFRA(AM)-CFMO(FM) Ottawa,
Ont.; ® Television news formats, panel dis-
cussion with Walt Hawver, news direclor,
KTRK-TV Houston; Earl Ubell, news director,
KWWL-TV Waterloo, lowa, and Phil Oakley
(moderator), news director, WBRZ{TV) Baton
Rouge; ®* Women in broadcasting, panel dis-
cussion with Sylvia Chase, correspondent,
CBS News, New York; Karen Humphrey, re-
porter, KFSN-TV Fresno, Calif.; Ruth Anne
Murray, education reporter, CFPL(AM) Lon-
don, Ont; Tom Houghton, New England
producer, NBC News, Boston, and Pat
Stevens (moderator), news director, KGUN-
TV Tucson, Ariz. ® Election reporting, dis-
cussion with Ernie Schultz, news director,
WFHR(AM) Wisconsin Rapids, Wis., and Paul
Thompson, KCRA-TV Sacramento.

9 a.m. First general session. Speakers:
Francols Peladeau, Canadian president of
RTNDA, and keynoter Eimer Lower, former
president, ABC News, now corporate VP,
ABC Inc. 11 a.m.-12 noon. Panel, “View
from the Other Side,” with Bill Roberis, for-
mer RTNDA president, now on White House
news staff, and former WINS(AM) New York
News Director Stan Scott, who was former
President Nixon's assistant for minority- af-
fairs. 12:30 p.m. Luncheon hosted by prov-

ince of Quebec. 2:45-3:45 p.m. Panel on
kidnapping and extortion, with Reg Murphy,
Atlanta Constitution editor who was kidnap
victim; Marilyn Baker, KQED(TV) San Fran-
cisco, who covered the Hearst and SLA
shootout stories, and Ron Handberg, WCCO-
TV Minneapolis, who has reported several
recent Kidnapping and violence stories. 4-
5§ p.m. Panel with consultants Phil McHugh
and Frank Magid discussing their profession.
6-7:30 p.m. RTNDA presidents’ reception and
buffet dinner.

Thursday, Sept. 12—8-9 a.m. Earty-bird work-
shops. Repeats of Wednesday sessions plus:
" Television equipment, discussion and ex-
hibition with Casey Davidson, VP-operations,
CBS News, New York; Hart Sweeney, direc-
tor of sales development, TV markets, East-
man Kodak; Bill Connally, direclor of de-
velopment, CBS-TV, New York, and Van
Gordon Sauter {moderator), news director,
WBBM-TV Chicago. ® Radio formats, discus-
sion with news directors John Salisbury, KXL-
AM-FM Portland, Qre.; Bill Greenwood, Mu-
lual Broadcasting System, Washington; Roger
Downey, KTAR(AM) Phoenix, and Curtis
Beckmann, WCCO-AM-FM Minneapolis. ®
Consumer reporting, discussion with Murray
Creed, CBC producer, Ottawa; Jim Clark,
reporter, WMAL-TV Washington; Russ Nich-
ols, reporter, WIBK-TV Detroit; ® Freedom of
information in Canada, discussion with Roy
J. Romanov, Q.C., attorney general of the
province of Saskatchewan; Gerald Flaherly,
assistant general counsel, CBC, and Frank
Flegel (moderator), news director, CKCK-
{AM) Regina, Sask.

9 a.m.-noon. Elections.

12:30 p.m. Luncheon. Speaker:
General William Saxbe.

Attorney
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2:30-3:30 p.m. Panel on management, with
former FCC Commissioner Robert Wells, now
station owner and manager; Stanley Mouse,
general manager, WHIO-AM-FM-TV Dayton,
Ohio; Chuck Whitehurst, general manager,
WFMY-TV Greensboro, N.C., and Sol Taish-
off, editor, Broadcasting magazine, Washing-
ton.

3:30-4:30 p.m. Panel on FCC regulation, with
Bill Ray, RTNDA founding member and chief
of FCC Complaints and Compliance Division,
and Larry Scharff, RTNDA counsel from Pier-
son, Ball & Dowd, Washington.

4:45-6 p.m. Reception hosted by mayor of
Montreal at City Hall. Gptional (by reserva-
tion) that evening: banquet, 'Le Festin du
Gouverneur.”

Friday, Sept. 13—8-9 a.m. Repeal of Thurs-
day's early-bird workshop offerings.

11 a.m. General session.

12:30 p.m. Luncheon. Speaker: FCC Chair-
man Richard E. Wiley. Presentation of
awards.

2:45 p.m. Afternoon session. Speaker: Harry
Boyle, vice chairman, Canadian Radio-Tele-
vision Commission.

4-5 p.m. ABC, CBS and NBC hold individual
meetings with delegales from aliiliated sta-
tions.

6:30 p.m. Annual Paul White awards dinner.
Speaker: William J, Small, senior VP and di-
rector of news, CBS News, New York.

Saturday, Sept. 14—9:30 a.m. Board of di-
rectors meeting.
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doesn’t do anything any other profes-
sional researchers don’t do.” Begun last
February, the survey encompasses a
“comprehensive” tabulation of the avail-
ability of viewers for a new morning
show, a rundown on the national audi-
ence’s preferences for hosts on such a
show, and the pre-testing this fall of on-
air pilots for 4.M. America.

Although sanctioned by ABC research
mavins, Mr. Magid’s research methods
have been sharply criticized by the opin-
ion research specialists commissioned by
Mr. Renick’s Miami station to investi-
gate the entire Magid operation. It all
began, says Mr. Magid, when one of his
surveys suggested Mr. Renick accept, for
the first time in 25 years, a co-anchor
for The Ralph Renick Reporr at 6 p.m.
Thus, insists Mr. Magid, “Ralph Renick
has a substantial chip on his shoulder.”
But the opinion researchers turned in an
extremely unfavorable report on their
visit to Mr. Magid’s Iowa “plant,” as he
calls it. David LeRoy, who is an associate
professor of attitudinal research in the
field of mass communications at Florida
State University, Tallahassee, and direc-
tor of its Communications Research Cen-
ter, insists the Magid research techniques
are ‘‘primitive,” potentially misleading,
“ambiguously worded,” “biased” and “in-
adequately supervised.”

“They collect a horrendous amount of
data and present it very simple-minded-
ly,” said Dr. LeRoy, “and it creates a
great deal of redundancy. There are few
internal methods for assessing the real
viability of this kind of thing,” he argues,
“and one reason it is so effective is that
there are practically no methodologically
competent people allowed to see the re-
ports.” Dr. LeRoy freely asserts that the
effect of a Magid Associates consultancy
is to “bludgeon the poor news director
with this data he’s ill-equipped to un-
derstand, challenge or even interpret.”

Mr. Magid dismisses this criticism as
“amusing. Their research is so full of
holes . . . it’s like a plumber trying to
critique the work of a neurosurgeon.
How is it that we have been able to
keep our clients and grow to be the
largest firm in the industry if our re-
search and advice are incorrect?”

Dr. LeRoy defines this kind of con-
flict as a shifting of the public trust in-
vested in news programers. “In many
ways the fights between the Magids and
Renicks of this world may be perceived
as a fight over professional ethics. Pro-
fessionals control the intellectual core
of their discipline. TV journalism and
journalism in particular are having prob-
lems because some of those key ele-
ments of control—collecting, organizing,
judging—are being taken over by man-
agement. A news consultant comes in
and is aligned with the business end
of journalism. And that means a great
public trust that is the journalist's respon-
sibility may be given over to management
and to news consultants.”

Mr. Magid “is very riled” by the ac-
cusation his operation is antagonistic to
broadcast journalism. “Prior to busi-
nesses like ours coming on the scene, tele-
vision journalism was just another de-

partment. Many managers did not even
recognize the journalists’ contribution
and didn’t realize news was so impor-
tant. We began to show why news was
so important in people’s minds and how
it permeated the entire broadcast day.”
Frank Magid finds it “very, very strange
that broadcast journalists are in reality
almost biting the hands that feed them”
in attacking consultants. “Some of them
have turned on us and not recognized
that we have created this prominence
they now enjoy. Have we created a mon-
ster?”

“One effect the consultants have had,”
offered Mr. McHugh, “is new input from
totally outside, not based upon what the
boss says. It's like waking up in the
morning with a hangover, a beard and
every defect in your face showing up in
the mirror—that’s what a consultant can
show you, and unless you want to know
that, you shouldn’t start investigating;
you shouldn’t look in the mirror.”

