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Calling All Broadcasters

Visit Jerrold

at the '68 NAB Show Chlcago ~ )
March 31 to April 3

Drop in at the Jerrold booth and find out why
broadcasters in CATV use more Jerrold equipment
than that supplied by all the other CATV
equipment manufacturers combined.

Learn the facts about 20-channel systems—
mid-band, single octave, or dual-cable. Whichever
option you choose, Jerroid equipment will

provide the best possible system.

Come join us in cur Hospitality Suite where the
pepular Don Allen will perform new feats of magic.
The Jerrold Hospitality Suite is in the

Conrad Hilton, Rooms 2022-23-24.

Jerrold Electronics Corporation, 401 Walinut St.,
Philadelphia, Pa. 19105. (215) 925-9870.
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WHERE NEWS IS...WE ARE

News can happen any time...and when it
does, KTVI News is ready! We're the only TV
station in St. Louis with reporters and
photographers on duty 24 hours a day. We're
also the only St. Louis station with our own
newsfilm lab. For the best news coverage any
time...anywhere, the best informed St. Louisans
prefer KTVl News.

KTV

ST. LOUIS




The November 1967 ARB Dallas-Fort Worth television
audience estimates show the continuing dominance of
KRLD-TV in the nation’'s 12th ranked television market.

Monday thru Sunday, 9:00 AM to midnight, Channel 4
leads the second station by 26.5% more homes per average
quarter hour; the third station by 53.4% more homes; and
the fourth station by 107.3% more homes.

Contact your H-R representative to take advantage of
KRLD-TV's proven dominance.

\

. represented nationally by m®

KRLD'TV The Dallas Times Herald Station

',“\ CLYDE W. REMBERT, President
Leas —pr, WOk
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Joint venture

Bill to make mandatory all-channel
radic (AM and FM) receivers will be
introduced this week by Representa-
tive Alvin O’Konski (R-Wis.), Meas-
ure, which follows format of all-chan-
nel TV-receiver legislation that became
effective April 30, 1964, would specify
minimum performance capabilities
both as to sets shipped in interstate
commerce and imported for public
sale.

FCC would be called upon (as it
was in ali-channel TV receiver bill)
to specify criteria and minimun qual-
ity of reception capability. Mr. O’-
Konski, licensee of ch. 12 WAEO-TV in
his hometown of Rhinelander, is long-
time broadcaster who in 1946 estab-
lished his first station—FM outlet—
in Merrill, Wis.

Tough move

FCC officials are not trying to con-
ceal surprise over commission line-up
on latest, and hottest, issue—proposal
to limit any station acquisitions to one
per customer per market (see page
23). Commissioner Lee Loevinger's
position as one of prime movers came
as biggest surprise: he has not been
tough on transfers in previous five
years on commission. However, he
says role is consistent with previously
expressed views. Another surprise is
Commissioner Robert E. Lee, since
one -to - customer philosophy could
work against UHF owner, whose
cause commissioner has made his own.

So far, only opponent of proposal
to emerge is Chairman Rosel H. Hyde.
But he will probably have ally in Com-
miissioner James J. Wadsworth, who
was absent two weeks ago when staff
was given instructions to draft rule-
making in case. Commissioner Wads-
worth is known (o feel that concern
over concentrations is exaggerated. As
man who has spent his adult life in
and around politics, he is said to feel
there is no basis for notion that man
who controls media automatrically con-
trols thoughis of public.

Network 30's

Soundings among key affiliates sug-
gest that if any are taking fireworks
to this week’s NBC-TV convention in
New York (March 27-29), they're
keeping their caches hidden. There
had been speculation about big pro-
test against inroads that 30-second
commercials have been making in net-
work time. but influential affiliate
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CLOSED CIRCUIT’

opinion seems to be that, although
there’ll undoubtedly be some squawks,
it's also generally accepted that com-
petitive pressures are behind this
trend and squawks won’t accomplish
much. Another squawk, traditional in
presidential election years, is expected
to be raised against gavel-to-gavel
coverage or political conventions, but
here again it’s felt squawking isn’t
apt to change anything any more this
time than in past.

Thirty-second spois are apt to be
brought up for discussion when ABC-
TV affiliates meet in Chicago next
Sunday (March 31), too—not only by
affiliates but also by ABC-TV Presi-
dent Elton Rule in whar's expected ro
be major speech at their session. ABC-
TV’s pasition, confirmed by affiliates,
is that it's holding line against “shared
30's’—two different advertisers shar-
ing minutes on 30-30 basis— but can-
not be expected to hold out forever if
trend keeps building. Unofficial re-
ports say ABC has rejected orders by
American Tobacco and AT&T that
were contingent on their minutes being
shared 30-30 with other advertisers.
In first speech as president Mr. Rule
is also expected to deal with number
of other subjects including plan,
shelved at least temporarily, 10 length-
en some station breaks by shortening
others.

Staying out

NBC-TV program officials indicate
that network is likely to remain only
one of three not to diversify into ac-
tual production of movies for theatri-
cal release. Explanation is that theatri-
cal preduction and, especially, theatri-
cal distribution are businesses we
know nothing about.” It’s pointed out
that if network were ever to change
its current philosophy about theatrical
movie-making it would be more likely
to buy established company such as
MGM than set up subsidiary organiza-
tion as have CBS and ABC.

NBC'’s financing of theatrical-release
motion picture starring Elvis Presley
is explained as merely way—the only
one—of getting singer to perform for
network on television. Simnilarly finan-
cial backing of movies 1o be made by
Bob Hope and David Dortort are ex-
plained as effort 1o maintain happy
television partnerships. Success of
imovie ventures is said to be of second-
ary importance.

Price of politics

Network news operations this year
will cost even more than expected as
result of changing nature of 1968 pres-
idential race, Networks are reevaluat-
ing coverage plans, increasing number
of “remotes” from primaries, beefing
up convention coverage crews. Addi-
tional cost—*several million more,”
said one news chief—will add con-
siderably to $7 million that ABC and
$10-12 million CBS and NBC each
originally planned to spend on politics
this year.

Senator Eugene McCarthy's strong
showing in New Hampshire and Sen-
ator Robert Kennedy's entrance into
race for Democratic presidential nom-
ination have turned primaries—and
probably convention—into major news
events. ABC, however, is still sticking
by earlier decision to limit convention
coverage to 90 minutes each night
( BROADCASTING, Jan. 22).

Hidden play

There’s more than meets eye in
plan of FCC to broaden its study of
CATYV ownerships to include data on
scope of program origination by CATV
operators. Behind project is possible
policy declaration (after current liti-
gation on FCC's authority to regulate
cable 1s concluded) which could in-
volve *“duopoly” factor.

Presumably what's involved here is
possible conclusion that cable systems
owned by broadcast licensees in same
geographical area could be classified
as constituting more than one “broad-
cast” service. If proposed “one-ro-a-
customer” philosophy is applied (see
lead story page 23) cable could be
constried as second video service in
sdame comununity unless it served pure-
Iy as relay system and did not origi-
nate programs.

Research lab

Rights under recently approved pat-
ent on Edward Wallerstein’s Split-
Cable CATV commercial-testing tech-
nique will be subject of negotiations
beginning this week in New York with
John Adler’s Adtel Ltd. Split-Cable
has been operating for several years in
Port Jervis, N.Y. Adtel split-system
testing was ready to begin in major
southeastern market when Split-Cable
patent, for which Mr. Wallerstein
had applied three times, came through.
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WIBBAGE
DELIVERS

‘212

We've got the ““‘get’’ set* . . . the 18 to 34 group of get-set; get-up-and-go,
get-ahead young marrieds. Put your sales message where the young
moderns get it.

CHARGE!

WIBBAGE

WIBG ¢ Super- CHARGED RADIO 99 in PHILADELPHIA

A STORER STATION +* Represented Nationally by Major Market Radio

*Data used 1s suhject to the limitatlons on accuracy inherent in the method of survey and should be considered estimates. ARB—October/
November 1067, Average Quarier-Hour Ratings—>Metro Survey Area. Monday-Sunday, 6:00 A.M.-Midnight. PULSE—OQctober/December 1367.
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WEEK IN BRIEF

One-to-a-customer proposal is on tap for FCC action
this week. Rule would prohibit any TV, AM or FM fulltimer
from acquiring another fulltime outlet in any broadcast
service in same market. See ...

NEW GROUP BREAKUP...23

RADAR’s second wave of figures from its radio research
project documents medium’s broad reach, provides much
more convincing case for networks in selling product to
advertisers. See . ,

RADAR FIGURES ... 26

Approval of KSAN-TV San Fancisco sale to Metromedia
for $1 million stirs rumblings in FCC over old issue—con-
centration of control of broadcast media. Commissioners
Cox, Johnson, Bartley dissent. See ...

KSAN-TV SALE... 43

FCC's annual report to Congress shows decrease in
complaints about loud commercials but increase in beefs
about licensees, their programing or practices; and from
commission, increase in fines levied. See .

FCC'S REPORT CARD...50

TV will conduct “headstart program” under joint foun-
dation-federal government Children’s Television Workshop.
Ford, Carnegie, Office of Education to fund 26 one-hour
series to reach preschool ghetto children, See . ..

ETV'S ‘HEADSTART'... 62

FCC extends news exemptions from its personal-attack
rules in effort to eliminate objection that present rules
limit broadcast journalism. Exempted will be commentary
in newscasts and in on-the-spot news coverage. See . ..

FCC'S NEWS RULES...70

TV program entrepreneurs converge on Chicago this
weekend for NAB convention; predict 1968 sales will rise
“comfortably.” Growing number of UHF's, local pre-emp-
tion of network programs gives sales boost. See . . .

BULLISH MARKET ... 75

National Association of Broadcasters 46th annual con-
vention expected to break records in attendance and ex-
hibits next week. Big news is 136-plus equipment ex-
hibitors on hand to display wares. See . ..

RECORD BREAKING TRADITION ... 104
OFFICIAL AGENDA ... 106
TECHNICAL PAPERS, AGENDA ...115

MAJOR EXHIBIT DISPLAYS... 124

Sharing of unassigned UHF channels with land-mobile
radio emerges from FCC staff study as apparently most
feasible method of providing that service with additicnal
spectrum space that it needs. See . ..

UHF SHARING ... 157

DEPARTMENTS'
AT DEADLINE eeriviencccrerasivannrn 9 MONDAY MEMO
BROADCAST ADVERTISING ...
CHANGING HANDS .........
CLOSED CIRCUIT ....uenee
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EDITORIAL PAGE ..., 190
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Gentlemen of F Troop, we salute you!
F Troop is one of the funniest ideas
to have hit television in years!'—Tv GUIDE

65 HALF-HOURS
(31 IN COLOR)

NEW YORK: 200 Park Ave. « (212) 986-1717
CHICAGO: 550 West Jackson Blvd. - (312) 372-8089
DALLAS: 508 Park Ave. « (214) 747-9925
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Late news breaks on this page and on page 10

‘NSF’ puts educators
out of KTLA purchase

Educational TV interests failed last
week in attempt to buy KTLA(Tv) Los
Angeles, channel-5 independent owned
by Gene Autry’s Golden West Broad-
casters, Spokesman for Golden West
said educators had been unable to raise
enough money to acquire and operate
station. Spokesman for educational
group, which now operates noncom-
mercial KCET(Tv) Los Angeles on chan-
nel 28, said it would continue to seek
a VHF station in Los Angeles.

Educational group originally counted
on raising $25 million to buy kTLA
(BROADCASTING, March 11). Word last
week was that some $20 million had
been pledged from several sources in-
cluding Ford Foundation and operators
of five of six other VHF’s in market.
Only V owner that had made no pledge
was said to be NBC.

Talks between educators and Golden
West broke off after meeting last Thurs-
day of principals, including Mr, Autry
and John W. Luhring, president of
Community TV of Southern California,
licensee of xcer. In statement issued
next day Golden West said: “Mr. Luh-
ring conceded that he had not been able
10 raise sufficient money to buy and
operate XTLA. It was mutually agreed
that because of widespread rumors in
the Los Angeles area that KTLA would
be sold to the educators all discussions
should be terminated.”

Spokesman for Community TV said:
“As active fund raising continues. we

Like hole in head

Ernest A. Jones, board chair-
man of MacManus, John & Adams
Inc., lashed out Friday {(March
22) at “sudden fashionability of
consumer protection.”

Speaking to more than 400
members of Rotary Club of Los
Angeles, Mr. Jones pointed out
that there is mortality rate for
new products as high as 90% in
some lines. This would suggest
consumer’s ‘“need of more pro-
tection would sometimes appear
to match General Custer’s need
for more Indians,” he said. Added
Mr. Jones: “We allow people to
pick a president, but don’t trust
them with toothpaste.”

E—— e ..
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intend to pursue our paramount objec-
tive of acquiring a VHF station.”

Meanwhile, group-broadcaster Bonne-
ville International (Mormon church)
which had been among commercial in-
terests that looked at kTLA dropped out
of coniention. Spokesman said Bonne-
ville board had considered purchase but
had taken no action.

Other commercial groups reportedly
were still interested in parts of Golden
West portfolio which also includes ra-
dio stations in Los Angeles, San Fran-
cisco, Seattle and Portland, Ore. Among
those with eye on KTLA(TV) was said
to be WoN Continental Broadcasting,
based in Chicago.

KNBC(TV) opens all-news
segment in mid-April

KnBc(Tv) Los Angeles will go all-
news for two-and-half hour period in
late afternoon and early evening start-
ing April 15, NBC-owned station will
announce today (March 25).

Format will be called “knBc News
Service” and will include continual up-
dating of news with three weather re-
ports, five sports reports and many
traffic bulletins. There'll be no anchor-
man as such but instead rotating news-
men. Part of service will be Huntley-
Brinkley Report, which will be moved
from 7 p.m. to 6 p.m., throwing local
news against Walter Cronkite on KNXT
(Tv).

Lead-in to expanded news service will
be recently acquired Mike Douglas
Show, which will go in 3:30-5 p.m.
slot, followed by news from 5-7:30 p.m.

San Bernardino CATV

H&B American Corp., Beverly Hills,
Calif., major operator of cable antenna
television systems across country, has
bought 70% interest in TV Receptors
and 81% interest in Mountain Cable
Inc., both constructing systems in San
Bernardino area of California.

Two systems, reportedly costing $3
million to build. have potential of
20,000 subscribers.

Back to CBS

KxrLy Spokane has signed affiliation
agreement with CBS Radio, effective
April 1, 1968. Owned by Morgan Mur-
phy, under corporate name Spokane
Radio Inc., xxLy operates fulltime on
920 ke with 5 kw. Wayne F. McNulty
is VP and general manager. Station was
CBS affiliate from 1929 to 1961, when
it became independent.

GRS

Reinsch forecasts a
banner year for CBC

First quarter 1968 earnings probably
won’t come up to last year's period—
but, said J. Leonard Reinsch, president
of Cox Broadcasting, at stockholders
meeting in Atlanta Friday (March 22):
company can expect to have another
record year based on view that down
trend of second half 1967 “appears to
have bottomed-out in January.”

Mr. Reinsch said first quarter 1967
net earnings were over $1.5 million, and
while Cox may not reach it this quar-
ter, stations note “upswing” in automo-
tive advertising and new product intro-
duction, with momentum gathering in
February and March. He said Cox,
group owner with interests in cable TV,
publishing and TV production, is giv-
ing “priority” to addition of three ma-
jor market radio stations to holdings.
Cox has four AM and FM stations,
five TV's.

Cox now considers itself to be third
largest CATV operator in U. S.,, Mr.
Reinsch said, predicting continued ex-
pansion in this area as well as in pub-
lishing. Company also seeks to acquire
other companies in continuing growth
program and said Walter Schwimmer
and Bing Crosby Productions would be
combined for efficiencies in program
sales and program production.

Directors of CBC, also Friday, de-
clared regular quarterly cash dividend
of 12%2 cents per share on common
stock, payable on April 15 to holders of
record on April 2.

Good news for FM due
in ABC Chicago report

National Association of FM Broad-
casters in Chicago later this week will
hear some good news by way of ABC
Radio. ABC report, based on RADAR
data (see page 26) and being readied
for presentation to NAFMB, reportedly
shows that FM’s seven-day cumulative
adult audience is 31 million, or 27% of
total adult audience, Study also shows
what’s been suspected for some time:
FM listeners are more affluent, more
likely to buy higher priced goods, more
likely to make use of “services” such
as airlines. credit cards, etc.

Still other ABC findings: Average
FM listener has set turned on eight
hours 30 minutes per week, and is most
likely to he listening between 9 a.m.

more AT DEADLINE page 10
9



Mr. Klein

John B. Scheu-
er Jr., Lewis
Kiein and Charles
Keller named to
new programing
posts at Triangle
Stations in re-
alignment and ex-
pansion of execu-
tive staff. Mr.
Scheuer, general
manager for ra-
dio, becomes di-
rector of programing for AM and
FM; Mr. Klein, director of programing
for wriL-Tv Philadelphia, is Triangle’s

Mr. Keller

WEEK'S HEADLINERS

new director of programing for televi-
sion, and Mr. Keller, director of film
production, becomes director of syn-
dication production. Tom Jones, direc-
tor of programing for the Triangle
group, resigns.

Andrew Stew-
art, who has
headed Board of
Governors, Otta-
wa, since its for-
mation in 1958,
resigned last week
as chairman of
that broadcasting

regulatory agen-
1 cy. Pierre Jun-
Dr. Stewart eau, vice chair-

man of BBG, suc-
ceeds Dr. Stewart. Mr. Junean, graduate
of University of Montreal and board
chairman of International Film Festi-
val, will become chairman of Canadian
Radio-Television Commission, which
will replace BBG under new broadcast-
ing legislation passed by Parliament.

George E. Akerson, president, elected
chairman of board, and Harold E.

r. Aker-son

Mr. Clancy

Clancy, first VP, named to succeed him
at Boston Herald Traveler Corp., Bos-
ton, parent of WHDH-AM-FM-TvV Bos-
ton, Entron Inc., Silver Spring, Md..
and Boston Herald Traveler. Mr. Aker-
son joined firm in 1936, was named
advertising director of Herald Traveler
in 1957 and assistant publisher in 1960:
he was elected corporate president in
1963. From UPI Mr. Clancy came to
HTC in 1949, becoming city editor of
newspaper in 1952 and subsequently
serving as executive news editor and
managing editor, and for twelve years
as news commentator on WHDH-AM-FM-
Tv; he was named first VP in 1964.

For other personnel changes of the week see FATES & FORTUNES
o e e W T e TSR

and 7 p.m. Evening hours traditionally
have been considered peak FM time.
Not so, says ABC study, which is billed
as first national audience survey of
medium. Early-morning  hours—6-9
a.m.—also have many FM listeners,
ABC will report.

WBBM-TV sees vindicatiqn

FCC hearing on alleged “staged” TV
pot party by waeM-Tv Chicago at
Northwestern University (see page 63)
will vindicate CBS-owned outlet and
show that programs constituted legiti-
mate news coverage of serious social
problem, Edward Kenefick, vice presi-
dent-general manager, WBBM-Tv, said
Friday (March 22).

He explained marijuana party se-
quence was only portion of two-part
documentary program aired early last
November which also included respon-
sible expert interviews showing medical-
legal dangers in using drug.

Spring's highest outlays

Lincoln-Mercury Division of Ford
Motor Co., Dearborn, Mich., has
launched spring advertising campaign
with highest advertising expenditure in
its history this period, it was announced

10

Friday (March 22). Record outlay will
be spread over spot and network radio,
newspapers and magazines, Robert Fish-
er, division advertising manager, said.

Though no figures were disclosed,
division began three-month campaign
on network radio on March 23, using
30 spots per week on four networks.
Spot radio will be concentrated in top
33 Mercury markets with about 45 to
75 commercials per week. Agency for
Lincoln-Mercury is Kenyon & Eck-
hardt, Detroit-New York.

Argument on news wire
contracts set for May 6

FCC’s long-dormant inquiry and
rulemaking proceeding dealing with
contracts between broadcasters and UPI
and AP revived last week, with com-
mission announcement that oral argu-
ment will be held in proceeding on
May 6.

Notices of inquiry and proposed rule-
making were issued on Dec. 3, 1964,
as result of complaints from broadcast-
ers concerning their news wire con-
tracts. Complaints centered principally
on length of contract—five years, two
years longer than broadcast license.
(BROADCASTING, Dec. 7, 1964).

Commission requested comments on
impact of long-term contract on licen-
see’s ability to operate in news pro-
graming, and on extent to which each
news wire service serves broadcasters
under contract to other or refuses
service to broadcasters having unful-
filled contracts of contractual dispute
with other.

Notice of proposed rulemaking
looked to rule setting time limits—say.
two or three years—on life of news
wire conifract.

Commission said that, in addition to
presenting views on “novel and im-
portant questions presented,” parties at
oral argument will have opportunity to
bring commission up to date on de-
velopments since comments were filed.

Aubrey and WB-7A

James T. Aubrey Jr., who last month
cut his production company ties with
Columbia Pictures and Screen Gems
(BroaDCASTING, March 4) now has
affiliated with Warner Bros.-7 Arts.

In non-exclusive deal, Mr. Aubrey
and Hunt Stromberg Jr., through their
Aubrey Co. production organization,
will make undetermined number of fea-
ture films for Burbank-based movie
studio. Deal with WB-7A does not in-
clude TV.

BROADCASTING, March 25, 1968



KEMO-I'Vo

serves notice that
spot television

iS once again

San Francisco’s
greatest media value!

Edward Petry and Company serves notice that they stand for KEMO-TV nationally. '




FROM THE MOST
NAME IN SOUND

Imagineered by PAMS.
It's RADIO ACTIVE. Get a
new, bold power sound

POWERFUL

comes

ALL

with 10 TRKe Plus

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

mIndicates first or revised listing.

MARCH

March 25—Deadline for filing comments on
FCC’s proposed rulemaking that would per-
mit standard broadcast stations operated by
remote control to transmit telemetry signals
by intermittent subsenic tones.

mMarch 26—Annual shareholders' meeting of
Gross Telecasting Ine. to vole on reduction
of number of directors to five, to elect
board of directors, and to transact other
business. Lansing, Mich.

March 26—Annual meeting of shareholders
of General Tire and Rubber Co. to reduce
number of and elect new directors. AKron,
Ohio.

March 28-29—Board meetings of Associa-
tion for Professional Broadcasting Educa-
tion. Pick-Congress hotel, Chicago.

March 28-29 — Annual meeting of affiliates
of NBC-TV. Waldorf-Astoria, New York.

Marech 28-29 — Conference on x-radiation
measurement standards and Instrumentation,
sponsored by U, S. Public Health Service
and Electronic Industries Association. Prin-
cipal speakers: James G. Terrill Jr., director,
National Center for Radiological Health,
PHS, and Robert W. Galvin, chairmar,
Motorola Inc., Department of Health, Educa-
tion and Welfare, Washington.

March 28-29—19th annual Atlanta Advertis-
ing Institute, sponsored by Atianta Adver-
tising Club and Southeast Council of Amer-
ican Association of Advertising Agencies,
on theme "Communications in the Seven-
ties.” Annual advertising awards competi-
tion winners within seventh district of
American Advertising Federation will be
announced. In conjunction with Advertising
Institute, southeast council of AAAA will
hold annual meeting and election of officers.
Regency Hyatt House, Atlanta.

March 29—Seminar, sponsored by Broad-
cast Advertising Club of Chicago, to discuss
promises and problems of communications
explosion. Speakers will include: Dr. Joseph
Charyk, president, Comsat Corp.; FCC Com-
missioner Lee Loevinger; Frederick W. Ford,
president, NCTA; Chet Huntley, NBC-TV:
Walker Standback, executive director, Con-
sumers Union; Paul Knaplund, viee presi-
dent, IBM; Dr. Nelson Foote, vice president,
General Electric; James Robertson of Univer-
sity of Wisconsin, president, NAEB; New-
ton N. Minow, Chicago attorney and former
FCC chairman, and James E. Greeley, Wash-
ington attorney. Registration is limited to
700. Sheraton-Chicago, Chicago.

March 29-31—29th national convention of
Intercollegiate Broadcasting System. Palmer
House, Chicago.

March 29-31 — Annual convention of Na-
tional Assoctation of FM Broadcasters.
Palmer House, Chicago.

March 36-April 2 — National Association
of Educational Broadcasters’ Educational
Broadcasting Institute on supervisory man-
agement, co-sponsored by American Man-
agement Association. Sheraton Western Skies
motor hotel, Albuguerque, N. M.

March 31—Board meeting of Association of
Maximum Service Telecasters. Conrad Hil-
{on, Chicago.

March 31—Meeting of technical committee
of Association on Broadeasting Standards.
Conrad Hilton, Chicago.

March 30-31—Annual meeting of Associa-
tion for Professional Broadcasting Educa-
tion. Pick-Congress hotel, Chicago.

March 31—Annual meeting of Seociety of
Broadcast Engineers. Conrad Hilton, Chicago.

March 31-April 3—Annual convention of

DATEBOOK

the National Association of Broadcasters.
Conrad Hilton hotel, Chicago (see page 105).

