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Your
product
group
Includes
cakes

or mixes?

MULTI-CITY TV MARKET WGAL.TV is your

PORL

S D : sales ingredient!
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With top-audience reach in Lancaster, Harris-
burg, and York—Channel 8 delivers a great
purchasing-power audience. Another plus factor
is 23%* color penetration for its all-color local

¢~ HARRISBURG - o :
Po77m™ wnmmpsed ST, TN 5 telecasts and NBC full-color programs. Whatever

<v-nn’n:¢‘n ¥ -
\LANCASTER) e L (S your product, WGAL-TV delivers more sales

SHIPPINSBURG
v Ll 0 3 A\ COATESVILE .
— ] =3 cexsire action per dollar.

Teancin | GETTYSBURG ) == v
anover
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“Based on Ocf.-Nov. 1966 Niclsen estimates; subject to
inherent limitations of sampling techniques and other
quelifications issued by Nielsen, avallatle upon reouest.

IEITAT -1

- , LANCASTER, PA.

WAYNESOORO

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

Steinman Television Stations . Clair McCollough, Pres.
WGAL-TV Lancaster-Harrisburg-York, Pa. + KOAT-TV Albuquergue, N.M.,
WTEV New Bedford-Fall River, Mass./Providence, Rl «+ KVOA«TV Tucson, Ariz
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Three for the money

It’s been busy time {or TV neiwork
contract writers. In addition to new
affiliation contract form being worked
up by NBC-TV (see page 46), ABC-
TV has been quietly drafting one for
its affiliates. New ABC plan was to go
into mails over past weekend, and
ABC-TV has set special meeting to
discuss it April 2 in Chicago, during
National Association of Broadcasters’
convention.

Like new form adopted by CBS-TV
last year and one in works at NBC,
ABC-TV's is designed to hring station-
compensaition formulds into line with
comteniporary selling practices, taking
into account rising tide of participa-
tion sales and decline in program spon-
sorship, but reportedly with big twisr:
Where CBS aimed at giving affiliates
approximately same wmount of comp
under new contracts as under old.
ABC-TV authorities say their affili-
ates’ take under new formula will be
higher than now.

No smoking

Don’t write oft prospect of acceler-
ated pressure to force TV code revi-
sion making it violation to depict per-
son inhaling cigarette on camera. This
would follow pattern of decade ago
dealing with beer advertising wherein
sanction was imposed against drinking
{but not pouring) beer.

Tower of opposition

First sign of opposition in Congress
to Carnegie Commission and presi-
dential proposals for noncommercial
TV surfaced last week. Senator John
G. Tower (R-Tex.) former college
professor and in his youth disk jockey
on Texas stations, has ordered staff to
study subject. He's said to have mis-
givings and is contemplating taking
floor in opposition.

Senator Tower says proposal to fi-
nance public TV through excise tax
may be unconstitutional and thinks
there is “inherent contradiction” in
proposal to set up government entity
for PTV and still maintain freedon of
expression. Moreover he feels there’s
been too much criticism of conmumer-
cial broadeasting; that some critics act
as if commercial stations have never
aired news or cultural programs.

Early runner

Two weeks in advance of National
Association of Broadcasters’ conven-
tion in Chicago (April 2-5) Grover
C. Cobb, kvGe Great Bend., Kan,, is
only formal candidate for joint-board

chairmanship, although there may be
others by time full 45-man board
meels in June to elect ils successor
to John F. Dille Jr., wsJv-Tv Elk-
hart-South Bend, Ind. Mr. Cobb, in-
cumbent radio board chairman, if
elected, would be first radio-only
chairman since reorganization of NAB
top structure in 1961.

The invaders

CBS announcement last week that it
would make full-fledged entry into
motion picture production and dis-
tribution business (see page 70), is
heaviest jolt in recent groundswell that
has turned Hollywood movie industry
topsy-turvy. First there was Gulf &
Western’s acquisition of Paramount
Pictures. Then Seven Arts all but
took over Warner Bros. Still pending
is  Transamerica’s  acquisition  of
United Artists. All this has happened
in year and now veteran movie-makers
appear extremely apprehensive over
TV network—their never-quite-wel-
come bed partner—becoming full
competitor.

Scene of action

Name of game for agencies these
days is going international, but game
can require major internal shifts on
domestic scene as Needham, Harper
& Steers is learning (sece page 77).
NH&S this week is to disclose that
its president and chief executive of-
ficer, Paul C. Harper Jr., will soon
move his headquarters from Chicago
to New York, axis of world marketing
today.

Fading regionals

In what appears to be year of de-
cline for regional radio networks, CBS
Radio Pacific Network reportedly will
phase out at end of this month when
contract of its last mujor advertiser—
Pacific Telephone Co.— terminates.
ABC Radio West will be discontinued
July 1 (see page 66) and Yankee
Network in New England announced
closing earlier in year. CRPN has
been entity since thirties with roots
in Columbia-Don Lee Broadcasting

System.

Color outside

Big step toward perfection of out-
door color pickups is predicted for
new lighting techniques developed by
Crouse-Hinds, Syracuse, N. Y. at
request of networks. New system is
said to provide two to three times

normal outdoor

lighting.
stadium layout has been developed
and is said to be adaptahle for all

Prototype

athletic stadia. President of Crouse-
Hinds is Chris J. Witting, former
DuMont network and Westinghouse
executive.

Who he?

Want to know what CBS oflicialdom
thinks of Fred Friendly’s well-publi-
cized-in-advance book, “Due to Cir-
cumstances Beyond OQOur Control”
(Random House, $6.95, publication
date March 27)? Ask and silence will
be deafening. “No comment" lid is on
from top. There’s notion that erst-
while CBS News president’s indictment
of his former bosses collapses because
of lack of objectivity. Not mentioned
but not overlooked is fact that Ran-
dom House, now wholly-owned sub-
sidiary of RCA which is also sole
owner of NBC, is Mr. Friendly's pub-
lisher (see page 72).

All outdoors

EUE/Screen Gems will wind-up
shooting this month last of 36 one-
minute spots it has been producing
for Celanese Corp. of America out
of Grey Advertising since first of year.
It amounts to some $400,000 worth
of business, biggest single chunk ever
to come into Screen Gems commer-
cial division. Most Celanese commer-
cials have been filmed on location
on West Coast, marking accentuation
of trend for production company. In
all of 1966, EUE /Screen Gems, West
Coast division produced 370 TV com-
mercials, 160 of them on location.
This was striking upturn from 1965
when only 75 of total 220 spots out
of same division were shot outside
studio.

Inflation note

New price tag on national head-
quarters of NAB in Washington, on
which ground will be broken Oect. 1, is
32 million—3$200,000 more than
originally estimated. Increase s
ascribed in part to upgrading of orig-
inal design, plus increase in costs oc-
casioned by about year’s delay in get-
ting approval. NAB will move to tem-
porary headquarters at 1812 K Street,
N. W, in September and hopes to be
in new modern seven-story building
(three floors available for commercial
tenancy) by March 1969.
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YOU SUPER-HERQCES GIVE
ME A FAIN IN THE TAIL.

ANQTHER
ANTHROPOMORPHIST
POPPING OFF. PON'T YOU
KNOW I'M THE GREATEST

HERO OF ALL TIME €

B

I CAN K/h

A 5 HEAPED HYPKRA

~~ I'VE KNOCKED OFF WITH ONE PUNCH!
A WHOLE TV MARKET > ,
IN ONE AFTERNOON!

”  EVER SEE
MY BAG OF TRICKS
IN ACTION?

TRANS-LUX HAS
STARRED ME IN 130
5% MINUTE APVENTURES.

/SO WHAT...THEY

HAVE ME IN 260
4 MINUTE
EPISOPES!

Take your choice .. .or, better still, buy ‘em both from TRANS-LUX, of course!

‘ lix | & o |RFIN§*|U)( EAPEAGT
A ) ¢ sl X
THE CAT HEHGUIES

) WChIN Fola 10 Ga) A gcioomy ag. MCMLLITaag (01 Triesima TELEV'S'ON CORPORATION

625 Madison Avenue, NEW YORK, N.Y. 10022 * PLaza 1-3110 * CHICAGO * HOLLYWOOD
Trans-Lux Television International Carporation ¢ Zurich, Switzerland

BROADCASTING, March 20, 1967



WEEK IN BRIEF

Staggers shatters congressional serenity with pointed
questions on broadcaster’s role in controlling public pol-
icy and on truth in advertising. Charges FCC with covert
actions on pay television. See . . .

COMMERCE LASHES OUT... 27

On vote of 4-0, FCC bows to Justice Department and
tells ABC and ITT they face hearing on proposed merger.
Prehearing conference set for March 23 with hearing
scheduled for March 27. See.. ..

HYDE'S VOTE ... 56

CBS reveals plans to expand into feature motion pic-
ture production and distribution. Move makes it first
network to establish such unit. Gordon Stulberg moves
out of Columbia Pictures to head new group. See . ..

