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For SPOT TV buys in the St. Paul - 
Minneapolis market, all studies" leave 
little doubt that WCCO Television is the 

spot you need to buy. 
Look at it this way. You're interested 

in reaching people and WCCO 
Television delivers lots of 'em - 
2,334,400 different people each 

week' Not only is this the nation's 
15th ranking Metro Area" ' but WCCO 

Television reaches people in 62 
counties' " *" of Minnesota and 

western Wisconsin.'` "*` "" 
Circulation is one of the differences 

between WCCO Television and its 
competitors. In just about any way 

you want to look at it the 
circulation figures`` ' spell out 

WCCO Television's overall 
dominance in the market - 

one of the many reasons 
that you can COUNT ON 

US TO BE THE 
DIFFERENCE BETWEEN 

GOOD AND GREAT 
IN TWIN CITY 

TELEVISION. 

Contact WCCO Television Re. 
search for details. 

"Jan. 1966 ARB, Sign -on to 
Sign -off and special ARB Tab. 

Sales Management Nov. 10, 
1966. 

1965 ARB Coverage Study. .... Equivalent in size to the 
states of R.I., Vt., N.H., 
Mass., Conn., and N.J. com- 
bined. 

NOTE: Audience data are esti- 
mates only, based on information 
supplied by indicated source, and 
subject to the limitations thereof. 
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CABLE TV is a natural FOR BROADCASTERS 
More and more broadcasters are discover- 
ing that CATV is a perfectly logical way to 
diversify . . . and that they can depend on 
Jerrold for a truly complete CATV package 
of services and /or equipment. CATV sys- 
tems are perfect partners for broadcasters. 
They insure quality reception, expand sta- 

JEN80LU 

tion coverage, increase station revenues, 
and are themselves profitable operations. 
Let Jerrold's nationwide organization help 
you to diversify quickly and economically. 
For complete details on Jerrold's CATV 
services and equipment phone 215- 
925 -9870, or write 

CATV Systems Division 

JERROLD ELECTRONICS CORPORATION 
401 Walnut St., Philadelphia, Pa. 19105 

FIRST IN CATV The nation's largest and most experienced manufacturer /supplier of CATV services and equipment 
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KTVI HOSTS 

10,000 AT PRO 

FOOTBALL CLINIC 
ST. LOUIS-KTVI treated more 
than 10,000 pro grid buffs of all 
ages to an impressive pro football 
clinic at St. Louis' new Civic 
Memorial Stadium Saturday 
morning. KTVI Sports Director, 
Ed Macauley, hosted as Charlie 
Winner, St. Louis Football Car- 
dinal head coach, explained the 
finer points of the game. 

Both the offensive and defen- 
sive teams featuring their indi- 
vidual popular players went 
through their paces while Ed 
Macauley and Coach Winner des- 
cribed each play. The action held 
the fans attention and, frequently, 
brought applause and cheers as 
each of the grid stars was fea- 
tured. At one point, Big Red 
quarterback Charley Johnson 
stepped out of the backfield to 
join Winner and Macauley. The 
fans were treated to a first hand 
report on the problems of quarter- 
backing from the field. 

The enthusiastic audience rep- 
resented family groups, entire 
Junior League Football teams, 
father and son combinations, as 
well as moms and daughters. 

This was the third sports clinic 
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the most 
color -capable 
station in the 
dallas -ft.worth 
market... 

Be it a simple one camera studio commercial, a multi -camera production requiring 

a 60 x 80 -ft. ultra- modern studio complete with a 20 -ft. revolving stage, or a location 

taping session, KRLD -TV can fulfill the highest production requirements. 

Channel 4's recently completed studio facilities offer the most modern 

television complex in the nation. Add to this the new 40 -ft. color teleproduction 
cruiser, which incorporates the most sophisticated television equipment available, 

and you have a color capability unmatched by any other station in the Southwest. 

Give KRLD -TV an opportunity to work with you on your next video -tape 

production. 

KRLD-TV 

represented nationally by ADVERTISING TIME SALES, INC. 

The Dallas Times Herald Station. 
CLYDE W. REMBERT, President 
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Nielsen draws criticism 

Number of leading station reps, es- 
pecially John Blair & Co., are unhappy 
about A. C. Nielsen Co. plan to bring 
out advance reports on local TV view- 
ing this fall, based on hodgepodge of 
daylight and standard -time measure- 
ments for two of four weeks to be 
covered in full reports. Most are even 
more concerned over Nielsen plan to 
include with final report an index show- 
ing TV viewing levels in standard -vs- 
daylight -time periods but based on 
regional rather than local data and 
comparing full survey period (Oct. 20- 
Nov. 2 and Nov. 10 -23, or 10 days of 
daylight time and 18 of standard) with 
last two weeks of period (Nov. 10 -23, 
all in standard time). 

Reps claim advance report (based 
on Oct. 20 -Nov. 2) will not give true 
picture of viewing, will be based on 
inadequate sample but will inevitably 
be used by agencies in buying simply 
because it will be available before full 
report; that daylight -vs- standard -time 
index will be misleading if trot mean- 
ingless -and that both changes violate 
agreements reps thought they reached 
with Nielsen officials last summer. One 
of most outspoken critics is Melvin A. 
Goldberg, Blair research VP, who is 
also chairman of Station Representa- 
tives Association's research committee. 

KRKD being sold 

In final negotiation is sale of KRKD 
Los Angeles by International Church 
of Foursquare Gospel to Radion Inc.. 
newly formed syndicate, for $7,750,- 
000 cash. Syndicate comprises Mid - 
Continent Investment Co., Doheny Oil 
Co. and an executive of Rexall Drug. 
KRKD, established in 1927, is on 1150 
kc, with 5 kw D, 1 kw N, and was 
established by late evangelist, Aimee 
Semple McPherson, whose son, Dr. 
Rolf K. McPherson, now is president 
of operation. Transaction, expected to 
be completed this week, would be sub- 
ject to FCC approval. 

Inflation note 

National Association of Broadcast- 
ers will learn this week what three - 
man panel of architects (BROADCAST- 
ING, Oct. 31) thinks of proposed NAB 
headquarters- building design. Whether 
opinion will be favorable or not, delay 
in getting started is estimated to have 
already cost NAB $250,000 in in- 
creased interest rates and construction 
costs. When project was put before 
joint board last June, it was tabbed 

CLOSED CIRCUIT® 
for $1.8 million. But board's insistence 
on review of plans by panel came just 
before money market tightened. 

It's still uncertain what will happen 
when panel makes its report. If it 
finds serious fault in NAB plans, proj- 
ect will undoubtedly be set back at 
least eight months because board will 
discuss it at January meeting and then 
want to see new proposal at June 
meeting. If architectural trio basically 
approves plans, building committee is 
authorized to move ahead immediate- 
ly. But it could also wait for January 
board meeting for official green light. 
In meantime cost continues to mount. 

War news survey 

Classified report on news dissemina- 
tion procedures by all media in Viet- 
nam has been drawn by high -level 
group comprising Frank J. Starzel, 
former general manager, Associated 
Press, Frank H. Bartholomew, board 
chairman, United Press International 
and Howard L. Chernoff, former West 
Coast broadcaster and number -two 
man at United States Information 
Agency. Report, based on Oct. 11 -31 
tour of war area and other Asian 
points has been submitted to USIA 
Director Leonard Marks for transmit- 
tal to Secretary of Defense Robert 
McNamara and possibly to White 
House. There are 475 accredited cor- 
respondents in Vietnam for all media, 
of whom about 275 represent U. S. 
media. 

Wire snippers 

Latest Hollywood buzz is over 
shelving of "Barbed Wire," war story 
that was to be segment on Bob Hope 
Presents The Chrysler Theater series. 
Story has it that automobile advertiser 
felt plot was too anti -military for these 
sensitive times. Universal TV, pro- 
ducer of program, admits show has 
been put aside but denies that sponsor 
pressure had anything to do with deci- 
sion. Indications now are that story 
may be developed as feature film. 

Expo '67 blues 

Inside advice from Canada is that 
U. S. broadcast media can't be sure 
of substantial business from EXPO 
'67 even though request has been 
made for $9 million additional budget 
for "TV in the U. S." When original 

$12 million budget was established 
for Montreal exposition U. S. broad- 
cast media were excluded in favor of 
print and other exploitation and pro- 
motion expenditures, with free time 
sought on air. Repercussions were 
such that request was made for in- 
creased budget, but informed sources 
figure that even if $9 million is author- 
ized, not more than possibly $2 mil- 
lion will go to broadcast. Agency 
handling media is Cockfield, Brown, 
Montreal. 

Nearing the bar 

Odds are high that former FCC 
Chairman E. William Henry will settle 
down with law practice in Washing- 
ton. He had been reported wavering 
between Washington legal practice and 
executive job with substantial concern 
in New York (CLOSED CIRCUIT, Oct. 
17). But he is now said to be com- 
pleting arrangements that will permit 
him to remain in Washington. Mr. 
Henry, Memphis native who left corn- 
mission April 30 to help manage un- 
successful campaign of John J. Hooker 
Jr. for Tennessee gubernatorial nomi- 
nation, has maintained home in Wash- 
ington. 

Thinker for hire 

Dr. Martin H. Seiden, former eco- 
nomic consultant to FCC on CATV, 
is proving to be young man on way 
up. At 32, he has formed consulting 
firm and has acquired number of ma- 
jor- league clients in various fields; in 
broadcasting, he has been retained by 
three television networks in connec- 
tion with FCC's inquiry into AT &T 
rates. For client he won't name he 
is studying economic implications of 
potential new industry in which com- 
puters and communications lines 
would be used to sell information as 
product. 

Dr. Seiden recently completed stint 
as consultant to United Research Inc., 
of Cambridge, Mass., which made ex- 
haustive study of commission's pro- 
posed top -50 multiple ownership rule 
for Council for Television Develop- 
ment. Dr. Seiden joined commission 
in July 1964, left in May 1965, after 
completing research job on CATV 
which emerged as An Economic Anal- 
ysis of Community Antenna Television 
Systems and the Television Broadcast- 
ing Industry. 
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Fill in the FIRST NAME 

GARDENIA 
American physician, British loyalist 

in Revolution. 

GARDEN 
1730? -1791 

CLINTONIA 
American statesman. Presidential 
candidate defeated by Madison. 

CLINTON 
1769-1828 

DAHLIA 
Swedish botanist, pupil of 

Linnaeus. 

DAHL 
18th Century 

COLLINSIA 
Philadelphia botanist and philanthropist. 