APRIL

April 1 — Seventh annual programing-sales
seminar, sponsored by Mark Century Cerp.,
dealing with "“Radio—-the Changing and
Challenging Medium.” Panelists: Ralph
Beaudin, vice president, ABC Radio; Fred-
eric Gregg Jr., chairman and president,
LIN Broadcasting; Stan Kaplan, president,
WAYS Charlotte, N, C.,, and Ed Winton,
president and general manager of WOCN
Miami. Conrad-Hilton, Chicago.

April 1-—-Deadline for applications for H. V.
Kaltenbern radio-television scholarship,
sponsored by University of Wisconsin Board
of Regents. Applicants send transcript of all
college-level oredits; letter of application
presenting Interests, experience and ambi-
tions, and three supporting letters to Harold
B. McCarty, University Extension, 606 State
St., Madison, Wis. 53706.

april }-2—Eighth annual Washington con-
ference on business-government relations
sponsored by The American University.
Shoreham hotel, Washington. For further
information write Robert W. Miller, direc-
tor, business-government relations program,
school of business administration, The
American Unliversity, Massachusetts &
Nebraska Avenues N.W. Washington 20016

April 2—Board meeting of Association of
Maximum Service Telecasters. Conrad Hil-
ton, Chicago.

April 2—Meeting of board of directors of
Asseciation on Broadcasting Standards. Con-
rad Hilton, Chicago.

April 2—Annual membership meeting of
Assoctation of Maximum Service Telecast-
ers. Conrad Hiiton, Chicago.

April 3—Annual membership meeting of
Association on Broadcasting Standards. Con-
rad Hilton, Chicago.

April 3-6—National Association of Educa-
tional Broadcasters’ Educational Broadcast-
ing Institute on supervisory management,
co-sponsored by American Management
Association. Travel Lodge, Fisherman’s
Wharf, San Francisco.

April 3-7—Third semi-annual conference of
members of the Intermarket Association of
Advertising Agencies. El Matador bhotel,
Palm Springs, Calif.

April 4—Awards presentation in the fourth
gnnual competition for the ANDY awards,
given by the Advertising Club of New York.
New York Hilton hotel, New York.

mApril 3-5—Region II confernce of the Na-
tional Association of Educational Broad-
casters. Atlanta Cabana hotel/motel, At-
lanta. Speakers inelude: Ralph MeGill, pub-
lisher of the Atlanta Jowrnal and Constitu-
tion; William G. Harley, NAEB president;
Harold Wigren, NAEB consultant, and Rich-
ard Kellerman, director, Public Broadcast
Laboratory.

April 5--Deadline for flling reply com-
ments on FCC's proposed rulemaking that
would permit standard broadcast stations
operated by remote control to transmit
telemetry signals by intermittent subsonic
tones.

April 5-6—Annual spring meeting of In-
diana AP Broadcasters Assoctation. Ball
State University, Muncie.

wApril 5-7—Biannual meeting of board of
trustees of National Academy of Television
Arts and Sciences, at which will be pre-
sented NATAS' 1967-1968 International
Award for best entertainment and news-
documentary programs produced outside
U S. Washington.

April 7—Meeting of Iowa AP Broadcasters
Association. Des Moines.

April 7-10—National Asseciation of Educa-
tional Broadcasters’ Educational Broadcast-
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IS YOUR
SOUND A
WASHOUT?

Try New, Bold Power

ALL

*

with 10 TRKg,Plus

It's a brightener —
not a bleacher! Ima-
gineered by PAMS.
Get a new, cleaner
sound with ALL. It's
RADIO ACTIVE

For guaranteed re-
sults contact a PAMS
man today!

Y'ALL COME

V 96
SUITE 918-A
conrad hilton

NN BRI
This Coupon Worth

5¢ OFF

Regular Series Price

=

1968 RAB REGIONAL SALES CLINICS
April 25—Minneapolis, Holiday Inn—
airpart.

May 21—Kansas City, Mo., Sheraton
Motor Inn,

May 23—Chicago, Sheraton Chicago.
June 4—Boston, Somerset Hotel.
June 6—Philadelphia, Sheraton Phila-
delphia.

June 14—Little Rock, Ark., Marion
hotel,

ing Institute on supervisory management,
cosponsored by American Management
Association. Purdue University, West La-
fayette, Ind.

April 8—Tenth annual Broadcasting Day,
co-sponsored by Florida Association of
Broadcasters and University of Florida.
Speakers include Red Barber, sportscaster.
University campus, Gainesville,

April 8-I3 — Atlanta International Film
Festival, sponsoréd by Eastern Afirlines,
Eastman Kodak and Atlanta film-production
firm Cinema East. Awards will be given for
features, documentaries, short subjects, TV
commercials and experimental films. Roxy
theater, Atlanta.

April 9—Annual Congressional affair, spon-
sored by Pennsylvania Association of Broad-
rasters, Sheraton-Park hotel, Washington.

April 10—Meeting of National Association
of Broadcasters-National Cable Television
Association committees on CATV copyright.
Washington.

slndicates fist or revised listing.

_____OPEN MIKE®
Spreading the word

Eprror: I was especially interested in
Ernest A. Jones’s Monday Memo
[BROADCASTING, Jan. 1] and in the arti-
cle entitled * ‘Project Life” knocks death
rate down” [BROADCASTING, Jan. 29].
With your permission, I would like
to have these texts translated into
French and printed in our internal bul-
letin INTER for the benefit of our

readers. . —Father Leo Beaudoin,
Office des Communications Sociales,
Montreal.

(Permission granted.)

Old radio program available

Epitor: We wish to inform those
readers who are interested in obtaining
tapes of vintage radio programs that
we have a catalogue containing over
600 programs that are available.—Mar-

' Bren Sound Co., 420 Pelham Road,

Rochester, N.Y. 14610.

Public’s right to be heard

Epitor: The story on page 38 of the
March 11 issue of BROADCASTING con-
tains a slight misquotation of what I
said as a panel participant at the Na-
tional Association of Broadcasters’ con-
ference of state presidents.

Although NAB says no recording
of the panel was made, the people in
attendance whom I have queried about
this quotation (which was originally

-
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i 8:30 A
CURTAIN?

Our COMPLIMENTARY
CHAUFFEURED
LIMOUSINE SERVICE
will assure unhurried arrival.
And our famed cuisine and
ambience will make the
evening more memorable.
Prix Fixe Theatre Dinner

$10.25
Reservations

Michel LE 5-3800
Cocktatls, Luncheon, Dinner

Open Sat. and Sun,
for Lunch and Dinner

One of the great restaurants
of the world

VOISIN
\a v
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Together

Anthony Quinn and Rita Tushingham? They are together in Teleworld's Group
II feature package. So are Godfrey Cambridge and Carol Lynley. So are Juliet
Prowse and Akim Tamiroff. For details see us at the TFE/NAB Convention.

“* TELEWORLD,INC. T

‘ NEW YORK: 575 Madison Avenue, New York 10022, (212) 421-1060
LOS ANGELES: 9145 Sunset Boulevard, Los.Angeles 69. (213) 273-6251
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CLEAN UP
YOUR SOUND

with this

ALL

POWERFUL
PACKAGE

Imagineered by PAMS. It's
RADIO ACTIVE. 1t's bold
power and cleaner sound.
Get the brightener, not a
bleacher! Ask a PAMS man
about the ALL Sound NOW!

Y AkL COME

®

SUITE 918-A

conrad hilton

5¢ OFF

Regulay Series Price

made in an NAB news release) have
assured me that my recollection is cor-
rect and that I did not say that only a
“minuscule number” of the complaints
the commission receives are “valid.”
I said that most complaints are against
aspects of programing which do not
appear to involve violations of statute
or commission rule or policy and that
only a “minuscule number” result in
imposition of sanctions.

A person who complains against
current programing may well be mak-
ing a valid complaint from his view-
point and that of many other persons,
even though it does not result in re-
vocation or refusal of renewal of li-
cense. The licensee’s obligation
is to make a “diligent, positive, and
continuing effort . . . to discover and
fulfill the tastes, needs and desires of
his community or service area for
broadcast service.” . . . It is for this rea-
son that the commission urges listeners
and viewers to make their views on
programing known to their local sta-
tions and the networks—Willian B.
Ray, chief, complaints and compliance
division, FCC, Washington.

The fight against ‘fascism’

Epiror: | have been watching with
great intercst the gathering storm in the
fight for control of the airwaves. T am
fully on the side of the broadcasters,
but I fecl that the manner in which
their battle is being handled is faulty
philosophically. With the Supreme
Court made up of a group of statists
such as we have loday, the broadcasters
haven’t a chance unless they revert to
basic principles.

I would like to recommend that every
broadcaster who is interested in the
fight for his property rights read “The
Property Status of Airways” [in Ayn
Rand’s book “Capitalism: The Un-
known Ideal”]. Miss Rand sets forth
the principles of ownership of radio
frequencies as it should be practiced in
a true capitalistic society. She compares
this with our present “mixed-economy”
controls . . . and predicts that under
the present system we can expect
government controls will become more
rigid and restrictive until ultimately
individuals will lose all rights to the
airways and even free speech.

Miss Rand maintains that each band
of radio frequencies should be the
private property of the user to do with
as he sees fit. . . .The present activities
of the FCC in regulating, censoring and
interfering in the economic activities
of spectrum users grow more tyran-
nical day by day. The new bills intro-
duced by Congressmen Dingell, Moss
and Ottinger are pure fascism, . . .

Now is the time for an all-out re-
bellion. ~—David Michael Myers,
La Plata, Md.
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At the NAB Convention -

THIS IS

YOUR

GUIDE TO
TELEVISION'S
FINEST
SELECTION
OF LOCAL

PROGRAMMING

A
And, please don’t forget B,
to sign up daily for

TFE-'68's

TOP PRIZE DRAWINGS

* FABULOUS TRI? FOR 2 TO HAWAIL ,,'
1o the Sheraton-Royal Hawakan
Hotel via Uniled &irtines

This directory . + 3 RCA COLOR TV SETS
LRGERGET

now to:

TV station

executives

TV station

reps

TV station

groups

° KING FEATURES * THE TELEDYNAMICS CORPORATION
MEMBERS : + KRANTZ FILMS, INC. e TELEWORLD, INC.
* MEDALLION TELEVISION ENTERPRISES, INC.  ® TRANS-LUX TELEVISION CORP.
« ALLIED ARTISTS TELEVISION CORP.  » NATIONAL TELEFILM ASSOCIATES, INC. * UNITED ARTISTS TELEVISION, JNC.
* EMBASSY PICTURES CORPORATION * NORTH AMERICAN TELEVISION ASSOCIATES ¢ WARNER BROS.-SEVEN ARTS, INC.
* FILMWAYS SYNDICATION SALES * OFFICIAL FILMS, INC. ® WOLPER TELEVISION SALES

* FOUR STAR ENTERTAINMENT CORP. * THE WALTER READE ORGANIZATION

* SANDY FRANK PROGRAM SALES,INC. +* PETER M. ROBECK & CO., INC.

* INDEPENDENT TELEVISION CORP. * SHOWCORPORATION Associate members:
NATIONAL

ASSOCIATION of
CHICAGO, MAR 31 thru APR. 3 « FIFTH FLOOR * CONRAD HILTON HOTEL BROADGASTERS
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MON DAY MEMO from LEONARD KOCH, Norman, Craig & Kummel, New York

Controlling TV-commercial costs without cutting creativity

The creative end of the advertising-
agency business is receiving the lion’s
share of today’s headlines. The busi-
ness end is being forgotten.

Despite this seeming imbalance in
publicity, the administrative divisions of
most agencies are shouldering a greater
portion of responsibility than ever be-
fore. The costs of commercial produc-
tion are, and always have been, spiral-
ling. Agencies know that they must find
a point of compromise between creative
goals and business realities.

At Norman, Craig & Kummel, we've
found that point of compromise advan-
tageous to both creative and administra-
tive factions—and to the client as well,

In the last analysis, of course, this is
the paramount consideration. It is the
client's money which we are control-
ling. It’s his budget we are protecting.

NCK is organized in the following
manner: the creative areas of commer-
cial production are responsible to the
creative director. Budget control is re-
sponsible to the vice president for busi-
ness affairs, Financial management is
taken out of the creative area and left
to the business people.

Pragmatic Approach = We certainly
don’t want our clients to pay more than
is necessary for their commercials. But
we don’t want creativity to suffer as the
result of overzealous cost controls.
Budgets for commercial production
must be administered with realism.

The business-affairs department falls
under the direct responsibility of Mitch-
ell Johnson, vice president of program-
ing. It is, nonetheless, an autonomous
unit, There are 11 people in the depart-
ment, They handle the business for all
broadcasting, including programing and
commercial production.

At many agencies, particularly some
cf the newer ones, cost-control factors
are not so stringent and business de-
partments are not only small in size,
but small in power—if, in fact, there is
a business department at all. The crea-
tive people, in many cases, rule su-
preme, often to the distress of increas-
ingly budget-minded clients.

In the last five years the costs of TV-
commercial production have risen over
100%. In the next five years costs will
go up another 50%. For that reason,
advertisers are producing fewer com-
mercials and staying with the same
commercials longer and are using
“quickies” rather than the fully polished
spots, The way to beat high costs has
been to increase the use of cheaper,
occasionally amateurish commercials.

18

Thus, the client and the production
house are penalized.

Some ol the blame must fall on the
agency and its clients. Lightning-fast
changes of mind, last-minute research
results, cold feet, product packaging
and distribution problems all combine
to raise costs on the agency-client end.

But for the production houses, the
advent of color television alone does
not explain their staggering price in-
creases. I feel the production compa-
nies have been lax in developing new
methods of producing commercials or
resorting to innovative techniques in
an effort to keep the costs of produc-
tion at a reasonable level,

As an example 1 would point to the
video-tape industry and its research
and development programs. The pro-
duction houses could begin consolida-
tion of their editing services, rendering
them more efficient. And there is room,
certainly, for more effective bargaining
with the unions. I think the production
houses have left much of the negotia-
tions to a process of default.

Holding the Line = Agencies, too,
must tighten up their television opera-
tions, and the savings gained from
greater production efficiency passed
along to the client.

We have an obligation to put as much
stress on cost control as on creativity,
without sacrificing one to the other. Be-
cause of our cost-conirol procedures,
we have saved our clients as much as
25% in production costs, Such savings
are not possible in agencies where the
business department is run by the crea-
tive department. They are not possible
in agencies who view with grave suspi-
cion anyone who is trained in sophisti-
cated financial management.

As an example, in a recent commer-
cial produced by Norman, Craig and

Kummel for one of its clients, there
was a need to reshoot certain segments.

The agency producer immediately
called the original production house,
asking them to prepare for the new
segment. The production house quoted
a very high figure for reshooting and
making the new optical negative even
though it had been agreed that re-
shooting would be done with limited
mark up.

Once the business department heard
of the proposed reshoot, it undertook
the normal negotiating precedures. As
a result, the commercial was handled by
another company for less than 40% of
the originally quoted price, The com-
mercial is currently on the air in its
revised form and is a complete success.

Another example of cost savings is
the ability of the business department to
analyze each component of commercial
production to determine whether the
prices being charged for the chief grip,
boom man, art director, make-up man,
hair dresser, etc., are acceptable.

Reasonable Costs = Many music or-
ganizations are notorious for charging
what the traffic will bear. The business
department has, in many instances,
negotiated price with music companies
in order to keep costs for original mu-
sic at a reasonable level.

These examples are not drawn to
set up the production houses and other
suppliers as latter-day robber barons.
Often, they are unskilled in carefully
estimating a particular job—at times this
critical area of supplier bidding is left
to inexperienced junior executives or
directors-in-training. The responsibility
for detecting these errors or unrealities
in various bids generally falls to the
agency. If the agency’s financial admin-
istrators are not expert, the added costs
always show up on the client’s bill.

Leonard V. Koch is vice president in
charge of radie-TV commercial production
and business affairs at Norman, Craig &
Kummel, New York. Mr. Koch, who has
been with the agency for the past nine

years, was elected a vice president in
June 1965. Before he joined NCK, Mr.
Koch was in the television programing de-
partment at McCann-Erickson, New York.
At NCK, Mr. Koch is involved in all phases
of the broadcast operation.
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... Given Under My Hand and the Great ;
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Recently, the Governor of Maryland, TP

Spiro T. Agnew gave an award to ; ’ A e
David V. Stickle, WMAR-TV News Director, e _ -
which stated, "‘in appreciation of your o Lol
contributions to the State of Maryland through P
your outstanding service as News Director Ctfy e
of WMAR-TV, we are pleased to confer this
Certificate of Distinguished Citizenship."

For over twenty years, WMAR-TV news teams have held Maryland’s confidence.
A station is often appraised by the acceptance it receives in its own local
market and how faithfully its viewers turn to it for news coverage. Ours has
been a position of reliability — the result of impartial and factual reporting

by qualified news experts.

In Maryland
Most People Watch COLOR=-FULL

WMAR-TV ®

CHANNEL 2, SUNPAPERS TELEVISION
TELEVISION PARK, BALTIMORE, MD, 21212
Represented Nationally by KATZ TELEVISION

DAVID V. STICKLE GEORGE ROGERS JACK DAWSON RICHARD STRADER
S BT




New PE-350 Live-Color Camera.

Chroma enhancement on all color channels. New optics. New pre-
amplifiers. And customer-oriented conveniences. That's a peek
at General Electric's new PE-350 live color camera. It's the
result of wide industry acceptance of the PE-250, plus twao
years of GE engineering development.

The new PE-350 has enhancement on all 3 chroma channels—
not just the red channel. New optics and new preamplifiers give
you the best sensitivity in the industry.

The PE-350 has an eight-position color filter wheel to com-
pensate for color temperature changes. Instantly adapts to light
changes from high noon to dusk.

And we've added a host of customer-oriented conveniences
to the PE-350. Two more talent tally lights are installed under
the lens; the color filter wheel can be quickly adjusted by the
operator’s hand wheel on the right side of the camera housing.
And for access to the viewfinder yoke and the high-voltage
power supply, a weatherproof hatch is located on top of the
camera housing,

New PE-250 Retrofit Kits.

Protect your investment—add two
years of advanced design to

your PE-250 in a few hours of
modifications.

Hundreds of present PE-250 owners can
take advantage of the improved perform-
ance capability of the new PE-350 camera
with the choice of 3 kits. There’s a kit to
update your optical system and circuitry.
And two kits that make your PE-250 as
modern as a PE-350 for remote telecasts.



Jetter at General Electric.

New Color Optical
Multiplexer. The most
versatile in television.

Four projector inputs, 2 color cam-
era outputs—unparalleled film pro-
gramming flexibility. Ideal where
space is at a premium, the PF-12-A
color multiplexer makes four pro-
jectors do the work of six. In a
single 8’ x 8’ film island, 2 film pro-
jectors and 2 slide projectors can
feed into 2 color film cameras—all
in color,

You can use one projector and
one color film camera on the air and
at the same time use the other pro-
jectors and camera for previewing,
recording, or rehearsals. Should one
camera become inoperable, you can
immediately switch any projector to
the other camera, without losing air
time or going to monochrome.

New from General Electric—15 KW VHF transmitter with
solid-state circuits. Greater reliability, less maintenance
and better performance.

We've got new solid state drivers. We replaced 91 tubes with high-
reliability silicon transistors, retaining only a few long-life high power
tubes.

And the new TT-515 transmitter has built-in direct crystal control
of audio and visual carrier frequencies. A pair of TT-515 transmitters
are ideally suited for 30 KW parallel operation.

New Video Distribution Switcher. Top performance, com-
puter logic, readily adaptable to automation.

The new TS-301-A Video Distribution Switcher is designed to meet
expanding programming needs. Solid-state and modular, the new
distribution switcher handles a minimum of 10 inputs and 6 outputs
to a maximum of 100 inputs and 96 outputs. New computer logic cir-
cuitry saves wires and connections, reduces maintenance.

The new TS-301-A gives clean, sharp switching due to solid-state
design. Excellent performance results from superior isolation of inputs
and outputs, lower signal-to-noise ratio, better overall frequency
response, and lower differential phase and gain. GE-56A

See all these exciting New GE Products at the NAB Show!

Visual Communication Products Department

GENERAL @D ELECTRIC

Electronics Park. Syracuse, New York 13201



Being
number one
makes us
a tough act

to follow.

Share of Totai Homes Viewing Charlotte Stations, Sun.-Sat,,
9 am-midnight, ARB 1964-67. Average Quarter Hour Audience.

¥
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That's the problem other stations all over the country have been
faced with. For many years they've had to do just that. Follow us.

As the graph indicates, this has been going on for a long time.
But just take for an example our November Ratings (ARB)*. They
give us the highest metro share of audience of any station

in the country's top 50 television markets — 5694. The same
ratings give us the highest share of homes (ADI) of any station in
the top 50 markets — 64%.

And you should check our Nielsen figures for November,
They're even higher.

You've seen our past performance. Just imagine what we'll do for

WBTV

CHARLOTTE

JEFFERSON STANDARD
BROADCASTING COMPANY
WBT / WBT-FM / WBTV / WBTW
JEFFERSON PRODUCTIONS
Represented Nationally by | )

“Share of metro homes and ADI homes viewing Charlotte stations, average quarter hour Sun.-Sat., § am-midnight,
ARB Nov. 1967.

The audience figures shown are a reflection of the original survey estimates. Their significance is a function

of the techniques and procedures used. The figures are subject to the qualifications of the service noted or
described in their report.
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New way to break up groups

FCC may force them to spread out their holdings

by barring acquisitions of more than one

full-time station of any kind in any market

The FCC is seriously considering a
drastic revision of its multiple-owner-
ship rules to achieve maximum diver-
sification of station holdings within in-
dividual markets.

Up for official action this week is a
proposed notice of rulemaking that
would prohibit the licensee of any full-
time radio or television station from
acquiring another fuli-time outlet in any
broadcast service in the same market.
The ultimate aim is to create a system
of single-unit ownerships within given
communities, There is reportedly no
present disposition to reduce the total
number of stations that may be com-
monly owned. The objective is a geo-
graphic dispersion of multiple owner-
ships.

The new approach comes after a
quarter-century of wholly different
policy under which broadcasters have
been allowed, and often encouraged, to
acquire combinations of different broad-
cast services in the same market. Until
1943 the government permitted com-
mon ownerships of two or more AM
stations in the same market.

In the post-World-War-II period,
when FM was being introduced, com-
mission officials publicly urged AM
broadcasters to exploit the new service.
In contests for television permits dur-
ing the developmental period of the
video service, radio-broadcasting ex-
perience was frequently counted as an
asset by the FCC.

There are now roughly 1,600 com-
binations of ownership in markets
across the country (see box this page).
So far as could be learned, the com-
mission is contemplating no attempt
at divestitures. Reportedly the assump-
tion is that the combinations would
eventually be eroded away by the proc-
ess of station trading.

Wide Separation » The rationale be-
hind the one-to-a-customer proposal is
that it would promote wide diversifica-
tion of ownership of broadcast media.
And it would indeed do that. A li-
censee who operated under the pro-
posed rule and who acquired his full
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quota of seven AM, seven FM and
seven TV stations (at least two of them
UHF's), would have outlets in 21
markets. Under the present rules, he
could have them in seven.

But in accomplishing its objective of
dispersing ownerships, the commission
would be making another of its historic
goals harder to reach—Ilocal ownership
of media. An individual or company
owning an AM, FM and TV station in

Ownership combinations

The FCC's consideration of a
new rule to limit station acquisi-
tions to one of a kind per market
comes after years of approving
combination ownerships.

According to an analysis of
BROADCASTING YEARBOOK listings,
the following numbers of combi-
nations in common markets now
exist: 1,200 AM-FM, 124 AM-
TV, 212 AM-FM-TV and 42
FM-TV.

This analysis made no distinc-
tion between full-time and day-
time-only AM stations. Reported-
ly daytimers would not be counted
against the proposed quota.

three separate markets could hardly be
local in each one.

Some commission officials last week
expressed the view that broadcasters
might not react too angrily to the pro-
posal—at least not after they had gotten
over the shock. They pointed out that
the commission would not be reducing
the number of stations a licensee could
own, nor downgrading the markets
in which he could acquire them—as
would have been true in the now de-
funct proceeding to limit television own-
ership in the top-50 markets.

Further, one source said, one of the
principal arguments used against the
50-market proposal could not be used
against the one under consideration,

at least not with the same effectiveness.
That argument held that the commis-
sion would be prohibiting newcomers
from acquiring stations in major mar-
kets to the same extent that proper-
ties had already been acquired by ex-
isting licensees, and, as a result, would
make it harder for the newcomers to
compete.

“We wouldn’t be stopping an owner
of a full-time AM station who is compet-
ing with an AM-FM combination from
acquiring an FM station,” the source
said. “He’d simply have to pick up the
FM in a different market.”

Long-Term Effect = There is also the
expectation that the existing intra-mar-
ket combinations would break up over
the years as licensees sold their sta-
tions, since the proposed rule would
prohibit the sale of stations in com-
bination.

The proposal as now being prepared
goes beyond that which commission
officials two weeks ago indicated was
under consideration. It was understood
then that the proposal was aimed only
at barring joint ownership of full-time
AM and FM stations (BROADCASTING,
March 18). But sources last week said
television-station ownership or control
would also be a factor.

{ Actually, the proposal might emerge
as one affecting not only those owning
or controlling two stations in a market
but also those owning ‘“an interest” in
such outlets. This would be in line with
present commission policy dealing with
stations in the same service.)