CBS INTO MOVIEMAKING... 70

Moss raises eyebrows over ratings claims by stations in
trade ads; says they're not telling whole truth. FTC admits
it has ‘two to three dozen’ such ads under investigation.
See ...

FTC'S EYE PEELED... 64

NBC looking toward more commercials in twice-weekly
network movies; expansion of regular station breaks, and
rewriting of affiliate contracts. Affiliates cool to movie
spot plan. See ...

NEW PRICE TAG... 46

Talking privately, station representatives say they want
TVB to start paying much more attention to spot sales
lest reps start looking toward creation of new specialized
trade group. See ...

REPS WANT SPOKESMAN ... 30

O'Connell says creation of new federal agency to estab-
lish engineering assignments for land-mobile users may
be partial answer to spectrum shortage troubles. Wire and
wave guide use may be help. See . ..

ENGINEERING ANSWER. .. 81

U.S.-Mexican AM treaty is 90% complete, but among
still-unresolved questions are presunrise use by U.S. sta-
tions of Mexican clear and regional channels, and night-
time clear channel use in both countries. See . ..

ALL WORK, NO TREATY...77

TVB reports 365 network advertisers spend record $1.4
biflion last year. To no one's surprise Procter & Gamble
again tops list of spenders with $101 million, up from
$85.7 million in '65. See . .

NETWORK ADVERTISERS ... 40B

Jack Kent Cooke sells off one of 20 CATV systems. Move
is part of plan to consolidate CATV holdings in larger
markets in order to have more direct control. Other sales
expected to follow. See . ..

COOKE REALIGNS ... 66

DEPARTMENTS i -
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Late news breaks or this page and on page 10
Compiete coverage of week begins on page 27

Burnett and Brother
become single agency

D. P. Brother & Co., Detroit, became
division of Leo Burnett Co., Chicago,
Friday (March 17) as papers were
signed by officers of both agencies to
merge through exchange of stock.

Combined billing is estimated to be
approximately $265 million, of which
two-thirds is in broadcast media. This
could push Burnett ahead of Young &
Rubicam challenging BBDO as No. 2
broadcast agency behind front running
J. Walter Thompson Co.

There is no conflict of accounts in
merger. Burnett is strong in consumer
and package goods as well as foods,
while Brother has strong automotive
experience, handling Oldsmobile, AC
Spark Plug, General Motors Guardian
Maintenance and Harrison Radiator
Divisions, among others.

Merger, which has been four years
in making, provides that stockholders
of Brother will exchange their stock
for that of Burnett. Neither is traded
on exchanges. Brother agency retains
its identity as subsidiary of Burnett and
all officers and titles continue as before.

Kenneth G. Manuel, chairman and
president of Brother as well as stock:
holder along with other key Brother
executives, becomes member of board
of directors of Burnett. Founder D. P.
Brother died in early 1965. Burnett
founder Leo Burnett is still active in
his Chicago firm although he has been
turning over corporate direction to
other top officers during past few years.

Although plans are not yet evolved,
it is likely that Brother offices in New
York and Los Angeles will be moved
into local Burnett offices there. Burnett
also has offices in Toronto, Montreal
and London. Burnett has no plans for
going public, agency added.

Les Johnson dies

Leslie C. (Les) Johnson, 70, vice
president and one-fourth owner of
WHBF-AM-FM-TV Rock Island, Ill. died
Friday (March 17) in Sarasota, Fla.
Mr. Johnson had been suffering from
heart ailment since last summer. He
had relinquished active management of
Rock Island properties to Maurice
Corken, executive vice president.

Native of Rock Island, Mr. Johnson
had been managing editor of parent
Argus and had served in executive, ad-
vertising and publishing capacities be-
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fore taking over WHBF in late 30's. He
served two terms as NAB director.

Surviving him are his wife, Mildred,
son and daughter. Services were ex-
pected to be held in Rock Island, pos-
sibly today (March 20).

Sarnoffs and Engstrom
pull highest pay at RCA

Brigadier General David Sarnoff, El-
mer W, Engstrom and Robert W. Sar-
noff were highest-paid officers of RCA
in 1966. General Sarnoff, board chair-
man, received $290,000; Mr. Engstrom,
chairman of executive committee, $250,-
000 and Robert Sarnoff, president,
$225,000. Salary figures, which do not
include incentive awards, were dis-
closed Friday (March 17} in mailing
of proxy statement to stockholders and
notice of annual meeting May 2 in New
York.

Proxy notes General Sarnoff's em-
ployment with RCA was extended last
May to Dec. 31, 1971, at annual base
salary of $290,000. Holdings of com-
mon stock: General Sarnoff, 204,527
shares: Mr. Engstrom, 73,438; Robert
Sarnoff, 94,575; NBC Board Chairman
Walter D. Scott (also RCA director),

AT DEADLINE

10,197, (Mr. Scott’s salary in 1966
was $160,000).

Group executive vice presidents W.
Walter Watts and Charles M. Odorizzi
each received $140,000 in salary.

Stozkholders on May 2, among other
business, will vote on proposed merger
of RCA and Hertz Corp., which re-
ceived approval of both boards last
December. Hertz stockholders will vote
on proposal at meeting May 8. On ap-
proval of shareholders, Hertz will be
come wholly owned subsidiary of RCA,
though continuing to operate as sepa-
rate entity with its own directors and
management.

Clean beat for WLIB

wiis New York claimed two-hour
beat Friday (March 17) on Adam
Clayton Powell’s abandonment of plans
to visit New York yesterday (March
19). Leon Lewis, wLiB news director,
had gone to Bimini and taped exclusive
interview in which Mr. Powell voiced
concern over possibilities of violence
if he returned. WLiB altered news serv-
ices and scheduled interview for 4:45
p.m. Friday, but before air time Mr.
Lewis called in Mr. Powell’s decision
at 3 p.m. WrLiB carried bulletin and

News lab moves over from Columbia to NET
FEARING CONFLICT, FRIENDLY DECIDES TO SIT IT OUT

Projected news laboratory to be un-
derwritten with $10 million Ford Foun-
dation grant has had its base of control
shifted from Columbia University to
National Educational Television.

Move was seen as attempt to unify
educational television forces at time
when future structure of ETV is being
considered by Congress.

Columbia University month ago had
approved in principle “general super-
visory responsibility” for news lab,
probably to operate under aegis of its
graduate school of journalism. Dean
Edward Barrett of journalism school
said Friday (March 17) that officials
of university “began to realize that a
big educational institution such as Co-
lumbia is not ideally suited to the quick
decision making required of such a
news organization.” He also suggested
there are serious questions about uni-
versity making news decisions of po-
litical nature.

Dean Barrett also disclosed that re-
cent discussion with about 20 ETV
station heads had uncovered sentiment
in favor of single source—NET—of
national ETV programing.

Project will be known as *Public
Broadcast Laboratory of NET.” Presi-
dent Johnson has requested Congress to
establish “Corp. for Public Television”
as suggested by Carnegie Commission
on ETV.

Board of news lab, which will answer
to NET’s board, will consist of eight or
10 educators of ‘“broad-gauge type.”
They will be responsible for projected
weekly, noncommercial TV news show.

Dean Barrett said Fred Friendly,
former CBS News president and cur-
rently professor of journalism at Colum-
bia and advisor to Ford Foundation
President McGeorge Bundy, had de-
cided of his own accord not to take
hand in operation of news lab or sit on
its board.

more AT DEADLINE page 10
g




WEEK’S HEADLINERS

Mr. Lusk Mr. Steele

Robert E. Lusk, chairman of board,
elected chairman of executive commit-
tee, and L. T. Steele, executive VP,
elected to fill Mr. Lusk’s post as board
chairman in top realignment at Benton
& Bowles, New York. William R.
Hesse, president, said Mr. Lusk’s ex-
perience in international advertising
area underlines agency’s intention to
pursue its activities abroad “even more
aggressively.” B&B has either substan-
tial or controlling interest in four Euro-
pean agencies. In shift, Mr. Steele
retains his major domestic account re-
sponsibilities. Mr. Lusk’s B&B asso-
ciation dates back to thirties; he was
elected executive VP in 1950, two years
later he was made president and in

April 1961 chairman of board. Mr.
Steele joined B&B in 1939, is mem-
ber of its board of directors and holds
top board positions in several Benton
& Bowles-affiliated agencies abroad.

Mr. Wolper

David L. Wolper, president, named
chairman of Wolper Productions and
M. J. (Bud) Rifkin advanced from ex-
ecutive VP to president of Metromedia
Inc.'s TV production component. Mr.
Wolper founded Wolper Productions
in 1958. Mr. Rifkin has served as
executive VP of company and presi-
dent of Wolper Television Sales since
1966. Earlier, he had been with United
Artists Television and its predecessor
companies for 28 years.

Mr. Rifkin

For other personnel changes of the week see FATES & FORTUNES
e ey e T T |

later reported pickups from interview
by major New York stations and calls
for segments from dozen or more sta-
tions around country in addition to
major news services.