President Pa. Horticultural Society. 

-COLLINS 
1764 -1831 

WIBBAGE 
NAME 
GAME 

POINSETTIA 
American minister to Mexico and 

secretary of war. 

POINSETT 
1779.1851 

ZINNIA 
German botanist and physician. Early 

writer on anatomy of eye. 

_ZINN 
1727.1759 

WISTERIA 
Philadelphia physician, Professor of 

Anatomy, Univ. of Pennsylvania. 

W ISTAR 
1761.1818 

BEGONIA 
French patron of science and 

administrator. 

BÉGON 
1638.1710 

Practically everybody calls us 
by our first name -WIBBAGE 
No need for flowery language. MORE PEOPLE ... in MORE HOMES listen to WIBG 

Radio 99 than any other Philadelphia radio station. More Philadelphians get the message 

when you advertise on WIBGRadio 99. In the FIRST place, they like the music ... the 

personalities ... and the games we play. 

uapJep Japuexaly Jets!,N JedseJ . uuiZ pau71O0 uuayor 111e9 seapuy 
Itasuiod suagoy laor smeoD snagaaeZ uotu!!J Il!Mad . uo8a0 pga!{q 

WIBG 99 
Represented Nationally by Major Market Radio 

STOKER 
wroraummcavmvr 

LOS ANGELES 
KGBS 

CLEVELAND 
WJW 

MIAMI 
1VGBS 

TOLEDO 
WSPD 

DETROIT 
WJBK WIBG 

NEW YORK 
wits 

MILWAUKEE 
WI TI -TV 

CLEVELAND 
{PEP-TV 

ATLANTA 
WAGA -TV 

TOLEDO 
WSPD -TV 

DETROIT 
WJBK -TV 

PHILADELPHIA 

6 

AIl estimated and limited as shown in reports: Based on average audience estimates, Monday to Friday, 6 AM to 12 PM, 
PULSE- April -June, 1966; Share of Audience -Total Rated Time Periods, HOOPER -April -June, 1966 
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WEEK IN BRIEF 

Justice Department antitrust division joins congres- 
sional voices in urging FCC to delay final action on ITT - 

ABC merger. Chief of division indicates possibility of 
anti -competitive effects from merger. See ... 

SAND IN THE GEARS ... 27 

Negro -format radio in midst of cultural revolution. Sta- 
tions becoming powerful force in community affairs, rais- 
ing funds, volunteers for projects. Huge Negro audience 
market promises sound future for ethnic sound. See ... 

RADIO LEADING FORCE ... 71 

Networks announce plans for second season. ABC an- 

nounces shuffles affecting programing on five nights in 

week. Six of network's 16 entries to be dropped. NBC, 

CBS each drop one program. See ... 
SECOND SEASON ... 56 

NAB Code Authority criticizes new FCC policy on com- 
mercial time standards. Code director objects to FCC 

adoption of NAB standards. Says new policy discrimi- 
nates against code subscribers. See ... 

NAB OBJECTS ... 42 

Networks planning $7 million worth of coverage on elec- 
tion night. Newspapers, wire services will use network 
coverage as source material, reversing traditional rela- 
tionship. Computers promise instant returns. See ... 

$7 MILLION ELECTION SHOW ... 50 

Broadcast industry faces tough bargaining with several 
unions with strikes possible. Actors Guild, AFTRA seeking 
strike authorization from membership as crisis atmos- 
phere rises. IBEW also threatens. See ... 

STRIKE THREAT ... 38 

Television may benefit from misfire of Comsat Pacific 
satellite. If firm can adjust Lani's orbit TV, telephones 
may be able to use it eight hours per day. Other shots 
now being planned. See ... 

LANI MAY BE USEFUL ... 92 

Networks, group owners join industry study group in 
opposing FCC proposal to limit expansion of multiple 
owners into top -50 markets. Deadline for comment passes 
without backing for plan. See ... 

PLAN BOMBARDED ... 30 

Sigma Delta Chi lists problems encountered by news- 
men during 1966. Many broadcast incidents recounted. 
Double- header presidential news conference, censorship, 
secrecy atmosphere criticized. See ... 

TROUBLE SPOTS ... 44 

FCC gives one -year renewal to three radio stations for 
overcommercialization infractions. Ten other stations 
given opportunity to file new commission questionnaire 
on commercial standards. See ... 

FCC RAPS THREE... 58 

DEPARTMENTS 

AT DEADLINE 9 

BROADCAST ADVERTISING 58 

CHANGING HANDS 37 

CLOSED CIRCUIT 5 

DATEBOOK 14 

EDITORIAL PAGE 122 

EQUIPMENT & ENGINEERING 68 

FANFARE 100 

FATES & FORTUNES 103 

FINANCIAL REPORTS 91 

FOR THE RECORD 106 

INTERNATIONAL 92 

LEAD STORY 27 

THE MEDIA 27 
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(Yearbook Number) published in 
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INC. Second -class postage paid at 
Washington, D. C., and additional 
offices. 

Subscription prices: Annual sub- 
scription for 52 weekly issues $8.50. 
Annual subscription including Year- 
book number $13.50. Add $2.00 per 
year for Canada and $4.00 for all 
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pation required. Regular issues 50 
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changes: Send to BROADCASTING Cir- 
culation Dept., 1735 DeSales Street, 
N.W., Washington, D. C., 20036. On 
changes, please include both old and 
new addresses plus address label from 
front cover of magazine. 
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What is an influenclblem 2 
A potential customer who listens to Storz radio. 
An influencible is a modern young adult, probably 
married, most certainly with buying power and a 

need and desire to buy many products and serv- 

ices. Storz radio effectively reaches more of these 
potential customers who are forming lifetime buying 
habits. Influence the Influencibles ©. Get the re- 

sponse you want with Storz radio. 

© 1965 Storz Broadcasting Co., Inc. 

8 

WDGY Minneapolis -St. Paul WHB Kansas City KOMA Oklahoma City 
(Blair) (Blair) (Blair) 

KXOK St. Louis 
(AM Sales) 

WTIX New Orleans 
(Eastman) 

WQAM Miami 
(Blair) 
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Late news breaks on this page and on page 10 Al DEADLINE Complete plete coverak week coverage of week begins on page 27 

ITT is surprised 

by Justice position 

International Telephone and Tele- 
graph Corp. expressed surprise Friday 
(Nov. 4) at Justice Department letter 
suggesting that FCC delay action on 
proposed ABC -ITT merger on ground 
it might present antitrust questions. 
Senator Gaylord Nelson (D -Wis.) hailed 
letter as "vindication' of position he 
has taken on merger. 

Letter from Donald F. Turner, chief 
of Justice Department's antitrust divi- 
sion, said commission might consider 
it desirable to hold off its decision until 
Justice completed its study of proposed 
transaction (see page 27). 

ITT said it is "unaware of any reason 
why the Justice Department should 
question the merger of ITT and ABC." 
Company said it has "cooperated fully" 
with department "from the beginning, 
providing them with voluminous infor- 
mation on every facet of our operations, 
both domestic and overseas." 

ITT also said its counsel, "after ex- 
tensive research," had concluded that 
"there are no violations of the antitrust 
laws of any sort inherent in this merger." 

Senator Nelson, who has repeatedly 
urged commission to delay action until 
receiving Justice Department's views, 
said Mr. Turner's letter is "vindication" 
of his position that "nothing can be 
gained by hasty approval of this merg- 
er" without closer look at its long -term 
effects. 

He questioned "logic of one federal 
agency approving a merger while an- 
other is trying to decide whether that 
merger is against the law." 

In earlier statement, ITT said it 
would be happy to comply "promptly" 
with request of three FCC commis- 
sioners for information on company's 
foreign holdings. 

ITT said much of detail sought by 
Commissioners Robert T. Bartley, Ken- 
neth A. Cox and Nicholas Johnson is 
already matter of public record. 

Statement noted that as of Oct. 31, 
ownership of ITT shares in foreign 
hands amounted to 6.8469% of total 
of 22,079,853 shares outstanding of 
both common and preferred. Of this 
total, 1,511,803 shares are registered 
in alien ownership. Largest foreign 
holding is that represented by Swiss 
interests -322,601 shares, representing 
1.46% of total outstanding. 

"We appreciate the opportunity to 

supply ... the requested supplemental 
information, so that the commission 
may complete its thorough and search- 
ing scrutiny of the merger application," 
ITT statement said. 

Leder heads RKO Pictures 

unit of RKO General Inc. 

Formation of RKO Pictures Co. as 
separate division of RKO General Inc. 
and appointment of Robert J. Leder as 
president of new unit are being an- 
nounced today (Nov. 4). 

Mr. Leder, who advances from his 
post as executive vice president of RKO 
General Broadcasting, will direct com- 
pany with activities including financing, 
producing and distributing of entertain- 
ment programing, such as motion pic- 
tures for theaters and TV as well as 
sports events, specials and other proj- 
ects for TV. 

In new organization, RKO General 
Productions will function as TV depart- 
ment of RKO Pictures Co. Other proj- 
ects of new organization include Madi- 
son Square Garden -RKO General 
Sports Presentations, RKO General At- 
tractions and RKO Music. Mr. Leder's 
promotion follows announcement of 
changes at RKO General Broadcasting's 
WOR Division last week (see page 10). 

GOP film dropped 

After week of controversy over film 
Republicans planned to show on NBC 
Sunday (Nov. 6), GOP Congressional 
Committee announced Friday (Nov. 4) 
that Richard Nixon would substitute 
for $45,000 production assailed by 
members of both parties. 

Address by former vice president was 
to focus on election issues, analyze re- 
cent Manila conference and answer 
criticism of Mr. Nixon by President 
Johnson at his Friday news conference. 
Film titled What's Going On Here ?, 
was.blasted as being in bad taste and 
with distorting statements by cabinet 
members (see page 52). 

12 -High into syndication 

Shortly after it became known that 
ABC -TV was dropping 12 O'Clock 
High in January, 20th Century -Fox 
TV placed series into syndication and 
scored first sale to wprx(Tv) New York 
for mid -January start. Series consists 
of 78 hours, 16 of which are in color. 

NH &S- Benson group 

formed for Europe 

First major step into international 
field by Needham, Harper & Steers, 
New York and Chicago, is being an- 
nounced today (Nov. 7). In news con- 
ference held Friday (Nov. 4) partner- 
ship disclosed of NH&S and Benson 
Advertising Group, London, second 
largest British international advertising 
organization. They'll offer worldwide 
advertising services, through newly- 
formed and equally -owned Benson- 
Needham (Europe) created for pur- 
pose of acquiring controling interests 
in other advertising agencies, princi- 
pally in Europe. In arrangement, 
NH &S and Benson each will hold 20% 
interest in business of other. 