The RTNDA committee on consul-
tants will make several recommendations
this week at the convention, one of which
will be to establish the committee as a per-
manent committee of the association. The
committee members are: Pat Polillo,
news director, waGa-Tvy Atlanta; Ed
Godfrey, news director, XGw-Tv Port-
land, Ore., and Dick Yoakum, profes-
sor of radio and TV service at Indiana
University, Bloomington. Mr. Miller,
committee chairman, authored the fol-
lowing recommendations based upon a
consensus by the committee:

® “That news directors make their em-
plovers and managers aware that news
directors should be brought into any dis-
cussion with news consultants before any
contracts are signed.

® “That news directors make it their
business to check on the qualifications of
consultants being considered for em-
ployment and keep in close touch with
them after they are employed, and that
news directors work with consultants in
setting up questions for any surveys
that are to be made as part of the service.

® “That news directors report any par-
ticularly good or particularly bad ex-
periences they may have with any con-
sultant to this committee.

® “That this committee be made a
permanent committee with the respon-
sibility for keeping whatever records it
can acquire on the news consulting busi-
ness to the end that it may be able to
advise a member news director whether
and how many complaints may have
been reported against a consultant his
station may be considering.”

One day, consulting services may be
as common as broadcast sales representa-
tives. Perhaps research surveys will
emerge from under lock and key in sta-
tion vaults and be made available to all
broadcast outlets in a market. Perhaps
more network-based services such as
ABC’s counseling program will be insti-
tuted, establishing journalistic trade routes
between large and small stations.

“Nobody ever dreamed the consulting
thing would come as far as it has al-
ready,” said Mr. Polillo. “What hap-
pens on the day that all three TV sta-
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tions in a market have switched consul-
tants, and everybody’s got their rating
book in front of them, and they each
know cverything about talent, attitudes,
news, films, content, format, pacing?
Then everybody will start thinking for
themselves.”

The preceding report on news con-
suiltants was researched and written by
Leslie Fuller, staff writer, New York.

Schweiker pushes
for lottery action

As Justice threatens crackdown,
senators move toward freeing states
from federal restraints in publicity

Senator Richard Schweiker (R-Pa.)} last
week made a plea for immediate Senate
passage of legislation to exempt state-
operated lotteries from federal anti-
gambling laws. His own bill, S. 1186,
pending in the Senate Judiciary Commit-
tee since May 1972, would permit broad-
casting of any lottery information, cur-
rently forbidden by the U.S. Criminal
Code.

Senator Schweiker’s call was in re-
sponse to a recent warning from Attorney
General William Saxbe that the Justice
Department is considering a permanent
injunction against state lotteries.

“It simply does not make any sense
to discourage states that choose to raise
revenues through lotteries. While we cut
the federal budget, and seek ways to
economize, it is backward thinking to
keep federal laws on the books that
prevent states from doing the same thing
at the state level through state-operated
lotteries,” the senator said.

Senator Schweiker’s bill would spe-
cifically exempt state lotteries from the
U.S. Code’s ban on radio and television
carriage of state lottery advertisments
and information. It would also exempt
state lotteries from restrictions on the
mailing of lottery information as well
as from a ban on the transportation of
state lottery information and devices in
interstate commerce.

Senator Schweiker has urged Senator
John McClellan (D-Ark.), chairman of
the Criminal Laws Subcommittee, which
has jurisdiction over the Schweiker bill,
and Senator James Eastland (D-Miss.),
Judiciary Committee chairman, to take
action on the matter. Because the Senate
has tentative plans to adjourn in five
weeks, Senator Schweiker is trying to
expedite hearings with a suggestion that
the 13 states which operate or have ap-
proved plans for state-run lotteries co-
ordinate their testimony. The 13 states
include Pennsylvania, as well as Con-
necticut, Maryland, Massachusetts, Mich-
igan, New Hampshire, New Jersey,
Rhode Island, New York, Illinois, Maine,
Ohio and Delaware.

Those states account for one-fourth
of the votes in the Senate, a fact which
prompts the Pennsylvania senator to think
his bill has a fighting chance for passage
this year, a Schweiker aide said. He
added that the attorney general’s recent
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ultimatum may serve to prod Senate
action.

Senator Schweiker’s bill was the first
of four offered in the Senate to exempt
state-operated lotteries from federal anti-
gambling laws, Of the other three, one
is sponsored jointly by Senators Harrison
Williams (D-N.J.) and Abraham Ribi-
coff (D-Conn.), a second is sponsored
jointly by Senators Philip Hart (D-Mich.)
and Robert Griffin (R-Mich.) and a third
is sponsored by Senator Hugh Scott (R-
Pa.). All three would permit broadcast-
ing of state lottery information.
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Douglas extends Lewis's stay

Will Lewis, general manager of KPFK-
(FM) Los Angeles, was given an addi-
tional stay ‘permitting him to remain out
of jail while he filed an appeal with the
U.S. Supreme Court against being forced
to give federal authorities the original of
a tape recording that was delivered to
the station by the Symbionese Liberation
Army.

The extension was granted by As-
sociate Justice William O. Douglas who
issued the initial stay pending a U.S.
Court of Appeals ruling on Mr. Lewis's
first appeal from a federal judge’s con-
tempt citation and jail sentence. Last
July, the Ninth Circuit Court of Appeals
upheld the contempt citation (BRoAD-
CASTING, July 29).

Mr. Lewis said his Supreme Court ap-
peal is being aided by the Reporters Com-
mittee for Freedom of the Press and the
American Civil Liberties Union. He also
said that the office of Washington at-
torney Herbert J. Miller Ir., now ex-
President Nixon's lawyer, had volun-
teered legal services,

Journalism Briefs

Both ways. Capitol Hill News Service,
Washington print service, has expanded
into broadcast news with TV news
operation already functioning and plans
to start radio audio feeds within month.
TV news service offers stories of local
interest to stations, acting as Washington
bureau for stations not able to afford

one, according to Doug Terry, director
of broadcast services. Service provides
newsfilm stories from one to four minutes
in length that focus on issues and per-
sonalities as well as sidebar-type features.
Cost is on per-story basis, ranging from
$40 to $100, with stations contracting to
receive minimum of one story per week.
Service currently has reporters assigned
to cover West Virginia, Pennsylvania,
Kansas, Montana, Indiana, North Caro-
lina and Kentucky, with plans to expand
to other states.

Added protection. California Assembly
has passed bill extending state shield law
for newsman to include, among protected
status, notes, recordings, film and other
information not published or broadcast.
Measure now goes to state Senate which
previously passed similar legislation for
conference on differences in two bills.
Current shield law protects reporters who
refuse to disclose sources from being sub-
ject to contempt citations by courts, ad-
ministrative and legislative bodies.

WCVB-TV’s position upheld

Former Massachusetts Governor Foster
Furcolo’s complaint that wcvB-Tv Bos-
ton has discriminated against his son,
Charles Mark Furcolo, Democratic can-
didate for state treasurer in the Sept. 10
primary election, by not covering the
contest has been rejected by FCC Broad-
cast Bureau. Governor Furcolo said his
son's opponent, the incumbent treasurer,
had an advantage in media exposure be-
cause he is in charge of newspaper adver-
tising for the state lottery.

Wcve-Tv said that because of the
number of state and national primaries in
its coverage area, only Massachusetts
primaries for governor, secretary of state,
and attorney general would be given spe-
cial coverage. The station said it would
provide coverage of the lieutenant gov-
ernor and treasurer races in regular news
programs.

The FCC Broadcast Bureau upheld
WCVB-TV's position. It pointed out that the
commission has held that, although an
informed electorate is important, ‘“the
public is entitled to other kinds of pro-
graming than political.”

for most TV stations, WRGB(TV) Schenectady, N.Y., can make claim to being
one of the first to try the concept when its Aug. 23 11 p.m. news aired with an
al-female cast. Feminists in the audience may have considered it a coup, but the
female threesome owed more to circumstance than planning—a product of an
August vacation schedule that left the station short of -male on-air personnel.
Sharon Smith {l), WRGB reporter, anchored the broadcast, Liz-Bishop {c), weekend
sportscaster, handled sports, and Mary Caroline Powers (r}, weekday weather
reporter, appeared in her usual role. Behind the cameras, a woman was aclive as
well; directing the program was news producer Martha Ingerson.
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Justice sights
seventh target:
KSL stations

Department files with FCC to deny
renewal of Mormon Church outlets
week before commission deliberates
new rule on media crossownerships

The Department of Justice’s antitrust di-
vision has resumed its case-by-case cam-
paign aimed at breaking up what it con-
siders undue concentrations of control of
mass media. This time, it is taking on
the Church of Latter Day Saints.