TV-movie making deals
continue in high gear

Step up of TV-motion picture produc-
tion alliance continued Friday (March
17) with new agreement by CBS Tele-
vision Stations division for production
of 13 feature films, all action-adventure
and in color, with production to start
May 1. Pact, made with Associated
Film Artists Productions Inc., Beverly
Hills, Calif., calls for theatrical distri-
bution followed in 1970 with TV use
by stations.

This is third such agreement with
producers made by CBS Stations unit:
Television Enterprises Corp. in March
1966 for 13 films, four of which are
now in theatrical distribution (“Destina-
tion: Inner Space,” “Cyborg 2987,"
“Ride the High Wind” and “Dimension
5”); Sagittarius Productions Inc. in
July 1966 for 13 films, with production
of first features to start soon. First of
these 26 films will be available for TV

10

in fall of 1968.

In new deal, company's principals
are filmmaker Edgar Ulmer, who will
direct all 13 films, and Louis Hayward,
who will produce them and will also act
in several. Barry Lane is associate pro-
ducer.

Announcement came one day after
unrelated move of parent CBS Inc.
setting up new division to produce and
distribute high-budget pictures (re-
ported at about $3 million per picture
with 10 films per year) for theatrical
showing (see page 70).

‘Sun time' stands

With daylight saving time scheduled
to start next month, AM broadcasters
are being advised by FCC that their
operations are geared to local standard
time.

Commission received number of in-
quiries from AM licensees concerning
Uniform Time Act, adopted last year,
which specifies 2 a.m. on last Sunday in
April through 2 a.m. on last Sunday in
October as period of daylight saving
time in those jurisdictions electing to
adopt it.

Commission in notice Friday (March
17) noted that accompanying commit-

tee report made clear legislation is not
intended to affect operating hours of
AM stations.

Commission said that, because of sky-
wave interference problems occurring
at night and during transitional hours,
its calculations of sunrise and sunset
times must reflect actual “sun time”
averages at given locations.

Sees first quarter up
despite spot sales lag

Acknowledging that broadcasting in-
dustry is “feeling some softness in spot
sales,” J. Leonard Reinsch, president of
Cox Broadcasting Corp., says CBC first-
quarter figures should be ahead of last
year and that group’s “prospects for the
full year are favorable.”

Mr. Reinsch told annual stockholders
meeting in Atlanta that there had been
significant growth trends in each of
company’s operations. CBC declared
regular quarterly dividend of 1214 cents
per share of common stock, payable
April 17 to stockholders of record
March 24. .

In addition to broadcast properties,
CBC owns more than 20 community
antenna TV systems in five states
with some 75,000 subscribers;: Walter
Schwimmer Inc., Chicago producer-syn-
dicator, and United Technical Publica-
tions Inc. Mr. Reinsch said UTP, ac-
quired in 1966, “exceeded” expecta-
tions and accounted for 12% of Cox's
total operating revenues for year.

Moss asks questions

Representative John E. Moss (D-
Calif.) told FCC Chairman Rosel H,
Hyde earlier in week he had 100 ques-
tions to ask about FCC policies and
operations (see page 27). On Friday
(March 17) he submitted 103 inter-
rogatoties in letter to Mr. Hyde, with
most of them relating to commission’s
practices on transfers of station own-
ership. This took first 44 questions in
list. Others touched on license renewal
policies, educational television and
transmitting tower matters.

Mr. Moss is member of House Com-
merce and Government Operations
commiittees, and is chairman of latter’s
subcommittee on government informa-
tion.

Public TV hearings set

Hearings into recent proposals to ex-
pand educational television into major
information medium have been sched-
uled for April 11 by Senate Communi-
cations Subcommittee. Chairman John
O. Pastore (D-R. 1.) is reported plan-
ning to hold hearings at least during
that week.
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television
excellence

reflects this
land of

dedieation

NATIONAL COWBOY HALL OF FAME AND WESTERN HERITAGE CENTER * OKLAHOMA CITY

Dedication to the preservation of a
proud heritage led seventeen west-
ern states to join together in develop-
ing the National Cowboy Hall of Fame
and Western Heritage Center.

It is an outstanding collection of art
and exhibits of “yesterday in the
dramatic old west”. .. already viewed
by over one-half million visitors from
throughout the nation and sixty
foreign countries.

This dedication to worthwhile en-
deavors is inherent in the people of
Oklahoma and Arkansas. So it is that
Griffin-Leake Television, Inc. is
equally dedicated to present truly
worthwhile programming for this
discerning audience.

GRIFFIN -
LEAKE
TV. INC.
KATV-7, LITTLE ROCK
KTUL-TV-8, TULSA
KWTV-9, OKLAHOMA CITY




What half-hour daily color episode in
any time strip can boost your ratings?
What famous television series is now
back in production with 195 new first-run
shows to enliven your schedule?

What daily series could work in so many different time slots?

9:30AM  WGN Chicago (Continental Broadcasting)  5:30 PM
10:00 AM  WLW-I Indianapolis (Avco) 6:00 PM
11:00 AM WAGA-TV Ailania (Storer) 6:30 PM
12Noon  KMBC-TV Kansas City (Metromedia) 7:00 PM
12 Noon WWL New Orleans 7:30 PM
12 Noon WDSM Duluth 7:30 PM
2:00PM WTOL Toledo (Cosmos ) 7:30PM
3:.00PM  KTVU San Francisco (Cox) 7:30 PM
3:30PM  KING Scattle 7:30 PM
3:30 PM WSFA Montgomery (Cosmos) 11:30 PM
4:30PM  WHIO Dayton (Cox) Fall 1967
5:30PM  KBTV Denver (Mullins) Fall 1967

Who is producing such ratings results?

Time Rating Share
Kansas City Noon (m-f) 8 32
Detroit 7:00 PM (m-f) 14 28

New York 7:30 PM (m-f) 9 15

Note
=1 in young adults 18-49
in time period

Attracts more women 18-49
than any of its competition

Firstin its time period
among independent stations

#*These are NSI audience estimates for the periods specified. and are subject to

qualifications described in said reports.

What’s so new?

The outstanding syndication success available to
stations today! Dynamic and fun-loving Bob Barker,
who helmed TRUTH OR CONSEQUENCES through

10 successful years is again proving to be

television’s most delightful master of ceremonies.

and, of course, Ralph Edwards, who started the

whole thing 27 yearsago. is TRUTH OR CONSEQUENCES

Executive Producer.
Put these proven ingredients to work for you

Today with the all-new TRUTH OR CONSEQUENCES!

Wolper Television Sales
A Division of Wolper Productions, Inc.

A Metromedia Company
@

485 Lexington Ave.

New York, New York 10017
(212) 682-9100

8544 Sunset Blvd.

Hollywood, Calitornia 90069
(213)OL 2-7075

KATV Little Rock (Griffin-Leake)
WIRL Pcoria

WZZM Grand Rapids

WIBK Detroit (Storer)

WNEW-TV Ncw York (Metromedia)
WKBS-TV Philadelphia (Kaiser)

KTTV Los Angeles (Metromedia)
WKBG Boston (Kaiser)

WTTG Washington (Metromedia)
WTV] Miami ( Wometco)

WBEN Buflalo

KPLR-TV St Louis

Jan.-Feb. 1967*

Dec. 1966%

Jan.-Feb. 1967+

Come see Truthor

| Conscquences and meet
i Host Bob Barker at

our NAB Convention
Suite. 505A, at the
Conrad Hilton.

! TELEVISION

S-TFEYBT






TURN YOU ON

DON'T SIGN A
CONTRACT

Y TURNKEY
UNTIL YOU
WITH.......

wkmg

400 Minth Strest, He
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Suppose someone threatened you like
that. Even if he was completely un-
justified, he could hale you into court.
Many a crackpot suit has cost the de-
fendent thousands of dollars. THIS
NEED NOT HAPPEN TO YOU.

The solution is simple—and surprisingly
inexpensive, Just decide on a certain
amount you would be willing to cover.
Let an Employers Special Insurance
Plan cover the excess—as so many large
and small firms now do.

ASK FOR THE FULL FACTS: No obli-
gation. We provide economical protec-
tion against loss due to libel, slander,
piracy, plagiarism, invasion of privacy,
copyright violation. Why risk loss? We
may save you thousands of dollars. Write
or phone:

EMPLOYERS REINSURANCE CORP.

21 West 10th, Kansas City, Mo. 64105

New York, 111 John »San Francisco. 220 Montgomery
Chicago,176 W, Jackson * Atlanta, 34 Peachtree, N. E.

DATEBOOK

A calendar of important meetings and
events in the field of communications.

smindicates first or revised listing.

MARCH

March 20-21—Spring meeting, Pacific North-
west CATV  Association. Ridpath hotel,
Spokane, Wash.