NH &S expects its billings to come 
to $92 million this year, and Benson's 
to $71 million, making $163 million 
combine in terms of billings strength 
"10th largest advertising agency in the 
world." 

Companies will exchange three execu- 
tives on their boards as well as "resi- 
dent directors." NH&S was formed in 
1964 in merger of Needham, Louis 
and Brorby Inc., Chicago, and Doherty, 
Clifford, Steers & Shenfield Inc., New 
York. Paul C. Harper Jr., NH &S presi- 
dent, said negotiations for control of 
agency in Spain already have been con- 
cluded and subject to approval of 
Spanish government, and that negotia- 
tions are underway also in France and 
Germany for acquisitions there. 

Benson operates worldwide in Eng- 
lish- speaking countries. 

Johnson needles `users 
of people's airwaves' 

President Johnson's feud with newsmen 
and seeming irritation with broadcast- 
ers (BROADCASTING, Oct. 24) took new 
turn Friday (Nov. 4) when he implied 
critical attitude about election com- 
mentary on air waves. 

Responding to question by Dorese 
Bell, Mutual Broadcasting System, 
Washington, on Barry Goldwater pre- 
diction that Ronald Reagan would win 
governorship of California, President 
expressed "hope" that there has been 
no improvement in Senator Gold - 
water's judgment since 1964. He then 
added: 

"When I see these predictions about 
elections, I would commend to all of 

more AT DEADLINE page 10 
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WEEK'S HEADLINERS 

Mr. Smith Mr. Bess 

Robert S. Smith named VP and gen- 
eral manager of WOR -AM -FM New York 
and Jerome Bess becomes VP and gen- 
eral manager of WOR -TV in realignment 
announced by Hathaway Watson, pres- 
ident, RKO General Broadcasting. Mr. 
Smith joined WOR as radio program 
manager in 1956, was elected VP in 

charge of WOR Radio and Television 
Division in 1959 and last year took 
charge of WOR- AM- FM -TV. Mr. Bess, 
who joined RKO General Inc. in 1961, 
became VP of RKO General Broad- 
casting in 1962 and VP in charge of 
AM and TV operations in 1965. 

Theodore G. (Ted) Bergmann elected 
VP for programing at Ted Bates & Co., 
New York. Mr. Bergmann had been 
advertising VP at Revlon Inc., president 
of Parkson Advertising Agency, VP and 
associate director of television at Mc- 
Cann- Erickson. Most recently he was 
president and owner of Charter Pro- 
ducers Corp., television program pack- 
ager. He fills post at Bates that had 
been vacant for two years. Mr. Berg- 
mann retains ownership of Charter Pro- 
ducers. 

For other personnel changes of the week see FATES & FORTUNES 

your attention, before you use the peo- 
ple's airwaves and the advertisers' col- 
umns, that you review their predictions 
two years ago and four years ago, and 
see just how accurate they were ... ". 

In answer to another question about 
"cancelled" political trips, which Presi- 
dent termed inappropriate since he im- 
plied he'd made no definite plans, Mr. 
Johnson added: 

"The people of this country ought 
to know that all these cancelled plans 
primarily involve the imagination of 
people who phrase sentences and write 
columns, and have to report what they 
hope or what they imagine." 

Rumble seat era 

ABC was to enter London -Brighton 
vintage car race (all day, 55 miles) 
over weekend (Nov. 6) with reporter 
Jim McCay and racing expert Phil Hill 
in front seat of $7,000, 1904 Reo and 
ABC cameraman in rumble seat filming 
closeup "action." 

Race was to be filmed in color for 
Wide World of Sports TV showing ear- 
ly next year. More than 200 aged auto- 
mobiles will make run. Biggest worry: 
completion of course before car breaks 
down. 

Lucy all over 

Lucille Ball will appear in, and 
Desilu Productions will produce, six 
one -hour TV specials to be filmed in 
color on location in various cities 
throughout world, it was announced 
Friday (Nov. 4). Both Chemstrand Co.. 
sponsor of recent "Lucy in London" 

10 

special, and CBS -TV, network that 
carried program, are said to be inter- 
ested in new projects. 

Locations being considered are Can- 
ada, Hawaii, Japan, Denmark, France, 
Monaco, Switzerland and Scotland, 
with production scheduled to cover 
three -year period beginning late next 
fall. 

Ford for Gemini 12 

Ford Motor Co., through J. Walter 
Thompson Co., New York, has assumed 
full sponsorship of ABC -TV's coverage 
of four -day, manned, Gemini -Titan 12 
spaceflight, lifting off Wednesday, Nov. 
9. 

Origination sessions 

highlight Pa. meeting 

Pennsylvania CATV operators re- 
ceived word on program origination 
and many announced they were going 
to look more seriously. 

Sessions on program origination 
highlighted three -day meeting of Penn- 
sylvania Community Antenna Televi- 
sion Association in Pittsburgh running 
Nov. 1 -3. 

Heralded as session on practical 
problems of public service origination, 
cable attendees heard Lyle O. Keys, 
Telemation Inc., Salt Lake City; Frank 
Dobias, Lehighton, and Leo J. Grimone, 
Emporium. both Pennsylvania. 

PCATA members also heard Stanley 
Kaufman, deputy chief of FCC's CATV 
Task Force, express hope backlog of 
waiver petitions might be cleaned up 

in three months. This prediction was 
questioned by legal panel consisting of 
following Washington lawyers: E. 
Stratford Smith, John B. Cole and 
Lewis Cohen. 

PCATA elected James R. Palmer, 
State College, as president. 

Shaker as chief of new 

ABC unit is speculation 

ABC Inc. disclosed Friday (Nov. 4) 
that it has been studying various or- 
ganizational changes to simplify report- 
ing procedures of various related divi- 
sions of corporation. Study is being 
conducted by Simon B. Siegel, executive 
vice president of ABC Inc. 

Statement acknowledged that Theo- 
dore Shaker, president of ABC Owned 
Stations, is candidate for one of pro- 
posed reporting changes, and said 
changes will be made public as they are 
made effective. 

There was speculation Friday that at 
least part of reorganization might set 
up structure not unlike CBS's TV Sta- 
tions Division, combining ABC Owned 
TV Stations Division, ABC -TV Spot 
Sales, ABC Films and possibly ABC 
International, into single unit. Other 
speculation, also unconfirmed, suggested 
Mr. Shaker was in line to head such 
unit. It was also thought that James E. 
Conley, now head of TV spot sales, 
would get advancement in new group. 

Clay- Williams fight 

Films of closed -circuit telecast of 
Cassius Clay- Cleveland Williams heavy- 
weight championship fight in Houston 
on Nov. 14 will be shown throughout 
Europe and in 35 other countries 
around world two to three days after 
event. 

Charles Michelson Inc., New York, 
which is selling films worldwide (except 
in England where BBC is taking Early 
Bird transmission) reported Friday 
(Nov. 4) that European Broadcasting 
Union has bought rights on continent. 
In U. S., bout will be presented on 
closed- circuit TV to theaters and other 
locations. 

ABC -TV by 0.1 

Three TV networks for second week 
in row were close, with ABC -TV one - 
tenth of point in lead, in Nielsen Mul- 
timarket Ratings Report. 

For week ended Oct. 30, ratings were 
ABC -17.9, NBC -17.8, CBS -17.4. In 
nighttime wins by half -hour periods 
and nights of week: ABC 19 half -hours 
and Monday, Sunday; CBS 15 half - 
hours and Thursday and Saturday; 
NBC 15 half- hours, Tuesday and Wed- 
nesday; ABC and CBS tying Friday. 
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FIRST 
TIME 

a station representative can offer 

advertisers and advertising agencies 

PRODUCT PROFILES 

OF NEGRO CONSUMERS 
[300 Product Categories] 

Showing Negro vs. White Positions 

for Frequency of Usage 

Brand Preference 

Household Penetration 

... These product profiles contain information on the markets with dif- 
ferent Negro population proportions. 

... These product profiles are prepared from Brand Rating Index, Inc., 

data on an IBM 360/30 by John E. Allen, Ph.D., our Vice President 

and Director of Research. 

If you want to know your brand position in the General and Negro 
Market, call or write .... 

ATLANTA 

DORE and ALLEN, Inc. 
(formerly Bob Dore Associates, Inc.) 

200 Park Avenue, Pan Am Building 

New York, N. Y. 10017 212-687-1733 

CHICAGO LOS ANGELES SAN FRANCISCO 

D. Parke Gibson, noted Negro Mar- 
keting Consultant, in the October, 
1966 issue of THE GIBSON REPORT 

had this to say: 

DORE AND ALLEN DEVELOP 
NEW LOOK AT RESEARCH 

Research into the Negro market's buying 
potential for a given produce or service has 
not always been easy. It has resulted in too 
many generalizations about the market and 
its worth. While many advertisers have com- 
mitted themselves to Negro market development, 
based on sketchy information, others have used 
such information as an excuse not to direct 
attention to the market. 

DATA Dore and Allen, Inc., New York - 
OBTAINED headquartered representatives of 

Negro- oriented radio stations, has 
developed Negro Consumer Profiles, a system 
that will allow advertisers to better understand 
the Negro consumer market for a wide range 
of products in a number of Negro markets 
throughout the United States. 

In a joint effort, Dore and Allen and the 36 
Negro -oriented radio stations it represents have 
prepared detailed consumer profiles of Negro 
men and women for more than 300 product 
categories from data purchased from Brand 
Rating Research Inc., publishers of the Brand 
Rating Index. Additionally, they have some 
400 brand preferences and usage profiles avail- 
able. 

NEW LOOK Under the direction of Dr. John 
AT DATA E. Allen, III, Ph.D., Vice Presi- 

dent and Director of Research 
at Dore and Allen, detailed consumer profiles 
have been developed which will give advertisers 
a pinpointed look at Negro consumers in some 
60 cities throughout the U. S. 

WHAT DOES The further refinement of knowl- 
IT MEAN? edge about Negro consumers can 

have a beneficial effect, not only 
for advertisers and their agencies, but for 
media and communicators as well. Many ad- 
vertisers are not even aware of how the Negro 
market stacks up in the broad spectrum of 
their marketing. For some advertisers, the new 
found knowledge will allow them to sharpen 
their practices in reaching and effectively sell- 
ing the market. For others it might come as 
a startling revelutlun that the Negro is as im- 
portant a consumer of their product as the 
data reveals. For these firms it will mean taking 
:mother look at a market that has often been 
placed in a 'futures" file. Action programs 
will probably result. 