And this time, its petition to deny re-
newal was filed only a week ahead of a
meeting of the FCC at which the commis-
sion is scheduled to come to grips with a
rulemaking proposal designed to deal with
the kind of crossownership situation that
is of concern to Justice.

However it seems doubtful that the
crossownership situation Justice was at-
tacking last week will be affected by the
commission's action. The Mormon Church
through subsidiaries owns KSL-AM-FM-TV
Salt Lake City, the Deseret News, one of
the city's two newspapers, and 50% of
Newspaper Agency Corp., which runs the
business functions of the News and the
Salt Lake City Tribune, including the sale
of all advertising.

All told, Justice estimated last week in
a petition to deny the kSL renewal appli-
cations, KSL and NAC control about
$20.3 million, or 81%, of the local ad-
vertising that the city's broadcast stations
and newspapers sell (66% by NAC, 15%
by the stations). Besides the church’s
properties, there are two television and
17 radio stations in Salt Lake City.

Accordingly, Justice said, the commis-
sion must determine “whether the KsL
licenses would not preserve in Salt Lake
City a degree of media concentration re-
pugnant to antitrust principles, incon-
sistent with the Communications Act’s
goal of providing for the expression of
diverse views, and, therefore, inimical to
rather than supportive of the public in-
terest.”

The department made a similar point
in each of its previous six petitions to
deny aimed at stations affiliated with
newspapers. The case-by-case approach
was begun in December and now in-
cludes as targets the renewal applications
of wrMJ-aAM-FM-Tv Milwaukee; KRNT-
AM-FM-TV Des Moines, lowa: wCCo-AM-
FM-Tv Minneapolis; KSD-AM-TV and KTVI-
(Tv), all St. Louis; and WIBW-AM-FM-TV
Topeka, Kan,

The campaign was regarded as de-
signed in part to prod the commission
into concluding the rulemaking, pending
since 1970, that would break up multi-
media holdings in individual markets. To
the extent it was a prod, the campaign
was successful: fresh comments were filed
and oral argument held. And tomorrow
(Sept. 10), the commission will consider
the matter. If Chairman Richard E.
Wiley's hopes are realized, the commis-
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MaaiCam

The first real application of space-age technology to the
motion picture and television industries...a revolutionary
new idea that gives reality to your wildest imagination.

Creative people are always running into the brick
wall of "It costs too much” or "It can't be done!”

Now, with Paramount Pictures' MAGICAM. it can.

MAGICAM is an exciting. revolutionary new proc-
essthat lets you matte your way into an unfettered world
of creative thinking. It eliminates all the present head-
aches and no-no's on matting. It offers you an unex-
pected wealth of “production values.

MAGICAM says you can go wild, go spectacular, go
anywhere. Put yourself on a hunk of cheddar and ride it
down a cheese grater. Roller skate around the brim of a

sombrero. Sail away to the land where big is small and
small is big. Time-travel into theé past and the future.
MAGICAM gives you your freedom.

MAGICAM is the first real application of space-age
technology to the motion picture and television indus-
tries. It is also a landmark happening for creative direc-
tors, producers, writers, and any dreamer who has
always wanted to go further—to take a creative idea
alltheway.

So forget what you've been told can't be done, and
do it. Anything you c¢an imagine, you can MAGICAM.

World Premiere, Tuesday, September 10th, 1974, at 5:30 p.m.
Waldorf Astoria, Starlight Roof
49th Street & Lexington Avenue, New York City

Cocklails and Hors d Qeuvres wil! be served

Space will be limited: Call now for your reservation. Miss Debbie Morgan 333-4167. 333-3732
Special Press Preview 3 p.m.

' macicam”#
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OnThis Day.
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the Colonial eyewitness to the day-
by-day events that led tn:wthe‘Amer-
ican Revolution.
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sioners will be prepared to instruct the
staff on drafting a final report and order.

The commissioners have not yet ar-
rived at a consensus as to the kind of ap-
proach to take. However, it is clear that
the commission will not adopt a rule re-
quiring across-the-board divestiture of co-
located stations or newspapers. Other
than a rule barring the creation of future
crossownership situations, which is seen
as a possnblllty, some observers feel the
commission would not go much beyond a
rule leading to the break-up~of multi-
media holdings in which a single owner
controls all or virtually all of the media
available to a commumty

Justice, as it did in its earlier' peti-
tions to deny, recognized the pendency
of the rulemaking proceeding and said it
was aware of the commission’s interest
in an “orderly disposition of the cross-
ownership and concentration problem.”
However, it said that it did not think that
consideration of the xsL case would con-
flict with the rulemaking proceeding—
and that even if it did, the public inter-
est required holding a hearing on the re-
newal applications.

Justice said there are no close policy
questions in the KsL case that might re-
quire detailed rules. “At least with respect
to dlssemmatmg local news and advertis-
ing,” it said, “the antitrust laws supply a
clear test that the crossownership here
cannot meet.” It noted that the only news-
papers_in the city are commonly control-
led not only with “the leading one of but
three commercial television stations, the
leading AM station (the only maximum
power Class I station assigned to the
area) [and] a commercial FM station,”
but with a cable television company as
well. That company owns “the city’s lead-
ing CATV system” and has 14 CATV
franchises within KsL-tv’s Grade A con-
tour.

The church, through Bonneville Inter-
national Corp., has substantial broadcast
holdings outside Salt Lake. It has in-
terests in or controls KIRO-AM-FM-TV
Seattle; wcLr({FMm) Skokie, Ill.; KMBz-
{aM) and kMBR({FM) Kansas City, Mo.;
wWRFM{FM) New York, and KBIG(AM)
Avalon and kx1z-FM Los Angeles, both
California.

To Justice, moreover, KSL is not only
a case but a sign the time for action has
arrived. In February 1970, the U.S. Court
of Appeals in Washington affirmed an
FCC decision rejecting a petition to deny
the renewal applications of the KsL sta-
tions. It had been filed by two Salt Lake
City residents who claimed the Mormon
Church enjoyed an undue concentration
of control of mass media in the city.

-The court cited with approval the com-
mission’s argument that it should deal
with such crossownership situations only
in a broad rulemaking proceeding. And
in a concurring opinion, Judge Edward
A, Tamm said he voted as he did “solely”
because the commission was reviewing its
multiple ownership rules. “Absent this
single, crucial fact,” he said, “I would
have found serious obstacles to affirm-
ing the commission’s action in this case.”

At the time, the commission was con-
sidering a rule barring the owner of a
full-time station from acquiring another
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Three under fire. The deadline for
filing petitions to deny against re-
newal applications of stations In the
Rocky Mountain states passed on
Tuesday (Sept. 3) almost, but not
quite, unmarked by the filing of such
petitions.

Three were filed, one by the De-
partment of Justice's antitrust divi-
sion, two by the Tucson Black Media
Coalition.

The department’s petition, a re-
sumption of a campaign to break up
newspaper-broadcast crossowner-
ships, is aimed at the renewal appli-
cations of KSL-AM-FM-TV Salt Lake
City (see page 30).

TBMC filed against the renewals
of KTKT(AM) and KOCLD-TV, both
Tucson, Ariz. it charged them with
inadequate community ascertainment
efforts, with lack of present or pro-
posed programing to deal with
minority needs, and with having poor
records in minority employment.
TBMC said that only one black is
working full time at KOLD-TV and
that KTKT employs no blacks full
time.

in the same market. The commission
adopted that proposal the following
month; at the same time it issued a new
notice proposing a rule, suggested by
Justice, to break up exnstmg co-located
media combinations. .

‘“Now, four years later, the commission
is still consndermg the same rulemaking
inquiry,” Justice said last week. “While
we agree that rulemaking offers the better
opportunity for the country as a whole,
we do not think the public interest will
be served by again deferring a substan-
tive decision on the continued concen-
tration of control of the media in Salt
Lake City.”

Theft follows format change

Kyms(FM) Santa Ana, Calif, was off the
air for 24 hours when it found about
$12,000 worth of transmitter equip-
ment, including an exciter crystal as well
as other electronic assemblies, stolen from
its transmitter building. The station was
later informed through an anonymous
letter, that the theft occurred because it
had changed its format from free-form
progressive rock to contemporary top 40.
This change took place in mid-July. The
station also dismissed six staff members at
that time and brought in a new manager,
Robert Wencel, from KFMR(FM) Fre-
mont, Calif., and a new program man-
ager, David Forman, from WBAB(AM)
Babylon, N.Y.

The letter, signed “ECLA,” warned the
station to return to its original format
or more trouble would be forthcoming.
Mr. Wencel reported that the FBI and
local police are investigating the thefts.
Meanwhile, he said, the station has no
intention of changing its current format.
The station is part of the Southern Broad-
casters Inc. group.
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One of the most successful and inno-
vative station groups in the country is

McGraw-Hill Broadcasting.