There had been some confusion
among commissioners two weeks ago,
when the commission instructed the
staff to prepare the notice of rulemak-
ing, as to whether television was in-
volved. But there wasn’t any confusion
last week, and indications are that the
rulemaking will be issued for comment
this week and thus provide a prime
topic of conversation for broadcasters
at the National Association of Broad-

casters’ convention in Chicago next
week.
Hyde Dissents » The commission
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NEW WAY TO BREAK UP GROUPS continued

vote on the instructions to the staff
was 5-to-1, with Chairman Rosel H.
Hyde the lone dissenter and Commis-
sioner James J. Wadsworth absent.

There are conflicting reports as to
who authored the idea. Some sources
credit Commissioner Lee Loevinger,
who is a former chief of the Justice
Department’s antitrust division but who
has generally not been a barrier to sta-
tion sales to multiple owners. Others
credit Commissioners Kenneth A. Cox
and Nicholas Johnson, who have fre-
quently raised the question of concen-
tration of control in opposing assign-
ments and transfers of broadcast li-
censes.

In any case, the proposal comes as a
surprise for two reasons. It marks a
sharp turnaround from commission ac-
tions over the past several years reflect-
ing an open-handed attitude toward
station sales; indeed it goes beyond
any proposal for cracking down on
multiple ownership that any com-
missioner has expressed publicly.

In addition, the commission is con-
sidering issuance of the rulemaking
without any preliminary staff study of
its implications or ramifications. Earlier
rulemaking proposals of any significance
followed extensive commission staff
spadework.

The only previous commission pro-
nouncement agency officials could point
to as foreshadowing the action now
under consideration was language in the
commission order four years ago pro-
hibiting FM stations in cities of 100,
000 population or more from duplicat-
ing more than 50% of the programing
of an affiliated AM. To some that in-
dicated the commission was looking to
the eventual divorcement of affiliated
AM-FM combinations in the same
market.

Sudden Decision * From all accounts,
the one-to-a-customer proposal emerged
practically full blown from a discus-
sion of the application for assignment
of wePMT(FM) Chicago to WoN Con-
tinental Broadcasting Co., which owns
wGN-aM-Tv Chicago.

The staff had recommended a grant.
But opposition developed to the $1-
million sale, with commissioners ex-
pressing concerfi over the prospect of
turning over a prosperous FM station
to a licensee that owns a ciear-channel
AM station and a VHF outlet in the
same market—and is, in addition, a
subsidiary of the publisher of both the

Chicago Tribune and the Chicago
American.
Chairman Hyde, it's understood,

argued that the commission could not
in fairness apply to the WFMT sale a
standard that it would not apply to
future sales. The response was, in effect:
“Let’s change the rules.”
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A number of station transfers now
pending before the FCC may be
bogged down in the rulemaking. A letter
is being prepared to notify parties in the
WFMT transfer that action will be de-
ferred until conclusion of the rulemak-
ing.

The other transactions that were
about to surface for FCC action after
staff processing that may also be af-
fected include the proposed sales to
General Electric Broadcasting Co. of
KoA-AM-EM-Tv Denver for $10 million
in GE stock plus $3 million existing
debt; to LIN Broadcasting Co. of wavy-

Back five-year licenses

Two House members have add-
ed their pames to the list of rep-
resentatives supporting five-year
licenses for broadcasters. Bills
similar to others that have been
placed in the hopper have been
introduced by Representative Wil-
liam H. Harrison (R-Va.) and
Robert V, Denney (R-Neb.).

Mr. Denney said the legislation
would reduce the administrative
burden on the FCC as well as on
broadcasters. “The majority of
broadcasters are consistently ap-
proved by the FCC,” he noted.
“It is my opinion that this exten-
sion will allow the FCC more
time to concentrate their attention
on the minority that are known
misusers of their licensed trust.”

AM-TV Portsmouth-Norfolk, Va., for $8
million and of KILT and KzAP(FM)
Houston for $7,250,000; and to Atlantic
Recording Corp. of waaB-AM-FM Wor-
cester, Mass., for $650,000.

The new hard-nosed approach comes
as both Congress and the Justice De-
partment are showing interest in trans-
fer and assignment cases under the
commission’s jurisdiction.

The House Commerce Committee
and its Investigations Subcommittee
have been especially critical of the
commission and its practices in station
sales. The Investigations Subcommittee
called the commission in last Decem-
ber for a hearing on its approval of the
transfer of five Overmyer Communi-
cations Co. UHF permits to AVC
Corp., and is continuing its investiga-
tion of that action, as well as of the
general question of concentration of
control of media. The commission last
week responded to the 26 questions the
Investigations Subcommittee submitted
on commission policy on transfers and
on aspects of the Overmyer matter in

particulat.

Dingell a Critic = One of the com-
mission's angrier critics on the Com-
merce Committee is Representative
John Dingell (D-Mich.) who has in-
troduced legislation that would slow
stations sales to a virtual crawl. Mr.
Dingell’s bill would require hearings
open “to all interested parties” on every
application for the transfer or assign-
ment of a license or construction per-
mit. The bill would also empower the
FCC to determine the “fair” price of
station sales.

Interest on the Senate side in broad-
cast ownership is being expressed by
the Antitrust and Monopoly Subcom-
mittee which resumes hearings this
week on a bill that would exempt from
antitrust action a “failing newspaper”
that establishes joint operation and busi-
ness facilities with a stronger paper in
the same market.

The Senate subcommittee is checking
into questions of cross-ownership of
broadcast media and newspapers, and
the commission is scheduled to testify
tomorrow (Tuesday). The FCC has
already submitted data from its files
on cross-ownership (see page 25).

Antitrust = A Justice Department
spokesman last week dispelled any
doubt as to the agency’s interest in the
antitrust implications of newspaper-
broadcast-media cross-ownership. He
made clear the department would look
into any proposed sales from which
anticompetitive consequences might
flow (see page 25). The department
earlier this month urged the commis-
sion to hold a hearing on the proposed
$5.5-million sale of KFDM-TV Beau-
mont, Tex., to the Enterprise Co., pub-
lisher of the two daily newspapers in
Beaumont (BROADCASTING, March 11).
The department is expected to file a
statement with the commission within
two weeks backing up the contention
that the sale would violate Section 7
of the Clayton Act, which is intended
to bar mergers that would tend to re-
duce competition.

There was no indication last week
what effect these expressions of con-
cern from Congress and Justice had on
the commission’s thinking. Indeed,
commissioners themselves are likely to
bridle at what they consider to be out-
side interference in their affairs.

Tt appears, however, that these fac-
tors had some bearing on the commis-
sion’s thinking. There was also the
deep-seated concern of some commis-
sioners about concentration of control
in markets and a feeling among others
that an effort to test the temperature of
industry opinion might prove to be
worthwhile.

With these elements present and
ready to burst into flame, all that was
needed was a spark.

And the wrMT case provided that.
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It isn’t that the Depariment of
Justice suddenly has declared a ven-
detta against broadcasting; it’s just
that times have changed.

This is the way antitrust division
sources explain their opposition to
the Beaumont (Tex.) Enterprise and
Journal purchase of xFDM-Tv there
for $5.5 million (BROADCASTING,
March 11).

Times have changed principally,
these sources note, in the shriveling
up of the number of daily news-
papers in more and more cities, so
that there are now more and more
onc-paper monopolies. And, they
add, TV has now become an impott-
ant medium of communications.

Although concentration of the
media of information is a significant
element in the government's view,
the Department of Justice’s princi-
pal attitude in the Beaumont case,
and in others that may be similar
(and it’'s no secret there are others,
though unidentified up to now), is
purely antitrust economic philoso-
phy: The government cannot allow
one medium holding a commanding
position in the advertising market
of a city to acquire a second medi-
um that is also dominant in that
same advertising market.

Government lawyers make no
bones about this attitude. Even
Donald F. Turner, who is the chief
of the antitrust division, acknowl-
edges it. Not long ago he said that
the FCC should take into account
the potentials of anticompetitive fac-
tors in broadcast merger cases—this
was shortly after the ABC-ITT mer-
ger fell apart. Mr. Turner included
the sale of stations to newspapers in
that statement.

Not Interested = Time was, it is
explained, that the government didn’t

Hart probe to hear
Turner, full FCC

Indications late last week were that
this week’s Senate probe, under Mon-
opoly Subcommittee Chairman Philip
A. Hart (D-Mich.), into newspaper-
broadcasting cross ownerships would
confine itself to interrogations of FCC
commissioners, with some possible light
on the subject shed later in the week
by Donald F. Turner, Justice Depart-
ment antitrust chief.

Ruled out for the present seems to be
any testimony by newspaper or broad-
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Why Justice has begun to move into media mergers

give a tinker’s dam to what hap-
pened in the media arena. Most
cities had two, three or more daily
newspapers, and if one of them
acquired a TV station—no sweat.
There was still plenty of competi-
tion for the advertising dollar in
the newspaper field, and TV was
just one of a number of other com-
petitors for that dollar.

Today, however, the problem is
acute in the eyes of antitrust prose-
cutors. The daily newspaper field
has shrunk, and is shrinking so that
in many sizable cities there is one
newspaper, or one ownership of two
newspapers. And today, television
has become the most sizable com-
petitor to newspapers for advertising.

The advent of television as an
important source of news for the
public plays a part in the thinking
of the Justice Department’s trust-
busters. But, it's the economics of
the marketplace that looms largest
in the view of antitrust lawyers.

Newspapers and TV, Mr. Turner
observed some time ago, are “defi-
nitely” competing for the same ad-
vertising dollar.

“Is obvious,” he commented
then, “that we must make sure no
concentration in the media takes
place.”

Another Department of Justice
lawyer emphasized that it was no
new attitude: “It's as if U. S. Steel
and Bethlehem Steel merged,” he
said. “There’d be no question that
we'd have to go in to break it up.
The Beaumont situation is the same

. . just a smaller market.”

Why hadn't the Justice Depart-
ment moved to prevent newspaper
acquisitions of TV stations in ear-
lier years? “Simple,” another anti-
trust lawyer observed. “There was

casting principals, even though the sub-
committee is known to be particularly
interested in four specific areas with
newspaper-broadcasting tie-ups: San
Francisco; Shreveport, La.; Minneap-
olis-St. Paul, and Salt Lake City
(BROADCASTING, March 24).

New Dates » The subcommittee staff
said it would not release details of the
week’s hearing schedule until this week,
but it was learned from other sources
that the FCC commissioners were to
appear on Tuesday (March 26), in-
stead of March 27, as earlier reported.
Mr. Turner’s appearance was set for
Friday (March 29), it was reported.

The cross-ownership issue is part of
a larger inquiry by the Hart subcom-

e

less newspaper monopoly then, and
TV wasn’'t the leading advertising
medium it is today.”

Long History s The Department
of Justice’s interest in newspapers
and antitrust goes back many years.
One of the earliest antitrust cases
was the 1942 Associated Press case
when the government forced the
newspaper wire service to eliminate
the one-member-per-market practice.
In 1949, the government sued the
Lorain (Ohio) Journal for anticom-
petitive practices in refusing to carry
advertising by merchants who also
advertised on weoL Elyria, Ohio;
this fight was carried all the way
up to the U. S. Supreme Court
which in 1951 upheld the Depart-
ment of Justice. A similar suit was
filed in 1951 against the Mansfield
(Ohio) Journal; this was settled by
consent order.

The government in 1953 moved
against the Kansas City Star again
charging anticompetitive practices
and in 1957 won a consent judgment
forcing the newspaper, among other
forfeits, to give up its ownership of
WDAF-AM-FM-TV in that city. The sta-
tions were sold in 1958 to National
Theatres Corp. for $7.6 million
(they are now owned by Taft Broad-
casting Co.). Last year, the De-
partment of Justice won a suit
against the Los Angeles Times,
forcing it to divest itself of the
recently acquired San Bernardino
Sun. And, early this year, the gov-
ernment won a favorable court
verdict on antimonopoly grounds
against the Tucson (Ariz.) Star and
Citizen which had for many years
conducted joint production, circula-
tion and advertising arrangements.
It’s on appeal to the Supreme Court.

mittee into newspaper economics that
was precipitated by introduction of a
bill last year that would exempt from
antitrust action certain newspaper joint-
operation arrangements where, in the
absence of such an arrangement, one of
the papers might go out of business.
The bill would grant such immunity
regardless of other affiliations of such
a “failing newspaper,” including owner-
ship of a profitable broadcast property.

It was reported that all the FCC com-
missioners had been invited to testify,
rather than a single spokesman of the
commission, because of the lack of
“unanimity of opinion” on cross owner-
ship among the members of the com-
mission.
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BROADCAST ADVERTISING

RADAR figures emphasize radio’s reach

FURTHER DATA EXPECTED TO GIVE NETWORKS VALUABLE SELLING TOOL

Major steps forward in expanding the
sale of radio time, both spot and net-
work, were seen in two unrelated de-
velopments last week.

s The second wave of data from the
four-network RADAR research proj-
ect appeared; and although each net-
work tended to select the configuration
that would show it in the best light,
there was widespread agreement that
the figures do further document radio’s
broad reach and that these and subse-
quent outputs from RADAR will give
networks a much more convincing case
in selling to advertisers.

s The Westinghouse Broadcasting Co.
came up with a technique for quick
estimation of the reach and frequency
of any given schedule of radio an-
nouncements. This, it was felt, would
expedite spot-radio sales by providing
a new, easily used tool for determining
how many different people an adver-
tiser could expect to reach with a spe-
cific schedule (see page 28).

The second wave of figures from
RADAR (Radio’s All-Dimension Au-
dience Research) project refined the
originally issued data, which showed
among other things that close to 140
million or 95% of all people aged 12
and over listen to radio in the course
of a week (BroabncasTiNg, Dec. 11,
1967; Jan. 15).

The new figures show reach and fre-
quency by network and program, after

adjustments to take clearances and de-
layed broadcasts into account. The third
wave is expected in about two weeks
and will show reach and frequency at-
tained by specific schedules on the re-
spective networks. Future waves will
provide similar data on multinetwork
schedules and on proposed schedules
being offered to advertisers.

Something for Everyone = In re-
leasing data from the second wave, the
networks tended to find and emphasize
figures showing them to be supetior to
their competitors.

NBC Radio stressed cumulative au-
diences of adults (age 18 and over).
It noted that in the course of a week,
for example, NBC reached more differ-
ent adults than any other radio network
—27,166,000 as against 26,322,000 for
the old ABC Radio network, 21,498,-
000 for CBS Radio and 18,606,000 for
Mutual.

CBS Radio put more emphasis on
average audience per broadcast, noting
for instance that its average commer-
cial program reached 1,697,000 adults
as compared with 1,263,000 for ABC,
1,171,000 for NBC and 813,000 for
Mutual.

ABC Radio has changed from a one-
network to a four-network operation
since the RADAR audience measure-
ments were made last spring. Despite
that, and even though its former one-
network operation frequently ranked at

least second in RADAR data released by
other networks, ABC also called at-
tention to cumulative audiences of list-
eners from age 12 on up. Its full-week
cume on this basis was put at 31,650,-
000 as against 30,149,000 for NBC,
22,738,000 for CBS and 22,144,000
for Mutual.

Mutual officials were quick to point
out that they have “roughly only 50%
as much inventory for network sale”
as the other networks and therefore
have less opportunity to build block-
buster cumes. In that light, they said,
“Mutual’s position in RADAR can be
considered quite outstanding.” They
also said that if one considers only the
broadcast hours that carry the bulk of
all commercials on all networks, Mutual
had a quarter-hour average, Monday
through Friday, of 1,552,000 as against
1,724,000 for CBS and 1,494,000 for
NBC (for this specific comparison
MBS did not consider ABC, because of
its change to a four-network operation
since the data were compiled).

Low-Cost Coverage » While officials
of each network were putting primary
emphasis on findings most favorable
to them, however, it was generally
agreed that the findings as a whole pro-
vide further proof that network radio
can deliver audiences to match or ex-
ceed those of any other national media
—and at lower cost.

One official, Ben S. Lochridge, the

In what was said to be one of the
largest single buys in the history of
radio syndication, the Ford Motor
Co. has signed to present the com-
puterized 15-bout mythical All-Time
Midleweight Tournament and Cham-
pionship Fight on at least 500 sta-
tions in the U. S.

Announcement of the sponsorship
was made last week in New York by
Murry Woroner, president of Wor-
oner Productions Inc., Miami, pro-
ducer and distributor of the program.

Mr. Woroner said that Ford,
through J. Walter Thompson Co.,
New York and Detroit, is spending
about $500,000 on the package. Ford
will offer the program free of charge

Ford thinks Woroner has one of those better ideas

to one station
in each mar-
ket, reserving
for itself the
odd-numbered
commercials
and making
available the
even-num-
bered commer-
cials for the
stations to sell
locally to non-
competitive advertisers.

In addition to Ford, Mr. Woroner
disclosed that General Acceptance
Corp., Allentown, Pa., is buying re-
gional sponsorship in more than 100

Mr. Woroner

markets in the eastern and south-
western areas of the U. S. GAC is
negotiating directly with broadcast-

ing stations.
Mr. Woroner said the 15-bout
computerized single elimination

match will follow the format of the
Al-Time Heavyweight Tournament
and Championship Fight, which, in
1967, was carried in virtually every
U.S. market and 200 additional ra-
dio stations throughout the world
(BROADCASTING, Jan. 15; May 15,
1967). The middleweight elimina-
tion matches will be broadcast from
Sept. 30 through Dec. 30 and the
championship bout will be on Jan.
6, 1969.
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CBS Radio Division’s vice president for
network sales, predicted that “when
multi-network cross-tabulations become
available, they will show that a three-
network schedule, costing in the area
of $35,000 a week, will reach more
than 18 million different adults an aver-
age of approximately four times each,
delivering a total of some 75 million
gross listener impressions a week This
combination of reach and frequency at
affordable costs is unique to network
radio.”

The RADAR study was conducted
for the four networks by Brand Rating
Research Corp., which is also providing
the current and future breakouts.

New research
on spot radio

Westinghouse’s Yergin
develops system to compute

reach and frequency

Westinghouse Broadcasting research
head James Yergin has developed a
new-math technique for probability
estimates of a spot radio schedule’s
reach and frequency in terms of num-
bers of different people.

In the case of reaches of up to 50%
of a station’s cumulative audience,
reach and frequency figures can be
taken as unduplicated, according to Mr.
Yergin, and added from station to sta-

tion for market totals.

The technique is applicable to any
spot schedule on any station and to any
reported demographic group. It requires
only the average-quarter-hour and cu-
mulative audience figures standard in
both American Research Bureau and
Pulse reports.

Mr. Yergin argues that quarter-hour
audience, the measure employed by
agencies in planning schedules, was a
relevant measure when radio shows
were generally sponsored because it
reflected the number of different peo-
ple an advertiser was actually reaching
with a frequency equal to the number
of his announcements per quarter-hour.
When packages of spots are the rule,
however, neither of these measures accu-
rately reflects reach and frequency.

Cumulative audience figures only
partly meet the problem of comparing
stations, Mr. Yergin says.

New Figuring » In his new-math ap-
proach to the problem, Mr. Yergin
interrelated quarter-hour and cumula-
tive audience figures for specific time
periods to establish the number of
quarter-hours of listening by the aver-
age listener: The number of quarter-
hours in the day or daypart in question
multiplied by the average quarter-hour
audience divided by the cumulative
audience equals the average listening.

He then established the probability
of reaching the average listener with
successive spot rotating, i.e., random,
in schedules of different sizes. It was
found that the probability of reaching
an individual with a randomly scheduled
announcement is the same as the per-
centage of quarter-hours in the day he
listens, progressively.

From this, Mr. Yergin developed a

“reach index': The number of quarter-
hours of listening times the number of
anpnouncements times the percentage of
quarter-hours in the day listened equals
the reach index.

Close correlations were also found
between the percentage of people
reached in cases where the product of
the number of announcements and the
number of quarter-hours listened were
the same. Hypothetical “reach curves”
for frequencies of one, two, three, four,
and five or more were plotted from
these correlations and adjusted for
realistic accuracy according to average
listening levels by audience quintiles in
a special Politz study.

Computed “reach indexes” can then
be read along the bottom scale of new-
math “reach curves” for various fre-
quencies, and the corresponding per-
centage of cumulative audience that
will be reached by the schedule in ques-
tion can be read along the side scale.
Reconversion to absolute audience totals
then permits addition from station to
station.

Applicability = The limitations of ac-
curacy of the new-math technique
are when (1) the frequency in question
exceeds 50% of the number of an-
nouncements in the schedule, and (2)
the number of announcements ap-
proaches 50% of the number of quar-
ter-hours in the time period.

Presentations of the new-math tech-
nique start today (March 25), run
through Wednesday in New York, and
move to Philadelphia Tuesday and
Pittsburgh Friday. After the National
Association of Broadcasters convention
(March 31 through April 3), presenta-
tions will be given in Chicago, Detroit,
San Francisco, Los Angeles and Boston.

ABC
Week Cume
ended Jan. 1-
Day parts March 10 March 10
Monday-Friday -
Sign-on-10 a.m. $§ — § 1458
Monday-Friday
10 a.m.-6 p.m. 1,183.5 12,478.9
Saturday-Sunday
Sign-on-6 p.m. 1,167.8 12,7832
Monday-Saturday
6 p.m.-7:30 p.m. 2555 3,510.1
Sunday
6 p.m-7:30 p.m. 90.0 1,7409
Monday-Sunda
7:30 p.m.-11 p.m. 6,537.6 55,949.9
Monday-Sunday
11 p.m.-Sign-off 270.3 2,988.4
Total $9,504.7 $89,606.2

BAR network-TV billing report for week ended March 10

Broadcast Advertisers Reports’ network-TV dollar revenue estimate—week ended March 10, 1968 (net time and talent charges in thousands of dollars)

Total Total
CBS NBC minutes  dollars
Week Cume Week Cume week week 1968 1968
ended Jan. 1- ended Jan. 1- ended ended total total
March10  March10  March10  March 10 March10 March 10 minutes dollars
$ 886 $ 8418 $ 3597 § 33818 75 § 4483 708 $ 4,3694
3,242.5 32,840.2 2,412.5 24,5958 931 6,8385 9,041 69,914.9
7196 11,4151 4452 5,010.8 237 23226 2,398 29,209.1
659.7 6,203.4 681.9 7,064.2 85 1,597.1 813 16,786.7
240.9 2,596.8 192.5 2,073.7 20 523.4 220 64114
6,798.5 67,883.2 7,007.2 65,071.0 441 20,3433 4219 188,904.1
35.3 418.8 403.8 3,957.1 70 709.4 672 7,364.3
$11,785.1 $122,199.3  $11,502.8 $111,1544 1,859 $32,7926 18,071 $322,959.9
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Not exactly. But we can be
rather mysterious at times.
Our trick involves having
WSB-Radio newsmen
seemingly everywhere at
once. Covering the news as
it happens, wherever it
might be happening.

This slight of foot is
accomplished by a staff of
reporters outnumbering
those of the next three
stations combined. And at
the head of this group is

Houdini?

Aubrey Morris, an ever-
present figure on the city
and state news scene for
the past twenty years.

A journalist many in the
trade consider to be the
best in the South.

He and the WSB-Radio news
team scour Atlanta and the
state with the idea of

being there when news
happens. And using the
most modern and mobile
equipment available to

report it. instantly and
comprehensively. Seemingly
everywhere at once.

The same magic that works

in our news department

works in WSB advertising

too: By making products -—

disappear from shelves > /
" \Z%:l‘tj/

and showroems.

A
WSB RADIO  »~

am 750/ fm stereo 98.5 ATLANTA In

7o ]

MBC atfiliate. Represented by Edward Petry & Co.. Inc.

%Cox BROALCASTING COAPORATION STATIONS: wSE ALLFIM.TY, Alanta: WHIO AM.FM.TV. Daylon: vSDC AM-FLLTY. Charlotie. WIOD ARLFM. Midnn KTYU {Ty), San Francisco-Qaklang: V/IC-TY, Pillsbureh
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FOR TELEVISION

T M productions, inc.
presents. ..

BEED DEEEE
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the
Network Look
in Local
television
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COLORTHEME The ID and intro series for tele-
vision. Animated customized ID's and program
titles in brilliant color to give your station the look
of the Networks.

COLORTHEME Animated in Hollywood by Sam
Nicholson, creator of titles for Mission Impossible,
Lost in Space, Time Tunnel, Tarzan and logos and
promos for NBC and ABC Networks. Thematic
music by Tom Merriman, Academy Award and
Cannes Film Festival Award winner.
COLORTHEME A total visual and musical image
for todays television. The package contains 3, 5
and 10 second animated station ID's plus news,
sports, weather, documentary, special events,
movie, variety shows, childrens shows and color
intro titles, all produced in full color including
station call letters utilizing your stations own logo.
SEE WHAT COLORTHEME IS ALL ABOUT

at the NAB Convention, Suite 716-717, Conrad
Hilton or write for a demo reel.

productions, inc.

701 NOEL PAGE BLDG. -« DALLAS, TEXAS 75206 - 214-368-1318
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FOR RADIO

T M productions, inc.
presents. ..