March 20-23—Convention of the Institute
of Electrical and Electronics Engineers. New
York Hilton hotel, New Yeork.

mMarch 21—Annual meeting of the Boston
Herald-Traveler Corp, to elect directors and
to transact other business. Statler-Hilton
hotel, Boston,

mMarch 23—Workshop on “Television 1967-
1972, sponsored by the Association of Na-
tional Advertisers. Speakers include Michael
Dann, vice president, programing, CBS-TV;
Edward Grey, vice chairman, MecCann-
Erickson; Lee Rich, president, Mirisch-Rich
Productions: Victor Bloede, executive vice
president, Benton & Bowles; Sterling C.
Quinlan, president of Fields Communica-
tions Center: Charles Besosa, vice president
in charge of national services, A. C, Nielsen
Co.; Samuel Vilt, senior vice president, Ted
Bates & Co.: and Samuel Thurm, vice pres-
i}:lenkt advertising, Lever Bros. Co. New
or

March 23-24—Spring meeting of the Loui-
siana Association of Cable TV Operators.
Ramada Inn, Houma.

March 25—Deadline for entries for awards
for the best use of radio, television and
film productions to make known on-going
programs in library radio-television-film
public relations, sponsored by the American
Library Assoclation. Five awards will be
offered: radio spot, radio program, television
spot, television program, and film. Rules and
entry blanks may be obtained from, and
entries should be submitted to: Miss Kath-
leen Moilz, ¢/o Television Information Office,
745 Fifth Avenue, New York 10022,

March 25-26—Annual meeting of Broad-
casters Association of Puerto Rico. Speakers
include Vincent Wasilewski, president of
National Assoclation of Broadcasters. San
Juan,

March 27—Deadline for national awards en.-
tries from members of National Aecademy
of Television Arts and Sciences and from
television producers,

March 27-—Deadline for reply comments
in FCC inquiry to amend commission
rules to reallocate frequency bands 450.5-451
and 455.5-456 mc to land-mobile use in gen-
eral (other than remote pickup) and to re-
duce to 50 ke spacing between assignable
frequencies in bands 450-450.5 and 455-455.5
me for use by remote pickup broadecast
stations,

March 28 — Deadline for reply com-
ments on proposed FCC rulemaking to es-
tablish a table of assignments for the 20
educational FM channels (channels 201
through 220, 88.1 mc¢ through 91.9 mec).

March 28—Annual meeting of shareholders
of the General Tire & Rubber Co. to elect
directors and to transact other business.
1708 Englewood Ave.. Akron, Ohijo.

March 28—Writers Guild of America I18th
annual awards show. Century Plaza hotel,
Los Angeles.

sMarch 20—Annual luncheon meeting of
the Chicago council, American Association
of Advertising Agencies. Speaker is Sterling
C. Quinlan, president, WFLD(TV) Chicago.
Drake hotel, Chicago.

March 30—Deadline for entries in annual
Alfred P. Sloan Radio-TV Awards for High-
way Safety. Mail entries to Alfred P. Sloan
Radio-TV Awards, 200 Ring Building, Wash-
ingtoh 200386.

mMarch 31—New deadline for reply com-
ments on proposed FCC rulemaking that

REGIONAL SALES CLINICS OF
RADIO ADVERTISING BUREAU

March 23—International hotel, Los
Angeles
April 18—Downtowner motor inn,

New Orleans

April 21—Sheraton Blackstone, Chi-
cago

May 10—Hyatt House motor hotel,
Burlingame, Calif.

May 11—Cherry Creek Inn, Denver
May 12—Town House motor Inn,
Omaha

May 22—Schine Ten Eyck hotel, Al-
bany, N. Y.

May 26—Sheraton Barringer
Charlotte, N. C.

June 12—Boston Statler Hilton, Boston
June 16—Sheraton hotel. Philadelphia

hotel,

would require all existing class C FM sta-
tions operating with less than 50 kw to
boost their minimum power output to 50
kw within fAve years. Proposal also calls
for the operation of all new FM's in this
category with a minimum of 50 kw. Cur-
rent commissiont i‘ules require that class C
FM's operate with at least 25 kw.

March 31—Deadline for comments in FCC
inquiry into possibilities of using radio for
the promotion of highway safety. The com-
mission has urged that the comments be
tendered on the broadest possible basis,

March 31—Entry deadline for annual awards
competition for outstanding publc-service
journalistic achievements, sponsored by
Deadline Club of New York. Entries may be
submitted from daily newspapers, wire
services, radio and television stations in the
New York metropolitan area. Entry forms
and additional details may be obtained from
Robert McDevitt, Deadline Club Awards,
Arthur Young & Co., 277 Park Avenue, New
York 10017,

March 31-April !—Region 3 conference of
Sigma Delta Chi, professional journalistic
soclety, Columbia, S, C.

March 31-April 2—Convention of the Na-
tional Associatien of FM Broadcasters. Con-
rad Hilton hotel, Chicago.

APRIL
April 1—Technical committee meeting and
board of directors dinner meeting of the
Association of Maximum Service Telecast-
ers. Sheraton-Blackstone hotel, Chicago,

April 1—Technical committee meeting and
executive committee meeting of the Asso-
ciation on Broadcasting Standards. Conrad
Hilton hotel, Chicago.

April 1—Region 2 conference of Sigma Del-
ta Chi, professional journalistic society.
American University, Washington.

April 2—Fourth annual meeting of Society
of Broadcast Engineers. Conrad Hilton hotel,
Chicago.

April 2—Membership meeting and board of
directors meeting of the Association of Max-
imum Service Telecasters. Conrad Hilton
hotel. Chicago.

April 2—Board of directors meeting and
membership meeting of the Association on
Broadcasting Standards. Conrad Hilton hotel.
Chicago.

mApril 2—Annual meeting of Daytime Broad-
casters Association. Conrad Hilton hotel,
Chtcago.

April 2-5—Forty-fifth annual convention of
National Association of Broadcasters. Con-
rad Hilton hotel, Chicago.

April 2-5—Annual convention of the Tele-
BROADCASTING, March 20, 1967



All the gang at the client’s will love you for recommending the CBS Owned radio stations.

A O

X X0 X X Xa)

X I XTX

They should. Nobody ever listens harder to your commercials than the people who listen
to audience involvement radio. And when people listen hard, they buy. What could be more endearing than that?
THE CBS OWNED RADIO STATIONS
Audience Involvement Radio

WCBS New York, WBBM Chicago, WCAU Philadelphia, WEEI Boston, KMOX St. Louis, KNX Los Angeles, KCBS San Francisco,
Represented by CBS Radio Spot Sales.
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..... Anniversary of MetroTV Sales
as a special occasion to salute
the aggressive and imaginative
station managements for
whom we work,whose exciting
program schedules have made
1t possible for us to achieve
significant national spot sales
increases for every one of
our represented stations in the
first two months of 19967—our
quinquennial year.

MetroTV Sales’ 75 trained
station specialists in 7

offices throughout the
country would like...



henk. ...

WNEW-TV New York
KTTV Los Angeles
WEFLD-TV Chicago
WTTG  Washington,D.C.
KPLR-TV St.Louis
WTTV  Indianapolis-
Bloomington
WCIX-TV Miami
KMBC-TV Kansas City
WVUE  NewOrleans
KCPX-TV Salt Lake City
WPTA FortWayne

*Estimated air date Fall, 1967

A Division of Metromedia, Inc.
New York, Chicago,

San Francisco, Los Angeles,
St.Louis, Philadelphia,
Atlanta.



SPOTMASTER
ki Tape

Cartridge

« o« from
industry’s
most comprehensive

line of cartridge tape equlpment.'

. Enjoy finger-tip convenience
with RM-100 wall-mount wood
racks. Store 100 cartridges in
minimum space (modular con-
struction permits table-top
mounting as well); $40,00 per
rack. SPOTMASTER Lazy
Susan revolving cartridge wire
rack holds 200 cartridges. Price
$145.60. Extra rack sections
available at $12.90.

Write or wire for complete details.
i T a-al e

BROADCAST ELECTRONICS, INC.
8800 Brookville Road
Silver Spring, Maryland

SUBSCRIBER
SERVICE

Please include a BROADCASTING address label

whenever you write about your subscription.

TO SUBSCRIBE mail this form with payment.
Mark [0 new subscription or [ renew present

subscription.
Subscription rates on page 7.

M\

Y

new address, including ZIP code, below. Please

ADDRESS CHANGE: Attach label here and print

allow two weeks for processing.
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Home

name

B

state

£
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BROADCASTING
1735 DeSales St., Washington, D, C. 20036
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vision Film Exhibit organization. Conrad
Hilton hotel, Chicago.

April 3—Deadline for reply comments
to FCC on guestion of whether private en-
titles should, or legally can, be authorized
to operate their own private communica-
tions satellite systems.

April 3—6th annual programing and sales
seminar sponsored by Mark Century Ceorp.
The topic will be: "Radio—the big sale.”
Panelists include Phil Nolan, national radio
programing manager of Westinghouse
Broadeasting Co.. Thomas €. Harrison,
president of Blair Radio, and Kent Burk-
hart, vice president and general manager
of WQXI Atlanta. Conrad Hilton hotel,
Chicago.

