
Late news breaks on this page and on page 10. 

AT DEADLINE Complete coverage of week begins on page 27. 

RFK again urging 

cigarette ad reform 

Senator Robert F. Kennedy (D- 
N.Y.) is continuing his drive to induce 
industry self regulation of cigarette 
commercials. Latest round of letters. 
made known Friday (Dec. 1), suggest, 
four points for reform. 

Meanwhile, tar derby in print adver- 
tisements gained impetus in wake of 
Federal Trade Commission brand -rat- 
ing figures released earlier in week (see 
page 46). Question at week's end: 
Would broadcast spots for cigarettes 
giving tar -nicotine specifics be far be- 
hind? 

Tobacco majors indicated that road- 
blocks in Cigarette Advertising Code 
and National Association of Broadcast- 
ers code were preventing swing now ap- 
pearing in print to penetrate airwaves. 
It is believed, however. that NAB code 
authority would permit factual state- 
ment of government's tar- nicotine find- 
ings for brand being advertised. 

There is question, though, whether 
NAB code could approve broadcast ad- 
vertisement along lines of print copy 
for American Tobacco's Lucky Strike 
menthol 100's that ran in some news- 
papers last Friday. Advertisement said 
brand was rated lowest of "all 100's 
tested" but did not give any specific 
tar -nicotine figures. 

Kennedy letters, sent to TV networks 
and NAB, contained same points sena- 
tor makes in article written for Decem- 
ber issue of Television magazine. 

Kennedy's Aims Four points sug- 
gested to broadcast industry are: 1) 
voluntary limits on times of day cigar- 
ette commercials could be aired (Sena- 
tor Kennedy said keeping spots off 
until after 10 p.m. should be satisfac- 
tory); 2) limits on types of programs 
that could serve as vehicles for cigar- 
ette spots (senator would specifically 
put football games off limits); 3) limits 
on over -all amount of cigarette ad- 
vertising, with perhaps lower priority 
for cigarette messages in bidding for 
time, and 4) redefinition of types of 
programs young persons are likely to 
watch, and as such unsuitable for 
cigarette spots. Senator suggests lower- 
ing of present 45% cutoff point plus 
limit on absolute numbers of youngsters 
in show's audience, regardless of per- 
centage. 

Senator Kennedy's latest letters went 
out before returns were all in on his 
last round of correspondence (BROAD- 
CASTING, Nov. 27). As of last Friday, 

ABC said it had "no comment" regard- 
ing its answer to earlier telegram urg- 
ing that cigarette spots not be carried 
on football games; CBS said it has not 
yet sent reply, nor has National Foot- 
ball League. NBC replied promptly but 
will not make its answer public. 

KMP International 

formed in agency merger 

Daniel & Charles Inc. ($26.5 million 
in billings) and Kingsley, Manton & Pal- 
mer Inc. ($1.6 million), both New 
York, have formed partnership, full - 
service agency, called KMP Internation- 
al. New entity was created not by ex- 
change of equity but by agreement that 
each agency will contribute equally in 
enterprise. 

Business of KMP is being tranferred 
to D&C offices to utilize latter's pro- 
duction facilities and thus facilitate en- 
try into TV. D &C in turn will begin 
working out of KMP Partnership Ltd., 
London ($12 million). 

Partners expect to expand into Eu- 
rope, operating as "Anglo- American 
service for international advertisers." 

Name change at CBS 

Name of CBS Films Inc. has been 
changed to CBS Enterprises Inc. to re- 
flect more accurately company's in- 
volvement in other areas. Announce- 
ment Friday (Dec. 1) by Ralph M. 
Baruch, vice president and general man- 
ager, noted Enterprises will continue to 
distribute filmed and live programs in 
U.S. and abroad and be responsible for 
licensing and merchandising, and in 
near future will announce its involve- 
ment in several educational projects. 

Wolff will battle 

for warning in ads 

v 

Leading congressional consumer 
friend, Representative Lester L. Wolff 
(D -N. Y.) , vowed Friday (Dec. 1) to 
lead fight requiring cigarette advertis- 
ing to carry health warning now pre- 
scribed only for cigarette packages. 

That requirement was deleted from 
original labeling bill, he said, and bill 
must be amended to include original 
aim. 

"How many people read the warning 
on the package ?" he asked. But, he 
added, they will see it if it's forced to 
be carried in advertising. 

Mr. Wolff, who used to be advertis- 
ing and merchandising man himself, 
said that powerful lobby was operating 
to exempt advertising from provisions 
of Truth in Lending bill. That too must 
be fought, he said. Lending provisions 
requiring full disclosure of true interest 
and credit terms must be included in 
advertising, he said. 

Mr. Wolff told Advertising Age 
Media Workshop in Washington (see 
page 40) that consumers' lobby was 
needed in Washington to present con- 
sumers' viewpoint on legislation. 

Say Something Growing sentiment 
for consumer protectionism was ex- 
pressed by Paul Rand Dixon, chairman 
of Federal Trade Commission, who 
recommended that advertising "say 
more" in interest of consumer, rather 
than just merits of product. 

Advertisers can't afford to let con- 
sumer movement "feed on misstate- 
ments" in advertising, he commented. 

Timothy J. May, general counsel of 
Post Office Department, said no broad- 

NCTA comes up with own version of Emmy 

TV broadcasters can look for new 
entry in awards sweepstakes, this one 
by CATV industry. 

Staff of National Cable TV Asso- 
ciation has been charged by public 
relations committee to plan for spe- 
cial industry awards for "outstand- 
ing" TV programs, to be presented 
during National Cable TV Week 
(Feb. 4 -10). 

Details are not determined, but 
thought is to have CATV subscribers 
vote for favorite broadcast programs 

-probably limited to public service 
category first time around. 

Public- relations committee also ap- 
proved distribution arrangements for 
new sound -color film to be intro- 
duced during Cable TV Week pro- 
motion. Plans call for placement of 
20- minute -plus film, being produced 
by Irving Gitlin Associates, New 
York, to be placed by individual 
CATV operators on 100 TV stations 
as well as private "club" showings. 
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