New Radio ID Packages
Created by Tom Merriman and Jim Long
Eight Totally New Concepts In Station ID’s

TOP 40 PACKAGES

“More Music A Cappelias’ (with the West Coast sound)
“Instrupelias”

““Half Brass & Half A Cappellas”

“Sock A Cappellas’

“Keyed A Cappellas”

““New Generation”

“Music Power"’

RHYTHM & BLUES STATIONS

“The Soul Society’ (The Power of Soul)
Heavy Soul Sounds recorded in Memphis and Detroit

THE MORNING MAN

Special jingles for your most important personality

M-O-R AND GOOD MUSIC

“Custom A Cappellas”

“The Living Sound”

“The Criterion

“The Golden Sound"’

“The World Is Full of Beautifu} Things"'

If you're ready to forget all you ever knew about jingles . . . the
heavy sounds can be heard at the NAB Convention, Suite 716-717,
Conrad Hilton, or write for demos.

TM productions, inc.

701 NOEL PAGE BLDG. + DALLAS, TEXAS 75206 « 214-368-1318

WKYG — Cleveland
WIBG — Philadelphia
WWRL — New York
WEUN — Miami
WMEX — Boston
KOIA —San Francisco
WOL  — Washingtan
WIFE. — Indianapolis
WHN  — New York
WQXI —Atlanta
WKBW — Buffalo
KIMN — Denver

WSAl. — Cincinnati

WDIA — Memphis

WPRD — Frovidence
CKFH: — Toronto

and many many more.




rubber products, has appointed Need-
ham, Harper & Steers, Los Angeles, to
succeed Marsteller Inc. as its agency.
Billings are estimated at $150,000 with
some broadcast advertising planned on
the West Coast. Chairman of the board
of U. 8. Divers Co. is Jacques-Yves
Cousteau, whose Undersea World spe-
cials are on ABC-TV.

Agency-sponsor
casting rapped

Timidity, hypocrisy
charged at New York
hearing on human rights

Advertisers and agencies were ac-
cused of “timidness” in the use of
Negroes and Puerto Ricans in TV com-
mercials during a hearing in New York
last week into alleged discrimination in
broadcast and advertising.

This description was applied by
Michael L. Vallon, counsel to the city
commission on human rights, during the
second week of hearings by the com-
mission (BROADCASTING, March 18). A
survey made by the commission for the
year ended Aug. 31, 1967, showed, Mr.
Vallon said, that only 314 of 7,432
commercials produced by 40 top ad-
vertising agencies used Negroes and
Puerto Ricans. Only about one-third of
these used Negroes and Puerto Ricans
as product principals (an actor iden-
tified with the product being sold).

A group of advertising agency and
advertiser officials who appeared dur-
ing the hearing acknowledged they
probably had not made full use of
minority group members in commer-
cials and pledged to make efforts to
improve this situation. Some pointed
out, however, that creative and mar-
keting considerations cannot be ignored
inasmuch as the advertisers’ majority

Mr. Posey
34 (BROADCAST ADVERTISING)

market is the white community.

Y&R Action Praised = Mr. Vallon
commended Young & Rubicam for es-
tablishing a “committee to review the
use of minority talent,” although Fred
W. Frost Y & R vice president and
commercial TV production manager,
noted that the white-majority market is
the most important to advertisers.

While William Bambrick, a vice
president and assistant to the general
manager of Foote, Cone & Belding, was
testifying, Mr. Vallon said FC&B had
made 177 commercials during the time
of the commission’s study and had
used only one Negro. Mr. Bambrick
replied that it was “unrealistic to es-
tablish a formula” because ‘“require-
ments concerning each project may
vary considerably.” Mr. Bambrick said
that since the survey period, FC&B had
made 73 commercials and that 69
minority group members had been used
in 11 of them.

Among other agency executives who
testified and acknowledged they had
made only limited use of minority group
members were James Moore, vice
president, business affairs and broad-
casting, Papert, Koenig, Lois; Frederick
Cammann, director of TV commercial
production, Compton Advertising, and
John Elliott Jr., chairman of Ogilvy &
Mather.

Chester L. Posey, vice chairman of
McCann-Erickson, told the hearing that
“one purpose of our broadcast com-
mercial casting has been to present
wherever possible an integrated society
and we believe the nature of the roles
portrayed by Negroes in our com-
mercials represents the contemporary
American scene.”

Cleveland Robinson, one of the com-
missioners, called the McCann report
“sheer hypocrisy,” and added: “You
know you are presenting the facts in a
better light than they really are. I'd
rather listen to someone who admits
he is not doing the job. Search your
conscience and face the facts.”

Agencies to Blame? = Representatives
of several large advertisers who ap-
peared at Wednesday’s session placed
at least part of the blame for the

Mr. Bambrick

limited use of Negroes and Puerto
Ricans in their commercials on their
advertising agencies. Samuel Thurm,
advertising vice president of Lever
Brothers, and T. S. Thompson, senior
vice president, marketing and develop-
ment, General Foods Corp., indicated
they had been pressing for expanded
use of these minority groups in their
commercials, but added that their own
follow-up to memoranda sent to agen-
cies should have been more forceful.

“The answer apparently is more per-
sonal supervision,” Mr. Thurm re-
marked, “and that will be the action of
the future.”

Mr. Vallon asked the representatives
of Lever Brothers and General Foods
if they would take action, such as can-
celling contracts, against agencies that
did not hire sufficient numbers of
minority group persons and did not
use them in commercials.

Mr. Thompson replied that General
Foods “would make a good review and
take a long hard look and maybe take
action.” Mr. Thurm indicated that
Lever Brothers “would take some ac-
tion. If the supplier did not deliver, we
would change the supplier.”

James C. Dowling, vice president of
Philip Morris Inc., acknowledged that
his company has “missed some oppor-
tunities” in not making sure that minor-
ity-group members were used in com-
mercials. He said that his company
would recommend action if advertis-
ing agencies followed a pattern of
under-utilizing minorities.

Stanton Memo = Meanwhile, Dr.
Frank Stanton, CBS Inc. president,
issued a memorandum to officers of all
CBS units, emphasizing the testimony
before the commission of William C.
Fitts Jr., CBS Inc. vice president, who
described the company’s nondiscrimin-
ation policy and its efforts to achieve
more meaningful integration of its
staff (BROADCASTING, March 18). In
his memo, Dr. Stanton said there is
“no management responsibility in our
company more pressing than putting
teeth into our policy of nondiserimina-
tion—namely, of increasing the number
of nonwhite employees.” He said he
would require progress reports from
groups. divisions and subsidiaries more
frequently than heretofore.

NBC Radio news nearly booked

NBC Radio said last week that its
News on the Hour is 98% sold for the
second quarter of this year,

The program, a five-and-a-half min-
ute newscast, is broadcast on the hour
Monday-Friday, 7 a.m.-11 p.m. in local
time zones, Among advertisers in the
second quarter: American Express, Ben-
rus Watch, Campbell Soup, Chevrolet,
Kellogg, Plough State Oil, R. J. Reyn-
olds, Sinclair Oil and Sterling Drug.

BROADCASTING, March 25, 1968



We're
number one
In Boston.

Again.

And by a higger margin than before.

Pulse: Number One, share of audience, average quarter-
hour, Monday-Friday, 6:00 AM-12:00 Midnight. October-
December 1967.

Hooper: Number One, share of audience, total rated time
periods, January-February 1968.

A CBS OWNED STATION Represented by CBS Radio Spot Sales

Based on Pulse and Hooper estimates (Pulse, Metro and Five County Areas, October-December 1967;
Hooper, January-February 1968) subject to qualifications which WEEI will supply on request.

BROADCASTING, March 25, 1968
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You know all those ideas you have about radio being chiefly
a frequency medium? Well forget ’em. Because now Blair
Radio can prove to you that this medium can be used pri-
marily for reach, with astonishing effectiveness. And just
think what that means. First, of course, your advertising
dollar can go a lot further. Second, you can free up money
from one market to extend coverage into others. Third—
but wait a minute. This story is too fresh, and too impor-
tant, not to get it first-hand. So get it first-hand. Call Bob
Dwyer at Blair Radio and ask him to fill you in.What you’ll
get is the kind of thing you expect from Blair: new, inno-
vative, forward thinking that can add extra punch to your
advertising. Just say,okay Bob—reach!

=B BLAIR @ RADIO




ASH switches attack
to magazine articles

ASH, the antismoking group that
plans to monitor broadcasters to make
sure they provide rebuttal time to ciga-
rette commercials,
last week turned
its atteniton to the
print media.

ASH, or Action
on Smoking and
Health, filed a
formal complaint
with the Federal
Trade Commis-
sion charging that
Hill & Knowlton
and Tiderock
Corp., two New
York public-relations firms retained by
the Tobacco Institute, have been en-
gaging in “unfair and deceptive trade
practices designed to mislead the public
as to health hazards of cigarette smok-
ing.”

The complaint was signed by John
Banzhaf III, ASH’s executive director,
the attorney who last June filed the com-
plaint with the FCC that resulted in the
commission’s extension of its fairness
doctrine to include cigarette commer-
cials (BROADCASTING, June 5, 1967 et
seq.).

ASH complained that the January
issue of True magazine and the March

Sen. Magnuson

3 issue of the tabloid, National En-
quirer, carried stories, ostensibly writ-
ten by a disinterested freelance writer,
which questioned current medical evi-
dence that tends to prove cigarette
smoking harmful to health. In fact, the
ASH complaint said, the writer was an
employe of Hill & Knowlton.

Reprints to ‘Leaders’ = Moreover,
the ASH complaint contends, the True
article was reprinted and “sent through
the U. S. mails to a very large number
of individuals identified on the enclos-
ure only as ‘a leader in your profession
and community.’ ” ASH said that it is
unusual that a magazine on its own
initiative would send large numbers of
reprints of only one article to a large
segment of the general public.

ASH concluded that it's “reasonable
to conclude that the reprinting and
mailing of the planted article was paid
for at least in part by the tobacco in-

dustry. . . .” ASH said that it hoped
that this “will also be a focus of further
investigation.”

Meanwhile, in Washington, the True
article has been attracting high-level
congressional attention. Senate Com-
merce Committee Chairman Warren
Magnuson (D-Wash.) has asked the
surgeon general of the U.S. to provide
the committee with an analysis of the
article. Senator Magnuson’s committee
has jurisdiction over health legislation
affecting cigarettes and over the Federal
Trade Commission, now testing ciga-
rettes for tar and nicotine content at
the Commerce Committee’s instigation.

Friendly competition
ups airline billings

An intensified competition among the
airlines is bringing increased benefits to
broadcast advertising.

The latest to announce an expanded
campaign is United Airlines, whose $6-
million spring effort begins March 29
on a “Let’s Get Away From It All”
theme. United bought the rights to the
tune of that name by Matt Dennis and
Tom Adair and will spend approxi-
mately $4.2 million in network and spot
television and radio fo broadcast it and
the standby “Friendly Skies” theme,
according to Frederick W. Heckel IfI,
United’s vice president for advertising.

Between partial sponsorship of a
CBS-TV special on the basketball
Globetrotters March 29 and half-spon-
sorship of NBC-TV’s Emmy Awards
coverage May 19, United will use par-
ticipations on such shows as ABC-TV’s
Wide World of Sports, CBS-TV’s Na-
tional Hockey League games, Red Skel-
ton Show, Carol Burnett Show,
Jonathan Winters Show, Cimarron
Strip, Jackie Gleason Show, NBC-TV's
! Spy and Dean Martin Show, and
movies on all three networks. The air-
line also plans a spot television cam-
paign in 20 major markets.

Big Push » ABC, CBS and NBC
radio networks will carry over 200 spot
announcements the first weekend of the

Try, try again?

A number of tobacco companies
across the country have received a
letter from a purported research or-
ganization called Technical News
Service, which claims to be setting
up “a survey on the harmful effects
of tobacco on human beings and to
attempt to define some positive steps
to control these serious side effects.”
The letter asks tobacco officials to
review the questions used in the base
sample of the survey and invites sug-
gestions.

Among the questions it lists:

» “Should the federal government
prohibit all forms of advertising of
tobacco and/or tobacco products?”

» “Should all forms of tobacco be
classified as dangerous drugs and
placed under strict controls which
would be established to control the
growth, manufacture and sales of all
tobacco products?”’

» “As the airways are considered
to be public property, should the
FCC prohibit their use for advertis-

ing tobacco products?”

The letter is signed by “M. E.
Tripp, survey analyst II.” The
letterhead lists P.O. Box 964, Saigon,
Vietnam, and 5617 Hollywood
Boulevard, Hollywood, Calif., 90028
as return addresses. The Hollywood
address is a two-room walkup with
the Abbott Co. and the Allan Co.
listed on the door. In 1965, an
Abbott Co., then operating out of
Concord, Calif., near San Francisco,
circulated a letter soliciting com-
ment from broadcasters on a pro-
posal to tax radio and television ad-
vertising (BROADCASTING, Sept. 27,
1965). This letter was sent over the
signature of R. H. Mitman who
was subsequently revealed to have
been convicted of sex offenses in
Los Angeles (BROADCASTING, Oct. 4,
1965). At the time, Mr. Mitman
told BROADCASTING that the mailing
had gone to 48,000 persons, which
he described as only the first phase
of a survey. No more was heard of

the survey after publication of the
BROADCASTING reports.

Earlier this month in a telephone
conversation with a man who identi-
fied himself as “George Wilson” of
the Allan Co., BROADCASTING was
told that a national survey on the
injurious effects of tobacco was un-
der way. A BROADCASTING reporter
then visited the Allan Co.’s office in
Hollywood and interviewed a man
who identified himself as Richard H.
Mitman, an engineer with the com-
pany just back from a business as-
signment in Vietnam. He described
the Allan Co. as management engi-
neers who perform mostly industrial
surveys and feasibility studies. He
claimed George Wilson is vice presi-
dent of the company but said he was
out-of-town visiting one of the com-
pany’s several offices. There is no
record of an Allan Co. in the tele-
phone directories in any of the cities
where Mr. Mitman said the company
had offices.
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© 1968 TRANS-LUX TELEVISION CORPORATION

Here'safunny NEW STAR inafunny new show!

He's TV's HOT new personality

PAT McCORMICK L

starring in a hilarious new TV series... . /‘xf\

26 HALF HOURS
BRAND NEW/COLOR TAPE

Talk is talk, but controversy with comedy

ARE YOU ' ... that's "'something else”. It's a whole
FOR OR AGAINST: new ballgame when adversaries face the
o wit and humor of lovable, laughable Pat

COMPUTER DATING? NyDIST COLONIES? McCormick, as they come up to bat FOR

GETAR\AN\SN\’- MINI/MAXI SKIRTS? AND AGAINST fascinating topics!
VE .
DOUBLE BEDS/TWIN BEDS?

All of these subjects and many, many
more are given ‘The Treatment' by Pat
McCormick and his guests.

[RANS-|UX

TELEVISION CORPORATION

Now...the NEW LOOK, the NEW SOUND from =z




Here's a potent new show with a powerful NEW SOUND!

MURRAY-THE K presents
the nation’s most popular song writer-
performers in a program of gusical
entertainment and discussion

IT'S"A.PROBE INTO!THE-LIVES AND

<Y THINKING OF TODAY'S YOUNG ADULT
’ THROUGH THE SOUNDS AND LYRICS
OF HIS MUSIC

HE REVEALS THE SERIOUS MEANING BEHIND THE MUSIC
I i: TO WHICH THE NOW GENERATION SO STRONGLY RELATES
Each week, different well-known members of *‘The

Establishment’ join in to share their views in a

stimulating round of provocative expressions. So
important are the words behind the music, they are
made one of the focal points of the show's enter-
| tainment and dialogue. The lyrics of their famous
recordings are viewed on the TV screen as the stars
perferm. The unique format of the show includes a
mix of ingredients that truly makes this the potent

W|th MURRAY TH E K and powerful new show of the season.

26 ONE HOUR PROGRAMS/BRAND NEW/COLOR TAPE m

% e [RANS-|UX |

TELEVISION CORPORATION

Now...the NEW LOOK, the NEW SOUND from =
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Here's a daring, dramatic NEW LOOK in discussions!

It's TV's most
revealing look into
today’s most timely
and provocative
subjects.

IT SHOCKS!
IT SURPRISES!
IT STUNS!

Definitely not
for children!

™ PHIL LIND |
INTERVIEW

For two hours each week, crack TV
journalist Phil Lind delves into star-
tling topics, many of them taboo, all of
b them absorbing. It is a program of
open involvement with the many
facets in the lives of the non-conform-
ist and uninhibited.

26 TWO HOUR PROGRAMS
BRAND NEW/COLOR TAPE

R —— T T

TELEVISION CORPORATION

Now...the NEW LOOK, the NEW SOUND from =i




Here's an entertaining, informative \EWAPPRUACH  to daytime TV!

ART JAMES —Popular
host-announcer of
‘*Say When'' and
“'Concentration’’ —
works in close har-
mony with Miss Fran-
cis to create a team
with great appeal to
the 18-99 group.

A LANCER ENYERPRISES PRODUCTIDN
AL SUSSMAN, EXECUTIVE PRODUCER

MONDAY — FRIDAY 5 HOURS PER WEEK/COLOR TAPE

Now...the NEW LOOK, the NEW SOUND

from

| TRANS-|UX

For the very

first time... >
one of television’s

most famous personalities

in a brand new

syndicated strip.

with ART JAMES

The first lady of television is here to
present an entertaining, informative,
daily show tailor-made for all the
ladies of the TV household—and the
men, {oo!

Entertainers will entertain — perform-
ers will perform —guests will talk—
and every day there'll be the kind of
features which sell millions of service
magazines. It adds up to compelling
television for the American Woman.

TELEVISION CORPORATION
525 MADISON AVENUE, NEW YORK. N.Y. 10022 212 Plaza 1-3110
CHKAGD « MOLLTWOOO



Here's a witty, saucy in daytime TV!

One of the funniest
females in show business
in her first regularly
scheduled TV program!

The

Show

From the intimate nightclubs of New
York and Chicago to the mass audi-
ences of Ed Sullivan, Johnny Carson
and Kraft Music Hall — Joan Rivers
doubles "em up with laughter because
Joan hits 'em where they live! And
that is exactly what The Joan Rivers
Show does for daytime TV. A wonder-
ful mix of comedy, audience involve-
ment, guests and celebrities—all
directed to the modern Misses and
Mrs. who won’t miss a single day of
The Joan Rivers Show!

UX

TELEVISION CORPORATION

Now...the NEW LOOK, the NEW SOUND from -5 Suaeiines
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Here's programmingwitha NEVW HEACH  in audience appeal!

=

| ‘ 5 J ‘ﬂ . 8 :
B The Serendipity Singers f
. 'j Holidays and special events get very special treatment "‘, Th ovocatih’.‘\\

)

comedy and drama in a wide range of highly original L A Stranger Kn@CkS g

from The Serendipity Singers. One of the great enter-
taining groups of our time, The Serendips use music,

‘ fun and fantasy presentations. j
i i ""One of the best Danish films made in recent years"’, .1
e N ] wrote TIME MAGAZINE. It is the most talked about L
* r Sporty and Exciting! film in the past decade. |
oo PRO E B
‘ | il - ‘ \
i S K ! _ Played to sellout L W
- ” i | : theatre audiences— =t
- ¥
L RACES o
1 The country's fastest grow- it
; | ing sport. Skiing at its best, ‘J I ‘
. by the best from the major ir Ix
] "‘ ski centers of the U.S.A. A ! |
- series of championship )
[ events in 1968—free style b ‘
! skiing, standard slaloms, ! 11
! dual giant slaloms—al! "'offi- ! ‘
i cial” from the Professional : g 77 A ‘3’ L
I* Ski Racers Association. ’ ERIC SOYA'S i
: . A richly tender and humorous story WL
! - 66 29 , . h 3
— i of a young man's awakening to love |
- THE FIRST MOD-POP MUSIC ADVENTURE EVER PRODUCED FOR TV! and his emergence into manhood. ]
MURRAY g
i | ¥, .
3 THE K 1N g F
B  NEW YORK e
1 ,'ﬁ’ The subject is: 1
L= Never before a spectacufar Murderi— ] AL
" ‘IIE with such an array of talent i'l: i
) ... Aretha Franklin, The i
bk Doors, Otis Reading, The F P
-]‘ Association, The Beatles, -5
lli Richie Havens and more in LA
] an exciting fantasy chase = i et
¥ |i around the famous tourist — i
‘ attractions of New York. COLOR SPECTACULAR |
i 90 MINUTES/TAPE 3
i - =t &
5 “ BREsw VY o Psychedelic” is the word for— John Dickson Carr’'s powerful novel in a screenplay |
p ARV e thOl > M X o |
= 1 : BY 4 Eg Eg%; iﬁéﬁyﬂj Pﬁ‘ the N.Y. Times called, '"Something to behold! b
! !" I|1 {- - e Jl L }
: B Lo A series of variety-music pro- TOP DRAW FEATURES |
l :

grams keyed to the top-of- i =3
the-list rock-pop tunes and | i
artists of today. A vast S Fi
proven audience is waiting! =

HALF HOUR ON COLOR TAPE R

s |RANS-|UX e

TELEVISION CORPORATION

Now...the NEW LOOK, the NEW SOUND from -5 s




Here's adventure, action and enchantment for

150 6MINUTE CARTOONS/FILMED IN COLOR

BRAND NEW!

THE AMAZING
ADVENTURES OF

SNIP

THE WORLD IS HIS OYSTER AND
ITS FOR KIDS AROUND THE WORLD!

Snip is really Every Boy who

learns about his world and its real
people as he travels far and wide

to probe its wonders and mysteries.

NEWAUDIENCES!

volcanaes, the pla

all kids love. A mu

Through animated adventure and fantasy,
Snip discovers the truth about whales,

nets, prehistoric monsters

and the whale infinite variety of subjects

st for every child.

| 26 HALF HOURS/COLOR

WIDE
WIDE
WORLD

©Dudley Productions Limited

This is what color TV is all about
... and this kind of magnificent color sells.

Featuring the recently filmed exotic places that
travellers are eager to see. The sights are authen-
tic; the sounds are authentic; the photography
is superb. All new, first-run. Never before on TV!

52 HALF HOURS Animated/Color

THIS CARTOON IS

THE ONE FOR 1968!

It’s brand new with the appeal of wheels

to capture the kids.

[ R e LA

Nothing like it befare.

PICK-A-SHOW

A live,
phone -
for-cash
game
built on
your own
program-
ming!

Antmated

52 HALF HOURS

The world’s
mightiest
robot in
space age
action!

CHOANTOR

LT SRR RS Y e

39 HALF HOURS

Human dramas
of World War |

THE BIG ATTACK

260 EPISOCES (4 min.) Animated
bw/color

Fellx

THE CAY

The world's
most popular
feline!

© OEU T Lot Pt .

130 EPISODES (5% min.)
Animated /bw/color

Adventures
of the world’s
most famous
super hero!

# T e o T B

Now .the NEW LOUK the NEW SOUND from

39 HALF HOURS
THE

v MAGIE

ROOM

Fascinating
programs
to attract
audiences
of all ages!

39 EPISODES (10 min.)

FUN WITH
JUNIOR
SCIENCE

Basic science with a
touch of magic let
youngsters

become

wizards

26 HALF HOURS/bw

Hollgwood

‘G4UE T SHOT

Hollywood
stars take
you into
their private
lives

 TRANS-|UX

TELEVISION CORPORATION

625 MADISON AVENUE,

NEW YORK. N.Y. 10022 - 212 Plaua 13110

CHICAGO + HONLTWOO0




campaign, and an intensive drive will
focus stations in 15 top radio markets
throughout the six weeks.

Mr. Heckel said this $6 million ex-
penditure is part of a $25 million an-
nual budget, about half of which is
spent in broadcasting. The airline’s
budget for 1967 was reported to be $21

million total, $14 million radio-TV
(BROADCASTING, Aug. 28, 1967). Leo
Burnett Co., Chicago, is United’s
agency.

Other airlines have expanded their
broadcast billings with new campaigns
since the first of the year. Trans World
Airlines, (Foote. Cone & Belding), on
an “Up, Up and Away” theme, is add-
ing $2 million or so to its $10 million
annual radio-TV allocation (BROAD-
CASTING, Jan. 1). Northeast Airlines
(Carl Ally) announced one of its big-
gest budgets—3$4 million, total, $2.4
million broadcast—to attract the Flor-
ida-bound travelers to the “All-Steak
Airline” (BROADCASTING, Jan. 1).
American Airlines (Doyle Dane Bern-
bach) began its “Fly the American
Way” campaign this month with a $20
million budget. 60%-65% of it in
broadcasting (BROADCASTING, March
18).

Radio, TV to introduce
Big Yaz in 11 markets

Carl Yastrzemski, Boston Red Sox
star outfielder, has signed with Arnold
Bakers Inc.. Greenwich, Conn., to pro-
mote a new line of bread—*Big Yaz”
special-fitness white bread. Advertising
will begin this month in 11 northeast-
ern markets on both adult and chil-
dren’s television and radio programing,
with one-minute spots varying from 15
to 75 per week, depending on the mar-
ket.

In New York, over 35 radio com-
mercials on wNBC, woR and WHN and
18 television spots on waBcC-Tv and
wWNEW-TV will be used. In Boston, spots
during the Red Sox baseball broadcasts
will be used in addition to adult and
children’s programs, Other markets are
Springfield, Mass.; Albany, Schenectady,
Troy, all New York: Hartford, New
Haven, New London and Waterbury, all
Connecticut: Portiand, Me.; Nashua and
Concord, both New Hampshire, and
Rutland, Vt.