April 5—Deadline for comments in FCC
inquiry on need to establish rules for FM
broadcast translators similar to those in
existence for TV translators. Comments are
specifically invited on such things as limita-
tions on use of FM translators, channels in
which they should be authorized, power,
and equipment specifications. Rules will be
proposed at later date in event need and
demand exists for such service, the com-
mission said.

April 5—Deadline for comments on
proposed rulemaking that would
hibit AM, FM, and TV licensees from
broadcasting “station-identification an-
nouncements, promotional announcements,
or any other broadcast matter” that either
leads or attempts to lead listeners to be-
lieve that a “station has been assigned to
a city other than that specified in its M-
cense.”

April 7-—Regional conference of Sigma
Delta Chi, professional journalistic soclety,
for members in Indiana, Illinois, Kentucky
and Wisconsin. Indianapolis.

Aprfl 7-8--Meeting of the Alabama AP
Broadcasters Assoclation. Carrlage Inn
motor hotel, Huntsville.

April 7-8—Region 4 conference of Sigma
Delta Chi, professional Journalistic society.
Kent State University, Xent, Ohio.

FCC's
pro-

April 7-8—Region 7 conference of Sigma
Delta Chi, professional journalistic society.
University of Missouri, Columbia.

April 7-13—Third annual MIP-TV Interna-
tional Television Program Market. Palais
deg Festivals, Cannes, France, For informa-
tion coentact Mr. Charles Michelson, 45 West
45th Street, New York 10036. Telephone
PLaza 7-0695.

April 10—Annual meeting of stockholders
of Wometco Enterprises Inc. Miami.

EApril 13-—Annual meeting of stockholders
of Aveco Corp. to elect directors and to
transact other bhusiness. Hotel Dupont, Wil-
mington, Del.

April 14—Annual meeting of the Michigan
AP Broadcast Association. Capitol Park Inn,
Lansing.

®April 14—Spring meeting of the Indiana
AP Broadcasters. Essex House, Indianapolis.

April 14-15—Meeting of the Alabama AP
Broadcasters. Huntsville,

wApril 14-15—Two-day forum on defamation
privacy sponsored by the Practing Law
Institute. Statler-Hilton hotel, New York.

mApril 14-16—Region 8 conference of Sigma
gell;.a. Chi, professional journalistic society.
allas.

mApril 15—National convention of the east-
ern sectlon of the Intercollegiate Broadcast-
ing System. Luncheon speaker will be R.
Peter Straus, president of the Straus Broad-
casting Group. University Heights campus
of New York University, New York.

mApril 15-16—Annual national convention of
the western section of the Intercollegiate
Broadcasting System. Speakers include Var-
ner Paulsen, program director of KNEW
Oakland, Calif., and Ney Landry, supervis-
ing engineer of the FCC's San Francisco
office. University of California, Berkeley.

April 15-17—Annual spring meeting of

NAB
May
City
May
Palo
May
City
June 4-5—Holiday Inn, Nashville
June 6-7—Sheraton Cadillac, Detroit
June 8-9—Marriott motor hotel, Phil-
adelphia

RADIO PROGRAM CLINICS
18-19—Hotel Utah, Salt Lake
22-23—Rickey's

Alto, Calif.
25-26—Skirvin hotel, Oklahoma

Hyatt House,

Texas Association of Broadcasters. Sheraton
Motor Inn, El Paso.

April 16-18—Annual meeting, Southern
CATV Associadon. Grove Park Inn, Ashe-
ville, N.C.

April 18-18—Meeting of National Educa-
tional Television. Statler Hilton hotel, New
York.

April 18-21 — 101st semiannual technical
conference of the Society of Motion Picture
and Television Engineers. New York Hilton
hotel, New York.

April 18-25—Fifteenth Cine-Meeting of the
International Film, TV-film and Documen-
tary Market (MIFED). Milan. Italy. Infor-
mation may be obtained from MIFED Largo
Domodossola 1 Milano, Italy.

April 17-183—Spring meeting, Mid-America
CATYV Association. Broadmoor hotel, Colo-
rado Springs.

mApril 17-18—Special dinner-reception and
briefing session for staff and elected heads of
advertising agency associations throughout
the free world sponsored by the American
Association of Advertising Agencies. Speak-
ers include Willlam W. Weilbacher, pariner,
Jack Tinker and Partners, and Thomas
Wright, vice president of Leo Burnett Co.
Sky Club and New York Hilton, New York.

April 18-20—Fifth instructional radio tele-
vision conference sponsored by the instruec-
tional division of the National Association
of Education Broadcasters, the Electronics
Industries Association and the Educational
Media Council. Biltmore hotel, New York.

® April 19—New deadline for reply com-

ments on FCC’'s proposed rulemaking that .

would prohibit AM, FM and TV lcensees
from broadcasting '‘station-identification an-
nouncements, promotional announcements,
or any other broadcast matter” that either
leads or attempts to lead listemers to be-
lieve that a "‘station has been assigned to a
city other than specified in its license.”

April 19—Educational Television Stations
division meeting of the National Associa-
tion of Educational Broadcasters.
Garden hotel, New York.

Penn

mApril 19—Annual meeting of the stock- *

holders of General Telephone & Electronics
Corp. to elect directors and to transact other
business. California Masonic Memorial
Temple, San Francisco.

April 20—Deadline for reply comments in
FCC inquiry on need to establish rules for
FM broadcast translators similar to those in
existence for TV translators. Comments are
specifically invited on such things as limita-
tions on use of FM translators, channels in
which they should be authorized, power,
and equipment specifications. Rules will be
proposed at later date in event need and

demand exists for such service, the com-~

mission said.

April 20—Peabody Awards Luncheon. Ho-
tel Pierre, New York.

mApril 20-23—50th anniversary annual meet.

ing of the American Association of Adver- .-

tising Agencies. The Greenbrier, White Sul-
phur Springs, W, Va.

April 20-21—Annual spring meeting of Ore-
gon Association of Broadcasters. Speakers
include Vincent Wasilewski, president, Na-
tional Association of Broadcasters. Maverick
hotel, Bend.

April 20-22—-Seventh annual convention,
BROADCASTING, March 20, 1967



‘““Mother?”

Rosalind Russell and Maximilian Schell star with Richard Beymer
and Jack Hawkins in the film adaptation of Peter Shaffer's prize winning
play (New York Drama Critics’ Circle Award): ‘‘Five Finger Exercise.”
One of Screen Gems' Post-1960 Feature Films for Television, Volume I1.

Screen Gems &£
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Texas CATV Association, Marriott motor
hotel, Dallas.

April 20-23 — Annual spring meeting of
Mississippi Broadcasters Association. Edge-
water Beach hotel, Biloxi.

April 21-22—Annual spring meeting of West
Virginia Broadeasters Association. Holiday

Inn, Huntington.

mADril 21-29—Seventh annual '"Golden Rose
of Montreux” television contest sponsored
by the European Broadcasting Union (EBU)
and organized by the City of Montreux in
collaboration with the Swiss Broadeasting
Corp. Montreux, Switzerland.

mApril 22—Final deadline for film entries in
the 14th International Advertising Film
Festival, 1o be held in Cannes, France, spon-
sored by the Screen Advertising World As-
sociation. Information may be obtained from
Movierecord Inc., 845 Third Ave., New York,
SAWA's U.S. representative.

__ OPEN MIKE®____

Papers lead in vodka ads

EbpiTor: It seems that newspapers are
getting more and more desperate in
their attempts to convince advertisers
that they are not really in an electronic
age, and that the newspaper is not yet
really obsolete as Marshall McLuhan
would indicate.

Among the things they are doing is
trying to make statistics lie. I am re-
ferring to a full-page ad, which is ap-
parently appearing in daily papers
throughout the U. S.

It makes the statemnent that, for two
years, advertising for Heublein’s Smir-
noff vodka appeared in newspapers
only, and newspapers still claim the
largest share of their budget. They are
obviously hoping the general public is
not aware that television or radio does
not accept hard-liquor advertising.

I don’t know how more dishonest it
is possible to get. . . .—Geoffrey Stir-
ling, president, CKGM-AM-FM Montreal.

Antipodal necessity

EpiTor: Would you kindly airmail the
latest issue of your YEARBOOK to the
above address. 1 am currently planning
a trip to the U. S. and the most recent
issue which I have is for 1964.—K. R.
Parham, general manager, 5KA Broad-
casters Pty. Ltd., Adelaide, Australia.

(Copy on the way. The 1967 YEARBOOK
is %r ced at $5. Orders should be addressed
to BROADCASTING, 1735 DeSales St., N. W.,
Washington 20038.)

Encouraging word

EprTor: Perhaps another letter would
be the best way for me to thank you and
your readers for the wide response to
my letter seeking information about
biind broadcasters. The fact that there
are announcers who are blind is en-
couraging.—Ray Slaton, Florida School
for the Blind, St. Augustine.
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The new HR
"360”communications system
will deliver availabilities
faster than you can
read this ad.