PROFILES Dore and Allen is making the 
AVAILABLE Negro Consumer Profiles avail- 

able to any interested executive, 
al no cost. Currently, over 20,000 pages of 
computer output have been produced. A typical 
report for a single product category can run 
lis high as 50 or 60 pages, depending upon the 
number of brands involved. The material has 
a high statistical reliability. 

In addition to the consumer profile, the reports 
contain comment on broadcast media campaigns 
that have influenced the brand picture, demo- 
graphic data on all Negro- oriented radio mar- 
kets in the U.S., plus complete volume -of- 
consumption projections. 
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 LOW BUDGET COLOR TAPE SYSTEM NO.3 

...includes 
etliting, dubbing, 

copying and 
delays...with 
simultaneous 

recording and 
n 1i SYSTEM NO. 3B TWO RECORDER /PLAYERS, 

ONE PLAYER AND ONE REMOTE RECORDER 

Adding the TR -5 provides a mobile unit for on- location recording of 
commercials or special events. Records for monochrome or color. It 
also provides another recorder for studio use. (Note the TR -5 is for 
low hand color only.) 

All this equipment is part of a matched line for broadcasters -mulched in 

performance, features and appearance. 

All engineered and built by RCA, assuring single source responsibility. 

All designed for color television. 



SYSTEM NO. 3A TWO RECORDER /PLAYERS AND ONE PLAYER 

With this system you can perform three taping functions at the same time. You can record on two and play 
on one or vice versa. It has all the efficiency of a three -machine system without the cost. ( High band color 
is optional. ) 

For editing, you equip one recorder With the electronic splicing module. Then, tape -to -tape editing is 
available, either A -roll, B -roll, or live A -roll edit. 

For making tape copies, you employ the TR -3 to play while recording on both TR -4's- making two tapes 
at a time. For program delays, one TR -4 puts a program on air ( while commercial inserts are played by the 
TR -3) and the other TR -4 is used for recording the program to be delayed. 

playback 
*HIGH BAND COLOR 

is optional accessory for TR -3 and TR -4 machines. 

See your RCA Broadcast Representative for complete details, or 
write RCA Broadcast and Television Equipment, Building 15 -5, 
Camden, N.J. for your copy of new Booklet. 

THE MOST TRUSTED NAME IN ELECTRONICS 



We get 
channel 
you 
can't g 
anywhe 
else. 

t 
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In November: What's bugging spot 
TV? An analysis of spot spending and 
spot spenders in the past decade. A 
deep look at a new system to thin out 
the paperwork in spot buying. A step - 
by -step examination of the making of 
a spot campaign. What the critics say 
about the new season. Interested? Call 
or write Television Magazine, 1735 
DeSales Street, N.W., Washington, 
D.C. 20036; (202) 638 -1022. Or bu- 
reaus in New York, Chicago and Hol- 
lywood. 
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DATEBOOK 
A calendar of important meetings and 
events in the field of communications. 

Indicates first or revised listing. 

NOVEMBER 

Nov. 2 -13 - 4th (International Film Trade 
Fair) Film forum sponsored by Ceskosloven- 
sky Filmexport. Brno, Czechoslovakia. For 
information contact Jerry Rappoport, 630 
Ninth Ave., New York. 

Nov. 6 -9- Thirteenth annual convention of 
the Association Canadienne de la Radio et 
de la Television de Langue Francalse. 
Speakers include the Honorable Daniel 
Johnson, premier of the Province of Que- 
bec; J. Alphonse Ouimet, president of the 
Canadian Broadcasting Corp.; Andrew 
Stewart, chairman of the Board of Broad- 
cast Governors; Gerard Pelletier, chairman, 
broadcasting committee of the House of 
Commons; Jean -A. Pouliot, president of 
the Canadian Association of Broadcasters; 
and Gaby Lalande of Young & Rubicam 
Ltd. Westbury hotel, Toronto. 
Nov. 8 -10 -Seminar on computers in mar- 
keting and market research, spotlighting 
computer -based forecasting and sales anal- 
ysis, sponsored by Computer Usage Educa- 
tion Inc., New York, educational subsidiary 
of Computer Usage Co. Marketing seminar 
will be led by Henry Stone, technical direc- 
tor, Computer Usage Co. Waldorf- Astoria 
hotel, New York. 
Nov. 9- Annual meeting of shareholders 
of Seven Arts Productions Ltd. to elect 10 
directors and to transact other business. 
Royal York hotel, Toronto. 
Nov. 9 -12 -1966 convention of Sigma Del- 
ta Chi, professional journalistic society. 
Pittsburgh Hilton, Pittsburgh. 
Nov. 10-New deadline for reply comments 
on proposed FCC rulemaking to provide for 
a nationwide system of over -the -air pay 
television and for comments on FCC notice 
of inquiry into the possibility of pay TV 
by wire. 
Nov. 10- "Television in the space age -a 
new opportunity for the global advertiser," 
symposium sponsored by ABC International 
Television and the Woridvision Network. 
Features presentation and a panel composed 
of James McCormack, chairman of the board 
of Comsat; Asher Ende, chief of office of 
satellite communications, FCC; Barton 
Cummings, chairman of the board, Comp- 
ton Advertising: Robert Young, vice presi- 
dent- corporate marketing world wide, Col- 
gate- Palmolive Inc., and Joseph Waldschmitt, 
Page Communications Engineers. Lincoln 
Center, New York. 
Nov. 10- Second annual international tele- 
vision showcase, "A Salute to German Tele- 
vision," presented by the New York chapter 
of the National Academy of Television Arts 
and Sciences in association with the Inter- 
national Relations Committee and the Ger- 
man television networks. Trans Lux theatre, 
New York. 

Nov. 10 -11 -Joint fall meeting of Washing- 
ton State Association of Broadcasters and 
Oregon Association of Broadcasters. Speak- 
ers include George Bartlett, vice president 
for engineering, National Association of 
Broadcasters; Charles A. Sweeny, director 
of bureau of deceptive practices, Federal 
Trade Commission; George W. Armstrong, 
vice president, Storz Broadcasting Co. Port- 
land Hilton hotel, Portland. Ore. 
Nov. 11-13--Fall meeting of the Ohto Asso- 
ciated Press Broadcasters Association. Chris- 
topher Inn, Columbus. 
sNov. 11-13-Sixth annual second district 
convention of the Advertising Federation of 
America. Program participants include John 
H. Candloto, general sales manager of 
WTEV(TV) New Bedford, Mass.; Warren A. 
Bahr, senior vice president, media director 
of Young & Rubicam; Frank Blair, with 

NAB FALL CONFERENCES 
Nov. 10 -11 -Chase -Park Plaza hotel. 
St. Louis. 
Nov, 14-15 - Waldorf -Astoria hotel, 
New York. 
Nov. 17 -18 -Queen Charlotte hotel. 
Charlotte, N. C. 
Nov. 21 -22- Robert Meyer hotel, Jack- 
sonville, Fla. 

NBC -TV's Today show; and Jo Foxworth, 
vice president, Calkins & Holden Inc. Shel- 
burne hotel, Atlantic City. 
NOv. 12- Annual meeting of program 
managers of stations represented by The 
Katz Agency, New York. Speakers include 
Sheldon Saltman, director of advertising, 
promotion and public relations, MCA -TV; 
and Frank N. Magid, who heads Cedar 
Rapids, Iowa, research firm bearing his 
name. Chase -Park Plaza hotel, St. Louis. 
Nov. 12 -Second annual creative seminar 
for Midwest members, National Federation 
of Advertising Agencies, O'Hare Inn, Chi- 
cago. 
Nov. 13 -16 -Fall convention of California 
Community TV Association. El Mirador 
hotel, Palm Springs. 
'Nov. 13- 16- Annual convention- seminar of 
the Broadcasters' Promotion Association. St. 
Louis. 
Nov. 14 -Joint "newsmaker" luncheon of 
International Radio and Television Society 
with the National Association of Broad- 
casters. Vincent Wasilewski, NAB president, 
is the speaker. Waldorf -Astoria hotel, New 
York. 

Nov. 14- Twelfth annual promotion semi- 
nar sponsored by Edward Petry & Co. The 
theme of the session will be "Promotion 
clicks of '66 ". Chase -Park Plaza hotel, St. 
Louis. 

Nov. 14 -Radio and television workshop 
sessions sponsored by Peters, Griffin, Wood- 
ward Inc., for all stations represented by 
the company. Chase -Plaza hotel, St. Louis. 

Nov. 14 -16 -1986 convention /seminar of the 
Broadcasters' Promotion Association. Chase - 
Park Plaza hotel, St. Louis. 

Nov. 15 -18 -12th annual membership meet- 
ing of the Television Bureau of Advertising. 
Continental Plaza hotel, Chicago. 
&Nov. 17 -Third annual "Forum on Broad- 
cast Controls" co- sponsored by the radio -TV 
department of Indiana University and WLWI 
(TV) Indianapolis. Panel on "section 315 and 
elections" includes FCC Commissioner 
Nicholas Johnson and Henry Geller, FCC 
general counsel; Thomas O'Brian, vice pres- 
ident in charge of ABC Radio News, New 
York; Victor A. Sholis, vice president and 
director of WHAS- AM -FM -TV Louisville, 
Ky.; and J. R. Livesay, president of WTWO- 
TV Terre Haute, Ind. Indiana University, 
Bloomington. 
Nov. 19-The fourth New Mexico Adver- 
tising Awards Craft Competition Awards 
Banquet, sponsored by the Albuquerque 
Advertising Club. Featured speaker is Nor- 
man E. Cash, president, Television Bureau 
of Advertising. Albuquerque Sunport, Al- 
buquerque, N.M. 

Nov. 20- Annual meeting of the Hollywood 
general membership of the Screen Actors 
Guild. Hollywood Palladium, Hollywood. 
Nov. 24- 27- Annual fall meeting of the 
National Association of Farm Broadcasters. 
Speakers include Vincent Wasilewski, presi- 
dent of the National Association of Broad 
casters. Conrad Hilton, Chicago. 
Nov. 28 -Dec. 2-Second engineering /man- 
agement seminar sponsored by the National 
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DEATHLESS DIALOG from MANY MOVIES ... =7 of a series 

"It's not you 
I'm afraid of, darling 

It's myself..." 