The agreemnt was made through Li-
censing Corp. of America and West,
Weir & Bartel, Arnold’s agency.

Rep appointments ...
= KaALB-Tv Alexandria, La.: Katz Tele-
vision, New York.

= Kixr Fortuna, Calif.: Paul H. Ray-
mer Co., San Francisco.

* WoNy Newburgh, N.Y.: Grant Webb
& Co., New York.
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A spoof on sports competition is
the theme of E. I. du Pont de
Nemours & Co.’s new series of tele-
vision commercials for an expanded
line of du Pont Lucite Work Skipper
paints.

Featuring “world-famous painting
stars” such as Ralph Coverwell,
America’s outdoor free-style cham-
pion; Barbara Rollon, women’s
singles floor-painting champion, and
the champion Boston Bristles, the
eight new television commercials

du Pont commercials take off on sports

were put into use in one-minute and
30-second versions last week. Prime-
time and daytime spots throughout
the year will be supported by net-
work radio on Memorial Day, In-
dependence Day and Labor Day.

The du Pont Work Skipper line
includes Lucite wall paint, interior
enamel, floor paint, house paint and
exterior enamel.

N. W. Ayer & Son Inc., Philadel-
phia, is du Pont’s agency. Produc-
tion house was EUE, Los Angeles.

TVB sales clinics start
in Omaha April 16

Television Bureau of Advertising
will hold 20 regional sales clinics in
1968 between April 16 and June 20,
it was announced last week. The clinics
will focus on profitability of sales,
particularly in the area of retail TV
advertising.

The dates and Iocations of the clinics:
April 16, Sheraton Fountenelle, Omaha;
April 18, Kings Inn, Houston; April
29, Downtown Holiday Inn, Jackson-
ville, Fla.; April 29, Sheraton Ritz,
Minneapolis; April 30, Sheraton Jef-
ferson, St. Louis; May 1, Holiday Inn
#2, Charlotte, N. C.

May 2, Continental Plaza, Chicago;
May 3, Sheraton Park, Washington;
May 8, Sheraton Motor Inn, Detroit;
May 9, Sheraton Columbus, Columbus,
Ohio; May 10, Hospitality Motor Inn,
Pittsburgh; May 14, Downtown Holi-
day Inn, Oklahoma City; May 15,
Sheraton Charles, New Orleans; May
17, Sheraton Peabody, Memphis; May

24, Sheraton Plaza, Boston; May 27,
Sheraton Motor Inn, Buffalo.

June 17, Sheraton Wilshire Motor
Inn, Los Angeles; June 18, Sheraton
Palace, San Francisco; June 19, Shera-
ton Motor Inn, Portland, Ore., and
June 20, Sheraton Mailibu, Denver.

Children’s hour
bought by Kellogg

Kellogg’s cereals was announced last
week as a long-term sponsor of a new
Saturday morning hour series for
children on NBC-TV.

The contract was described as sub-
stantial, covering 50 weeks of telecasts,
starting next Sept. 7. The show, de-
veloped with Kellogg’s agency, Leo
Burnett Co., Chicago, will be placed
in the 10:30-11 a.m. period.

While NBC’s announcement did not
relate the news of the Kellogg series
to an $8-million project for an experi-
ment in preschool children programing
by the Ford and Carnegie Foundations
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Were You Pleased
with
Your New Ratings?

We hope so, but if you are one of
the station owners or managers who
just can’t figure out why things came
out the way they did, maybe we can
help.

Ratings can only tell you what hap-
pened, not why? The old system of
trial and error is a method of cor-
recting rating problems that isn’t
necessary any more. In time con-
sumed, money spent, and income lost
because of unsatisfactory program
periods, it can be most expensive.

Through our consultation and super-
vision of sound, depth research in
your market, you can find out not
only what your strengths and weak-
nesses are, but also those of your
competitor as well. No matter what
you may have heard or read, images
are important—not only the station’s
image as a whole, but the image
strength and weakness of every per-
sonality and program under your di-
rect control.

Image movement, up or down, in
many cases precedes rating change
by six months to a year.

Studies for our clients have taken
us not only into twenty-one of the
top thirty markets, but into markets
below the top one hundred. We have
also done work for a large number
of the leading station groups and
two of the three networks. All in all,
we have completed over one hun.
dred major TV and radio studies,
encompassing some 55,000 in-person,
in-depth interviews.

If you are concerned about current
ratings and would like a sound ob-
Jective look at your station end its
relationship to the market, give us
a call for a presentation with ab-
solutely no obligation on your part.

McHUGH anp HOFFMAN, INC.

Television & Advertising Consullants

480 N. Woodward Avenue
Birmingham, Mich. ;801!

Area Code 818
644-9200
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and the U. S. government (see page
62), an NBC spokesman pointed up
that the announcements “coincident-
ally” occurred during the same week.

NBC said the Kellogg series (as yet
untitled) would be of appeal to child-
ren of all ages and “freely combine live
action and animation,” a technique
brought along for TV by Hanna-
‘Barbera Studios in Hollywood. H-B
will produce the series, with Joseph
Barbera and William Hanna as -execu-
tive producers,

The programing will contain several
elements, including a live-action serial,
cartoons, comedy, music and five re-
peats in the time period of specials
which were first presented on NBC
Children’s Theater. A continuing fea-
ture of the sertes will be performers
dressed in animal costumes who will
“test wits and skills” with studio guests.

Business briefly ...

United Van Lines, Fenton, Mo., through
Kelly, Zahrndt & Kelly, St. Louis, is
running a radio spot campaign through
May on CBS covering a total of 242
affiliates plus spots on stations in 70
other markets. Second phase of drive
will run mid-Auvgust through mid-No-
vember. ‘Local United Van Line agents
also are buying radio adjacencies to
supplement the national drive.

U. S. Time Corp. (Timex Watches),
through Warwick & Legler, both New
York, will sponsor Comedy is King,
a special starring Alan King, on NBC-
TV on April 11 (7:30-8:30 p.m.), pre-
empting Daniel Boone,

Buick Motor Division of General Mo-
tors Corp., through McCann-Erickson,
both Detroit, has scheduled a nine-week
campaign on CBS Radio’s Worldwide
Sports and The Business Repori.

Bank of America, San Francisco,
through D’Arcy Advertising, that city,
is using the theme of “the world’s
largest bank now has the world’s short-
est loan application” in an extensive TV,
print and outdoor campaign. Media in-
cluded in the campaign, which started
this month and will continue for six
weeks, are 29 television stations, more
than 500 newspapers and 900 outdoor
boards, all in California. Both 60-sec-
ond and 20-second color commercials
will be used in television, with an
average 125 spots to play each week.

Royal Crown Cola Co., Columbus, Ga.,
through D’Arcy Advertising, Atlanta-
New York, again will sponsor the
NBC-TV special Movin’ With Nancy
on ‘Monday, April 15 (9-10 p.m. NYT).
The program, starring Nancy Sinatra,
was first broadcast Dec. 11, 1967,

B. Manischewitz Co., New York (tra-

ditional Jewish foods), instead of ad-
vertising its product line of Passover
foods, in this spring’s radio campaign
will recount the heroic stand at Masada,
in Jerusalem, of a group of Jews against
the Romans more than 2,000 years ago.
Manischewitz, through Kane, Light,
Gladney, New York, will schedule 600
one - minute announcements concen-
trated on seven stations in New York
April 1-11 and on wHAT Philadelphia
March 31-April 7 in what was described
as the company’s largest Passover ex-
penditure.

Fed Mart, San Diego, retail chain
stores, through Carson/Roberts/Inc.,
Los Angeles, is expanding its already
considerable spot radio campaign. A
total of 63 radio stations in 16 major
markets in Southern California, Ariz-
ona, New Mexico and Texas will be
used with schedules averaging from
30 to 40 spots a week. The expanded
campaign will feature the comedy team
of Al Lohman and Roger Barkley, who
become commercial spokesmen for the
stores.

Brooke Bond & Co., London, is intro-
ducing its Red Rose brand of tea in
the New York market this week with
a heavy advertising campaign, includ-
ing a spot TV effort on WCBs-TV, WNBC-
TV, WNEW-TV and wWrPIX(TV), all New
York. Rockwell, Quinn & Wall, New
York, is agency for Brooke Bond Foods
Inc., Lake Success, N. Y., U. S. sub-
sidiary for the British company.

Texize Chemicals Inc., through Hen-
derson Advertising Agency, both Green-
ville, S. C., will introduce its aerosol,
Fantastik disinfectant cleaner with a
television and print campaign starting
April 1, The network schedule includes
multiple participations on 11 daytime
and 16 prime-time shows to run through
June 30,

Arlington Hat Co., New York, manu-
facturer of novelty, western and play
hats, has appointed Helitzer Advertis-
ing Inc., that city, as its agency. Spinner
Topp, a child’s novelty cap, is now in
two TV test markets, and national tele-
vision promotion is planned for April.
Arlington’s estimated advertising budg-
et is $400,000.

Kal Kan Foods, Los Angeles, a pet-food
company, will sponsor a network TV
program for the first time this summer.
Through Honig-Cooper & Harrington,
San Francisco-Los ‘Angeles, the compa-
ny has bought Animal Kingdom, a sub-
stitution for GE College Bowl, on NBC-
TV Sundays (6-6:30 p.m. NYT) start-
ing June 16. Also on NBC-TV, Timex
Watches, division of U. S. Time Corp.,
through Warwick & Legler, both New
York, will sponsor a one-hour special,
The Best on Record, Wednesday, May
8 (9-10 p.m, NYT).
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We got DOUBLE FIGGERS

Yep, these figgers got what counts, and it’s all in
the right places.

Accordin’ to the latest ARB figgers, in the Fargo
three station market, WDAY has the highest rating
and share of audience.

With the WDAY-WDAZ combination, we got
the strongest, broadest beam ’tween Minneapolis
and Spokane. Fact is, in all that stretch, you gotta
go way to Seattle before you hit a Metro Area with
bigger retail sales than you find in Fargo-Moorhead.

Wanna see more of these great figgers? Jist talk
to your PGW Colonel.

WDA Y

TiME PERIOD RATING SHARE
6:00 pm -
6:30 pm 32 70%
10:00 pm -
10:30 pm 37 72%
Sun. - Sat.
9:00 am -
Midnight - 50%

A Z

FARGO-MOORHEAD TELEVISION DEVILS LAKE-GRAND FORKS
==——=—5 = =~ —_ii|

Covering All of Eastern N.D. and Western Minnesota

&_.,.PETERS, GRIFFIN, WOODWARD, INC., Exclusive National Representalives
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J. Walter Thompson’s recent ven-
ture into humorous TV commercials
for the Ford Motor Co. took an
unexpected turn during production of
one of seven 20-second spots at
Videotape Center in New York.

Script called for Ford dealer to
point out that the roomy Torino
“holds six of the largest Chicago
Bears.” Trouble occurred when a

Fake bears fool the real item in Ford spot

live bear on the set wasn’t informed
that his six brothers inside the car
were stuffed, and he tried to climb
in the car window to investigate.
Bear’s trainer is seen coming in left
to lead him away.

Seven commercials are for distri-
bution to Ford Dealers Advertising
Associations for local placement

(C1r.oseEp CirCcUIT, March 4).

Nancy Sinatra doesn’t
go-go with Goodyear

Nancy Sinatra, who popularized the
hit song “Boots,” says those boots are
made for walking but not for imitating.
This is the gist of a $3.5-million suit
the singer filed in U.S. District Court
in Los Angeles against the Goodyear
Tire and Rubber Co. and its advertis-
ing agency, Young & Rubicam.

In her suit, Miss Sinatra charges that
Goodyear and Y&R “wrongfully, will-
fully, maliciously, and deliberately”
created a television commercial with a
format that deceived the public into
thinking that she was performing in it.
Miss Sinatra also contends that the
music, lyrics and arrangements of the
song, “Boots,” were combined in the
commercial with a singer who imitated
her voice and style and that this
amounted to unfair competition. She
points out in the complaint that the
female performers used in the com-
mercial all were made to resemble her
and this effect was aided by the quick-
cut editing technique used in the pro-
duction of the advertising.

The complaint further alleges that
Miss Sinatra did not perform in the
commercial and was never consulted or
consented to the exploitation of her
name, voice, likeness and performance.
The singer seeks a restraining order
against-continued showing of the com-
mercial and asks for an accounting and
reasonable royalty for the previous
presentations of it. In all, she is asking
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$750,000 in general and $2,750,000 in
punitive damages.

Also in advertising . ..

It makes cents = Ensslin Advertising
Agency, Tampa, Fla, representing
First Federal Savings and Loan As-
sociation of Tampa, is conducting
a campaign to “Stamp Out Lazy
Money!”, according to Robert Ensslin,
agency president. The campaign re-
minds audiences that even small sums
in cookie jars, nonproductive stocks
and bonds, and surplus funds in check-
ing accounts could be earning money
in a First Federal savings account.
Working with Charles Fuller Produc-
tions of Tampa, Ensslin Advertising
Agency produced radio and TV com-
mercials that brand “lazy money” as
a very undesirable commodity in
Tampa.

RTS expansion = Radio Time Sales,
formed last year as a regional station
representative with offices in San Fran-
cisco, Los Angeles, Sacramento and
Seattle, has opened branches in New
York, Chicago, Atlanta, Dallas, Tulsa
and Memphis. Headquarters will remain
at 559 Pacific Ave., San Francisco,
president Sam Posner said.

Agency opens » Greensboro, N. C., is
home of new agency of Cochran, Har-
den & Stuart Inc., formed by president
John Harden, also president of John
Harden Associates, Greensboro PR
firm, and vice president of Stuart Stu-
dio Inc., commercial and advertising art
producer; vice president and general

manager Jim Cochran, division account
supervisor of Alderman Studios of High
Point, N. C.; and secretary Keith Stuart,
president of Stuart Studios. Dr. James
Mullen, professor of advertising, school
of journalism of University of North
Carolina, Chapel Hill, will serve as con-
sultant. Agency will be located in
Daniel Building, 415 North Edgeworth
St., Greensboro.

Compton in Texas = Compton Adver-
tising Inc., has opened a Southwest
branch in Dallas in the Braniff Interna-
tional Tower, Exchange Park North.
Duane Knops, vice president in the
Chicago office, is in charge of the new
branch. Compton also has offices in
New York, Los Angeles, San Francis-
co, Toledo, Ohio.

‘Dawn’ luncheon = Wces New York
and American Airlines celebrated a
15-year association through the Music
'Til Dawn program with a luncheon at
the Americana hotel in New York last
week. Cited by an American Airlines
official as the longest-running large-
time-block sponsorship in radio, Music
*Til Dawn is broadcast weekdays from
11:30 p.m. to 5:30 a.m. and Saturdays
from 11:30 p.m. to 7:30 a.m. on 10
stations throughout the country.

New Maryland agency » The Adams
Group Inc., headed by Joe C. Adams,
has been formed in Silver Spring, Md.
to provide services in advertising, public
relations and communications, Business
communications services will include
employe relations programs, personnel
recruitment, sales promotion, presenta-
tions and direct mail counseling. Offices
are located at 1110 Fidler Lane in
Silver Spring, Md.

Aid to educators » American Advertis-
ing Federation’s Bureau of Education
and Research has published for the sec-
ond year a list of advertising materials
available to colleges and universities.
“Bducators’ Information Service”, a 26-
page booklet describing more than 200
marterials offered by advertising asso-
ciations, was sent to 6,400 teachers.

Another aid from Katz

Katz Radio, New York station rep-
resentatives, last week issued the 11th
annual edition of its spot radio budget
estimator. The eight-page budget esti-
mator includes a formula that can be
used to estimate the costs of three differ-
ent spot radio schedules; the costs for
each of the four highest cost stations in
a market; and the average cost for
these stations. Both individual station
costs and four-station averages are
shown for each of three day-parts (traf-
fic, daytime and evening) in each of
150 markets, which are listed alpha-
betically. Copies are available from re-
search promotion, Katz Radio, 245 Park
Ave., New York.
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FCC approves
KSAN-TV sale

Metromedia adds its fifth
TV station for $1 million;

commission vote is 4 to 3

Metromedia Inc. acquired its fifth
television station last week—KSAN-TV
San Francisco, a UHF operating as a
satellite on channel 32—for $1 mil-
lion. And the 4-to-3 vote by which the
commission approved the sale reflected
the continuing division within the com-
mission on the issue of concentration of
control of broadcast media.

The sale was the first to come before
the commission under its new policy of
requiring that “a compelling public in-
terest showing” by those seeking to
acquire more than three stations (or
more than two VHF’s) in the top-50
markets. The commission adopted the
policy last month when it abandoned
its proposed rulemaking to prohibit
-ownership beyond that limit.

Metromedia’s present TV stations, all
of them VHF's, are in the top-25 mar-
kets—wWNEW-Tv New York, KTTV(TV)
Los Angeles, wrtG(Tv) Washington

THE MEDIA

and kMBcC-Tv Kansas City, Mo.

But the commission majority—com-
posed of Chairman Rosel H. Hyde and
Commissioners Robert E. Lee, Lee
Loevinger and James J. Wadsworth—
held that that necessary showing had
been made.

No Market s The majority noted that
the present owner, S. H. Patterson, had
been unable to make a success of the
station and had been forced to operate
it as a satellite of kicu-Tv Visalia, Calif.
That station is owned by his son,
Norwood.

Metromedia, the majority added,
plans to improve the station’s facilities
—to boost its power from 16.2 kw to
180 kw immediately and, eventually,
to 1,600 kw—and to change KSAN-TV
from a satellite to an originating sta-
tion.

Mr. Norwood, the majority said, is
unable to compete effectively with the
five other stations in San Francisco,
four of them VHF’s and all of them
subsidiaries of substantial companies.

Dissent » Commissioners Robert T.
Bartley, Kenneth A. Cox and Nicholas
Johnson, however, disagreed that the
necessary public-interest showing had
been made. Commissioners Cox and
Johnson particularly expressed concern
over the fact that the last independently
owned station in San Francisco was
being sold to a multiple owner.

Commissioner Cox criticized the
commission for not questioning Mr.

FCC Commissioner Robert T.
Bartley is getting the last word in on
the commission’s order abandoning
the proposal fo tighten the multiple-
ownership rules as they apply to the
top-50 markets.

The commissioner, who dissented
to the order adopted last month
(BROADCASTING, Feb. 12), had com-
plained to his colleagues that the
statement he issued at the time was
pegged to language that never ap-
peared in the final version of the re-
port (Crosep CiIrcult, March 4).

So last week the commission is-
sued an “errata” to the report and
order in question, adding a footnote.
It points out that the commissioner’s
dissent refers to language which was
in the draft version of the order, but
which was subsequently deleted “in
line with the understanding that the
commissioners joining in the opinion
proposed to make some further lan-

FCC clears record in top-50 decision

guage changes of a nature that would
not change the basis of decision. . ..

“It is regretted that there was not
a more adequate coordination of the
documents finally released.”

The errata disinterred the aban-
doned language, which referred to
the majority’s view that “very little
was offered in the comments in re-
sponse to the specific questions raised
in the notice [of proposed rulemak-
ing]” and that the comments did not,
as a result, advance “our knowledge
substantially. .. .”

Commissioner Bartley’s brief state-
ment which was repeated in the
errata, referred to the majority’s
admission that the comments offered
“very little . . . in response to the
specific questions raised.” He had
felt that, in view of the lack of infor-
mation, the commission should hold
an oral argument before terminating
the proceeding.

is adventure in your
programming plans?

I'm Col. John D. Craig and
would like to discuss with you
260 one-hour color video

taped shows titled

OF LANDS AND SEAS

If you are attending the NAB
convention, we can meet in
the Olas Corporation hospital-
ity suite at the Continental
Plaza. | look forward to see-

ing you.

Continued on page 5%

OLAS CORPORATION

52 VANDERBILT AVENUE
NEW YORK, N. Y. 10017
PHONE 212/679-2931
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The man behind many of the most
important developments in elec-
tronics technology in the 20th cen-
tury said last week that the field for
invention and development remains
great and expressed confidence that
present and succeeding generations
will work it productively.

Brigadier General David Sarnoff,
chairman of RCA, made the obser-
vation Thursday (March 21) at a
luncheon given by McGraw-Hill
Book Co. to mark the publication of
his new book, “Looking Ahead: The
Rapers of David Sarnoff” (McGraw-
Hill, New York; 313 pages, $9.95).

The book, which General Sarnoff
noted had been written long before
anyone started putting it together,
is actually a collection of excerpts
from some 1,000 volumes of letters,
speeches, reports, memorandums
and public statements that are now
housed in the David Sarnoff Library
in Princeton, N. J.

Predictions Realized = With a fore-
word by Dr. Jerome B. Wiesner,
provost of the Massachusetts Insti-
tute of Technology, the book spans
the period 1914-1967 with special
emphasis on General Sarnoff’s vi-
sions for the future: for example, the
“music box” for the home (1915),
which became radio; a nationwide
radio network (1922), which be-
came NBC; the portable radio
(1922), the plug-in radio (1924)
and transoceanic broadcasting
(1924): the eventual advent of tele-
vision (1923), color television

‘General Sarnoff’s career reflected in new

(1930), a plan for satellite televi-
sion (1959), his challenge to RCA
scientists to produce three anniver-
sary gifts for him: an electronic light .
amplifier, video tape and an elec-
tronic air conditioner (1951).

The excerpts, about 125 in all,
are divided into six groups: wire-
less communications, radio broad-
casting, black-and-white television,
color television, the communications
revolution and science, technology
and human affairs.

The last in particular demonstrates
the range of General Sarnoff's in-
terests beyond the field of electronics,

General Sarnoff

book

-challenges of a major segment of the

encompassing between 1926 and
1967 such diverse areas as military
applications of science, communica-
tions and national security, increas-
ing the world’s purchasing power,
opportunities in space, proposals for
economic recovery, the potential of
the atom, education, a world patent
system and the management of en-
vironmental forces.

In the foreword, Dr, Wiesner hails
General Sarnoff’s “prophetic visions
of the enormous possibilities of wire-
less communications for commerce,
public information and entertainment
{which], combined with his knowl-
edge of the technical possibilities,
have provided the objectives and

wireless-communications industry for
more than half a century.”

General Advancement » General
Sarnoff, he writes, “has played a key
role” in “our technological creations”
which “have expanded by a factor of
millions our human capabilities to do
work and communicate and have, in
principle, made it possible for the
majority of our citizens to enjoy
prosperity and a well-rounded life.

“David Sarnoff,” he concludes,
“has persistently led the way. This
collection of his speeches and writ-
ings is important historically not only
for the insight it provides the com-
munications industry; it also re-
flects the visions of an extraordinary
human being whose insights and

energies did so much to shape that
industry. , , .’

Patterson’s assertion that he could find
no other buyer for the station. And
he was unimpressed by Metromedia’s
plans for improving the station—they
are no better than any financially qual-
ified applicant would propose.

“I think this means that we can ex-
pect to hear more talk of promoting di-
versification and of special affirmative
showings, but that we will see a con-
tinuing trend toward more and concen-
tration of control over our vital broad-
cast media,” he said.

Commissioner Johnson saw a danger
to the democratic process itself in the
“accumulations of power over the
press. . . . When the power to inform
the people is held by a relative few,”
he said “the tendency is irresistible for
government to begin to regard those
few, rather than the electorate, as its
constituency.” Tn acute cases, he added,
public officials are compelled “to defer
to the masters of the media.”

Commissioner Bartley, who said the
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$1 million purchase price appears un-
reasonably high (the stations depre-
ciated assets are valued at $55,671)
expressed the belief that the transac-
tion amounts to the sale of a license
and should be rejected in favor of open-
ing the channel to applications by other
interested parties.

And, in view of Metromedia’s “ex-
tensive acquisitions and sales of sta-
tions,” he would include an issue re-
garding that company's “trafficking in
broadcast licenses.”

California stations
hit by staff strikes

Some 20 staff members of XPPC-AM-
FM Pasadena, Calif., including all of the
announcers, went on strike last week be-
cause of what they charged are “unfair

management practices,” The strikers re-
portedly walked out in protest against
the firing of Milan H. Melvin, the sta-
tion’s general manager, and Tom Dona-
hue, program manager.

The stations were off the air for about
28 hours. They subsequently were put
back on the air with the help of man-
agement and substitute personnel. Some
25 announcers and staff people at KMPx
(FM) San Francisco, which has some
cross-ownership with the Pasadena sta-
tion, also walked off the job in what
was an apparent show of sympathy.
This station was off the air for some
15 hours. At week’s end the walkout
continued at both stations, although
both were on the air.

Both outlets have become great
favorites of hippie audiences with a
free-form, progressive style of music
programing. Both play almost any mu-
sic that’s contemporary, ranging from
rock ’n’ roll to classical.
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Like Topsy, RCA’s
TV outlay just grew

Dr. Vladimir K. Zworykin, whose
invention of the cathode-ray tube led
to the development of television, was
hailed by RCA Board Chairman David
Sarnoff last week as a first-class sales-
man as well as a firstclass inventor.