One of our stations, KGTV in San
Diego, is number ONE in access time!
One in early news. Qe in late news.
One in early fringe? QNE in late fringe?
In fact, KGTV is so popular with the
One-derful people of San Diego that
it'snumber QNe from sign-on to sign-off.

And we also have the number One
station, from sign-on to sign-off, in In-
dianapolis,home of the world’s greatest
spectator sporting event, the Indian-
apolis 500. WRTV is number One in
access time, ONE in early and late
news, ON€ in early and late fringe, and
One from 9am to noon.

QOur Bakersfield, California, station
is One of the very few uhf stations
thatis really making it big. Not only
is KERO-TV number ON€ in ac-
cess time, early fringe, and late
fringe, but is has both the number
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The Story
One

or, A Ones Story)

One early news and the number One
late news.

Finally, One of our stations is in
Denver, One of America’s great cities
that is just about ON€ mile high.
KMGH-TV is number ON€ in prime
time, ONE in early news, ONE in late
news, ONE overall from 9am to mid-
night, and the number ONe Newsfilm
Station of the Year*

One and One and One and One.
Four different stations, all with their
own distinct personalities. They are af-
filiated with two different networks.
Three stations are vhf and one is uhf.
But what they have in common is that
overall they're all number QOne in their
own markets.
The sum total of all this is that One
would do well to consider our stations
when putting together ONe’s ad-
vertising schedule.

' For rates & availabilities, call Qne
of our reps today.

McGraw-Hill
Broadcasting Company, Inc.
1221 Avenue of the Americas, N.Y.. N.Y. 10019
KGTY, SAN DIEGO (Harrington, Righter, Parsons) KMGH-Tv. DENVER (Kotz) KERO-TY, BAKERSFIELD (Katz) WRTV. INDIANAPOLIS {Horrington, Righter, Porsons)

All doto based an Arbitron, Moy 74, Tatol Households. ' 7.30pm-8 O0pm San Diege. Bakersheld: 6.30-7:00pm Indionapols. ? 4:30pm-7:30pm San Diega ond
Bakersfield: 3:30pm-¢30pm Indianapols. 111:30pm-1am Son Diego and Bakersfield; 10:30pm-12 Indioncpolis. “Neationol Press Photographers Association.



OTP wantstodrop
support division
at Commerce Dept.

Failure of Office of Telecommunication
to stick to original support mission
charged by White House office which
also says OT gives disproportionate
amount of services 1o other agencies

When the Office of Telecommunications
Policy was established in 1970 to advise
the President on telecommunications mat-
ters, there was established at the same
time in the Commerce Department an
Office of Telecommunications, which was
to provide OTP with technical and ana-
lytical support. Now it appears to officials
at OTP and the Office of Management
and Budget that the arrangement has not
worked out as well as had been hoped;
as a result, OT appears on its way out
of existence.

“They’ve taken on a life of their own,”
an OTP officials said last week of OT.
“They had a lot of administrative over-
head which we couldn’t justify.”

OT’s mission, he said, was to provide
OTP with spectrum-management and
policy support, and it was to concentrate
on pure research. But, he said, OT was
taking on an increasing amount of tech-
nical work for other agencies on a reim-
bursable basis—work, he said, that could

have been farmed out to private con-
tractors.

“OT,” he said, “was trying to get into
public relations and policy. We found
ourselves competing for dollars and per-
sonnel with OT.”

Until the present fiscal year, OT had
been funded under a separate budget
appropriation. This year, at the insist-
ence of Congress, the White House in-
cluded funds OT would spend on OTP
work in the total request for OTP—$6
million of about $9.5 million. As a re-
sult of congressional cuts, however, OTP
will receive $8,450,000—$5,450,000 for
OTP support functions.

OT is to receive $1,250,000 in direct
appropriations. In addition, other gov-
ernment agencies will receive about $5.2
million to reimburse OT for work done
for them—an amount OTP officials feel
is "disproportionate.”

The changes in the form of budget
requests for OT and OTP were not de-
signed to solve the management prob-
lems now troubling OTP and OMB, and
they did not. As a result, officials said,
OMB conducted a study and, reportedly,
concluded that OT should be abolished.

The study, which has not yet received
final White House approval but in which
OTP is expected to concur, would call
for the reallocation of OT's technical
programs and policy support and fre-
quency management functions to the Na-
tional Bureau of Standards.

Included would be OT's research

FEATURED BY

AMERICA’S OUTSTANDING
MEDIA BROKER

operation on owned real estate,

EAST COAST
DAYTIMER
$420,000

Only AM in fast growing county of almost 250,000 people. High power
and low dial pesition. Over 1 million people in coverage area. Combined

Good terms available to qualified buyer.

BLACKBURN «comranvine.

RADIO « TV « CATV « NEWSPAPER BROKERS -

NEGOTIATIONS « FINANCING « APPRAISALS

* WASHINGTON, 0 C. 1200061; 1725 K 5, N.w
Jomes W. Blockburn, Sr. Jock ¥ Horvey, Joseph M
Sirrick, Fronk Nowocrok. Jomes W, Blackbuin Ji. 12021
IN.9270

® CHICAGO, Minois (404011; 333 North Michigon
Ave., Hub Jockson. Bud Doss. Roger H. OSullivan,
1312) 34844480

» ATLANTA, Georgio [103481), 400 Calony Squors,
Suite 510 Clifford 8. MorshoX Robert A Marshall
14041 892-4855

e BEVERLY HILLS. Colifornio 902121 9445 Wikhire
Bivd.; Calin M. Selph. Roy Rowon 12131 274.8151
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laboratory in Bouider, Colo., and its In-
stitute for Telecommunication Services
there. The present administrative struc-
ture would be eliminated.

OT'’s acting director, John Richardson,
declined to comment, noting that the
question of the office’s future is under
study within the government. “"We want
the freedom to look at it without pub-
licity,” he said.

However, he noted that OT's work for
other agencies—Defense Department,
Department of Transportation, Housing
and Urban Development, National Aero-
nautics and Space Administration, among
them—on a reimbursable basis was not
of recent origin. A predecessor agency,
which became part of OT, had been per-
forming such services since 1946, he said.

Changing Hands

Announced

The following broadcast station sales
were reported last week, subject to FCC
approval:

®* KrLY(FM) Houston: Sold by Zantan-
on Communications Corp. to Starr
Broadcasting Group for $1.5 million.
Principals in seller are Robert S. Ander-
son Sr., president (20% ), C. S. Wallace,
director (22% ) and M. P. Laurent Jr.
and wife, Adele S. Laurent, directors
(15% ). Mr. Anderson will serve as vice
president for buyer. Starr Broadcasting is
publicly traded; William F. Buckley Jr. is
chairman and Peter H. Starr, president.
Starr owns threc television stations, six
AM stations including Kyok(am) Hous-
ton and five FM’s. KrRLY(FM) operates
on 93.7 mhz with 97 kw and antenna
790 feet above average terrain. Broker:
Chapman Associates.

* WwoG(FM) Boca Raton, Fla.: Sold by
WwoG Inc. (Homer Akers, Carole A.
Akers and others) to Family Stations Inc.
for $1 million plus property valued at
$58,000. Directors of buyer, a nonprofit
religious group, are Harold Camping.
Scott L. Smith and Richard Van Dyck.
Family Stations owns KEAR(FM) San
Francisco, KEBR(FM) Sacramento and
KECR(FM) El Cajon, all California;
WFME(FM) Newark and WKDN-FM
Camden, both New Jersey, and WFSI-
(FM) Annapolis, Md. WwoG(FM) op-
erates on 99.9 mhz with 100 kw and
antenna 280 feet above average terrain.

®= KMOR(AM) Murray, Utah: Sold by
Oral J. Wilkinson to Seagull Enterprises
Inc. for $250,000. Mr, Wilkinson plans
to retire. Principals in buyer are Charles
R. Sadler (77.5%) and Jay Gardner
(20% ). Mr. Sadler is professional box-
ing trainer and Mr. Gardner is general
manager of KMOR. Station is on 1230
khz with | kw day and 250 w night.

* Krwp(FM) Plentywood, Mont.: Sold
by Empire Broadcasting Co. to B.C.T.
Broadcasting Co. for $40,000. Princi-
pals in seller are Eldon Mengel, presi-
dent (12.9%), and Gary Peterson, gen-
eral manager (11%%). Empire owns
kBRv(aM) Soda Springs, Idaho; KFLN-
(aMm) Baker, xxxL(aM) Bozeman and
Kwys(aM) West Yellowstone, all Mon-




tana. Principal in buyer is Bill E. Stal-
lard, president. KPwD(FM) operates on
100.1 mhz with 880 w and antenna 34
feet above average terrain. Broker: Dou-
bleday Media.