No more TWX. Or mail requests. No more
telephone calls.

No more finger-tapping delays.

Or costly errors.

Now — for the first time — routine
communications to and from regional offices and
stations will be transmitted directly to the
computer. Department-to-departiment processing
and handling will be sharply reduced. Result: a
streamlined flow of information from station
to representative to timebuyer. And back again.

H-R's new ‘360" electronic communications
system will reduce availability submission time to

minutes. It's at least six times faster than TWX.
It will provide national and local sales and
research data that's more complete ... more
accurate . . . and more up-to-the-minute

than ever before.

This newest H-R breakthrough is the latest
step in our pioneering data processing program
to make Spot easier to buy — and to sell.

The first phase of our new **360” communi-
cations system has already started. If you'd
like more details, contact H-R.

We'll give you the whole story.

Fast.




MONDAY MEMO from STEVE TART, Tatham-Laird & Kudner Inc., New York

The shape of advertising to come

The year 1967 will see the American
public bombarded by more than $16
billion worth of advertising.

One thing is certain: $16 billion
worth of advertising exposure will have
an important effect on the mass media
we use and the consumer we try to
reach. For example:

# New and improved media forms
will come to the fore. A fourth televi-
sion network will come into being.
More UHF’s will begin operation. Some
selected vertical trade books will begin
publication. Other publications will
open new departments. In short, there
will be more carriers available to the
advertiser.

» Media will come increasingly selec-
tive in delivery of audiences. Broadcast
programing is becoming increasingly
selective. In radio there are stations for
teen-agers, the past-40s, the affluent, the
ethnic and racial groups. In markets
where there are five or more television
stations, outlets are beginning to develop
certain personalities of their own and.
in turn, attract viewers who are most
attuned to these personalities.

In print, the examples are obvious.
There seems to be a specialized feminine
publication edited for almost every age
group between 13 and 50, There’s a
book for almost every sport and almost
every hobby and interest.

» The effectiveness of mass media ad-
vertising will probably continue to de-
cline. In broadcast, the trend toward
more advertising messages per hour
won’t abate. It’s hardly the exclu-
sive acts of the broadcasters that are
causing this, Advertisers themselves, and
their agencies, want to split their time,
i.e., piggyback. Unfortunately, this
phenomenon is parallel to the increasing
use of program time to advertise the
following show and next week’s show.

From recall studies we know that as
the number of commercial interruptions
g0 up in an hour, the level of advertise-
ment recognition goes down. So, too, as
the number of advertising pages go up
in a publication, the chances of each
individual advertisement being read goes
down.

= There will be advertising messages
where there were none before. The thrust
for exposure will mean that station’s
spots which previously went begging
will now be sold. This will be true
whether the station is a sixth-ranked
TV outlet in a particular market or
an FM station geared to quality pro-
graming. (Of course, some media will
simply translate this higher level of de-

2

mand into higher rates.)

More Consumer Choice = From the
consumer’s standpoint there will be
more media choices available and these
choices will be increasingly pronounced.
It's easier to decide between a situation
comedy and coverage of the local
basketball team than between two situa-
tion comedies. There will be more ad-
vertising messages no matter which way
the consumer turns.

In response, one fashionable adver-
tising school of thought calls for bright-
er, fresher, more provocative advertis-
ing. Another says that we have to pound
home the basic sales point again and
again just to get through.

In both schools attention is concen-
trated on the creative product. Yet the
situation is basic to all departments: re-
search, merchandising, media.

Two responses becoming increasingly
important are “segmentation” and “ex-
ploitation.” With the soaring rates,
fragmentation of media and diminishing
value of the standard advertising unit.
it is becoming more and more inefficient
—and perhaps pointless—to assume all
America as the target group. This is true
in product positioning, advertising
strategy or media selection.

The Market Defined = In recent years
the research organizations have made it
relatively easy to define the market
segmentation of any product or service
category as well as the various brands
within the category by almost every
imaginable demographic variable. But
even more important, the triangulation
can now be completed. The various
demographic groups can be related to
their use of media. Through the use of
computers, all sorts of combinations can
(and should) be explored for coverage
and efficiency.

But locating the prospect and isolat-

ing the right media combination is only
a part of the task. The other side of
the equation is to reach the prospect.

The Elephant = There’s a wonderful
museum up in Bridgeport, Conn., that
sheds light on how to approach this
problem. The museum holds much of
the memorabilia from P. T. Barnum’s
various and glorious enterprises. There’s
a magnificant stuffed replica of the
huge elephant, reported to be the largest
in the world, that Phineas bought from
the London Zoological Garden in 1882,
He paid $10,000 for her, but she had
paid her way many times over before
she was hit by a train in Canada—
simply because the acquisition greatly
enhanced the reputation of Barnum’s
circus and, accordingly, all the acts in
it. So even after she was gone, the fact
that the elephant had been acquired
continued to enhance the reputation of
the circus and the showman.

In short, Phineas never missed a trick.
He exploited every opportunity to make
things stand out by making them appear
different. This exploitation is the very
essence of show business. And it’s a
prime requisite for media planning in
today’s $16-billion maelstrom.

This show-business approach finds ex-
pression in many wavs. The Bridge on
the River Kwai on TV was a classic.
The Xerox specials and General Tele-
phone & Electronics Corp.’s recent un-
derwriting of next season’s CBS Play-
house are other examples.

Advertising expenditures are increas-
ing to the point where their very size
is making it harder to effectively reach
the consumer. This has important bear-
ing on all phases of advertising activity,
and will undoubtedly make sophisticated
efforts at market segmentation and also
show-business-oriented exploration all
the more important.

Stephen M. Tart Jr. has been VP and
media director of Tatham-Laird & Kudner
Inc., New York, since June 1966. He joined
the agency's Chicago office as an account
executive in 1959. Earlier he had been as-

sistant to the president of Eversweet Coro.
and market analyst for Inland Steel Co.'s
commercial-research division.
was graduated magna cum faude from
Vanderbilt University in 1954 and is a
member of Phi Beta Kappa.

Mr. Tart
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We build Programs tg megy the
Specialized Needs ang interests of
the vigorgyg New Haven Market.

Nd we're the only station on the
dial thay does

e I professiona]
Sports staff k
Needs of
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...now No.300 joins the
RCA ships 300™ TK-42

“Big Tube”

Color Camera

No. 300 went to ' WTAR-TV in Norfolk, Va.,
making a total of thres TK-42’s at this station for
providing the finest in live color pictures. Others
have gone to similar group-owned stations,
independent and network-owned stations,
U.S. Government and foreign broadcasters,

The overwhelming preference for the
“Big Tube” TK~42 among top stations that
have carefully researched their color camera
requirements has created an unprecedented
demand. This has now stepped up production
to such a rate that over 400 are expected

to be in service during May 1967, .

Use of a 414 -inch image orthicon in the
separate luminance channel is an exclusive
feature. Besides improving color picture
quality, the “big tube” assures highest quality
pictures on black-and-white sets.

Broadcasters everywhere who are now using
the TK-42 tell of its superiority in producing
consistently better color pictures—including
ability to handle details too fine to be passed by
the chrominance cireuits. No wonder color
pictures are getting better and better!

* For more information about the TK-42 Color Camera call your RCA Broadcast Representative.
Or write RCA Broadcast and Television Equipment, Building 15-5, Camden, N. J.

® THE MOST TRUSTED NAME IN ELECTRONICS
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“Growing Pains in the Statehouse”

For more than 100 years, members of the
Indiana General Assembly have had only 61
days every other year to conduct the business
of the state. WSJV-TV (South Bend-Elkhart),
a member station of the Communicana Group,
saw the need for modernization and reform.
Working in cooperation with The Elkhart
Truth, WSJV-TV produced ‘‘Growing Pains
in the Statehowse,”” a half-hour prime time
documentary. News Directer Mike Eisgrau and
his film crew went to the state capitol to gather

information, interview legislators and pinpoint
the problems. In an editorial during the telecast,
John F. Dille, Jr., president of the Communi-
cana Group, recommended annual sessions of
the Assembly, higher pay for legislators, and a
legislative service bureau.

The result? Reforms already have been enacted,
and many problems are well on the way to solu-
tion. We’re proud to have had a part in relieving
some of the ‘‘ Growing Pains in the Statehouse.”’
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& THE COMMUNICANA GROUP v
5 g WSJV”TV SOF I
« = \\V“ 7,
<O < & 2,
5 o 2

z Zz A~

g 3 SOUTH BEND= ABC .

o 2 e

5 8 ELKHART = !.

= k- The Communicana Group also includes WKJG-TV, AM and FM, Ft. Wayne; %

; g WTRC-AM and FM, Etkhart; and The Elkhart Truth (Newspaper) (/,9[ “&\}‘F
~ (NDIANA COMMUNICATORS Z JOHN F. DILLE, JR., PRESIDENT 9 gy\is
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FCC is lashed in the House

Broadcasters, too, feel sting of blast from

an aroused Chairman Staggers who charges commission

with trying to act in secret on pay television

The broadcasting industry and the
FCC alike heard the howl of a re-
awakened watchdog on Capitol Hill
last week.