Have no fear ... UAA's here with 1500 

Warner Brothers and RKO audience -win- 

ners. Program these fine features and you'll 

never hate yourself in the morning. 

uaa 
UNITED ARTISTS ASSOCIATED 

WRITE, WIRE or PHONE u.a.a.555 MADISON AVENUE, NEW YORK, N. Y. 10022 area Code 212 / 688 -4700 
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Company 
television 
in the country. 

3 roa d cast in 
17-44,43.4,42..005 

110"-- 

But we don't just 
give you a good time. 

That's only the beginning. To be number 
one in the station representative business, 
you have to offer more than high -quality 
broadcast time. 

So we do. 
We start with an outstanding sales team. 

Then we provide more research facilities, 
more service, and more tools and informa- 
tional aids than any other representative 
company does. 

And we're innovators, too. 
Take the restructuring of television rate 

cards, for instance. 
Or the new Blair Radio Plans, that bring 

a whole new concept of flexibility and econ- 
omy to buying multi- market radio. 

In these and many other ways, we're con- 
stantly working to give broadcast advertis- 
ing greater impact. 

So if you're out for more than just a good 
time, call your Blair man. That way, you 
don't have to make a choice between quality 
and service. We see that you get both. 

John Blair SzCompany , or ivroy 
JP f), 

r f 
1s0-` 



Audience - Primarily adults. 

Coverage - Metro Roanoke 
plus twenty -five counties. 

Experience - Over 41 years. 
Facilities -Staff of more than 

20 plus modern equipment. 
Merchandising - Award win- 

ning support. 
Plus -Award winning news dept. 

and simultaneous AM /FM. 
Want more facts? Just ask: 
P. G. W. Inc. 277 Park Ave, 
N. Y. or Frank E. Koehler. 

CBS RADIO 
WEB' Roanoke, Virginia 

AM 960 Kc. 5000 watts 
FM 94.9 Mc. 14,500 watts 
PETERS, GRIFPIN, WOODWARD, INC. 

National Representatives 

"Certain to be the 
standard reference 
for every student of 
broadcasting in the 
United States." 

-LOUIS G. COWAN 

A TOWER 
IN BABEL 
A HISTORY OF BROADCASTING 

IN THE UNITED STATES TO 1933 

By ERIK BARNOUW 
"It is a richly -detailed, ener- 
getically- researched account 
... qualifies as both entertain- 
ment and an aerial survey of 
American culture ... grabs 
history and waltzes it around. 
How often does romp and 
reference value unite in one 
book ?" 

-ROBERT J. LANDRY, 
Variety 

16 pages of halftones, 
6 line drawings. $8.50 

At better bookstores 
OXFORD UNIVERSITY PRESS 

New York 
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Association of Broadcasters. Purdue Uni- 
versity, Lafayette, Ind. 
Nov. 29-30--Executive committee, National 
Community Television Assn. Madison hotel, 
Washington. 
Nov. 30-New deadline for reply comments 
to FCC on question of whether private en- 
tities should, or legally can, be authorized 
to operate their own private communica- 
tions satellite systems. 

DECEMBER 

Dec. 1 -Third annual New York area 
Emmy Awards luncheon sponsored by the 
New York chapter of the National Acad- 
emy of Television Arts and Sciences. Mayor 
John V. Lindsay will be the guest speaker. 
New York Hilton hotel, New York. 
Dec. 1 -2- Foreign policy conference for 
editors and broadcasters sponsored by the 
Department of State. Department of State, 
Washington. Any bona fide representative of 
the domestic information media can have 
his name placed on the invitation list for 
these conferences by writing -or having his 
superior write -to the director, office of 
media services, Department of State, Wash- 
ington 20520. 

Dec. 5 -New deadline for reply comments 
on FCC's proposed rulemaking that would 
prohibit group owners from acquiring more 
than three television stations, not more 
than two of them VHF's in the top -50 tele- 
vision markets. 
Dec. 5- Newsmaker luncheon sponsored by 
the International Radio and Television 
Society. Speaker will be Robert E. Kintner, 
secretary to the cabinet and special assis- 
tant to President Johnson, Waldorf- Astoria 
hotel, New York. 

Dec. 9- Annual winter meeting and elec- 
tion of officers of the Arizona Broadcasters 
Association. Speakers include FCC Corn 
missioner Robert Bartley; Douglas Anello, 
general counsel of the National Association 
of Broadcasters, and Mike Wallace, CBS 
newscaster. Del Webb's Town House, Phoe- 
nix. 

Dec. 21- Annual meeting of stockholders of 
Columbia Pictures, New York 

Dec. 30-New deadline for further com- 
ments regarding material submitted to FCC 
by November 30 on question 'of whether 
private entities should, or legally can, be 
authorized to operate their own private 
communications satellite systems. 

JANUARY 

Jan. 3- 4- Executive committee, National 
Community Television Assn. Madison hotel, 
Washington. 

Jan. 14-New deadline for comments on 
proposed FCC rulemaking to amend part 
73 of the commission rules to specify, in 
lieu of the existing :VIEOV concept for AM 
stations, a standard method for calculating 
radiation for use in evaluating interference, 
coverage and overlap of mutually prohib- 
ited contours. The MEOV method is used 
to measure radiation from directional an- 
tennas. 

Jan, 23- 27- National Association of Broad- 
casters joint board meeting. Continental 
Hilton, Mexico City. 

FEBRUARY 

Feb. 6 -6- Meeting of National Community 
Television Association board of directors. 
Clearwater, Fla. 

Feb. 15 -New deadline for reply comments 
on proposed FCC rulemaking to amend part 
73 of the commission rules to specify, in 
lieu of the existing MEOV concept for AM 
stations, a standard method for calculating 
radiation for use in evaluating interference. 
coverage and overlap of mutually prohib- 
ited contours. The MEOV method is used 

to measure radiation from directional an- 
tennas. 
Feb. 21 -23 -20th annual conference of the 
Western Radio and Television Association. 
Disneyland hotel, Anaheim, Calif. 

MARCH 

March 1- 3- Annual National Association of 
Broadcasters state presidents conference. 
Sheraton -Park hotel, Washington. 
March 6 -7- Executive committee, National 
Community Television Assn. Madison hotel, 
Washington. 

APRIL 

April 2- 5-45th annual convention of Na- 
tional Association of Broadcasters. Conrad 
Hilton, Chicago. 
.April 7 -13 -Third annual MIP -TV Interna- 
tional Television Program Market. Palais 
des Festivals, Cannes, France. For informa- 
tion contact Mr. Charles Michelson, 45 West 
45th St., New York 36. Telephone PLaza 
7 -0695. 

April 24 -27 -32nd national convention of 
the Audio Engineering Society. Hollywood 
Roosevelt hotel, Hollywood. 

MAY 

May 3 -7 -16th annual national convention 
of the American Women in Radio and Tele- 
vision. Marriott Motor hotel, Atlanta. 
May 22 -27 - 5th International Television 
Symposium. Speakers include Federal Coun- 
cillor R. Gnagi, head of the Swiss Federal 
Department of Transport, Communications 
and Power. Montreux, Switzerland. 

JUNE 

June 25- 29- Annual convention and board 
of directors meeting. National Community 
Television Assn. Palmer House, Chicago. 
Indicates first or revised listing. 

SUBSCRIBER 
SERVICE 

Please include a BROADCASTING address label 
whenever you write about your subscription 

TO SUBSCRIBE mail this form with payment. 
Mark new subscription or renew present 
subscription. 
Subscription rates on page 7. 
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OPEN MIKE® 

Another way to slice it 

EDITOR: In regard to the article con- 
cerning radio spectrum utilization 
which evaluates spectrum use by rev- 
enue produced (BROADCASTING, Oct. 
24), the figures [of the Telecommunica- 
tion Science Panel] are interesting, but 
somewhat misleading because the spec- 
trum occupied by a particular service 
or application is customarily expressed 
by communications engineers in terms 
of percentage bandwidth, rather than 
simply the number of kilocycles or 
megacycles occupied. 

This method takes note of the fact 
that as one proceeds higher in the radio 
spectrum wider bandwidths become in- 
creasingly available. The percentage 
bandwidth is usually computed on the 
basis of the mid -frequency, or altern- 
ately on the highest frequency involved. 
Note that this is not a true percentage 
in the usual sense because percentage 
bandwidths of over one hundred per- 
cent are quite possible in this method 
of calculation. 

I have computed revenues in terms 
of percent bandwidth for AM, FM, 
and TV broadcasting based on the 
revenues reported in the article and 
have obtained the following figures: 

AM $12.1 million /percent bandwidth 
FM 1.3 million /percent bandwidth 
TV 18.5 million /percent bandwidth 

[These compare with the published 
figures: 

AM $750.0 million /megacycle 
FM 1.1 million /megacycle 
TV 4.0 million /megacycle.] 

Note that this method of calculating 
revenue produced yields a more equal 
result particularly since it takes note 
of the fact that AM broadcasting, while 
only occupying 1.07 megacycles, never- 
theless takes up a large part of its por- 
tion of the radio spectrum. -William 
A. Tynan, technical editor, Forecast 
FM, The FM Listening Guide, Wash- 
ington, D.C. 

Still responding 

EDITOR: It has been over a month 
since my "Monday Memo" appeared 
in BROADCASTING (Sept. 19), and 
hardly a day goes by that somebody 
in the industry doesn't mention having 
seen and read it. 

The response supports the belief I 

have always held that BROADCASTING 

enjoys almost total readership in the 
industry. 

I had occasion to attend a session of 
the Radio Advertising Bureau manage- 
ment conference at Pheasant Run 
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Nobody in 
Washington 

debates about 
which is the 
important 

station: 
WTOP RADIO 

A POST - NEWSWEEK STATION represented by CBS Radio Spot Sales 
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1KW 

TRANSMITTER 

1 WATT 
TRANSISTORIZED 

TRANSLATOR 
VHF ONLY 

Send for full details ... now. 

Electronics Missiles E Communications Inc. 
160 EAST THIRD STREET, MT. VERNON, NEW YORE 10560 

TELEPHONE: 1934) 6663012 

EMCEE 
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earlier this month, and spoke with at 
least 75 broadcasters whom I have 
known over a period of years. To . a 
man, they mentioned seeing the arti- 
cle.- Stanley B. Noyes, president, 
Noyes Moran & Co., Downers Grove, 
Ill. 

BOOK NOTES 
"Where 1 Stand: The Record of . a 

Reckless Man," by Hank Greenspun 
with Alex Pelle. David McKay Co., 
New York. 304 pp. $5.50. 