Approved:

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

= Kpec-Tv El Paso, Tex.: Sold by Dou-
bleday Broadcasting Co. to Portal Com-
munications for $5,039,000. David G.
Scribner is president of Doubleday, which
also owns KHOW-AM-FM Denver; KITE-
(aM) Terrell Hills and KEXL(FM) San
Antonio, both Texas; kbwB{(aM) St. Paul
and xrR1z(AM) Phoenix. Parent is Double-
day & Co., New York publishing house.
Buyer is subsidiary of Evening Post
Pubiishing Co., publisher of Charleston,
S.C., News & Courier and Post and own-
er of cable TV franchise in Aiken, S.C.
Kpsc-rv is CBS affiliate on channel 4
with 61.7 kw visual, 6.8 kw aural and
antenna height 1,150 feet above average
terrain.

® QOther sales approved last week: wLOw-
AM-FM Aiken, S.C. See page 74.

CCMC seeks re-opening
of KGO-TV renewal

Citizen group charges pattern of
employment discrimination

after ABC failed to report
second firing of black employe

In successfully opposing a petition to
deny is renewal application for kGo-Tv
San Francisco, one that had charged the
station was guilty of discrimination in its
employment practices, ABC noted that a
black on-air personality who had been
discharged had been replaced by another
black. What ABC did not tell the FCC, a
citizen group maintained, was that the
replacement was himself fired and had
later filed a formal discrimination charge
against KGO-Tv with the California Fair
Employment Practices Commission. The
Community Coalition for Media Change
made the assertion in petitioning the FCC
for reconsideration of its action renewing
the station’s license,

CCMC said that the action should be
reconsidered in any event since CCMC
had supplied the kind of factual allega-
tions the commission in other cases said
it would require before setting a renewal
application for hearing on charges of
discrimination in employment.

The coalition noted it had supplied
affidavits relating that Walter Thompson,
who is black, was hired during the 1969-
71 license term as host of a public affairs
program, On the Spot, that is addressed
to the minority community. But, the af-
fadavit said, he and his wife, Dorothy,
who produced the program, were “sub-
jected to unreasonable censorship, fre-
quent pre-emptions of the program with-
out warning, and constant personal har-
assment,” and that he was eventually
discharged “for decrying the lack of equal

employment opportunity in the communi-
cations media.”

In discussing these complaints in its
order, CCMC recalled, the commission
relied on ABC's reply that Mr. Thomp-
son’s replacement, Roy Wills, is black.
But 18 months after ABC's reply was
filed with the commission, and a year
before the commission issued its ruling
last month, CCMC added, “this same
Roy Wills was dismissed by ABC after
complaining of similar discriminatory
treatment on the basis of race” and later
filed a still-pending discrimination charge
with the state FEPC.

“The complaints of one black on-air
personality and his co-station worker
wife might conceivably have been ration-
alized by the commission as the unique
hypothesis of a disgruntled employe,”
CCMC said. “But to have that precise
patiern repeat itself with his replacement
without raising at least a colorable in-
ferfence of racial disctimination defies be-
lief.”

CCMC said that failure to inquire into
the matter “would make a mockery of
the commission’s stated commitment to
consider equal employment oOpportunity
practices by its licensees as a sine qua
non of renewal.”

CCMC also saw in the Roy Wills
episode a basis for a charge of lack of
candor on ABC’s part, It said that ABC
“did not bring the critical facts of his
[the replacement’s] firing and formal
complaint to the attention of the com-

mission or petitioner for the year follow-
ing the discharge. And in its 1974 xGo-
Tv rencwal application, filed on Aug. 1,
CCMC said, ABC reported that a “Ray-
mond E. Williams” had filed an FEPC
discrimination complaint the previous
August without disclosing that Raymond
a; Williams was the real name of Roy
ills.

e L R ————
High Point challenger
drops important stitch

Furniture City TV’s failure to contact
labor leaders in making ascertainment
is key factor in FCC initial decision

Southern Broadcasting Co. has won the
first round in the contest, now four years
old, in which it is seeking to hold on to
its license for weHp-Tv High Point, N.C.,
in the face of a challenge by a compet-
ing applicant for channel 8 there, Furni-
ture City Television Co.

But it was what the administrative law
judge considered a fatal failing on the
part of Furniture City rather than any
pluses ascribed to Southern on which the
initial decision to grant Southern’s appli-
cation turned last week.

Judge Chester F. Naumowicz Jr. found
Furniture City to be disqualified because
it had failed to interview for its commu-
nity leader survey a single labor leader,
even though “industry is prominent” in
the area “and the record shows that nu-

PRIME
MIDWESTERN
TV STATION

VHF — Network affiliate,
excellent market.
Priced at slightly over
seven times cash flow.
Cash required.
Contact: Howard ). Stasen, Chicago Office

WASHIMGTOM, D.C.: 1730 K Street, MW, 2000& (202) 393-3456
CHICAGD: 1429 Tribune Tower 804811 (312) 337-2754
DALLAS: 1511 Bryan Street, 75201 (214) 748-0345
SAM FRAMCISCO: 111 Sutter Street, 74104 (415) 3925671

Brokers of Newspaper, Radlo, CATV & TV Properiies

Broadcasting Sep 9 1974
35




merous workers’ organizations are in
existence.”

Furniture City’s demographic study
had not indicated the presence of any
labor organizations in the area, and the
applicant’s witness sajd labor organiza-
tions were weak and few in number. But
Judge Naumowicz said the Furniture
City's demographic studies were “super-
ficial and inadequate,” and led to the
“fatal weakness” in the community lead-
er survey.

“So glaring an oversight"—failure to
interview labor leaders when labor or-
ganizations are important in the area—
“requires disqualification, even where the
survey has otherwise been extensive,”
Judge Naumowicz said.

Southern overcame an issuc involving
promise versus performance. Its over-all
local programing averaged 19.5% of the
total as compared to the 23.4% proposed,
but Judge Naumowicz said the deviations
were “not decisionally significant.” He
noted that several years had passed from
the time the proposals were made in
hearing until they were presented in prac-
tice, and added, “inevitably, with the pass-
age of time, changes occur.” The changes,
he added, were neither substantial nor un-
explained.

The hearing has been unusual if not
unique for the number of judges who
have succeeded one another in presiding.
Judge Naumowicz is the fourth. The first
judge assigned to the case, Charles J.
Frederick, died after the initial stages
were concluded. The next judge assigned,
Isidore A. Honig, retired; so did his suc-
cessor, Frederick W. Denniston,

Flexibility cited
as networks’ strong
suit for future

NBC-TV’'s Howard, ABC Radio’s Neal
say broadcasting can adapt

faster than other media to changes
in economy and shifts in population

Network television and network radio
were described last week as media that
will cope successfully with the challenges
of the next five years in terms of their
value as advertising and communications
vehicles.

These appraisals were given last Fri-
day (Sept. 6) by Robert T. Howard,
president of NBC-TV, and Harold L.
Neal Ir,, president of the ABC Radio
Division, during a “Media Day” program
in Detroit arranged by the Campbell-
Ewald Co. and the Chevrolet Division of
the General Motors Corp., both Detroit.
Representatives of other media also spoke
at the Campbell-Ewald/Chevrolet Motors
forum.

Both Mr. Howard and Mr. Neal made
common points in singling out develop-
ments that will affect advertising and
communications over the next five years,
such as rising costs, changing lifestyles,
and continued movement from the central
cities into the suburbs. And they main-
tained that their media are equipped to

NBC's Howard

deal effectively with these shifting pat-
terns.

Mr. Howard underlined the adapt-
ability of television over the years to
meet constant change and to survive. As
examples, he cited the ban on cigarette
advertising, a hostile administration and
the “youth revolution.”

In the years ahead, he said, NBC will
be shifting its stance in a number of ways
to reduce the impact of higher costs while
striving to enhance the value of its pro-
graming. He voiced these predictions:

“First, there will be some new ap-
proaches in technology. An accelerating
shift from film to tape, particularly in in-
door production, because tape is proving
casier, cheaper and better to work with.

“Second, I foresee program innovations
that will deliver more entertainment for
less expenditure. The variety show for-
mat, for instance, needs to be more fully
explored. If somebody comes up with a
really different variety format, I'll be
the first to snap at it.

“Third, in line with the more-bang-for-
the-buck idea, my network is now ag-
gressively seeking top-drawn talent, per-
formers and creators and not just people
working in the television industry. . . ."”