It was the House Commerce Commit-
tee, which snapped and snaried at the
commission in connection with a wide
range of topics—pay television, broad-
caster editorializing, station sales, pro-
gram regulation among them—but not
in a manner to comfort broadcasters.

Commerce Chairman Harley Staggers
(D-W. Va.) said he was concerned
with the “vast” wealth and power of
broadcasters and raised questions as
to what part the “communications in-
dustries” should play in attempting to
control public policy, the broadcaster’s
responsibility in “truth in advertising,”
and “commercial media’s” role, if any,
in promoting violence.

Not since the late 1950’s, when for-
mer Representative Oren Harris (D-
Ark.) was chairman and the commit-
tee was flailing away at broadcasters
and the commission in connection with
the quiz show, payola and ex parte
scandals, has it seemed so intent on
overseeing commission regulation of
the broadcasting industry.

An Aroused Staggers = Particularly
surprising was that the toughest line,
during what had been expected to be a
routine appearance of the commission
before the committee, was taken by
Chairman Staggers.

The congressman, who succeeded
Representative Harris in the chairman-
ship last year, has until now been un-
aggressive and, if anything, sympathetic
to the commission. But last week his
pink, round cheeks under his silvery
hair turned crimson and his normally
soft voice took on a cutting edge as he
lashed out at the commission.

He appeared particularly concerned
with what he regarded as a commission
effort to draw a veil of secrecy over its
consideration of the pay-TV question
—an attitude that baffled the commis-
sion in view of the liaison it has main-
tained with the committee on the sub-
ject. He was later reported polling mem-
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bers of his committee last week to
determine whether they want to in-
vestigate the pay-TV question.

His opening statement covered a
wide range of subjects and reflected a
concern that the broadcasting industry
has “overnight” grown rich and, under
slack government regulation, possibly
unduly powerful. He noted that Fred
W. Friendly, former president of CBS
News, in his book on his experiences,
describes network broadcasting as a
“profit machine” and observes that the
system requires commercial profit to
be the chief basis for determining how
far public-service programs will be
permitted. The book, “Due to Circum-

Rep. Staggers

stances Beyond Our Control,” is ap-
pearing in condensed form in Life (see
page 72).

“Nobody as yet has mapped out the
proper field for the activities of the
communications industries,” Chairman
Staggers said. “Under the leadership
of energetic and capable men, they are
in the process of conquering for them-
selves a vast and apparently boundless
empire of influence and profit.”

Questions = “A number of disturbing
questions have arisen regarding their
operations and their apparent tendency
to expand,” he said. “Some of these
questions might be stated thus: How

Rep. Macdonald

far do the legitimate interests of the
communications industries go beyond
communications itself? What role
should the communications industries
play in controlling, or attempting to
control, public opinion, and therefore
in setting public policy? What respon-
sibility, if any, do the communciations
industries have for what is commonly
called ‘truth in advertising? Should
the communications industries take any
position in the matter of public moral-
ity? What effect does violence and
crime and immorality as depicted
through commercial media have in
promoting violence and immorality in
real life?”

il
Rep. Moss

Chairman Staggers then said he
would seek an answer to these ques-
tions while reminding the FCC that
the commission is the agent of the
public and an arm of Congress. “The
FCC,” he said, “does not exist solely
to hand out allocations of the electro-
magnetic spectrum to applicants as
they appear. A young and ambitious
and powerful and potentially most use-
ful giant must be trained to the routine
of public responsibility and service.”

He added that such regulatory re-
sponsibility requires “imaginative fore-
sight of the highest order and firm
commitment to social well-being.” He
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FCC IS LASHED IN THE HOUSE continued

said that if the FCC does not have the
tools necessary to perform this duty,
the need should be made known, and
that all segments of society, includ-
ing the communications industries,
will respond to “active and prudent
leadership. But it is your peculiar task,”
he told the commissioners, “to supply
that leadership—before it is too late.”

The tone and in some respects the
substance of Chairman Staggers’s re-
marks were echoed in the comments
of the new chairman of the committee’s
Communications Subcommittee, Rep-
resentative Torbert Macdonald (D-
Mass.}, and of Representative John
Moss (D-Calif.). Representative Moss,
who gave up his place on the Commu-
nications Subcommittee to take the
chairmanship of the Commerce and
Finance Subcommittee, said he has
more than 90 questions he will submit
to the commission.

Other Critics » But their criticism,
growing apparently out of the feeling
that the commission has been too lax
in its regulation of the broadcasting
industry, contrasts with the nature of
the criticism the commission has re-
cently encountered on Capitol Hill—
based on the feeling the agency was
exceeding or misusing its authority.

It was the House Commerce Com-
mittee, under the urging of former
Representative Walter Rogers (D-
Tex.), then Communications Subcom-
mittee chairman, that forced the com-
mission in 1964 to drop plans for
adopting as a rule the National Asso-
ciation of Broadcasters’ commercial
code standards (BROADCASTING, Jan.
20, 1964). The same committee last
year, however, adopted with few
changes the CATV bill the commission
had suggested. The measure, however,

Senator Stennis scolds television newsmen

Chairman John C. Stennis (D-
Miss.) of the Senate Ethics Com-
mittee investigating the affairs of
Senator Thomas J. Dodd (D-Conn.)
last week rebuked television news-
men for interviewing a witness dur-
ing recess.

The criticism came after TV re-
porters, whose cameras are barred
from the hearing room, questioned
James Boyd, a former aide to Sena-
tor Dodd, outside the chamber. Mr.
Boyd recounted in front of the
cameras the testimony he had given
to the committee.
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died in the House Rules Committee.
And the most criticism the commission
has encountered before the Senate
Commerce Committee has been in
connection with the agency’s plans for
limiting network ownership of pro-
graming and tightening up the multiple-
ownership rules as they apply to the
top-50 markets.

Some observers ascribed the abrupt
change in the committee’s approach to
the fact that Representative Staggers,
after a year in learning his job, is
ready to assume an active leadership
role. Another reason to which some
attributed the change was in the re-
cent appointment of Robert Lishman
as counsel of the Investigations Subcom-
mittee and as communications special-
ist for the full committee. He was
counsel of the committee’s old Over-
sight Subcommittee, which conducted
the headline-producing investigations of
the late 1950%.

After this introductory statement by
Representative Staggers, its was as if
the FCC members and the committee
had gathered for a routine hearing to
orient the members of Congress on the
problems and responsibilities of the
FCC and then thrown the script away.

After FCC Chairman Rosel H. Hyde
read his prepared text, the complexion
of the discussions changed with a
corresponding change in the complexion
of the participants, who exhibited
varying shades from pink to crimson.
At one point, Representative Staggers
accused the commission of “trying to
put one over” on the public and Con-
gress and promptly called for hearing
on the matter at hand, which at that
time was pay television.

For the most part, the grilling of the
commission was performed by the

In objecting, Senator Stennis
said: "I totally disapprove of the
networks coming in here and taking
any witness who has not completed
his testimony or been cross-examined
and interviewing him.

“I think that’s totally out of
order with the procedure we're try-
ing to maintain here,” he added.
“I think what you are doing with
reference to these witnesses is un-
fair to the committee.”

The committee has been holding
a hearing into charges against Sen-
ator Dodd.

Democratic members of the committce.
The suggestion was apparent that most
of the members of the majority where
men who would make more than a
cursory foray in FCC affairs and who
planned to scrutinize such matters.

Tall Towers = Representative Staggers
also noted his concern over safety
requirements for broadcast station
towers. He said the committee would
inquire into the renewal of station li-
censes, such as the ones that elicited the
vigorous dissent of Commissioner
Nicholas Johnson recently (BROAD-
CASTING, March 13); expressed his in-
terest in the possibility of “trafficking”
in station licenses; stated his concern
with crime on television and with com-
mission consideration of complaints
about broadcasting fairness in editor-
ializing and political coverage.

On the last point, he particularly
seemed disturbed about an article in
Newsweek magazine last week that
said the commission was planning to
pigeonhole campaign coverage com-
plaints by former Representative Harold
Cooley (D-N. C.) and former Cali-
fornia Governor Pat Brown. All com-
missioners denied giving any such in-
dication and Commissioner Kenneth
A, Cox said he had talked with a
Newsweek reporter recently but had
never said the commission planned to
ignore the complaints. FCC General
Counsel Henry Geller also said the
matter was still being processed and
that no decision has been made.

Questions arising from the editorial-
izing, endorsing and commentary by
broadcasters were the first broad issue
that confronted the commissioners.
Communications Subcommittee Chair-
man Macdonald commented that the
issue of fairness during election cam-
paigns by no means becomes academic
after the campaign. And Representa-
tive Moss also said negotiations with
California stations for a chance to
reply to editorial comments had lasted
for weeks, indicating the stations’ lack
of eagerness to give a chance to reply.
The commission was also asked to
provide results of surveys it takes
around election time about stations’
handling of campaign coverage and
questions of fairness.