An autobiography of the owner of 
KLAS -TV Las Vegas and the Las Vegas 
Sun, this book tells of Mr. Greenspun's 
struggles as a crusading newspaper edi- 
tor and his battles against local cor- 
ruption and national figures such as 
Senators Joseph McCarthy and Pat Mc- 
Carran. The book does not touch on 
any of Mr. Greenspun's broadcasting 
activities but entertainingly provides 
illumination of the unusual career of 
one of the industry's more colorful sta- 
tion owners. Before he began his news- 
paper career, Mr. Greenspun was con- 
victed of violating the U. S. Neutrality 
Act for his activities as a gunrunner 
for the Haganah, Israel's volunteer 
army. Later he received a complete 
pardon from President Kennedy. 

"A Tower in Babel: A History of 
Broadcasting in the United States to 
1933," by Erik Barnouw. Oxford Uni- 
versity Press, New York. 344 pp., illus., 
index. $8.50. 

The earliest years of radio broad- 
casting contain the story of how a toy 
became an industry. Erik Barnouw, pro- 
fessor of dramatic arts in charge of 
graduate studies in film, radio and tele- 
vision at Columbia University, has 
completed the first volume of a pro- 
jected three -volume history of the elec- 
tronic media, covering the historically 
difficult and uncertain ground of those 
earliest years. 

The book makes a scholarly contri- 
bution to an often neglected field, yet 
also provides vivid glimpses of Ameri- 
can business and social history. 

As a reference bonus, the book pro- 
vides in an appendix the texts of two 
key pieces of early legislation that in- 
fluenced both the growth of radio and 
subsequent acts of Congress: The Ra- 
dio Act of 1912 and The Radio Act of 
1927. 

While no history of such a complex 
field could claim to be complete, some 
industry veterans will find that Pro- 
fessor Barnouw has cast too coarse 
a net. In the present volume, many sig- 
nificant contributions are passed over 
lightly and some prominent names in 
radio's pioneer years do not appear at 
all. Perhaps the volumes to come will 
repair some of the omissions. 
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MONDAYMEMO from A. E. PICKHARDT, The Coca -Cola Co., Atlanta 
IIMMEEISIMEROMMI 

A calculated risk for Charlie Brown 

The popularity of Charlie Brown has 
helped make things go better with 
Coke after Coke after Coke. But I 
suspect that from a purely personal 
viewpoint we, along with millions of 
other Americans, are pleased to see our 
little friends from the comic strips make 
it big on big -time television. We are 
delighted to see that they have retained 
all of their original charm with the 
added appeal of animation and sound. 

Happily, we have had an instant win- 
ner with Charlie Brown. The day after 
A Charlie Brown Christmas was present- 
ed on CBS, good things began to happen. 
The public acclaimed and the critics 
praised the show. Nielsen ratings listed 
it as No. 2 for the two -week period 
ending Dec. 19, 1965. Some very grati- 
fying words were used to describe reac- 
tions to the show. Old words were used 
that are seldom heard in these days of 
rating points and sharp reality. Words 
like "excellence," "imagination," and 
"skill. " 

The magic of the Charlie Brown tele- 
vision special has demonstrated that a 
sponsor and the program's viewers can 
be the twin beneficiaries of a corporate 
communication venture. 

But to start with, we were not this 
optimistic. Let me tell you of the cir- 
cumstances under which Charlie Brown 
came to be the apex of network tele- 
vision programing for the Coca -Cola 
Company. 

Objectives The story actually goes 
back to the basic objective we and our 
advertising agency, McCann -Erickson, 
set for network television programing 
back in 1965. The process of our think- 
ing went something like this: 

With the investment the Coca -Cola 
Co. and our bottlers have in spot 
television, every market in the country 
can be covered on a local basis . . 

sizeable numbers can be generated in 
terms of local market audiences . 

thus, we can efficiently deliver our basic, 
hard -core selling messages market by 
market across the country. 

Obviously, this is a firm foundation 
upon which to build an advertising 
structure for Coca -Cola. Only one more 
brick was necessary to truly complete 
that foundation . and that's where 
our network special came in. 

Spot television weight, in the large 
quantities we use, puts us on the scene, 
and a vital part of the scene -making 
Coca -Cola an active part of today's ma- 
jor events. 

By association, by actually participat- 
ing in these events, we, in a very real 

sense, acquire the added dimensions of 
"presence, impact, prestige and excite- 
ment." 

It was our belief that the proper use 
of network television could add these 
dimensions to the spot television foun- 
dation we have built for the brand. 

This kind of thinking quite logically 
led us to the television special as a vehi- 
cle for accomplishing our objective. 
With specials, we have an opportunity 
to do in- program minutes and even 
longer commercials that can play off 
the shows they're in, work right in with 
each program's pace and mood. 

From Theory to Practice The think- 
ing part was over. We knew what we 
wanted to do and where we wanted to 
go, but the hardest part lay ahead . . . 

how to get it done. 
And that leads me to the story of 

Charlie Brown, Charles Schulz and Lea 
Mendelson. 

One bright day, McCann -Erickson 
showed us a film with which they were 
quite impressed. It was a Lee Mendel- 
son production called "A Boy Named 
Charlie Brown." The treatment, in their 
opinion, was most interesting and they 
saw in it some shining elements of what 
could be done in a different form. 

The agency made a fast contact 
with Messrs. Mendelson and Schulz. 
From this evolved a joint enthusiasm 
to do the first story with a Christmas 
theme, fully animated, and perhaps in 
half -hour length. That was about all 
they brought to us in Atlanta. The story 
line was thin, but the total concept 
showed real promise. 

We were told, to the best of every- 
body's knowledge, a half -hour enter- 
tainment special had never appeared in 
prime time. And never had "Peanuts" 
characters been animated in longer than 
one -minute commercial form. We were 

aware of the popularity of Charlie 
Brown in print. The question remained, 
"could the entertaining and intriguing 
group of little characters be brought to 
life in an animated form on network 
television ?" 

We believe that television should be 
entertainment pure and simple. We 
know that products that enjoy a leader- 
ship image, high consumer awareness 
and acceptance are judged by the qual- 
ity of their advertising association across 
the mass market. However, excellence 
on television is not necessarily achieved 
just because it is sought. This would 
presume the existence of a vast reser- 
voir of talent, competence, and mate- 
rial, which as we all know, does not in 
fact exist. With these sobering thoughts 
in mind, we made the decision to buy 
the program. 

In retrospect, we were proved correct. 
Was our decision predicated on some 
special clairvoyance, secret Madison 
Avenue information, or blind luck? The 
answer to each is no. Rather, our choice 
was predicated on the belief that big re- 
wards are worth a professionally calcu- 
lated risk. In fact, a $250,000 risk, 
which is big money in any league. We 
also clearly realize that no one can bat 
a thousand in this business, but where 
there is no risk, there is little profit. 

This rewards -with risk concept, of 
course, depends on an agency- advertiser 
relationship of great confidence and 
shared responsibility both for success 
and for disappointments. 

We believe that the risk -reward con- 
cept in our evaluation of Charlie Brown 
television potential has produced some 
extra advantages for Coca -Cola. Among 
these benefits are dollar savings, better 
time periods, perhaps fuller clearances, 
and, of course, programing pertinent to 
our special media objectives. 

Albert E. Pickhardt has been with the 
Coca -Cola Co. for 14 years. He's worked 
up the executive ladder from district rep- 
resentative in the Western Coca -Cola Bot- 
tling Co. in 1952 through a series of field 
residencies. His most recent assignments 
have been in the Coca -Cola Brand Man- 
agement Group. He's now the soft drink 
company's home market product manager. 
Today's memo is adapted from a speech 
Mr. Pickhardt made before the San Fran- 
cisco Advertising Club. 
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He listens and rocks 

He rocks and listens 

He listens and spends! 
The Mutual Tween -ager. 

You can reach the Teen -ager and 
Middle -ager on any network. But'. 
it's the Tween -ager between 18 
and 49 who really jingles the cash 
register ! The Tween -ager spends 
heavily on his young, large or 
growing- larger family. 

Mutual has a higher percentage of 
Tween -agers in its vast audience than 

my other network.* In over 500 markets 
coast to coast. 
If you want reach - plus a firm grasp 

on those all- important Tween -age purse 
strings - hitch onto Mutual Radio !, 
*Sindlinger, 
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Okay. 
Write down every radio 

program you listened to 
yesterday, and the time 
you listened. 

Now do the same for 
the day before. 

And the day before that. 

Now do you feel self- 
administered research 
can really measure 
today's radio? 

730 Fifth Avenue, New York, N.Y. 10019 JUdson 6 -3316 

Nothing takes the place of personal interviews in the home. ( _. : The Rise, Inc . 
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San Franciscans 

catch 29 of the 

top 30 advertisers 

on KIVU 

29 out of the top 30 advertisers 

bought schedules on KTVU in 

this past year.* Why? Because 

KTVU continues to deliver re- 

sults in this vast, rich TV market. 

Sales results keep the important 

advertisers on KTVU year after 

year. One more reason why 

KTVU is the Nation's LEADING 

Independent Television Station. 

Zu 
SAN FRANCISCO -OAKLAND 
ILpr.r:,.nl,.d by 1.11 Tolovra011 

Cui Bioadcasting Corguralron st000ni. 
WSB AMFM -N, Atlanta: WHIO 

AM-FM -TV, Dayton: WSOC AM- FM -TV. Charlotte: 
WIOD AM-FM. Miami: WIIC.N. Pittsburgh: 
KTVU, San Francisco-Oakland 

'Based nn 

/VB estimares o/ hop named .per adverasen m l56'á. 
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Sand in the gears on ITT -ABC 
Antitrust chief asks FCC to stall on merger; 

Commission minority seeks more data from Geneen; 

Senators keep pressing FCC to take deeper look 

The FCC, which has been under in- 
creasing congressional pressure to delay 
action on the proposed $2.5 billion 
merger between ABC and the Interna- 
tional Telephone and Telegraph Corp., 
last week ran into a caution light flashed 
by the Department of Justice. 

Donald F. Turner, chief of the de- 
partment's antitrust division, told the 
commission that his division's analysis 
of the proposal "indicates a sufficient 
possibility of significant anticompeti- 
tive effects to indicate that substantial 
antitrust questions are presented," and 
added: "I thought it appropriate to in- 
form you of our preliminary views in 
order that the commission ... might 
consider the possibility of deferring 
its own final action until the Depart- 
ment of Justice has arrived at a final 
decision on the antitrust aspects of the 
merger." 