Mr. Howard also prophesied there will
be more made-for-TV movies: an accent
on sophistication and imagination in both
content and production of entertainment
programs generally, and improvement
and change in television news.

“I think we can look for a one-hour
nightly news program starting on one of
the networks before too long,” he predict-
ed. “News audiences have been growing,
both local and network, and ncws-gather-
ing procedures are becoming more effec-
tive and efficient, with large assists from
the use of portable equipment, electronic
cameras and—in the near future—a bet-
ter space technology.”

Scanning the horizon, Mr. Neal pointed
to a number of trends that he said will
redound to the benefit of the radio me-
dium, Among those he cited were the di-
versity of people; the importance of in-
stantaneity; rising inflation; the sub-
urbanization of the population, and im-
proved marketing-media data.

In the years ahead, according to Mr,
Neal, people “aren’t just going to fall into
a relatively few taste or style groups any
more . . . there will be subgroups of the
population emerging continuously with
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ABC's Neal

their own tastes.” This is a trend that will
be favorable to radio with stations and
networks organized to serve different
groups in many different ways, he point-
cd out.

The importance of “instantaneity” is
pointed up by the need for continuous
change and adjustment, Mr, Neal said.
In media terms, he continued, radio has
"the edge on other media in terms of of-
fering flexibility and quick-change virtues
to up-to-the-minute marketers.”

He observed that inflation is expected
to continue in the foreseeable future, but
said that radio’s costs will not rise as
steeply as those of other media. He ex-
plained that radio’s costs are not tied to
raw material costs in any appreciable
way, and said increments linked to people
can be controlled because radio can
operate with relatively fewer employes
than other media,

He prognosticated that improved re-
search material on radio promises to be
available through the current ARMS 1]
project. He said that through these studies
the radio industry is developing measure-
ments of radio, television and newspaper
audiences in order to provide advertisers
and agencies with comparisons of media
and the effects of a media mix.

He envisioned a continued thrust to-
ward mobility on the part of Americans
and said they would be moving farther
and farther away from large population
centers. This trend toward suburbaniza-
tion, he said, will mean an increasing
reliance on their automobiles for trans-
portation and a resultant expanded use
of car radio listening.

e e )
IBFM, 500 strong,
goes to St. Louis

Annual convention will be largest
this year with 18 panel sessions
in four days; Hooks to speak

A record attendance of some 500 regis-
trants and guests is expected at the
Institute of Broadcasting Financial Man-
agement’s 14th annual conference to be
held Sept. 29 through Oct. 2 at the
Chase-Park Plaza in St. Louis.

Eighteen panel sessions featuring a
total of 70 participants are scheduled on
subjects ranging from media-payment



Our radio friends are
suffering from growing pains.

Our friends, the other Twin Cities contemporary
music stations, are experiencing growth problems.
Ours. You see, we've suddenly become a real pain in
the book. But instead of giving you reasons; such as
programming changes, The New Sound and other
fluff, we'll stick to the facts. The Book.

was growth: *"KDWB Audience Increase

Women 18-34 ... 83.9%; "KDWB Audience Increase
with Teens ... 47.1%. Pretty darned significant. But,
frankly, we can hardly wait to see the Oct/Nov ARB.
Because you know what they say about radio? Once
the market finds the hot button. ... Anyway. We're

growing. And that’s our story. If you'd like to

ing Representatives, Inc. (RAR).

According to the Jan/Feb — Apr/May hear more, call us. Or we'll call you. it couldn’t
ARB, the name of the game for KDWB urs hurt. Represented nationally by Radio Advertis-
]
T

with Persons 124 ...52.1%; *KDWB
Audience Increase with Men 18-34 . .. |
58.6%; *"KDWB Audience Increase with ?

*Source Material: Jan/Feb — Apr/May ARB. Figure indicates
movement for A.Q.H., 6 a.m. — Mid, Monday-Sunday, based on
the T.S5.A. (Audience measurement data are estimates only.
subject to defects and limitations of source material and
methods, hence may not be an accurate measure of

true audience.} s
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liability to musie licenses, workmen'’s
compensation insurance, taxation, com-
puters, fringe benefits and federal con-
trols.

FCC Commissioner Benjaniin L. Hooks
will address the Sept. 30 luncheon.
Charles Ashman, kpLR-TV St. Louis
news anchorman and author, will speak
at the one Oct. 1. No speaker is sched-
uled for the closing luncheon on Oct. 2,
but it will be followed by an innovation
that officials said was requested by mem-
bers—one final panel session. This one
will deal with labor unions and will have
Don Schomburg of Ksp-aM-Tv St. Louis,
a former IBFM president, as moderator.

The convention sessions will be opencd
at 9 a.m. Sept. 30 by IBFM President C.
Mack Murphy, of wsoc-am-¢¥m-Tv Char-
lotte, N.C., and Exccutive Director
Robert E. McAuliffe, followed by a re-
port on IBFM's subsidiary, the Broadcast
Credit Association, by BCA President
Ray Watsons.

The general membership business
meeting is set for the afternoon of Sept.
30 with Paul W. Freas of wMAL-AM-FM-
Tv Washington, chairman of IBFM, pre-
siding. The annual banquet will be held
Oct. |.

Eleven exhibitors, a record for IBFM,
will have displays. Their booths and the
conference registration center will open
Sunday afternoon, Sept. 29. A reception
is scheduled that evening with St. Louis
broadcasters as hosts.

Arno W. Mueller of Storer Broadcast-
ing Co. is IBFM vice president and con-
ference chairman.

Maxwells try again

Losers of skirmish in Dallas-Ft. Worth
now apply for Belo's AM-FM facilities

In the latest attempt to intervene in the
license renewals of A. H. Belo Corp.’s
wFAaa(aM) and kzEw(rFm) Dallas, the
principals in Civic Telecasting Corp.
(which had filed petitions to deny against
those stations and others in June 1971},
now under the name of Maxwell Broad-
casting Corp., have filed competing ap-
plications at the FCC, seeking construc-
tion permits on the facilities of wFaa
and KZEW.

The original petitions to denf' (BroAD-
CASTING, July 5, 1971) were filed against
three newspaper-broadcast owners in the
Dallas-Fort Worth area, including A. H.
Belo, Times-Herald Printing Co. and
Carter Publications, accusing the multiple
owners of attempting to prevent the
entrance of CATV into the market and
to eliminate UHF competition by ex-
cluding UHF listings from the station
logs published in their newspapers. Anti-
trust suits against the three companies
also were filed later by the same princi-
pals, James T. Maxwell and Carroll H.
Maxwell Jr., but were settled out of court
(BROADCASTING, Feb. 18). Last May, the
FCC renewed the licenses of the sta-
tions, including WFAA and KZEw, conclud-
ing that the charges against the com-
panies lacked sufficient evidence. Though
the companies had the exclusive rights to
provide cable service in the area, the

FCC felt the unclear financial outfook
for the medium at the time was reason
enough for the companies to withhold
large cxpenditures for cable development.
The commission added that the newspa-
pers had since included UHF with their
VHF program listings (BROADCASTING,
May 20).

The Maxwells are equal partners in
Maxwell Electronics Corp., Dallas, and
have no broadcast interests although they
were former owners of a now dark UHF
station in Dallas (KMEC-TV).

L N VI ey e e p———
Behind-bars broadcasting
attempts to give inmates

aleg up in outside world

The maximum security prison in Canon
City, Colo., houses a carrier-current in-
mate-run radio station, Kcsp, which
serves to inform and entertain the prison
population and is a training ground for
inmates looking toward broadcasting
careers.

Advised by Frank Scott, general man-
ager of KTLK(aM) Denver, the effort has
extended beyond prison walls. One min-
imum-risk inmate commutes from Camp
George West minimum security prison
in Denver to krLk where he covers as-
signments as a full-fledged newsman. Mr.
Scott looks forward to his and other sta-
tions hosting more interns in the fall. He
is awaiting a decision on the prison’s
application, filed in July, for a grant from
the Law Enforcement Assistant Admin-
istration to overhaul Kcsp’s studio,
cquipped piecemeal by contributing sta-
tions.

Once they have operators’ licenses,
the trained inmates could move into a
professional position with a station, Mr.
Scott said. While the FCC has ruled
against granting licenses to inmates, Rep-
resentative Pat Schroeder (D-Colo.) is
working to repeal that rule, according
to Mr. Scott.

A flurry of strikes
hits broadcasters

Noncommercial KQED-FM-Tv San Fran-
cisco were struck by engineers and pro-
duction workers last week. The workers
were striking against management pro-
posals to ease work rules that would
permit more production by outside pro-
ducers and the use of more part-time
workers.