Speaking at a luncheon launching his
new book (sec page 44), Brigadier Gen-
eral Sarnoff said Dr. Zworykin original-
ly told him e thought a practical tele-
vision system could be developed at a
cost of $100,000. This seemed a reason-
able enough investment for what it
would produce, General Sarnoff said, so
he went ahead—and spent $50 million
of RCA’s money before the first com-
mercial TV set had been produced and
sold.

Dr. Zworykin, now a consultant to
RCA, was a guest at the duncheon,
along with Dr. Alfred N. Goldsmith,
first director of research at RCA, a
developer of color TV and also now an
RCA consultant, and a number of cur-
rent RCA executives. These included
President Robert W. Sarnoff, Executive
Committee Chairman Elmer W. Eng-
strom and Executive Vice President
Kenneth W. Bilby, who was credited by
General Sarnoff with suggesting that
excerpts from his papers be compiled
into “Looking Ahead: The Papers of
David Sarnoff.”

Proposed U grant
in Houston approved

The FCC last week announced that
the initial decision of Jan. 19 proposing
the grant of a construction permit to
Crest Broadcasting Co., Houston, for
a new television station on channel 26
has been made final.

Principals of Crest are Leroy I
Gloger, president (19% ), Bernard E.
Calkins, vice president and Raymond
G. Schindler, vice president (each
25%). All are Houston businessmen.
Mr. Gloger owns kIkK Pasadena, a
Houston suburb.

The station will operate with an ERP
of 1,290 kw wvisual and 580 kw aural.

KTVO-TV to join ABC-TV

Krvo-tv (ch. 3) Ottumwa, lowa-
Kirksville, Mo., will become a primary
affiliate of ABC-TV on June 1. KTvo-
TV now is a CBS-TV affiliate. CBS said
it will be represented in the market by
four stations—kHQA-TV Quincy, Iil;
KcMmo-Tv Kansas City, Mo.; wWMT-Tv
Cedar Rapids and XRNT-TV Des Moines,
both Iowa. KTvo-Tv retains an affilia-
tion with NBC-TV.

BROADCASTING, March 25, 1968

WLBW-TV personalities take more interest in
local activities than their counterparts at other
stations. Whether it's a talk by the manager to a
ladies’ organization; welcoming foreign students
to Miami; receiving a Civitan Plaque; taking for-
eign correspondents to a Junior College inter-
view, or riding a float in the Junior Orange Bowl
Parade. WLBW-TV gets involved, and interested
in community affairs.

MIAMI FLORIDA 078805

WLBW-TV &
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CPB called for House hearing

Macdonald's subcommittee hopes to review ETV financing,

but Pace's absence due to surgery may alter plans

The House Commerce Committee’s
plans for a Corp. for Public Broadcast-
ing hearing were thrown into at least
partial disarray late last week when
CPB Chairman Frank Pace underwent
kidney-stone surgery. The Senate, mean-
while, remaining above the fray by
omitting hearings on a pending amend-
ment to the Public Broadcasting Act,
was poised for floor action on its bill
that observers said could come last Fri-
day (March 22) or early this week.

The House hearing, originally sched-
uled before the Communications Sub-
committee for two days, was bobtailed
to one (March 27) to solve a schedule
conflict with the subcommittee chair-
man, Torbert Macdonald (D-Mass.).
AH members of CPB, however, were not
slated to appear as they did in the Sen-
ate confirmation hearing.

Mr. Pace was to represent CPB in
the House hearing expected to range
beyond the legislation at hand—a meas-
ure to change the OPB’s $9-million
authorization from fiscal 1968 (ending
June 31) to fiscal 1969. Other items on
the agenda are a probe by the subcom-
mittee into long-range financing plans
for CPB and, it’s reported, a plea is to
be entered that $10.5 million authorized
for facilities-and-equipment grants for
educational stations be appropriated as
originally planned. (Most of those in-
volved have given up the fiscal-1968
equipment grants as lost—a necessary
casualty of the administration’s budget
difficulties.)

Committee staff members, advised of
Mr. Pace’s relapse, planned to go ahead
with the hearing preparations rather
than risk an unpredictable delay by re-
scheduling the session. The only open-
ing (April 9) for such a hearing before

the Easter recess had just been sched-
uled for an “agency type” hearing in-
volving a legislative review of the Com-
munications Satellite Act.

Left in Doubt = Tentatively sched-
uled to appear with Mr. Pace was James
R. Killian Jr., one of the first two CPB
board members to be named. It devel-
oped, however, that another schedule
conflict imperiled Mr. Killian’s appear-
ance. (Mr, Killian had read ‘Mr. Pace’s
statement at the Senate confirmation
hearing.)

In the absence of both men, it was
contemplated that a more up-to-date
statement could be worked out by Mr.
Pace and Stephen Ailes, a legal aide
who has been handling the CPB'’s steps
toward incorporation. Alternatively,
Milton Eisenhower, the second of the
two original CPB directors, might be
called to pinch hit for Messrs. Pace and
Killian.

In addition to testimony from the
CPB leadership, witnesses have been in-
vited from several federal agencies that
have been charged by the President
with ‘“consulting with the appropriate
committees of Congress” in formulating
a long-range financing recommendation
for the OPB. Also, witnesses from Na-
tional Educational Television, the Na-
tional Association of Educational Broad-
casters and the National Citizens Com-
mittee for Public Television were in-
vited.

Probably to appear as a panel after
the appearance of the CPB spokesman
will be Treasury Department and Budget
Bureau participants, along with Dean
Coston, deputy undersecretary of
health, education and welfare. Com-
merce committee members hope to gain
clarification of the President’s request

IMPORTANT BUSINESS!

For those who wish to discuss either
buying or selling a radio or television

property during the NAB Convention, |
will be at The Essex House starting
March 31st. Let's get together.

John D. Stebbins

REFER TO:
BROADCASTING Magazine,
Page 75, January 29, 1968
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that the committee participate in some
unspecified way in the initial formula-
tion of he long-term financing plans.

NAEB spokesman’ as tentatively set
are James Robertson, radio-TV director,
University of Wisconsin, and a board
member of NAEB’s educational tele-
vision stations division, and Chalmers
H. Marquis, executive director of the
ETV stations division.

The NET spokesman is slated ito be
John White, president, or Gerard Appy,
vice president. Ben Kubasik is to ap-
pear for the citizens committee.

Senate Action ® The authorization-
change bill at issue in the House hearing
meanwhile was making giant strides in
the Senate. The Commerce Committee,
under Chairman Warren Magnuson (D-
Wash.) reported the bill to the floor
late Wednesday (March 20). The Sen-
ate committee had an earlier opportu-
nity to hear from the CPB board—at
confirmation hearings (BROADCASTING,
March 18, 11)—and acted on the au-
thorization change without further for-
mality. As the CPB nomination hearing
Chairman Magnuson revealed he had
come to an agreement with the Budget
Bureau on the immediate funding plan
(including the omission of fiscal 1968
ETV facilities grants), and he advised
the CPB board members to abide by
that decision.

BAC reveals agenda
for Chicago seminar

The agenda for the mass-media
Communications Explosion seminar in
Chicago Friday (March 29) was an-
nounced last week by the sponsoring
group, Chicago’s Broadcast Advertising
Club. The full-day event will be held
at the Sheraton-Chicago hotel. |

Jacob Evans, Chicago vice president
of the Television Burean of Advertis-
ing, who is president of the BAC,
noted the audience for the seminar will
include representatives of the major
national TV-radio advertisers and their
agencies as well as station and network
executives. The seminar comes on the
eve of the National Association of
Broadcasters’ convention.

Harry Smart, vice president and
manager of the Chicago office of John
Blair & Co., program chairman of the
seminar, said: “The explosion of the
mass communication media in both
technology and in content is having
profound effects upon the daily life of
every person. Where is it now? Where
do the nation’s leading experts think
it will lead? What are the social, eco-
nomic and legal implications? This Fri-
day’s seminar will probe for the an-
swers.”

Frequency-spectrum-allocation pres-
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VISIT THE WOLPER WORLD OF ENTERTAINMENT

Suite 505A /Conrad Hilton during the NAB Convention
and discover what's new in first run syndication.

u
Meet in person: WO®DY WO®DBURY,
host of the popular daily ninety minute strip program,

"THE WOODY WO®DBURY SHOW" and

PIERRE SALINGER, host of the new weekly satirical
hour "WITH PIERRE SALINGER.”

And see, for the very first time our pre-release first run

rograms:
FHE LES CRANE SHOW—New five-a-week late
night strip program.

WITH PlEERE SALINGER—A weekly look at the
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BIRTH OF A CHORUS: THE WHIT/LO SINGERS—
Delightful one hour music special. '

THE JAMES BROWN SHOW—Exciting soul music,
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THE WOODY WOODBURY SHOW—Daily ninety
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TRUTH OR CONSEQUENCES—Television’s most
successful daily haif-hour fun show.

T||—I’<E lf\LAN BURKE SHOW—Weekly two-hour

talk show.

THE RAY CONNIFF CHRISTMAS SHOW—

An hour of wonderful Christmas music.

THE STEVE PAUL SCENE—One or two hour

contemporary music special.

They're all in color, all on tape and
all first run in syndication.

The new lock in syndication is on view at the NAB in

THE WOLPER WORLD OF ENTERTAINMENT
Suite 505A /Conrad Hilton.
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sures, cable television, satellites, laser-
beam relays, digital-computer commun-
ication and facsimile developments are
among the topics to be covered, Mr.
Smart explained. Other subjects include
the future possibilities for educational
and public television as well as the
field of commercial broadcasting itself,
he said.

The Cast = Chet Huntley, NBC
News, will be the seminar’s morning
keynote speaker, John A, Schneider,
president, CBS Broadcast Group, is
featured luncheon speaker. Panel mod-
erators will include Newton Minow,
Chicago attorney and onetime FCC
chairman; George E. Akerson, pub-
lisher of the Boston Herald-Traveler
(WHDH stations) ; .Alexander S. Gardner,
Bell & Howell, and Richard Shively,
Telesis Corp.

Panel participants will be: Broadcast
media panel—J. Leonard Reinsch,
president, Cox Broadcasting Corp.;
Frederick Ford, president, National
Cable Television Association, and
James Robertson, University of Wis-
consin, chairman of the National Asso-
ciation of Educational Broadcasters.

Technological future—Dr. William
O. Baker, research vice president, Bell
Telephone Laboratories; Siegfried H.
Reiger, technical vice president, Com-
munications Satellite Corp.; Dr. Wesley
T. Hanson Jr., Kodak Research Lab-

oratory, and Paul Knaplund, vice
president, International Business Ma-
chines.

Media explosion impact on the pub-
lic—Walker Sandbach, executive direc-
tor, Consumers Union; Dr. Nelson
Foote, vice president, General Electric
Co., and Dr. John C. Maloney, Medill
School of Journalism, Northwestern
University.

The roles of government—FCC
Commissioner Lee Loevinger; James
Greeley, Washington communications
attorney, and Dr. Ronald Coase, Uni-
versity of Chicago.

Registration is being handled by the
BAC at 18 South Michigan Avenue,
Chicago.

CATV's win round
in Lexington dispute

Expanded CATV operations in the
Lexington, Ky., market should be per-
mitted. That was the recommendation
of FCC Hearing Examiner Forest L.
McClenning in an initial decision issued
last week.

The CATV’s involved are Berea Ca-
blevision Inc., serving Berea; Gregg
Cablevision Inc., serving Danville and
Lancaster, and Mount Sterling Antenna-
vision Inc., serving Mount Sterling, all

See you at the
NAB Concvention

The Blackburn men will be at the NAB
Convention, too. We hope you’ll take a breather
from your busy schedule and visit us at the

Pick Congress Hotel, Suite 801. The Pick Congress
is just two short blocks north of the Conrad Hilton.

We’'ll be looking for you.

BILACKBURN & Company, Inc.

RADIO * TV * CATV * NEWSPAPER BROKERS
NEGOTIATIONS ° FINANCING * APPRAISALS

WASHINGTON, D.C. CHICAGO

James W, Blackburn H. W, Cassill

Jack V. Harvey William B. Ryan
Joseph M. Sitrick Hub Jackson

RCA Building Eugene Carr

1725 K St. N.W. 333 N, Michigan Ave.
333-9270 346.6460

ATLANTA

MONY Building

BEVERLY HILLS
Colin M. Selph

Bonk of America Bldg.
9445 Wilshire Blvd.
274.8151

Clifford B. Marshall
Robert A, Marshall
Harcld Walker

1625 Peachtres Rd. N.E,
873-5626
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Kentucky.

The case involving small-market
CATYV operations (Lexington is ranked
141st TV market) was ordered into
hearing at the request of two Lexington
UHF stations, wWKYT-TV and WLEX-TV
(BROADCASTING, ‘Nov. 21, 1966). The
stations were seeking relief against the
proposed operations of the systems
which would include the importation of
distant signals from Louisville, Ky.,
Cincinnati, and Charleston and Hunt-
ington, both West Virginia. While the
hearing was in progress the commission
permitted the CATV’s to carry the two
Lexington UHF’s as well as the Louis-
ville signals.

No Economic Damage = The crux
of the examiner’s decision was the
UHF’s, despite their claims that CATV
activity would fragment their audience,
have maintained economic viability
without network programing protection.
Both stations carry all three networks.
And with the service proposed by the
CATV’s, the examiner said, the rules
afford adequate nonduplication and car-
riage protection (in excess of two-thirds
of the broadcast day) to the Lexington
UHF’s and create “conditions under
which each can bring to the public the
benefits present in their services.” On
all other counts of alleged economic
impact, . the examiner dismissed the
UHPF’s contentions.

The examiner also noted that the
systems were providing a double benefit
by improving reception of local signals
and providing an “enriched programing
selection.” The examiner said he would
permit the carriage of all the signals
requested with the exception of those
requested by Mount Sterling involving
Charleston and Huntington because he
could make no determination of the
proposals based on the hearing record.

Changing hands...

ANNOUNCED = The following station
sales were reported last week subject
to FCC approval.

= Wxaz Muskegon, Mich. and wgYR
Cumberland, Md.: Sold by Robert X.
Richards and Fred Allman to Frazier
Reams Jr. for $860,000. Mr. Reams
owns wCwa-aM-FM Toledo, Ohio; he
and his group sold wroL-Tv Toledo to
Cosmos Broadcasting Co. in 1965 for
net consideration of $11,850,000. Mr.
Richards is president of Richards As-
sociates, Washington public relations
firm. WkBz is on 850 k¢ with 1 kw full-
time; WKYR is full time on 1270 k¢ with
5 kw days, 1 kw nights. Broker: William
T. Stubblefield Co.

= Wwok Charlotte, N, C.: Sold by
Fred A. German and others to Jack
Roth for $500,000. Mr. Roth is prin-
cipal owner of KoNo and KITY(FM),
both San Antonio, Tex., and of wriz
Coral Gables, Fla. Wwok is full time
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on 1480 kc with 5 kw. Broker: William
T. Stubblefield Co.

®= KGRT and kGRD(FM) Las Cruces,
N. M.: Sold by William G. Grindell
and others to W. G. Martin for $400,-
000. Mr. Martin is former executive
vice president of Geyer Advertising
Agency, New York. KGRt is a day-
timer on 570 kc with 5 kw; KGRD
operates on 103.9 mc with 2.7 kw.
Broker: William T. Stubblefield Co.

- APPROVED = The following transfers
of station interests were approved by
the FCC last week. (For other FCC ac-
tivities see FOR THE RECORD, page 167.)

"= KSAN-TV San Francisco: Sold by S. H.
. Patterson to Metromedia Inc. for $1
_ million (see page 43).

® WKOK-AM-FM Sunbury, Pa.: 53%
sold by Nita K. and Besse A. Beck and
Dorothy B. Moyer to Harry Haddon
Sr. for $165,360. WkoK is on 1070
ke with 10 kw days and 1 kw nights.
WKOK-FM is on 94.1 mc with 4.4 kw.

Cahle Television

= Cablevision of Fredericksburg Inc.,
Fredericksburg, Va.: Sold by Robert J.
McGeehan and associates to Richmond
Newspapers Inc. for $650,000. Rich-
mond Newspapers publishes Richinond
Times - Dispatch  and News Leader
(WRNL-AM-FM) and 52.2% of Tampa
(Fla.) Tribune and Times (WFLA-AM-
FM-Tv). The three-year-old Fredericks-
burg CATV system serves 2,000 homes
with 12 channels of TV stations from
Richmond-Petersburg, Baltimore and
Washington.

Mutual adds four new
affiliates to roster

Mutual announced last week four
new affiliations, three with indepen-
dents and one with a station currently
affiliated with the ABC's American
Information Network.

Kaok Lake Charles, La., the ABC
affiliate, is owned by E.J.P. Inc.-Kaok
Radio, with Edward J. Prendergast as
president and general manager. The
station operates on 1400 ke with 1 kw
daytime and 250 w nighttime. ABC
said Wednesday (March 20) it had
not received notification of a change
in affiliation.

WwMAK Nashville, operating on 1300
ke with 5 kw, is owned by WMaK Inc.,
with George Mooney as president.
WrFAR Youngstown, Ohio, owned by
Stanford-Schafitz (Farrell-Sharon
Broadcasting Co.), and managed by
Albert Zippay, operates on 1470 kc
with 1 kw daytime and 500 w night-
time. KaLw Logan, Utah, on 1390 kc
with 1 kw daytime and 500 w night-
time, is owned by Glacus G. Merrill.
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Hartke calls for
action on pay TV

A strong plea for FCC action to au-
thorize a subscription-television system
has been made in the Senate by Com-
merce Committee member Vance
Hartke (D-Ind.). The pay-TV issue has
been stalled at the commission since
the House Commerce Committee last
year passed a committee resolution ask-
ing for a year’s delay.

Senator Hartke sees a rosy future
for pay TV, especially for educational
stations. He urges that ETV’s be given
permission to lease unused time to pay-
TV entrepreneurs to “‘establish an eco-
nomic source that would reduce their
reliance on public and private grants.”

Also, he notes, pay-TV technology
could be used directly by ETV stations,
for example, in collecting tuition for
instructional programs.

Backs FCC Proposal = He cites
“technological breakthroughs in the
laboratory” that can permit subscription
TV to take its place beside conventional
commercial broadcasting in the market-
place as a supplemental service. Senator
Hartke defends the FCC’s proposed re-
strictions on pay-TV as sufficient to
prevent siphoning of programs that are
now on free TV to transmission on a
paid basis.

“The system,” he adds, “should not

be wed to old and obsolete technologies.
. .. It would have been unrealistic in
the early days of television to have -de-
nied it the support of advertisers . . .
but it would be just as unrealistic to
forever confine television’s economic
sources to advertisers.”

House Commerce Committee Chair-
man Harley O. Staggers (D-W. Va.)
said he hoped that his committee could
re-examine the pay-TV situation this
year, as required by the one-year limit
on the House Commerce Committee
anti-pay-TV resolution, but said he had
not been able to set a date for reopen-
ing the matter. Mr. Staggers ‘led the
fight last year for the resolution after
an earlier strong reaction to news that
the FCC was contemplating approval
of pay TV.

Agreement ends FCC action .

The FCC has voided a cease-
and-desist order directed against Twin
Cities Cable Co., serving Fulton, Tenn.
The commission action followed an
agreement reached by the CATV and
two complaining TV stations last month
which will afford at least one of the
stations certain carriage and nondupli-
cation protection. The stations involved
are wpsD-Tv Paducah, Ky., and KFvs-Tv
Cape Girardeau, Mo. (BROADCASTING,
Feb. 19, Jan. 15).

COME SEE US!
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FCC turns in report card on itself

ISSUES ANNUAL RUNDOWN ON ACCOMPLISHMENTS, OBJECTIVES

If the number of complaints the FCC
receives is any index,-the commission’s
policy to outlaw “objectionably loud”
commercials is having an effect.

For years “loud” commercials were
a prime cause of complaint from the
public. But for years the commission
was stymied in its effort to find a solu-
tion, by engineers’ protests that loudness
cannot be measured.

But on July 12, 1965, the commission
issued a policy statement pointing out
that loudness in commercials is caused
by a variety of factors—excessive mod-
ulation, excessive compression, presen-
tation of voice commercials in rapid-
fire manner, among them—and warned
broadcasters to avoid them (BROADCAST-~
ING, July 19, 1965).

Since then, the number of complaints
the commission has received about loud
commercials has been declining rapidly.
This was disclosed in the commission’s
33rd annual report to Congress, issued
last week.

The report, detailing commission ac-
tivities for the fiscal year ending June

30, 1967, said that in the nine-month
period ending April 30, 1967, 175 such
complaints were received whereas 440
were received in the first nine months
following the issuance of the policy
statement. And in the nine months pre-
ceding that report, the commission re-
ceived 638 complaints.

Other Complaints = But if there were
fewer complaints about loud commer-
cials, there were more complaints, com-
ments and inquiries about other mat-
ters than in past years—and, from the
commission, far more notices of ap-
parent liability for forfeiture.

The commission issued 159 such no-
tices, more than twice as many as the
78 that were issued in 1966 and about
four times the 38 that were issued in
fiscal 1965. During fiscal 1967, broad-
casters paid 105 forfeitures amounting
to $52,280, most without the commis-
sion being called on to issue a final
order.

There was, however, a drop in the
number of other sanctions imposed by
the commission. Ten short-term license

you at the 1968 NAB.
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renewals were issued and four license-
renewal applications were designated for
hearing, while in fiscal 1965, 22 short-
term renewals were issued and five re-
newal applications were set for hearing.
Revocation proceedings were begun
against two stations, one less than in
fiscal 1966,

Almost 60,000 Letters = The com-
mission received more than 59,000 com-
munications concerning broadcasting—
22,000 of them classified as complaints
about licensees, their programing or
practices. (In fiscal 1966, there were
13,000 complaints.) The commission
said 7.5% of all complaints last year
dealt with political broadcasts and edi-
torializing.

Along with the upsurge in enforce-
ment activity, the commission reported
that it is seeking legislation to protect
its investigators from attack. A draft bill,
still awaiting clearance from the Bu-
reau of the Budget, would amend the
U.S. Criminal Code to include as a
federal criminal offense attacks on com-
mission employes performing investi-
gative, inspection, or law-enforcement
functions. (The bill was drafted with
the experience in mind of a Field En-
gineering Bureau employe who was
thrown overboard after boarding a ship
to investigate a complaint concerning
its radio, but the measure would apply
to all commission employes.)

The report also noted the rapid
growth of educational broadcasting—
both in television and radio. It said that
127 educational television stations were
on the air at the end of the fiscal year
—and that 19 had gone on during that
year, a record number.

In addition, 41 ETV construction
permits—more than twice as many as
in any previous year—were issued, and
20 more were filed. At the end of the
year 56 ETV CP’s were outstanding and
applications for 17 more were pending.

Since 1960, two-thirds of all ETV
grants and applications have been for
UHF stations. But more of the operat-
ing ETV’s are V’s than U’s—69 as
compared with 58,

The report said that educational FM
broadcasting saw its greatest growth
rate ever during fiscal 1967, when 39
stations went on the air. By year’s end,
342 educational radio stations were op-
erating, including 20 AM’s. In addi-
tion, 59 new applications had been re-
ceived, and 44 construction permits
granted.

Spectrum-Shortage Problem = The re-
port also touched on what has become
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If you have an area study in mind but need somebody to bat it
back and forth in person . ..

2. If you want to see what the new Circulation Pulse looks like . ..
3. If you want to be slid wnto a slide presentation . . .

4. If you want to know what the three and the stage and the amp in
Three Stage Amp mean . . .

5. If you want to report hypoing by your competitor . . .

6. If you want to get away from all the soft sell and the hard sell
and the showbiz . . .

Suite 2200-2201 is pulsating

If you're staying home, write us.
Or phone us.

Or send us a tape.

Or send for us.

The Kulse, Inc.

in New York: 780 Fifth Avenue, 212-JUdson 6-3316;
in Chicago: 435 N. Michigan Avenue, 312-644-7141;
in Los Angeles: 6404 Wilshire Boulevard, 213-653-7733.
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one of the commission’s major contin-
uing problems—the shortage of spec-
- trum space for land-mobile radio. The
report noted that, because of improved
technology, lower prices for equipment
and a vast increase in service activities,
the service’s rate of growth has been
faster than the national population.

The commission has proposed attack-
ing the shortage problem on two fronts
—splitting channels in the 450-470 mc
band, now assigned to land mobile, and
either sharing some VHF or UHF chan-
nels between television and land mo-
bile, or reallocating a small portion of
UHF spectrum to land mobile. The
commission has taken the first of those
steps (BROADCASTING, Feb. 12) and is

- considering the second.

Negotiations with Canada paved the
way for new rules providing for a
generally uniform presunrise sign-on
time for daytime radio stations. In
addition, negotiations were also opened
looking to a revision in the U.S.-Ca-
nadian television agreement that would
provide for a 5,000 kw limit for UHF
stations along the border instead of the
1,000 kw limit now prescribed. How-
ever, stations currently are operating
along the border with up to 5,000 kw
as a result of individual agreements
reached between the two countries.

Other Rules = Besides the new pre-
sunrise rules, the commission last year
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adopted rules providing for the estab-
lishment of antenna farms by rulemak-
ing and requiring that new antennas of
more than 1,000 feet be located in
such farms.