Mr. Turner's comments, in a letter 
addressed to FCC Chairman Rosel H. 
Hyde, appeared to be a serious obstacle 
to what had been expected to be rea- 
sonably prompt -and favorable -com- 
mission action on applications providing 
for the transfer of ABC's 17 AM, FM 
and TV stations to ITT. 

The letter was delivered to the com- 
mission on Thursday, the same day that 
three commission members regarded 
as opponents or at least questioners of 
the merger had sent a letter to Harold 
S. Geneen president and chairman of 
ITT, asking for information on the com- 
pany's foreign interests. The commis- 
sioners' letter appeared designed to 
develop information on possible con- 
flicts of interest that might result from 
the ownership of ABC by a company 
with far -flung foreign holdings. 

Word from the Hill Mr. Turner's 
letter also came as requests from mem- 
bers of the Senate continued to press 
the commission to hold off final action 
until the proposal was explored fur- 
ther, either in a congressional hearing 
or in an evidentiary hearing before an 
FCC examiner. 

However, the letter to Mr. Geneen 
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was not regarded by members of the 
commission as likely to stall commis- 
sion consideration for very long. And 
there appeared to be no inclination on 
the part of the commissioners -what- 
ever their views of the merger -to 
cave in to congressional pressure. 

Indeed, some are expressing pri- 
vately considerable annoyance at what 
they regard as wholly improper con- 
gressional interference in commission 
processes. Commissioners favorable to 
the merger have even produced court 
cases supporting the view that the com- 
mission has no choice but to ignore 
their congressional mail on the sub- 
ject. 

However, Mr. Turner's letter is 
different. The commission has been 
maintaining close liaison with the anti- 
trust division since applications for the 
merger were filed last March, and has 

periodically prodded Mr. Turner for the 
division's views on the merger. Invari- 
ably, his responses, to the commission, 
as well as to congressional queries, have 
been noncommittal. Accordingly, mem- 
bers of the commission and the staff 
had virtually concluded that Justice 
did not intend to go on record with 
its views before the commission acted. 

Response to Hyde But Mr. Turner's 
letter, which was in response to one 
two weeks ago from Chairman Hyde 
expressing the commission's interest 
in resolving the matter, appeared to be 
an invitation to the commission to de- 
lay action until it heard from him. He 
made clear, however, that the division 
had not reached a final conclusion as 
to whether the merger would violate the 
antitrust laws and that "we may of 
course conclude that it does not." 

Mr. Turner has been under almost 

New man in the middle 

ITT's Geneen 

Justice's Turner 

ABC's Goldenson 
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SAND IN THE GEARS ON ABC -ITT continued 

as much pressure in the matter as the 
commission. Senator Gaylord Nelson 
(D- Wis.), who initiated Hill interest in 
the proposed merger last month, has 
repeatedly pressed Justice for its views 
-and just as frequently has asked the 
commission to wait until it received 
them. 

The commission last week appeared 
on the verge of final approval of the 
merger, very likely by a 4-to -3 vote. 
The commissioners discussed the matter 
at their meeting Wednesday and, re- 
portedly, instructed the staff to make 
"minor" revisions in the draft order ap- 
proving the merger, and to bring the 
matter back for further consideration 
this week. 

Commissioner Robert T. Bartley, the 
fiercest opponent of the merger on the 
commission, has already prepared a 
draft of a dissenting opinion. Corn - 
missioners Kenneth A. Cox and Nicho- 
las Johnson are also said to be prepar- 
ing statements. Both are believed also 
to oppose the merger, but some ob- 
servers feel one or both might switch 
over to the other side -assuming Jus- 
tice doesn't hand down an unfavorable 
ruling. 

Commissioners Bartley, Cox and 
Johnson signed the letter to Mr. 
Geneen requesting information on 
ITT's foreign holdings. The letter, 
reportedly authored in the main by 
Commissioner Johnson. reflects con- 
cern over one of the central questions 
posed by the proposed merger- wheth- 
er the independence of ABC's news 
can be maintained in the face of ITT's 
financial interests in other countries. 
ITT earns 60% of its revenues over- 
seas. 

Further Probe The letter noted that 
the two -day oral hearing on the pro- 
posed merger in September touched on 
a number of questions concerning 
ITT's foreign affiliates, but didn't ex- 
plore them "in depth," and said fur- 
ther information is needed "for a 
thorough consideration" of the pro- 
posal. 

The commissioners requested: 
A list of all confiscations or expro- 

priations by any foreign government of 
ITT property since the company's incep- 
tion. ITT claims to the U.S. govern- 
ment for losses incurred overseas are 
to be included, as well as other litiga- 
tion involving foreign governments, 
other foreign public entities or foreign 
corporations. 

A list of the 10 largest owners 
of ITT stock in each country where ITT 
does business, additional foreign owners 
of over 100 shares of stock, and total 
shares owned by foreign citizens, gov- 
ernments and entities. 

A list of ITT's foreign subsidiaries 
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and affiliates, along with names, na- 
tionalities and significant business in- 
terests and government connections of 
all directors and principal officers, as 
well as the major stockholders in other 
than wholly owned companies. 

A list of joint ventures and signifi- 
cant agreements between ITT or its 
affiliates and any foreign company. 
foreign government or other public 
body. Any rights which such interests 
have in ITT operations in case of emer- 
gency are to be included. 

Long -range contracts or other 
long -term agreements with such for- 
eign entities. 

Any employes of ITT or its sub- 
sidiaries whose duties include liaison 
with foreign governments. 

The commissioners' letter appeared 
to echo concern expressed two weeks 
ago by Senator Wayne Morse (D- Ore.). 
The senator, writing to the commission 

Equipment for ABC center 

Facilities for a new ABC Radio 
network center in New York will 
be supplied by Visual Electronics 
Corp., New York, under a $500,- 
000 contract announced jointly 
by the companies last week. 

The equipment will be installed 
at 1926 Broadway. The system 
includes seven radio studio control 
rooms, two tape rooms, two tape 
edit rooms and a transmission -re- 
cording facility. A monitoring 
system with switching gear and a 
maintenance facility will also be 
installed. 

Visual will provide McCurdy 
Radio Industries Ltd. equipment 
for the project. Completion of the 
facility is set for the fall of next 
year. 

as chairman of the subcommittee on 
Latin American affairs, said ITT's 
"substantial overseas commitments in 
118 countries raise unexplored issues 
as to the desirability of giving it con- 
trol of a major radio and television 
network." He asked the commission 
not to act until Congress could deter- 
mine whether conflicts of interests 
would be involved (BROADCASTING, Oct. 
31). 

However, commission officials said 
the commissioners' letter was in prep- 
aration before the issue was raised by 
the senator. 

Congressional mail to the commission 
on the proposed merger was highlighted 

last week by a letter from Senator 
Philip A. Hart, (D- Mich.), who urged 
the commission to hold a full eviden- 
tiary hearing on the matter. 

The senator, who is chairman of 
the Senate Antitrust and Monopoly 
Subcommittee, referred to the "magni- 
tude and vast implications" of the pro- 
posed merger, and said: "A full and 
complete record would be desirable 
before a final decision is reached." 

Other Criticism The letter was typi- 
cal of a number of critical comments 
in the press which appear to imply the 
commission restricted the unusual oral 
argument it held on the case to pro- 
ponents of the merger (see page 27). 

An evidentiary hearing, Senator Hart 
wrote, "would seem a helpful adjunct 
to the limited testimony recently given 
the commission by the presidents of 
ABC and ITT. Regardless of your ulti- 
mate decision, the public is entitled to 
the assurance that all the facts have 
been thoroughly presented and ex- 
amined in depth and that all the im- 
plications have been clearly under- 
stood." 

Senator Nelson, who is chairman 
of the Senate Monopoly Subcommittee 
of the Small Business Committee, 
seized on the three commissioners' 
letter as "creating some question as to 
whether all the necessary information 
has been gathered." In a statement is- 
sued by his office, he said there has 
been "enough doubt cast in this case" 
for the commission to consider reopen- 
ing the hearings. "Two days of 'so- 
called hearings' is not enough to con- 
sider the largest proposed merger in 
the history of the FCC." 

Commission officials, who bristle at 
the implications they are attempting to 
stack the deck in favor of the merger, 
note that the staff presented the com- 
mission with an exhaustive analysis of 
the applications. They also point out 
that all interested parties were invited 
to participate in the hearing and that, 
although the case had received consid- 
erable publicity since merger talk was 
first broached almost a year ago, no 
opponents of the merger came for- 
ward. 

Nelson Cites Support Senator Nel- 
son last week, in the fourth letter he 
sent the commission on the issue, re- 
ferred to two documents he feels bear 
out points he has made in his earlier 
messages. One is a House Antitrust 
Subcommittee report, published 10 
years ago, calling for close liaison be- 
tween the Justice Department and the 
FCC on mergers involving broadcast- 
ing interests. The other is a July 23, 
1956, letter to the commission from 
Senator Warren G. Magnuson, chairman 
of the Senate Commerce Committee. In 
the letter, Senator Magnuson says the 
commission should not permit radio 
frequencies "to fall into the control 
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All the news that's fit to print -and then some 

The FCC. which has managed in 
the past to make itself look bad 
without any help from outsiders, re- 
ceived a considerable amount of help 
last week from the daily press in its 
coverages of and comment on de- 
velopments in the proposed merger 
of ABC and the International Tele- 
phone and Telegraph Corp. 

Responsible news media made 
a number of serious misstatements 
in connection with the case -and all 
helped put the commission, and the 
proposed merger, in a bad light. 

Fred P. Graham, in a New York 
Times story Tuesday, was seeking 
to point up the uniqueness of the 
two -day oral hearing the commis- 
sion held on the proposed merger in 
September. In contrast, he wrote, 
the commission "routinely assigns an 
examiner to take voluminous testi- 

mony before transferring the own- 
ership of a single station." 

Actually, it's the unusual transfer 
or assignment case -one in which 
facts are in dispute -which goes to 
hearing. Most are handled on the 
basis of paper pleadings. 

But before anyone could tell him 
the facts, Morton Mintz picked up 
Mr. Graham's error for a long piece 
he wrote for the Washington Post 
on Wednesday. 

Another error crept into the lead 
paragraph of a Post editorial on the 
proposed merger ( "No Need to 
Rush ") the next morning. "Thus 
far," editorial said, "the FCC has 
limited its investigation to two days 
of hearings in which adversaries had 
no opportunity to state their views." 