The picket lines, established by Local
51 of National Association of Broadcast
Engineers and Technicians, were being
honored by cameramen, members of
NABET Local 532, and newsmen. The
latter were said to be seeking hikes in
basic salaries that now range from $13,-
000 to $24,000 annually.

The stations were continuing to broad-
cast, however, using administrative and
management personnel, but its daily
MNewsroom program had been suspended.

Meanwhile, a strike of building engi-
neers in Los Angeles against CBS con-
tinued last week, with no major problems
—although taping of All in the Family
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was postponed for the second week, prin-
cipally because star Carroll O’Connor re-
fused to cross the picket lines that were in
front of the network’s Television City and
its owned stations in Los Angeles, KNX-
AM-FM and KNXT({Tv). Other CBS shows
were either being taped by management
personnel, or had moved to other studios
to escape the labor pickets. The strike
began three weeks ago when 17 air-con-
ditioning and electrical workers. members
of Local 51 of the International Brother-
hood of Electrical Workers, walked out
after their contract with CBS expired
Aug. 20.

And in San Francisco, another kind of
strike had kpFa(Fm) off the air for al-
most three weeks. But this was ended
and the station resumed broadcasting the
end of August. The staff of the Pacifica-
owned station had struck because of op-
position to the manager’s programing
plans. Will Lewis, general manager of
Pacifica’s kPFK(FM) Los Angeles was
sent to the scene, and he recommended
the manager, Roger Pritchard, be dis-
missed. The move brought the workers
back and the station resumed broad-
casting Aug. 31.

In Lansing, Mich., the National Asso-
ciation of Broadcast Employes and Tech-
nicians has been on strike against Gross
Telecasting’s wJIM-AM-FM-Tv since July
24, The union is charging unfair labor
practices and asking for a $30-a-week
wage increase.

NABET claims 20 advertisers have
withdrawn from the stations in response
to union persuasion. Management asserts
it has verified two cases of secondary
boycotts of advertisers. The stations are
being operated by management personnel
and five nonstriking NABET members.

Ford asked to revise
CPB nominations list

with minorities in mind

Letters from NBMC, Lloyd, call for
a second look al Nixon selectlions

President Ford, who is reviewing all
nominations that were made by former
President Nixon and are still pending
before the Senate, is being urged to drop
some of the Corporation for Public
Broadcasting nominees and replace them
with individuals who would provide “di-
versity of perspective”—particularly the
perspective of minority and consumer
groups.

The National Black Media Coalition
and Frank W. Lloyd (who is director of
Citizens Communications Center but who
was acting as a private citizen), placed
particular emphasis in messages to the
President on what they feel is the need
for a nominee reflecting the interests of
the Spanish-surnamed in America.

Mr. Lloyd said *this large minority
population, virtually ignored by com-
mercial television, deserves input into the
decision-making processes of public
broadcasting to insure that that medium
will meet its acknowledged goal of serv-
ing minority needs not met by mass-
audience broadcasting.” He submitted a
list of 30 names of individuals represent-



ing various disciplines, racial and ethnic
groups and consumer advocates that had
been suggested to former President Nix-
on in February but that was rejected by
the White House.

NBMC, in a telegram signed by its
chairman, James McCuller, said that
besides a “Latino,” President Ford
should appoint an *“additional” black to
the CPB board, and offered eight sug-
gestions. The one current black member
is Dr. Gloria Anderson, of Morris Brown
College of Atlanta. And one of former
President Nixon's eight nominees is also
black—Lucius Gregg, a Chicago banker.

The NBMC suggestions are Allen
Black, executive director, National Asso-
ciation for the Advancement of Colored
People, Legal Defense Fund Western
Division, San Francisco; Dr. Lovenger
Bowden, acting dean, School of Com-
munications, Howard University, Wash-
ington; Ofield Dukes, Ofield Dukes and
Associates, public relations firm, Wash-
ington; Dr. Carlton Goodlett, president,
National Newspaper Publishers Associa-
tion, San Francisco; the Rev. Jesse Jack-
son, president, Operation PUSH, Chi-
cago; Pluria W. Marshall, executive di-
rector, Operation Breadbasket of Texas
and chairman, Black Citizens for Media
Access, Houston; Charles Tate, executive
director, Cablecommunications Resource
Center, Washington, and James D. Wil-
liams, director of communications, Na-
tional Urban League, New York.

However, it seemed doubtful last week
that there would be any changes in the
Nixon list of eight nominees, who would
become a majority of the 15-member
board. An administration spokesman said
he did not anticipate any changes, and
that he assumed the eight nominations
would be resubmitted by President Ford.

Media Briefs

No proof. FCC has upheld April 10 as-
signment of license of XTRB-AM-FM Mo-
desto, Calif., from KTre Broadcasting Co.
Inc. to Big Valley Broadcasting Inc.
(BRCADCASTING, April 22) over recon-
sideration petition filed by Jeco Inc.,
licensee of xTCY-FM Salinas, Calif. Jeco
complaint concerned two pending mu-
tually exclusive applications for construc-
tion permits filed by previous owners of
each station to move respective antenna
and transmitter sites of KTRB-AM-FM and
KTCY-FM. Jeco alleged KTRB construction
permit was “strike” application filed for
sole purpose of impeding grant of KTCY's
application. Jeco also alleged that KTRB
purchase price of $675,000 by Big Valley
was excessive and based on anticipation
of construction permit grant, thus raising
question of trafficking. Commission re-
jected both allegations of Jeco because of
lack of supporting evidence.

Another. American Civil Liberties Un-
ion has petitioned FCC to enlarge issues
against license renewal of wWJIM-AM-FM-
Tv Lansing, Mich. FCC first designated
hearing for renewal April 9, stemming
from charges of news distortion to ad-
vance political and economic objectives
of Gross Telecasting, licensee {BROAD-

CASTING, April 15). New allegation by
ACLU is that nighttime TV weathercast
is misleading as it does not indicate show
is taped several hours earlier.

Town and gown. Dartmouth College,
Hanover, N.H., has received FCC au-
thorization to add commercial but non-
profit FM facility to broadcast plant it
has operated since 1958. Call letters are
expected to be WDCR-FM, complement to
AM call, although programing will be
virtually separate. Station will operate on
99.3 mhz with 3 kw.

How to. FCC has revised “The Public
and Broadcasting—A Procedural Man-
ual,” pamphlet originally issued in Sep-
tember 1972. Manual explains respective
roles of stations, the commission, and the
public in broadcasting services. Practical
advice on how to convey public com-
plaints to FCC, take part in proceedings,
and inspect public documents is provided.
Copies available from FCC at 1919 M
Street, N.W., Washington 20554.

One day school. At request of Kentucky
Broadcasters Association FCC has agreed
to hold one-day training course for third-
class license with commission furnishing
instructors and giving test on same day.
School is scheduled for Sept. 27 at Galt
House, Louisville, with nearly 150 broad-
casters already registered. Impetus for
course came because of high rate of non-
passage since new test questions were
prepared by FCC several months ago.

More than words. FCC has denied plea
of wrrRL(AM) Bradenton, Fla., to recon-
sider license renewal granted Jan. 3 con-
ditional on the station’s filing a list of
minority organizations it contacted to fill
job vacancies. WTRL contends condition
was added to renewal because FCC erro-
neously looked at employment reports
filed by previous owner. But commission
said WTRL's employment record to date
still shows no minorities have been hired
despite staff increase. Though wTRL as-
serted it had made efforts to recruit mi-
nority personnel, FCC concluded, *li-
censees must do more than ensure em-
ployment practices neutral on their face:
they must take affirmative action. . . .”

_
KBOP wins renewal

Atascosa Broadcasting Co., licensee of
kBor(AaM) Pleasanton, Tex., has been
granted a license renewal over the objec-
tions of competing applicant Kasa Inc.
Kasa claimed that Ben L. Parker, a
principal of Atascosa, had breached a
contract for sale of kBoP to Kasa
Inc., licensee of kasa(aM) Phoenix,
and cited allegations of payola, improper
logging practices, faulty ascertainment
procedures and incorrect financial reports,
and questioned KBOP’s past programing.
The commission saw no proper basis for
the charges, explaining that an allegation
of breach of contract, a fact still to be
determined by the courts, did not reflect
on the applicant’s character. The com-
mission said no statistical survey is re-
quired as long as no segment of the
community is excluded: therefore KBOP’S
ascertainment survey was appropriate.
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Northwest group
will leave NAB
if code mandate sticks

Owner of four TV’s and three radios
will quit if subscribing is mandatory

The Western Broadcasting Co., head-
quartered in Missoula, Mont., has threat-
ened to pull its television and radio
stations out of the National Association
of Broadcasters membership if the NAB
implements its decision to make TV
code subscription mandatory for all mem-
ber television stations.