The major issue of the hearing re-
volved around the commission’s pay-
television proceeding. Representative
Macdonald opened up the line of
questioning by pointing to a casual
statement Chairman Hyde had in his
written statement that he omitted dur-
ing his oral presentation. Representa-
tives Staggers and Macdonald expressed
amazement that the commission seemed
on the verge of making a decision on
pay TV without the committee being
aware.

Commissioners Hyde and Cox said a
study is being made and indicated
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Attention Mr. Staggers—the record on the FCC and pay TV

Representative Harley Staggers’s
(D-W.Va.) profession of shock and
rage last week at the “news” that the
FCC was heading toward a final de-
cision on the pay-TV question had
members of the commission and in-
dustry observers shaking their heads
in disbelief.

For the commission's interest in
the matter of authorizing pay TV on
a nationwide basis has been some-
thing less than a closely guarded
secret over the past 15 years. The
commission regularly supplies the
Commerce Committees of both Sen-
ate and House with copies of its ac-
tions in the proceeding.

And among the documents is the
notice of proposed rulemaking, is-
sued last March, in which the com-
missjon suggested rules to provide
for a nationwide over-the-air system
of pay TV (BROADCASTING, March
20, 1966). The notice, futhermore,
made clear the commission would
welcome congressional guidance in
the matter.

The commission’s interest in re-
solving the question soon stems from
the very age of the proceeding. It
was born on Feb. 25, 1952, when

that recommendations would be forth-
coming from a committee of commis-
sioners within the month, after which
time the full commission would con-
sider the proposals and either refer
them for further study, accept them
or reject them. They also said the
issue had been under study since 1953
and that the FCC had kept the Com-
merce Committee appraised of its
progress in the past. However, Chair-
man Staggers and Representative Mac-
donald said they had never been in-
formed. It was then that Chairman
Staggers called for prompt hearings.
Representative Macdonald said he was
concerned that the FCC would make
the decision without consulting Con-
gress and airing the substantial opposi-
tion to pay-TV. Chairman Staggers
emphasized he was not for or against
pay TV.

Complaints on Procedure ® Another
discussion was held on the issue of
inaction and delay on the part of the
FCC with Representative John Dingell
(D-Mich.) commenting that some of
the issues before the commission when
he joined the Commerce Committee
11 years ago were still pending. He
wondered whether the commission was
not in a “management crisis.” He added
that “it is literally incapable of coming
to successful resolution of the prob-
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Zenith Radio Corp., petitioned the
commission to authorize subscription
television. The company had been
experimenting with pay-TV systems
for 20 years, and in 1947 had an-
nounced the first of its Phonevision
systems.

Congress Enters = Congress be-
came involved in the question in
1956, when the Senate Commerce
Committee held hearings on pay tele-
vision. And in 1958 former Repre-
sentative Oren Harris (D-Ark.), then
chairman of the House Commerce
Committee, slowed down commis-
sion plans for a far-flung test of pay-
TV with an invitation to the commis-
sion to discuss the matter with his
group before authorizing any tests,

In 1959, finally, in a third report
in the proceeding, the commission
invited applications for trial subscrip-
tion-TV systems on a carefully con-
trolled basis. It was on Feb. 24,
1961, that the commission approved
an application for a test of Zenith’s
system on RKO General Inc.’s wHCT
(tv) (ch. 18) Hartford. However, it
wasn’t until the issue had been car-
ried all the way to the Supreme
Court by pay-TV opponents that the

lems.”  Representative Dingell and
other members expressed concern
particularly over the problem of spec-
trum allocation and land-mobile-radio
use, He asked whether the issue might
not be better handled by another
agency, in the manner that aviation
matters are divided between the Fed-
eral Aviation Agency and the Civil
Aeronautics Board.

To this Chairman Hyde disagreed,
pointing to discussions, studies and con-
tinuing concern with the situation.

Another discussion involved the regu-
lation and control of broadcasting.
Representative Paul Rogers (D-Fla.)
and Representative Moss questioned if
the apparent reliance on ratings and
advertising support of programing was
a better control than that of a public
agency. Commissioner Lee Loevinger
said he did not believe advertisers
controlled broadcasting. “It is the
broadcaster, although I am sure that
the broadcasters are influenced by
their desire to sell advertising,” he
added. “To answer you candidly, 1
believe in a manner that might shock
you, in my judgment I would rather
have the determination as to the pro-
grams to be presented to the American
people made by the multiplicity of ad-
vertising andfor broadcasters than by
a single government agency.” Rep-

way was cleared for the test, which
began on June 29, 1962,

Zenith and Teco Inc., which was
established to develop and market
the Phonevision system, petitioned
the commission in March 1965 to
authorize pay television on a nation-
wide basis. At the same time, RKO
General asked for a three-year ex-
tension of its authority to test the
Phonevision system.

The commission in May 1965
granted RKO General’s petition and
in the following March issued the
notice of proposed rulemaking look-
ing to the establishment of a pay-TV
system, Comments were requested
by Sept. 1. The unusually long period
of time for comments was decided
on, the commission said in the notice,
to give Congress the opportunity to
act on the matter, “if it so desires.”

A three-member committee of
commissioners — James J. Wads-
worth, Kenneth A. Cox and Robert
E. Lee, with Commissioner Wads-
worth as chairman—has the job of
reviewing the comments and making
recommendations to the commission.
The committee is said to be a month
away from making its report.

resentative Moss replied that he found
Commissioner Loevinger’s first answer
to be “unbelievably naive.”

Among other topics covered, the
committee questioned the FCC about
its regulation of CATYV, the pending
copyright legislation and the need for
the CATV bill reported out by the
committee last year. The reply was
that the commission felt that although
the pending copyright legislation might
require some changes in FCC regu-
lations, it would be adequate to re-
solve many of the controversies con-
cerning CATV. The subject of broad-
casting of election returns was also put
forward by Representative Lionel Van
Deerlin (D-Calif.). Chairman Hyde
said any move to restrict election cov-
erage would be opposed to general
beliefs in freedom of information but
supported possible legislation to re-
quire a uniform 24-hour voting day
throughout the country. Representative
J. Arthur Younger (R-Calif.) com-
mented that delays in the commission
might be eliminated if broadcast sta-
tions and other radio users did not
have to renew their licenses every few
years. Chairman Hyde noted the rea-
son the commission had never made
any such recommendation was that the
members had always been divided on
this matter.
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BROADCAST ADVERTISING

Reps want spokesman for spot

Softness in sales brings proposals from SRA group

that TVB either sell spot competitively against

network or that reps form trade association that will

Outspoken discontent among major
spot-television sales reps over the role
of the Television Bureau of Advertising
is threatening to reshape that organiza-
tion’s goals and perhaps the makeup
of the organization itself.

Spot-TV billings, off significantly in
many markets over the past seven weeks,
and increasing competition from net-
works for tightened advertiser alloca-
tions have combined to challenge the
present role of TVB as a general spokes-
man for all of commercial TV—net-
work, spot and local.

Major forces in the spot industry are
discussing the benefit that would derive
from a trade association selling spot
specifically if not exclusively. And some
are intimating that either TVB ought
to start selling spot against network or
spot should find itself a new spokesman.

Some alarm at the soft state of spot
billings in February and March had
brought station representatives together
for private discussion of their problems,
and last week TVB, sensing the unrest,
called its own meeting. Officials of about
20 station-rep organizations, including
the major independents, network-owned
spot-sales outfits, house reps of major
stations groups and the Station Repre-
sentatives Association, met Monday
(March 13) at TVB headquarters in
New York.

Ostensibly the session had been called
to discuss the first-quarter business but
participants acknowledged that the gut
issue was TVB’s role in a changing tele-
vision economy.

Business Soft = Although the current
restlessness among reps apparently stems
primarily from the soft spot market, it
seems agreed that the evolution in net-
work selling from programs to partici-
pations has been a major long-term in~
fluence. As one rep said: “We and the
networks are all selling the same thing
now-—spot announcements.”

When speaking for quotation, most
reps tended to minimize the extent to
which TVB’s role figured in their con-
cern. They spoke instead of broad ex-
plorations of ways to improve spot
salesmanship, in which TVB’s part was
only one of several.

From private conversations, however,
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it quickly became apparent that TVB’s
role as an impartial salesman for all
television was at the heart of the dis-
content.

One representation company official
predicted that TVB would turn its ex-
clusive attention to spot—or spot would

organize its own sales arm, and that is
the nub of the current discussions, ac-
cording to several other leaders in the
field: whether to continue with TVB
as it is now set up or create a separate
organization to serve as spot-TV’s over-
all sales bureau.

Another approach, it was said, might
be to create a sales arm within the Sta-
tion Representatives Association, which
in the past has concentrated on policy
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