But a number of other long-pending
rulemakings remained unresolved. One
would prohibit networks from controll-
ing more than 50% of their prime-time
nonnhews programing and bar them from
syndicating programs they did not pro-
duce. Another would require networks
to make their programs available to
nonaffiliates when their affiliates do not
take them.

A proposal to limit the spread of
multiple owners into major markets by
restricting the number of stations they
could acquire in the top 50, pending
for two-and-a-half years, was rejected
last month (BROADCASTING, Feb. 12).
And efforts to wind up a 16-year-old
proceeding that would provide for the
establishment of pay television as a
permanent nationwide service were
abandoned, at least temporarily, at the
request of the House Commerce Com-
mittee. The committee in November
asked the commission to hold off adop-
tion of a proposed order for a year—
or until the Communications Act is
amended to specifically authorize pay
television.

IBS settles agenda
for Chicago meet

Sessions on educational broadcasting
news, popular music programing, pro-
duction, sales, classical-music and pub-
lic-affairs programing, record promo-
tion, station administration, studio en-
gineering and maintenance, and under-
ground radio will be held at the 29th
annual convention of the Intercollegiate
Broadcasting System in Chicago, March
29-31.

Delegates to the convention at the
Palmer House will also hear a luncheon
address by Newton N. Minow, former

FCC chairman, and a panel discussion .

with FOC Commissioner Lee Loevinger;
J. Leonard Reinsch, president, Cox
Broadcasting Corp., and Clair R. Mc-
Collough, president, Steinman Stations.
The panel will be moderated by Sol
Taishoff, editor and publisher of BRoAD-
CASTING and Television.

Among the participants in the vari-
ous panel sessions will be: Roy Danish,
director, Television Information Office;
George H. Fuchs, vice president-per-
sonnel, NBC; Frederick S. Gilbert, vice
president and general manager, Time-
Life Broadcast Inc.; S. Dave Babbitt,
public affairs director, wcrL Chicago;
John Callaway, news director, WBBM
Chicago; Norman Pellegrini, progran:
director, WFMT(FM) Chicago, and
George Stone, program director, WEFM

(Fm) Chicago.

In conjunction with the IBS conven.
tion, Iota Beta Sigma, the national col-
legiate broadcasting fraternity, will hold
its biennial banquet on March 30.

NBC-TV, affiliates
to huddle this week

Two days of panels, business ses-
sions and a preview presentation of
NBC-TV’s schedule for the 1968-69
season are on the agenda for the
annual NBC-TV affiliates convention
to be held this week in New York.

A closed business meeting of affiliates
and network representatives will open
proceedings Thursday (March 28) at
the Waldorf-Astoria hotel. At 10 a.m.
a welcoming address by NBC’s Walter
D. Scott, board chairman, and remarks
by Julian Goodman, president, will be
followed by a presentation-panel on
“Television in the 70’.”

Taking part will be H. M. Beville
Jr., vice president, NBC planning;
Richard W. Everett, business econo-
mist, Chase Manhattan Bank; Dr.
James Hillier, vice president, RCA
Laboratories, and Richard M. Scam-
mon, director, elections research center
of the Governmental Affairs Institute.
A reception and luncheon, plus a re-
ception and tour of the United Na-
tions, will follow.

On Friday, Don Durgin, president
of NBC-TV, will report on the tele-
vision network’s state of affairs, and
a preview of fall program plans will
be shown. On the schedule are a
reception on Wednesday evening and
a reception, dinner and entertainment
on Friday evening.

Robert Taylor seeks
TV outlet in Idaho

Actor Robert Taylor, host of tele-
vision’s Death Valley Days, and asso-
ciates applied to the FCC last week for
a new TV station to operate on channel
6, Nampa, Idaho, which would serve
the Boise market.

Those associated with Mr. Taylor
are Richard F. Shively, president and
major stockholder of Telesis Corp.,
Chicago (multiple CATV owner) and
William A. Martin, president of Multi-
Vue Systems, Grand Island, Neb.,
owner of eight CATV systems through-
out that state. Mr. Taylor is chairman
of Multi-Vue.

Messrs. Taylor, Shively and Martin,
operating under the name of Snake
River Valley Television Inc., each own
25% of the stock of the channel 6 ap-
plicant. The other 25% is owned by a
group of Nebraska businessmen.

Mr. Shively is also sole owner of

(BROADCASTING, March. 25, 1958




wLKI-TV (formerly wram-Tv) Lafay-
ette, Ind., and is president of and has
an interest in KkNorP-aM-TV North Platt,
Neb. Mr. Martin, aside from sharing
CATV interests with Mr. Taylor, is
sole owner of an audio visual produc-
tion firm, director and less than 25%
owner of a real estate and investment
firm, and director and less than 25%
stockholder of a bank.

Increased power sought
for educational FM’s

The FCC has been asked to amend
its rules to increase the maximum
permissible transmitter output power
for class-D educational FM stations to
20 w where vertical as well as hori-
zontal polarization is used. The rule-
making was proposed by Bauer Broad-
cast Products Division of Granger As-
sociates, Palo Alto, Calif.

The effect of the rule, Bauer said,
would expand the definition of class-D
educational FM’s to include those sta-
tions operating with 20-w transmitter
output power and to exempt them
from the provisions of the commission’s
FM technical standards. Purpose of
the rule, it said, was not to extend the
coverage area of such stations, but
“only to make it possible to improve
the quality of the signal within the
limited reception areas served.”

Media reports . ..

Ellis estate = A value of approximately
$250,000 was placed on the estate of
the late Howard Ellis last week when
his will was filed for probate in the
Cook County Circuit Court, Chicago.
Mr. Ellis, 76, who died Feb. 16, had
been senior member of the law firm of
Kirkland, Ellis, Hodson, Chaffetz and

Masters. In his practice he had led
the fight for journalistic freedom.

Consultant move = Malarkey, Taylor
and Associates, CATV consultants,
have moved into 1225 Connecticut Ave-
tue, Suite 700, Washington. Telephone
remains same: 223-2345.

Camera gift = Two black-and-white
studio cameras have been donated to
the University of Texas Medical School
at San Antonic by woAl-Tv of that
city. The cameras are to be used for
closed-circuit television laboratory ex-
ercises and in the presentation of clin-
ical cases.

Kupferman decides not
to run for re-election

The “broadcasters’ congressman,”
Theodore R. Kupferman (R-N.Y.),
who represents the “silk-stocking dis-
trict” in New York that contains the
headquarters of all three major net-
works and a large part of the nation’s
advertising fraternity, has announced
he does not plan to stand for re-election
to Congress this fall.

Mr. Kupferman, who succeeded New
York’s present mayor, John Lindsay,
as representative for the 17th district,
won the seat Mr. Lindsay left vacant
by a narrow margin in a special elec-
tion and by a slightly larger plurality
in a later decision. He said last week
he was retiring from Congress in order
to spend more time with his family.

Mr. Kupferman faced a primary
fight for his seat. He announced his
withdrawal on the same day New York
State Assemblyman S. William Green
announced his candidacy for the nomi-
nation. The 17th district has been tradi-
tionally a Republican stronghold.

A slow-paced game of musical
chairs that’s been going on for weeks
has CATV aspirants in Lansing,
Mich., a little dizzy. And, according
to Lansing sources, the music is like-
ly to continue for at least another ten
days.

The situation arose Feb. 26 when
the city council awarded franchises
to three contenders: Consumers
Choice Vision System, a division of
Eyde ®Brothers Construction Co.;
Gross Telecasting Inc. (WIIM-TV
Lansing) and Audiovision Inc,,
owned by five independent telephone
executives. Controversy developed,

Everyone a winner in Lansing CATV

however, when the companies were
told that although they all had the
right to operate systems, only one,
according to utility company policy,
would be granted pole attachment
privileges for his own cable. The
other two firms would have to lease
cable from the Michigan Bell Tele-
phone Co. Further, it was not de-
cided who would select the winner:
the council or the utility companies.

The granting of the three fran-
chises was precipitated by an ordi-
nance in the city charter which ac-
commodates awarding pacts to all
qualified applicants.
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Create your own quality COLOR
COMMERCIALS! Never-before 5-
point service provides brilliantly
conceived components to produce
your own color spots. Also includes
+ Showcase Production Music in
every mood * Customized ID Slide
Service * Sales and Special Events
= Contests. Put the big spenders
on your Channel with the exciting
new Pepper-Tanner Television Li-
brary Service

See a representative display of the
more than 5000 items available to
broadcasters thru ethical barter.
Sponsor gifts . . . contest prizes
... Air Travel . . . customized sta.
tion premiums . . - equipment. . .

TAXE POSTe]S

VoS EMoys; ;s
REMEE units

Anything you need on a straight
trade—no cash basis! it'll all be at
the NAB!




The managements of stations
affiliated with the NBC Television
Network are holding their annual
meeting in New York this week. And
it’s indeed “prime time" to get together.
NBC has a lot of good news to talk
over with the members of its coast-

to-coast family:

2 NBC’s News Division is still
being applauded for its complete, ex-
clusive, live coverage of Secretary
Rusk’s appearance before the Foreign
Relations Committee.

8 NBC’s daytime programs are

each attracting larger audiences than

last year.

A8 NBC’s nighttime programming
for 1968-69 shapes up as the most
exciting schedule in many seasons.

M NBC’s champieaning of fine tele-
vision drama takes a giant step with



the arranging of a series of five original
contemporary plays featuring such
artists as Laurence Olivier and Paul
Scofield.

& NBC'’s lineup for next year intro-
duces commercial television’s first
regularly scheduled two-hour news

program in prime time,

M NBC’s sports agenda continues
to i)e as popular as it is far-ranging,
featuring big league baseball, profes-
sional football, championship golf and
including the year's prime sports at-
tractions—the World Series and the

best of post-season
college football.

All together, as
we say, it’s prime-
time for a convention.

NBC Television

Network
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Metromedia gets its TV team in uniform
RESTYLES ITS LOOK WITH NEW GRAPHICS DISCIPLINE

In the last six months, Metromedia
Inc., an ever-evolving company, has
been busy changing its television image.
Everything coming out of the diversified
company’s Metromedia Television divi-
sion—from the graphics on interoffice
memos t0 on-air promotions, and in-
cluding, slowly but surely, the graphics
on buildings and vehicles—has acquired
a group look.

Until this time there was nothing to
unify the sound or physical appearance
of any of Metromedia’s four owned tele-
vision stations (WNEw-TV New York,
XrTV[TV] Los Angeles, wTTc[Tv] Wash-
ington and kMBc-Tv Kansas City).
Now, all of a sudden, instead of four

far-flung cousins with a sometimes ac-
quaintance, they’ve become positively
identifiable chips off the same corpo-
rate block.

How It Started = The new look
started last year with a name change
for the TV division from Metropolitan
Broadcasting, a meaningless designation
at that stage, to Metromedia Television.
The idea was tto tie television, the larg-
est profit center within all of the some
40 Metromedia companies, more closely
to the coporate identification. Then
three major television spots were cre-
ated—a program ID, on-air progtam
promotion and color ID, the last to
identify that the program is in color.

R. C. CRISLER & CO., INC.

BUSINESS BROKERS FOR C.A.T.V., TV & RADIC PROPERTIES
LICENSED SECURITIES DEALERS
UNDERWRITING — FINANCING

CINCINNAT!I—

GALLIPOLIS, OHIO—
Paul E. Wagner

TUCSON—
Edwin G, Richter, Jr,

Richard C. Crisler, Alex Howard, James L. Brown
5¢h]3rd Bank Building, phone (513) 381-7775

POB 448, phone (614) 446-3543

POB 5131, phone (602) 622-3336
Visit us at The Executive House during the NAB Canvention
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Actually, there are nine different time
versions—from 10 seconds to a minute
—of the three spots, for a total of 27.

Subsequently, everything involved in
the television division was completely
reidentified. All station letterheads, busi-
ness cards, mailing labels, envelopes,
photo release forms, information sheets
were redesigned to reflect that the sta-
tions are part of the Metromedia Tele-
vision group and also of the Metro-
media corporate parent. For the first
time the MM, the Metromedia corpo-
rate logo, was used in concert with an
individual company operation. A com-
plete new lettered alphabet, called the
Metromedia Television Alphabet, was
designed and is used to sign anything
to do with the division. It employs a
sans-serif gothic typeface that sup-
posedly no one else can use or buy.

Sound With Sight = The television
spots, all of which are animated, include
an experimental electronic sound that
makes use of an eleotronic bongo,
among other devices. The look itself
is a purely graphic technique. It’s based
on strong typography and also calls
upon the MM corporate logo. Using
WNEW-TV New York, channel 5 as an
example, the promo starts with the sta-
tion’s call letters, evolves into an MMS5,
then the M actually breaks and be-
comes a horizontal band and opens up.
The program promotion is inserted in-
between the band and then the MM
re-animates back down to the MMS5 and
then back to the call letters.

The station ID, for say KrTv LoOS
Angeles, channel 11, begins with the
call letters, which break apart, spin,
and then in the middle dissolve and
then re-animates back the other way and
becomes an MM11.

The color ID begins with a color
MM, spins into a 5, then into a row of
5s in different colors and finally into an
ultimate color 5 with the identification:
“WNEW-TV color presentation” under-
neath.

The concept was originated last sum-
mer and it ook some three months for
the music to be written, the score pro-
duced and the animation and filming to
be completed. The spots broke first on
KTTv in late September and WNEW-TV,
WTTG and XMBC-Tv followed by a week
and within a day or two of each other.

An MM That Sticks = Explains
Metromedia Inc. Creative Director
Roger Ferriter: “All of the typography
is exactly the same from coast to coast.
The color breakdown is exactly the
same and so is the sound. The thing
that unifies it is the MM and the thing
that gives local identification is the spe-
cific call letters and the channel figure
itself,”

Metromedia Television’s new group
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image has a lot to do with its new pro- At the NAB, in the Sheraton-Chicago Hotel . ..

graming ook, which now has the divi- oy N S mEe. § 1 B A ™ pf-prg B (_?
sion turning out some 20 hours of tape I F A B B | B " Fi. 1 l"A ' B
programing a week for its owned sta- & g H = : s o ]| - W

tions and for syndication. According to |
Mr. Ferriter, the division’s posture now

is at least a notch above that of merely THE WORLD'S GREATEST
the headquarters company for a group COUNTRY MUSIC SHOW ON TV!

of independent stations (three of Metro-
media’s four TV outlets arc non-network
affiliated). While not attempting to sug-
gest it's a full-fledged television net-
work yet, Metromedia TV would like

its look to indicate a closely unified,

strongly motivated, creatively independ-

ent group.

Drumbeats ... L '

BPA awards committee chairman = Womn OP

The Broadcasters Promotion Associa-
tion last week announced the appoint-
ment of Chet Campbell, director of ad-
vertising, promotion and publicity at
WMAQ-TV Chicago, as chairman of the
1968 BPA audience promotion awards
committee. Mr. Campbell will be in
charge of processing and judging en-
tries from radio and television in the
U. S. and Canada.

WABC aids servicemen by sending
transistors = The National Unjon Elec-
tric Corp. has donated 100 Emerson
transistor radios to wasc New York
for shipment to American scrvicemen

in Vietnam. The station reported that The happles‘t sound you ever heard!

some 3,000 radios have been received | | The happiest look you ever saw!

during the current on-air campaign.
Presentation of the Emerson tran-
sistors was made by C. Russell Feld-
man (1), chairman and president of
National Union Electric, which makes
Emerson receivers. Accepting on behalf
of wasc were Leonard H. Goldenson
(c), ABC Inc. president, and Don B.
Curran, waBC vice president and gen-
eral manager.

$5,000 voice s Winner of this year’s
Voice of Democracy contest, sponsored
by the Veterans of Foreign Wars, is
Donald Elfenbein, a Harrisburg, Pa.,

high school student. His reading of a :
five-minute radio script, which ganered : - INB_

hi $5,000 scholarship, at a VFW
dlirr?near in Wassh?ncg)tglns l}f’ongri:g con- 7922 EAST DRIVE /MiAMI BEACH 41, FLORIDA

gressmen and senators, also served as (305) 754-3686
an introduction to remarks by President
Lyndon Johnson, who made an un-
scheduled appearance at the dinner.
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The worlds
most precise
broadcast
sync generator!

(Proved in over 200 installations.)

The EIA Sync o All-digital design
Generators in Tele- ® No monostables — no delay lines
Mation’s TSG-2000 ® |ntegrated circuit reliability

. @ Dual outputs — permit pulse assignment with full standby
Series are more accurate Guaranteed better time-base stability and pulse jitter performance
—more stable—than any (even when genlocked) than any other sync generator
available. Here are some ® Monochrome genlock, color genlock, bar-dot, and sync
of the reasons why: changeover add-in modules avaitable.

‘ O CRYTay o N Lock,
k LU
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TELEMATION, INC.

2275 South West Temple
Salt Lake City, Utah 84115
Telephone (AC 801) 486-7564

See TeleMation’s all-digital broadcast sync generators at the NAB Convention!

Booths D and E, Writing Room, Conrad Hilton Hotel

Other products on display:

New Color Film Multiplexer / New Black-Burst Generator / New Vidicon Camera
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PROGRAMING

Second look at riot coverage

Principles of democratic society demand that TV news

must be free and objective, Representative Corman says

Television last week received a de-
fense, some advice and a plea from
one of the framers of the report of the
President's Com-
mission on Civil
Disorders. Speak-
ing at a luncheon
program of the
Hollywood chap-
ter of the Nation-
al Academy of
Television Arts
and Sciences lo-
cal Emmy awards
presentations  at
the Hollywood
Palladium, Rep-
resentative James C. Corman (D-Calif.)
took a second look at television’s re-
sponsibility in covering race problems
and indicated that nobody should tell
the medium what it should or should
not do.

“In the course of our work we found
that many Americans preferred to
blame television for riots. That is a
comfortable and erroneous conclusion,”
Mr. Corman, a member of the 11-man
presidential commission, declared.

He pointed out that TV programs
about mental health don’t give rise to
a rash of insanity “and it’s nonsense”
to believe that “riots won’t happen if
you don’t talk about them.”

Must Be Free » The California con-
gressman went on to argue against an-
other commonly held theory that since
television is a powerful social force and
riots pose a serious social problem, the
medium should be manipulated to help
solve the racial problem. “Television
will not remain a powerful social force,
at least in a democratic society, unless
it's free of manipulation,” Mr. Cor-
man meaintained. “Manipulation of tel-
evision and the news it reports can
only lead to its demise as an influential
medium in our democracy and ulti-
mately the destruction of democracy
itself.”

Then the congressman passed on
three principles of sound advice to tele-
vision news as it's concerned with the
coverage of civil disorders: “Never lie.
Never lie. Never lie.”

Can television coverage of civil dis-
orders be more accurate and also more
fully reflect the mood and magnitude of
riot events, as the President’s commis-
sion implied (BROADCASTING, March
4)? Mr. Corman’s answer to this
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Representative Corman

was yes, but he expressed confidence
that professionals within the: medium
are “fully aware” and *“are working
diligently to meet the highest standards
of honesty and responsibility.”

Yet, Mr. Corman said coverage of
riots was not the only responsibility
television has in the field of race rela-
tions. He suggested two other funda-
mental missions:

= “Enhancement of public awareness
of conditions within racial ghettos and
public understanding of the threat in-
herent in the growth of ghettos.

= “Demonstration of the possibility
and desirability of racial desegregation
within every phase of American life.”

Wrong Concern = The Democrat
from California insisted that these mis-
sions can not be achieved through news
and public-affairs programing alone.
“Television performance in these cate-
gories generally has been quite credit-
able,” he explained. “Unfortunately
such programs rarely reach Americans
who are not already informed and con-
cerned.”

He cited drama and comedy pro-
grams as the great, though largely un-
explored, frontier for continuing the
struggle for national solidarity. “Enter-
tainment is not inconsistent with the

Transmitter plays censor

Newsman Charles Waite and
entertainment editor Hank Grant
were discussing navels during the
Newsday A.M. program on KNX
Los Angeles. Mr. Grant was tell-
ing how surprised he was to see
the female navel get such graphic
exposure on NBC-TV’s Laugh-In
program the night before. “Re-
member Hank,” Mr. Waite cau-
tioned, “we're on live and I don’t
have any cut-off button.” What
neither knew was that a portion
of their conversation already had
been cut off the air. The next
morning an embarrassed Charles
Waite explained to listeners that
the station was having transmitter
trouble. “We're on the air for 24
hours every day,” he complained,
“and the transmitter decides to go
out just when we're talking about
navels and censorship.”

OF LANDS AND SEAS

Continued on page 43

here are 260 titles

of one hour color

adventure programs
- - - AVAILABLE NOW!

PROGRAM
NO. TITLE

1 Central America—Land of Promise

2 Holland Close-up

3 A Dutch Treat

4 Nicaragua, Lakes and Volcanoes

5 A Costa Rican Festival

6 The Mighty Mackinac

7 The Bridge that Couldn't Be Built

8 Isiands of the Great Lakes

9 Undiscovered Charm of Germany

10 Germany—Medieval to Modern

11 Village Beneath the Sea

12 Citizens of the Reef

13 Villes et Chateaux—France

14 La Belle France

15 The Amazing Swiss

16 Afghanistan, 1 Country—2 Worlds

17 Afghanistan Journey

18 Soviet Asia

19 Russia and [ts Peoples

20 Russian Holiday

21 Michigan—the Wolverine State

22 Funin Michigan

23 Cruising the Great Lakes

24 Ontario Holiday

25 Ontario, a Wilderness Wonderland

26 East Africa Today

27 The Wilderness of East Africa

28 An Eskimo Whale Hunt

29 Spanish Main Adventure

30 Trailing the Buccaneers

31 Timberline Country—Alberta

32 Florida, Modern Fountain of Youth

33 Puerto Rican Countryside

34 Puerto Rican Vistas

35 Yellowstone, Land of Geysers

36 Wildlife of Yellowstone

37 Minnesota—Land of 10,000 Lakes

38 Viet Nam and Its People

39 Viet Nam—a Country Divided

40 Laos—a Paradox

41 New Years Laos Style

42 Laos—Poppies and Pop

43  Skiing Around the World

44 Austria—Summer/Winter Wonderland
Continued on page 65

OLAS CORPORATION

52 Vanderbilt Ave., New York, N, Y, 10017
Phone 212/679-2931




On March 5 the Jackson county,
Mo., grand jury issued a statement
saying it found the situation in the
county jail “undesirable and unac-
ceptable.” The grand jury’s report
came in the wake of a 16-part in-
vestigative Probe report by KMBC-TV
Kansas City, Mo., on conditions in
the jail.

KMBC-TV's investigative reporter,
Bill Brinton, who is neither seen nor
heard on the air, found prisoners
who were willing to discuss sexual
assaults, use of dope and beatings ad-
ministered by other prisoners. The
talkative prisoners were interviewed
on film by Claude Dorsey, KMBC-TV
news director, and their comments
were made part of the Probe series
on the early and late evening news-
casts, For their own protection, the
prisoners were filmed wearing ski
masks (see above).

The Probe series on the jaii began
on Jan. 1, and later that month four

KMBC-TV’s ‘Probe’ results in jail reforms

inmates were charged with sodomy.
They were later tried and convicted.
Of the 78 prospective jurors for the

KMBC-TV's news director Claude
Dorsey interviews a Jackson coun-
ty, Mo., prisoner on jail conditions.
A ski mask was used to protect the
identities of the prisoners.

trial of the four prisoners, 73 said
they had seen the KMBC-TV series on
conditions in the jail.

Other events that came in the
aftermath of the Probe report:

= U.S. marshals moved into the
federal cell block at the county jail,
shook it down and broke up the “key
cell,” which is prisoner operated and
controls each cell block.

s The county court, administra-
tive body of the county, offered to
install closed-circuit television in the
jail and the offer was accepted by the
sheriff.

» During the series, Mr. Dorsey
said, the Kansas City Star followed
up most of the leads furnished by the
Probe reports but did not mention
the station. And when the grand
jury report was handed down two
weeks ago, two months after KMBC-
Tv began its report, the paper then
called for an independent investiga-
tion of the jail.

attainment of greater human under-
standing,” he pointed out. He also re-
minded his audience, made up of some
500 television and advertising execu-
tives, that Negroes do not always have
to be depicted as heroic and virtuous.
Such antiseptic portraits, he feels,
would amount to an overreaction. In-
stead he would like to see Negroes
shown on television as real human be-
ings, “laughing, crying, succeeding,
failing, virtuous and capable of short-
comings.”

Representative Corman ended his
speech with a plea to the television
community: “We are one nation and
one people,” he said. “Let us see that
on television.”

NLRB rules for NABET
in KLXA-TV case

The National Labor Relations Board,
affirming the decision of its trial ex-
aminer, has ordered KLxa-Tv Fontana-
Los Angeles to bargain collectively with
local 53 of the National Association of
Broadcast Employes and Technicians
and to stop interfering with the union
activities of its employes.

The NLRB trial examiner, Howard
Myers, said the station refused to bar-
gain with its technical, engineering and
production personnel after some of these
.employes joined NABET in January
1967 and that the station had tried to
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discourage membership in the union by
promising benefits to employes who did
not join the union and by threatening
employes with the loss of certain bene-
fits if they remained NABET members.
The NLRB ordered KLxA-Tv to cease
and desist from antiunion activities.