In a letter to Andrew Ockershausen
{Evening Star stations), chairman of the
NAB's joint board, Western said its can-
cellation would be effective Jan. 1, 1975.
That is more than a vear before the man-
datory TV code subscription would be-
come effective on April 1, 1976. The
NAB TV board arrived at the mandatory
subscription rule during a board meeting
last January.

The code has historically been a volun-
tary device and should remain so,” Earl
Morgenroth, Western president wrote.
“Mandatory code subscription feeds upon
itself. It would serve only to create a
second regulatory body within our indus-
try to impose additional layer upon layer
of rules and regulations. If it applied
only to television today, it would in-
evitably apply to radio tomorrow.”

It said further that mandatory sub-
scription is “ill-conceived and would
seriously weaken our industry trade orga-
nization at a time when unity and accord
are so imperatively needed to combat the
numerous problems confronting broad-
casting.”

Aside from its NAB memberships,
Western said it would also cancet its
memberships in the Television Informa-
tion Office and in the Television Bureau
of Advertising. “We would instead, place
all of our rescurces behind RMBA
{Rocky ‘Mountain Broadcasters Associa-
tion), since that organization recognizes
the special problems of small market
broadcasters.”

Western’s stations include radio sta-
tions KcAar(AM) Helena, Mont.; KGvo-
(am) Missoula, Mont.; kseE1(am) Poca-
tello, Idaho, and television stations KGvo-
Tv Missoula, Mont.; kTvM Butte, Mont.;
kKCFw-Tv Kalispell, Mont. and KMvYT
Twin Falls, Idaho.

Western’s is the only formal threat of
cancellation NAB has received since the
decision to require subscription to the
code, according to Mr. Ockershausen.
He thought it “a little bit incongruous”
for Western to threaten cancellation of
its radio memberships since NAB’s Janu-
ary decision applies solely to television
stations. ,

Mr, Ockershausen said further that
NAB will do everything it can to keep
Western’s stations in the fold short of
changing the mandatory subscription de-
cision, which, he said, will result in more
television stations joining NAB, “You
win some, you lose some,” he added.



Broadcast Journalisms

How well
the games play
on television

Low in cost, quick in getting or
not getting an audience, these shows
crowd daytime and prime access slots

Television programing tends to move in
cycles, and right now syndication time
slots and network daytime schedules are
bloated—some may say to the bursting
point—with game shows. But the incid-
ence of games may increase before it
declines.

Merrill Heatter, the co-executive pro-
ducer (with Robert Quigley) of Holly-
wood Squares and Gambit, envisions a
scenario returning the game show to net-
work prime time. “If the economy con-
tinues in this recession,” he said, “if un-
employment keeps on rising and stock
prices keep on going down, then I could
see where the networks would be forced
to lower their rates to advertisers. That
would make game shows very desirable
nighttime properties because the produc-
tion cost of a game show is only about
half of what it costs to do an average
episode of, say, The Mary Tyler Moore
Show.”

Low cost is, in fact, a prime factor in
the recent resurgence of the game show.
For one thing, a whole week’s worth of
game shows is usually shot in one day.
“It was in the midsixties when we started
taping five game shows a day,” said
Giraud Chester, executive vice president
of Goodson-Todman Productions (Maich
Game, The Price is Right). “Before that,
we did the shows one-a-day because the
quality control on color tape wasn't all
that good and, besides, you wanted the

immediacy and spontaneity of a live
broadcast.”

But now, he said, studio facilities in
New York and particularly in Hollywood
are so overcrowded that it would be al-
most imposstble to go back to the old
daily schedule. “And, of course, there is
a huge saving in not having to strike the
sct after every show,” he added. “Plus
the fact that it's easier to get bigger-
game celebrities when you're only taking
one day out of their schedules, rather
than five.”

The result of these economies is that,
compared to the $75,000 price of five
cpisodes of a typical soap opera, a week’s
supply of game shows costs as little as
$35,000 and seldom more than $60,000.
The $60,000 category includes game
shows that use many celebrities (Holly-
wood Squares, Match Game) or that go
in for fairly elaborate staging (Let's
Make a Deal, The Price Is Right). Even
more expensive is the once-a-week game
show geared for prime-access time slots.
Masquerade Party, which the distributor
and owner, 20th Century-Fox Television,
farms out to Hatos-Hall Productions
(Ler's Make a Deal) to put on tape, costs
about $25,000 for each show, according
to Monty Hall, because of the batch of
celebrities required and the budget for
the costuming and make-up essential to
the masquerade. Hatos-Hall has com-
pleted the taping of all of the first sea-
son’s 32 episodes. They were taped
three-a-day on weekends (when celebri-
ties were more likely to be available)
and each guest panelist pocketed from
$750 to $1,000 for that day’s work.

The current three-network daytime
schedule registers 19 game shows (seven
on NBC and six each on ABC and CBS)
compared to 14 serial dramas and one
off-network situation comedy, The Brady
Bunch, the last a form of programing
that has just about expired on network
daytime, mainly because of a consistent
demographic skew in the unwanted di-

Hosts with the mosts. Game-show emcees are a durable, if rare, breed and an
integral part of the success of a show. Clockwise from top left: Dennis James of
Viacom's syndicated The Price Is Right, Monte Hall of ABC's Let's Make a Deal,
Jack Barry of CBS's The Joker Is Wild and Bill Cullen of NBC's Winning Streak.
Messrs. Cullen, Barry and James began their game-show careers in the fifties;
Monte Hall is a relative newcomer with 11 years behind him with Let's Make a Deal.
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rection of children and old people. One
industry estimate puts gross sales reve-
nues from these daytime network games
at upwards of $300 million a year, and
conventional wisdom, still to be refuted,
is that, in terms of the ratio of profit to
investment, the game show is the most
lucrative format in television, although
Mr. Heatter said, tongue-in-cheek, that
before adding his own certification to the
conventional wisdom, “I'd like to get a
look at Norman Lear’s books.” (Mr.
Lear’s Tandem Productions, of course,
is responsible for Al in the Family, San-
Jord and Son, Good Times and Maude,
all of which are taped before a live audi-
ence using the method of three cameras
running simultaneously so that the action
doesn’t have to be stopped for each new
setup—a method cheaper than film.)

But the huge return on investment is
not the only reason that game shows
are eclipsing soap operas on the networks’
daytime schedules. *“You have to stick
with a soap for a year or even two years
before you know whether the show is
going to be a success or not,” said Jack
Barry, the producer-host of The Joker's
Wild on CBS. “A game show can get you
big numbers in a hurry. Or, if it's a
flop, you can get out fast or go on to
something else.”

Giraud Chester agreed. “You get a
much earlier reading on audience appeal
with a game show,” he said. “But a serial
is the reverse. CBS poured a fortune into
Love Is a Many-Splendored Thing trying
to make it go. Changing casts. Changing
writers, Changing story lines. The audi-
ence just didn’t respond, and CBS finally
gave up.” He mentioned ABC's The Best
of Everything and NBC's Return to Pey-
ton Place as further examples of enor-
mous soap-opera investments over an
extended period of time that were wiped
out when the shows’ ratings started at the
bottom and pretty much stayed there.

Another reason for the ascendancy of
game shows is that their principal
ingredient—the prizes—come at little ex-
pense. Most prizes are paid for in free
air time. The game shows that dole out
merchandise or merchandise-and-cash as
prizes for their contestants commonly
work within two basic categories. The
first gategory is the straight trade-out,
or, in legal jargon, the nonfee-connected
prize. Under this category, the manu-
facturer supplies its product free to the
show in exchange for an eight-second
minicomercial. This category usually cov-
ers items in the $200-to-$500 range, such
as refrigerators and washing machines,
and these trade-outs are not considered
as commercials by the National Associa-
tion of Broadcasters television code.

The second category—fee-connected
prizes—covers small consolation-prize
items (pen-and-pencil set, wrist watch,
blender), which the manufacturer is eager
to pay the game-show producer to use
because the rate for an eight-second plug
comes to only a fraction of that for a
conventional 30-second spot. Because the
network and the producer are paid by the
prize supplier, all plugs in the second
category are counted as part of the
show’s commercial time.

There's a third category of prizes



What did these famous people
all have in common?

Harry Truman Fiorello La Guardia Frankiin Delano Rooseveit

NOW! A NEW SERIES OF INSPIRING
PUBLIC SERVICE SPOTS
FOR THE BENEFIT