The board also ordered the station
to reinstate a cameraman the trial ex-
aminer said was discharged because of
his union sympathy.

Chris-Craft sued by
KCOP(TV) show producer

Fashion designer Richard Blackwell
last week filed a $3,245,000 law suit
against Kcop(Tv} Los Angeles and
Chris-Craft Industries, licensee for the
VHF, nonnetwork outlet, charging that
a daily half-hour local TV show was
“pirated” into syndication without au-
thorization, consent or proper payment.
Basis for the action, filed in superior
court of Los Angeles, is Mr. Black-
well's Hollywood, a daily show pro-
duced for kcor by Mr. Blackwell Inc.,
the designer’s production company. The
suit charges that the half-hour program
was used on other Chris-Craft owned
stations, KpTv(Tv) Portland, Ore. and
WTCN(Tv) Minneapolis-St. Paul, with-
out authorization or consent of the
production company and without com-
pensation to American Federation of
Television and Radio Artists represented
performers.

McLendon calls
for defeat of LBJ

Gordon McLendon’s radio stations
last week began broadcasting editorials
calling for “the defeat of Lyndon
Johnson.” Copies of the editorials were
sent to the White House, with offers of
free time to reply. As of last Thurs-
day (March 21) there had been no
response. F

Mr. .McLendon recently withdrew as
a candidate for the Democratic nomin-
ation for Governor of Texas, He said
at that time he no longer could support
the leader of his party, President John-
son (BROADCASTING, March 4). The
editorials last week calling for Mr.
Johnson's defeat were voiced by Mr.
McLendon.

McLendon Corp. stations are KLIF
and KNUs(FM) Dallas, KILT and xzap
(FM) Houston, kosT(FM) Los Angeles,
KABL-AM-FM Qakland-San Francisco,
wYsL-AM-FM Buffalo, N. Y., wwww
(FM) Detroit and wNus-aAM-FM Chi-
cago, the last a pioneer all-news opera-
tion, which last week went to a new
24-hour music format comparable to
that of kaBL (CroseD CircuiT, Feb.
26).

Wnus said it is seeking waiver of
the, FCC’s FM duplication rule so
WNUS-FM may simulcast the new format
full time. ;-
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Kenton beats drums for performers’ fees
PASSAGE OF COPYRIGHT BILL STILL UNCERTAIN

There is “no moral, legal or eco-
nomic justification” for denying record-
ing artists copyright coverage for their
recorded perform-
ances, declares
bandleader Stan
Kenton in the
April issue of The
Viewer, a publi-
cation of the Na-

tional Audience
Board Inc., New
York. Mr. Ken-

ton’s article is in
rebuttal to the
broadcasters’ po-
sition on pending
copyright-law revision published in an
earlier issue.

Mr. Kenton addresses arguments sum-
marized by Douglas Anello, general
counsel of the National Association
of Broadcasters, in a December 1967,
article (BROADCASTING, Jan. 8). At is-
sue is an amendment to a copyright-
revision bill passed by the House last
year and currently before a Senate
Judiciary subcommittee.

The amendment, sponsored by Sena-
tor Harrison A. Williams Jr. (D-N.J.),
would make radio and television sta-
tions liable for payment of airplay fees
to recording artists and companies sim-
ilar to fees now levied for composers
(and, by assignment, for publishers).

The over-all revision bill, earlier this
year given only a 50-50 chance of pas-
sage by this Congress, has now an even
gloomier outlook. But the Williams
amendment stands a good chance of
adoption by the Senate panel this year,
if the over-all bill is approved, or in the
next Congress. The amendment is be-
lieved to have the support of a major-
ity of the subcommittee’s members but
might not be approved if its supporters
feel its adoption threatens the larger
bill.

Still Alive = Some observers have
flatly termed the over-all revision—ob-
ject of more than a decade’s spadework
by the Copyright Office—dead for this
year. But the Senate subcommittee,
headed by Senator John L. McClellan
(D-Ark), won’t say it has given up
the ghost. Recommendations on possible
CATV compromises by the warring
factions—broadcasters, CATV inter-
ests and copyright proprietors—are due
to be filed with the subcommittee by
April 1, although counsel expects delay
and not much substantive change in
positions until summer, when pending
court decisions have been rendered
. (BROADCASTING, March 18).
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Mr. K:nton

Meanwhile, revision advocates’ hope
is still alive that at least passage of a
partial revision bill is possible this year.
If such a “bare-bones” bill is reported
out by the Senate subcommittee, how-
ever, it would not be expected to con-
tain the Williams performance-rights
provisions.

The Kenton brief for the Williams
amendment is presented in behalf of
the National Committee for the Re-
cording Arts, of which Mr. Kenton is
chairman. The NCRA, since formation
last year, has been actively lobbying on
Capitol Hill for its copyright position
(BROADCASTING, March 11).

“The moral issue,” Mr. Kenton ex-
plains, “relates to the fact that a rec-
ord embodies a performance,” and the
performance has commercial value in
its own right. In his earlier article, Mr.
Anello explained on behalf of broad-
casters that recording artists are com-
pensated for their performances by re-
cording companies, both for making the
recording and by royalties based on rec-
ord sales, which are enhanced by air-
play.

‘Hit That Misses’ = Mr. Kenton
counters that *‘wide exposure’ fre-
quently creates a financial evil that we
call a ‘turntable hit’ In effect, it’s a
‘hit’ that misses. It receives so much
airplay that the saturated public quickly
tires of it. The result: no over-the-
counter sales.”

He also cites automation as the per-
former’s enemy. To Mr. Anello’s charge
that airplay adds to the popularity of
given artists, Mr. Kenton notes that
“the artist whose work is being broad-
cast on an automated station is not
even identified by name.” As for modes
of compensation, Mr, Kenton cited a
survey indicating that 86.2% of 1,44%
recording artists received only union
scale ($57.50 per song or per hour)
for their recording efforts.

Another survey, he added, showed
that “73% of all radio air-time con-
sists of recorded music producing 81%
of radio revenue.”

Mr. Kenton did not reply to Mr, An-
ello’s charge that a compulsory fee pay-
able to artists and recording companies
would collide with companies’ exclu-
sive contracts with artists, creating a
monopoly situation. A similar situation
in composers’ copyrights was resolved
by rulings that all companies can record
a composition if the composer or pub-
lisher permits any one company to re-
cord the work, thus destroying exclu-
sivity (and monopoly situations) as far
as the composition itself is concerned.
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ETV gets ‘headstart’ program

Ford, Carnegie, Office of Education to fund

26-week, one-hour kindergarten series to teach

preschool children, especially in ghetto areas

The creation of a joint foundation-
federal government Children’s Televi-
sion Workshop that will last two years,
cost between $6 million and $8 million,
and produce an experimental kinder-
garten series was announced last week
in New Yotk by McGeorge Bundy,
president of the Ford Foundation, Alan
Pifer, president of the Carnegie Corp.,
and Harold Howe II, U.S. commissioner
of education.

The 26-week (one-hour weekdays,
morning and/or afternoon) color series
is planned for presentation on National
Educational Television and at least two
commercial stations beginning in Sep-
tember 1969.

Design of the series and its promo-
tion in some 150 markets, audience size
and educational effectiveness will be
studied as a continuing, basic part of
this “TV headstart program” to reach
preschool children, particularly in “dis-
advantaged” urban areas.

First-Rate Group = Mrs. Joan Ganz
Cooney, the project’s executive director,
plans to hire a production staff, “in-
cluding a top-flight executive producer

and several producers,” and sizeable
promotion, research and administrative
staffs during the summer. Active work
on the series, including closed-circuit
dry runs, will begin in the fall.

The attempt will be to utilize the
techniques of both adult commercial
television (*‘all children’s programing,”
Mrs. Cooney quipped at the news con-
ference) and children’s cartoons, and
to deliberately avoid those of educa-
tional programing for children now on
both commercial and noncommercial
television. Subjects that will be covered
include numbers, the alphabet, classic
stories, the art of reasoning and spatial
concepts. The mood, according to Mrs.
Cooney, will be “fun. It's got to be fun.
But it can be fun and still teach.”

Promotional efforts will be made in
every market that has the show,” but
special efforts will be made in two
selected markets, “such as New York
and Boston or San Francisco,” Mrs.
Cooney said. They will feature sound-
truck appearances “in the ghetto” by
the series’ stars.

‘Electronic Babysitter’ = Some form

of tie-in with existing kindergartens is
to be worked out. But the main promo-
tional thrust will be into ghetto areas,
where “viewing clubs” will be orga-
nized, depending on the “appeal of an
electronic babysitter, which they [par-
ents] already have, and the promise that
their children will do better when they
start school,” Mr. Pifer said.

A basic focus of the experiment will
be how to get and hold audiences for
educational programing. Audience re-
search will be conducted, “either by
the research department or farmed out
to commercial services,” according to
Mrs. Cooney, The relation between pro-
graming and promotion on different
stations in different communities will
be studied as well. This is the reason for
the inclusion in the project of commer-
cial stations, which will be offered the
show on a noncommercial basis—free
of charge and of commercials.

One specific impetus for the entire
project, cited by all the officials at the
news conference, was what Mr. Bundy
called “the interesting intersection of the
average child and television for more

When it comes to televising the
Academy Awards, ABC-TV and
Richard Dunlap are annually in the
position of what to do for an encore.
The Academy of Motion Picture Arts
and Sciences 40th annual awards
presentation will be carried live and
in color by ABC-TV on April 8. This
year’s show will mark the eighth con-
secutive time that the network has
telecast the event and Mr. Dunlap
has produced and directed it.

Their problem always is how to
improve on a TV event that has a
history of attracting huge audiences.
Last year’s Academy Awards tele-
cast, for example, surpassed the
event’s record of the previous year
for the largest single network audi-
ence in TV history of 62-million
viewers by attracting an audience
estimated at 65-million persons. To
play it safe would probably incur the

contempt of critics and engender
ennui in viewers. So Mr. Dunlap,
this year, has decided to add a pinch
of film spice to this annual celebrity
feast.

Past Reviewed = Since this is the
40th anniversary of the awards, Mr.
Dunlap put together a four-part his-
tory of the presentations with each
decade introduced and narrated, on
film, by an actress who won an Oscar
during the period. The producer-di-
rector screened 47 films in their en-
tirety, flew 15,000 miles and spent
four weeks in Europe in two separate
trips to make what will be about a
15-minute segment in the two-hour
telecast.

Katharine Hepburn, representing
the 1927-37 period, was filmed in a
beige and red costume in a 12th-
century abbey in Arles, France, where
she was making a movie. Olivia de

Flashbacks to spice ABC-TV's showing of 40th Oscar rites

Havilland, covering the 1937-47 dec-
ade, was filmed wearing a coral Dior
gown in the Louis XVI room in
Versailles. It's believed to be the
first time an American film crew was
allowed to work inside the splendif-
erous palace. Continuing the royalty
theme, Grace Kelly, the symbol of
the 1947-57 era, was filmed, also in
a Dior gown, in a room next to the
throne room at her palace in Mo-
naco.

Sophia Loren, reflecting the 1957-
67 period, was to be photographed
at her virtual palace outside of Rome.
But arrangements for her participa-
tion could not be negotiated. Instead,
Anne Bancroft, filmed in plebeian
Hollywood, was a last-minute substi-
tute.

Features Honored » Each of these
filmed segments runs about two-and-
a-half-minutes and they will be in-
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Alan Pifer (1), president of Carnegie Corp., and Mrs. Joan
Ganz Cooney, executive director of the new workshop.
Mrs. Cooney, TV consultant to Carnegie Corp. was closely
involved with developing the proposal for the workshop.

than 50 hours a week, according to
Nielsen” (the A. C, Nielsen Co.).

Within NET = The workshop will
function in a manner similar to the
Ford Foundation-endowed Public Broad-
cast Laboratory, as a self-contained
unit within NET, which will administer
its grants. It will work with a 10-mem-
ber advisory committee headed by
Gerald S. Lesser, Harvard University
professor of education, and including
Stephen O. Frankfurt, president of
Young & Rubicam Inc.

A project policy committee composed

of the principal funding agencies and a
representative of NET will meet as
necessary to decide major management
and administrative questions.

Half the funds for the workshop will
come from private sources, including
Ford, Carnegie, “and possibly others,”
according to Mr. Pifer, and half from
government sources such as the Office of
Education, the Office of Economic Op-
portunity, the National Institute of
Child Health and Human Development
and the National Endowment for the
Humanities.

terspersed throughout the program.
They include a total of 30 silent
film clips of famous players in their
Oscar-winning roles. In addition, the
five most-honored movies of the four
decades will be featured in longer
segments with sound. They are “It
Happened One Night,” “Gone With
The Wind,” “From Here to Etern-
ity,” “On the Waterfront” and “Ben
Hur."”

The two-hour show, which actually
has an open end and may run longer,
will cost in excess of $100,000 for
production. A total of 10 color cam-
eras will be used during the telecast,
which originates from the Santa
Monica (Calif.) Civic Auditorium.
Bob Hope will make his 14th ap-
pearance as master of ceremonies.
Eastman Kodak, through j, Walter
Thompson, is sponsoring ABC’s ra-
dio and television coverage for the

third consecutive year.

Celebrities presenting the awards
will include Audrey Hepburn, Tony
Curtis, Richard Crenna, Rod Steiger,
Claire Bloom, Katherine Ross, Faye
Dunaway, Warren Beatty, Macdon-
ald Carey, Carol Channing, Angie
Dickinson, Kirk Douglas, Patty
Duke, Gene Kelly, Sidney Poitier,
Barbara Rush, Inger Stevens and
Barbra Streisand. The five nominated
songs will be played and sung by
Louis Armstrong (*The Bare Neces-
sities”), Sergio Mendes and the
Brasil 66 (“The Look of Love”),
Lainie Kazan (“The Eyes of Love”),
Angela Lansbury  (“Thoroughly
Modern Millie”) and Sammy Davis
Jr. {(“Talk to the Animals). Song
performers receive $2,000 each, a
fee well below their usual price. Mr.
Hope receives $15,000 for his night’s
work. The presenters are not paid.
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McGeorge Bundy (l), president of the Ford Foundation,
and Harold Howe II, U. S, commissioner of education,
outside the Waldorf Astoria hotel in New York last week
after announcing the Children’'s Television Workshop.

FCC wants in
on pot party

Orders probe into
charge that WBBM-TV

staged marijuana blast

The FCC, like several other govern-
ment agencies, is about to go into the
marijuana-investigating business — but
not without the expressed reluctance of
several commissioners.

The commission’s “pot” probe was
instigated by allegations that CBS-owned
wBBM-Tv Chicago had staged or “en-
couraged or induced others” to conduct
a marijuana party, which was filmed.
The film purportedly involved students
of Northwestern University, the com-
mission said, and was broadcast two
nights in November 1967 on WBBM-
TV’s 10 p.m. news program,

Although station executives and news
personnel have denied the allegations, .
the commission said statements ‘“‘con-
trary to the wBBM position” had come
to its attention and that “serious ques-
tions” on the station’s operation would
“best be resolved” in an investigatory
proceeding. The commission also said
that a CBS investigation included only
its employes, and not students and uni-
versity officials “who might possess ad-
ditional information.”

(Under Illinois law anyone who so-
licits, endorses or encourages others to
violate state regulations prohibiting pos-
session of “narcotic drugs,” including



marijuana, faces prison terms.)

The commission ordered an investi-
gation by a 5-to-2 vote, but four com-
missioners questioned either how the
probe was to be conducted or whether it
should be conducted at all.

Public Hearing = The procedure de-
cided upon will be a standard investiga-
tory hearing with the examiner charged
to exclude the public from portions of
the hearing “if he feels this will serve
the public interest.” Excluded informa-
tion would presumably protect the pri-
vacy of those students involved in the
party and their parents.

But Commissioner Kenneth A. Cox
in a statement, joined by Commissioner
Robert E. Lee, said that although he
concurred in the action, he would prefer
a hearing on a “nonpublic basis, in
order to test the charges made in a
formal hearing before making them
public.”

Commissioner Robert T. Bartley dis-
sented, saying that absent “better sup-
ported allegations,” he would prefer a
“more thorough investigation” before
the commission issued its order. And
Chairman Rosel H. Hyde dissented be-
cause he said the commission was mov-
ing into the “sensitive area of contro-
versial-issue programing and the dis-
charge of the news function of the li-
censee.”

The chairman said he preferred bring-
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ing commission information to the at-
tention of the station “so that it, rather
than this governmental agency, may
discharge the delicate task of insuring
the integrity of the news function.”

Reportedly there was some sentiment
among commissioners to conduct a
broader-scaled investigation of “staged”
news events or discussions.

Bell tolls for ‘Bell
Telephone Hour’

ATE&T will shift its television empha-
sis from culture to urban problems for
the 1968-69 season.

As a result, Bell Telephone Hour,
acclaimed for its high standards in
music and artists but which will be
dropped from the NBC-TV fall sched-
ule (Fridays, 10 p.m.), will return to
its original home at NBC Radio in a
half-hour format. Plans for the radio
show are not final, according to an
AT&T spokesman, but it probably will
be a 39-week series on Sundays (6:30-
7 p.m.) under the title Encores, fea-
turing tapes of past performances on
television and radio. Bell Telephone
Hour was on radio from 1940 through
1958, and on television since 1959.

AT&T’s television money will be
spent on a series of four NBC News
documentaries, produced by Fred
Freed, investigating urban problems and
examining solutions. The first program
in September will be a one-hour intro-
duction, the second in December a two-
hour report on the state of the cities;
the third and fourth, early in 1969, will
be one-hour examinations of specific
crisis areas and possible solutions.

A spokesman for AT&T said the com-
pany has a natural interest in urban
problems because 80% of its capital is
in facilities located in city areas, and
the series “is a reflection of that com-
mitment” to city improvement and “an
attempt to add another measure of pub-
lic understanding and involvement in
urban affairs.”

AT&T also has tentative plans for
three entertainment specials, in which
music will play a major role: one gen-
eral entertainment, one on a holiday
theme, and the third along the lines of
the Bill Dana Discover America spe-
cial, which is scheduled for showing
this spring.

Court asked to set
Desilu studios’ price

A motion petitioning the U.S. District
Court in Los Angeles to fix terms for
sale of the former Desilu Culver studios
has been filed against Gulf & Western

Industries Inc.,, which acquired the
property last year. The motion, which
was set for hearing on March 25, is
on behalf of a private party, Saul Pick,
who claims that G&W refused a cash
offer of more than $3 million for the
film studios. ‘Asking price for the prop-
erty is said to be about $4.75 million.

G&W acquired the studio lot as part
of its $17-million acquisition of Desilu
Productions Inc. After absorbing Desi-
lu, G&W accepted a consent decree
from the U. S. Department of Justice
under which it agreed to sell Desilu
Culver as well as the Desilu Cahuenga
studios within a two-year period. The
antitrust division of the Justice Depart-
ment will represent the government in
the proceedings.

The studios now are being operated
under Paramount Pictures, another
G&W acquisition. Mr. Pick reportedly
will rent the studio facilities to film
producers if he is able to make the pur-
chase.

O’Hair attack on FCC
runs into setback

A federal judge in Washington has
told atheist Madeline Murray O’Hair
she doesn’t have a leg to stand on in
her attack on the Communications Act.

U. S. District Judge Joseph C. Mc-
Garraghy last week denied Mrs. O’Hair’s
request for a three-judge district court
to hear her attack on the FCC and
its basic congressional statute; he also
granted an FCC motion that the action
be dismissed, finding that the complaint
lacked “substantiability.”

Mrs. O’Hair and others organized
under the name Society of Separation-
ists filed suit last year charging that
the Communications Act provision re-
quiring a license for all broadcast
stations conflicted with their right of
free speech. They also claimed that
the FCC’s fairness policy was used to
deny them access to the airwaves
(BROADCASTING, Aug. 28, 1967). The
suit asked the court to enjoin the FCC
from enforcing its fairness policies; it
was filed almost two years after Mrs.
O’Hair and her group had asked 15
Hawaiian stations for time to combat
religious programs carried by the sta-
tions which, Mrs. O’Hair. claimed,
were controversial. After the stations
refused her request she complained
to the commission. The FCC, however,
upheld the stations’ decision, finding
that they had acted reasonably.

The O’Hair complaint is the second
major case brought before the FCC
by an avowed atheist. The first was
in 1946 when Robert Harold Scott
of Saratoga, Calif., claiming San Fran-
cisco stations refused to grant him time
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to expound his views, asked the FCC
to revoke their licenses. The commis-
sion ruled that licensees must not dis-
criminate against atheists, but refused
to revoke any licenses.

ABC-owned stations
in big deal with W7

Warner Brothers-Seven Arts and
four ABC-owned television stations
have entered into a contract that they
described last week as “the biggest
and most important deal in the history
of local-market feature-film distribu-
tion.” Though neither company would
disclose the total price, other authori-
tative sources placed it in the neigh-
borhood of $14 million.

In a joint announcement last Tues-
day (March 19) George Mitchell, vice
president and general sales manager
of W7, and Philip Mayer, vice presi-
dent in charge of program services,
ABC Owned Television Stations, re-
vealed that waBC-Tv New York has
acquired 260 features; wBkB-Tv Chi-
cago, 162 features; wxvz-Tv Detroit,
261 features and KABC-TV Los Angeles,
123 features. All have bought Volume
13, a package of 30 major first-run
off-network features (22 in color). Pre-
viously, the other ABC-owned station,
KGO-Tv San Francisco, had acquired a
total of 503 features.

W7 had only recently offered Volume
13, which includes such titles as “Hem-
ingway’s Adventures of a Young Man.”
“A Distant Trumpet,” “Ensign Pulver,”
“The Marriage-Go-Round,” “Splendor
in the Grass,” “Act One,” “Days of
Wine and Roses,” and “Youngblood
Hawke.”

Trans-Lux introduces
10 first-run programs

Trans-Lux Television Corp. is weigh-
ing in with the most extensive produc-
tion schedule in its history this spring,
presenting 10 new first-run programs
for syndication.

Eugene Picker, president of the en-
tertainment division of Trans-Lux, and
Richard Carlton, executive vice presi-
dent, Trans-Lux Television, announced
last week that its new programs are
designed for nighttime, daytime and
late-evening showing. The programs are
all in color, on tape or film, and will be
highlighted at the National Association
of Broadcasters convention.

The series include The Arlene Fran-
cis Show, a one-hour, strip program
aimed at women; The Joan Rivers
Show, half-hour daytime strip; The
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Sound Is Now, 26 half-hours spotlight-
ing Murray the K; For and Against,
26 half-hours featuring comic-writer
Pat McCormick; The Phil Lind Inter-
view . . . for Adults Only, a weekly two-
hour probe of controversial subjects;
Wide, Wide World, 26 half-hour tourist
attractions; The Amazing Adventures
of Snip, 150 six-minute cartoons in col-
or; a package of feature films; eight
one-hour taped programs on skiing;
four one-hour musical specials starring
the Serendipity Singers; a 90-minute
special starring Murray the K; and
Breakout, a half-hour musical special
keyed to rock-pop market.

These projects, according to Mr.
Picker, mean “a new look and a new
sound” for Trans-Lux TV, which has
specialized to date in the children’s
field.

The company has invested more than
$1 million in developing these prop-
erties, he said.

Dow Jones to start
daily market reports

In a large-scale expansion of its ac-
tivity in the broadcast field, Dow Jones
& Co., New York, will start to provide
a daily report of nine business and
stock-market news reports to radio and
television stations on May 1.

Called the Dow Jones Business News-
casts, the three-and-one-half-minute
reports will be written for broadcast
stations by a special staff, which will
draw upon material prepared by the
staff of The Wall Sireet Journal and
the Dow Jones News Service, accord-
ing to William F. Kerby, president of
Dow Jones. Available also to the editors
of the newscasts, he said, will be news
gathered by the staffs of Barron’s and
The National Observer, which, along
with The Wall Street Journal, are pub-
lished by Dow Jones.

Scantlin Electronics Inc., New York,
will be the sales representative of the
newscasts. This is the second broadcast
venture involving Dow Jones and
Scantlin. Last summer the two com-
panies began cooperating in the distribu-
tion of news to UHF stations specializ-
ing in stock-market coverage. Scantlin
produces the program, called the Srock
Market Observer, which is a six-and-a-
half-hour presentation combining visual
material supplied by Scantlin Electronics
and news reports prepared by Dow
Jones.

New Form » Mr. Kerby stressed that
the newscasts will not resemble the
Stock Market Observer since the news
for the latter service is written for use
in conjunction with visual presentations.
The format and content of the news-
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and away we go!

45 Heart of the Tyrol

46 High in the Alps

47 People of the High Alps

48 Pakistan

49 The Arab World

50 Sudan, Egypt and Jordan

51 Portrait of Free China

52 Taiwan Today

53 Caribbean Treasure Hunt

54 Denmark and the Danes

55 Wonderful Copenhagen

56 Timeless Turkey

57 Istanbul—5,000 Years Young

58 The Firewalkers of Fiji

59 Over the Andes

60 Orinoco Adventure

61 Colombia on the Caribbean

62 South American By-Ways

63 Jungle Journey

64 Sharks and Scientists—Bimini

65 Canadian Rockies

66 Hawaii—Our |sland State

67 Hawaii's Quter Islands

68 South to Guatemala

69 Guatemala Holiday

70 Mid