Actually, the commission, in set- 
ting up the unusual oral argument, 

afforded "interested parties" who 
wished to submit information an 
opportunity to do so. None did. 
However, the commission staff pre- 
sented its views of the pertinent is- 
sues and questions. 

On Thursday, also, the UPI, in a 
dispatch on the letter of three com- 
missioners to ITT concerning its 
foreign holdings (see page 27), said, 
"It was a 4 -to -3 vote that resulted in 
only two days of hearings on the 
merger." 

Actually, the vote was 6 -to-l. 
Commissioner Robert T. Bartley 
was the lone dissenter, arguing for 
a full evidentiary hearing. Commis- 
sioners Kenneth A. Cox and Nich- 
olas Johnson, who with Commis- 
sioner Bartley signed last week's 
letter to ITT, concurred in the vote 
for the oral hearing. 

of those who are only interested in 
the profits which can be derived from 
broadcasting, or in using them for self - 
aggrandizement of large corporate 
owners." 

The congressional correspondence has 
raised again the troublesome question of 
how far members of Congress may 
properly intervene in commission 
matters. The commission appears to 
believe the letters on the proposed mer- 
ger have passed the boundary of pro- 
priety. 

Max Paglin, the commission's execu- 
tive director, has replied to several of 
the letters, in accordance with com- 
mission regulations for dealing with 
off -the- record contacts. And in re- 
sponding to Senator Morse, Mr. Paglin 
pointedly referred to the proposed mer- 
ger as "a docketed, adjudicatory" pro- 
ceeding, and said it would be inappro- 
priate for the commission to answer 
his letter. 

Among court cases commissioners 
have researched in considering how to 
treat the congressional mail is one in 
which the U.S. Court of Appeals 
in New Orleans court earlier this 
year reversed an order of the Federal 
Trade Commission at least in part be- 
cause a Senate subcommittee had in- 
volved itself in the merits of the case 
under consideration. At issue was an 
FTC order requiring Pillsbury to di- 
vest itself of assets it allegedly ac- 
quired in violation of the antitrust laws. 
The court held that the subcommit- 
tee, by getting into the merits of the 
case, had deprived Pillsbury of pro- 
cedural due process. 

Another case cited involved a rule - 
making to reassign channels in Spring- 
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field, Ill., and St. Louis, Mo. The court 
vacated the commission's decision after 
evidence of ex parte representations 
was presented, and said: "Interested at- 
tempts to 'influence any member of the 
commission . except by the recog- 
nized and public processes' go `to the 
very core of the commission's quasi - 
judicial power....' " 

Commissioners also have cases to 
cite in defense of their determination 
not to discuss the proposed merger - 
with members of Congress or anyone 
else not authorized to participate in 
the discussions. It involves a court deci- 
sion to vacate an FTC order because of 
a speech commission Chairman Paul 
Rand Dixon had made on the matter 
under consideration. The court held 
that the chairman's speech, while the 
matter was pending, indicated he had 
already made up his mind on the sub- 
ject. "We conclude," the court said, 
"that Chairman Dixon's participation in 
the hearing amounted in the circum- 
stances to a denial of due process which 
invalidated the order under review." 

Theater owner blasts 

ABC and Wometco 

The FCC was asked last week to 
strip ABC and Wometco Enterprises 
Inc. of the licenses of their owned or 
controlled television stations -nine in 
all. But it wasn't the companies' broad- 
casting activities that sparked the re- 
quest so much as the conduct of their 
motion -picture theater operations. 

The request was made by Antwin 

Theatres Inc., operator of a drive -in 
movie theater in the Greater Miami 
area. Antwin claims the "illegal, frau- 
dulent and monopolistic activities" of 
ABC and Wometco have caused the 
theater to lose more than $700,000 
since it was opened in 1956. 

At issue is the asserted inability of 
Antwin to obtain first -run movies for 
its Golden Glades theater. Antwin 
claims that ABC and Wometco, through 
their ownership of theaters in Dade 
county (Miami) and throughout the 
state of Florida, as well as their owner- 
ship of television stations, were able to 
"induce" movie distributors to join 
them in their "agreement" to "main- 
tain and perpetuate their monopoly 
over the exhibition of first -run pictures 
in Dade county." 

Antwin claimed the "inducement" 
was effected by ABC and Wometco 
"threats" not to acquire films for their 
theaters or their TV stations from dis- 
tributors providing Golden Glades 
theater with first -run pictures. Antwin 
noted that the television market is a 
particularly important one for distribu- 
tors seeking to rent "old pictures which 
otherwise have little or no value." 

ABC Theatres ABC, through sub- 
sidiaries, operates 472 motion- picture 
theaters in the South and Midwest; its 
Florida States subsidiary operates 50 
theaters in Florida, nine of them in 
Greater Miami. Wometco, directly and 
through subsidiaries, operates 33 thea- 
ters in the state, 22 in Greater Miami. 

Moreover, Antwin said, the motion - 
picture films that ABC rents for its 
theaters, owned stations and network, 
and those that Wometco rents for its 
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theaters and stations, are obtained 
from the same distributors "from whom 
Antwin must rent first -run film if 
Antwin is to survive." 

Antwin asked the commission to 
deny the pending applications for the 
renewal of licenses for Wometco's 
owned or controlled wTvJ(Tv) Miami 
and WFGA -TV Jacksonville, both Florida; 
and WLOS -TV Asheville, N.C.; and to 
call for and deny license -renewal appli- 
cations for KVOS -TV Bellingham, Wash., 
owned by Wometco, and ABC's wxYZ- 
TV Detroit, wsxB(TV) Chicago, x00 - 
Tv San Francisco, KABC -TV Los Angeles, 

wABC -Tv New York. 
Antwin's petition to the FCC was 

foreshadowed last summer by a triple - 
damage antitrust suit that the theater 
company filed against ABC, Wometco 
and a number of motion- picture dis- 
tributors. The suit was filed in the 
federal court for the southern district 
of New York. 

Antwin said that renewal of any of 
the ABC or Wometco licenses would 
"enable those companies to continue 
using the leverage of the buying power" 
that station ownership gives them to 
deprive it of a free market in which 

to obtain first -run pictures. "Such re- 
newal," Antwin added, "would directly 
contribute to forcing [it] to close down 
its theater or to run it at a loss" to a 
point where it would be taken over by 
creditors or forced to sell to Wometco 
or Florida States. 

Antwin also said that, regardless of 
"the particular uses and threatened 
uses" of ABC's and Wometco's buy- 
ing power, the renewal of any of those 
companies' licenses adds to the mo- 
tion- picture buying power with which 
[ Antwin] has to compete, and thus in- 
creases its competitive disadvantage. 

Ownership proposal bombarded 
No favorable comments received by commission 

on its plan to limit groups in top -50 market; 

liberalize present rule, say some in industry 

The three television networks and 
eight other multiple owners added their 
voices last week to that of the Council 
for Television Development in opposing 
the FCC's proposal to limit the expan- 
sion of multiple owners into the top -50 
markets. The deadline for comments 
passed Tuesday (Nov. 1) without a 
favorable word being said for the pro- 
posal. 

In the main, the networks and others 
commenting last week stressed the 
points made by the United Research 
Inc., in the $275,000 study it made in 
behalf of the CTD, the organization 
of 42 licensees that was formed last 
year to fight the proposed rule (BROAD- 
CASTING, Sept. 19). 

They disputed the commission's con- 
tention that there is a trend to concen- 
tration of control of television stations 
in the top markets -a major premise 
on which the proposal was based - 
and argued that the proposed rule 
would be anticompetitive and would 
work against a major commission goal 
of promoting diversity of program 
sources. 

If any changes are made, several of 
those filing comments said, they should 
be to liberalize the existing rule. 

More Not Less Newhouse Broad- 
casting Corp., which owns four VHF 
and two UHF stations, said it would 
be interested in acquiring additional 
UHF's if the commission adopted a 
"less restrictive" rule than the one 
now on the books. It suggested that 
government -industry studies be under- 
taken on alternatives to the present 
limitations. 

NBC and Metromedia Inc. also said 
that if the present "rule of seven" is 
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changed, the revision should be up- 
ward. NBC said the commission 
should permit ownership of more than 
seven stations in designated markets 
or groupings of markets or of types 
of stations. ABC, while not urging a 
change in the rule, said that if its 
proposed merger with ITT is approved. 
it would acquire two UHF stations. 

One roughed -out alternative to the 
commission's proposal came from 
Plains Television Corp., owner of four 
UHF stations. Plains said a rule in- 
tended to achieve the commission's ob- 
jective of limiting the power and in- 
fluence of any single operator must 
take into account the differences be- 
tween VHF and UHF stations, as well 
as between various -sized markets. 

Plains suggested that the commis- 
sion permit ownership of an increased 
number of stations if the outlets are 
concentrated in smaller markets. And 
to overcome the "disparity" between 
VHF and UHF stations, Plains said, 
the commission "might set a limit of 
10 UHF stations, as against a limit of 
five VHF stations." Plains also pro- 
posed that the commission not count 
satellite stations against an owner's 
quota where the satellites are only a 
means to make up for the coverage 
deficiencies of a basic UHF station. 

Commission Proposal The commis- 
sion's proposed rule would prohibit 
broadcasters from acquiring more than 
three television stations in the top 50 
markets -no more than two of them 
VHF's. However, it would not require 
divestiture of facilities by broadcast- 
ers now owning more than the pro- 
posed limit of stations. And the present 
overall limit of seven stations (no more 

than five VHF's), in effect since 1954, 
would not be changed. 

A policy requiring hearings on ap- 
plications that would result in a broad- 
caster owning more than the proposed 
limit has been in effect since June 1965, 
when the proposed rule was issued for 
comment (BROADCASTING, June 28. 
1965). But the commission waived the 
policy each of the four times it was 
asked to do so. 

The commission, in proposing the 
tighter rule, expressed concern over 
what it said was a trend to concentra- 
tion of control of television stations in 
the top markets. But several of those 
commenting last week challenged the 
statistical analysis on which the commis- 
sion's concern was based. 

CBS noted that UHF stations, "which 
add increasingly to competition in the 
major markets," were not included in 
the commission figures, while the corn- 
mission counted as multiple ownerships 
those situations in which a VHF in a 
top-50 market was commonly owned 
with another station, VHF or UHF, in 
any market. If UHF stations were 
counted and multiple owners were de- 
fined as those with more than one sta- 
tion in the top -50 markets, a pattern 
of increased diversifiaction of owner- 
ship, not less, would emerge, CBS said. 

NBC said the commission's basic 
error was in discussing the top-50 mar- 
kets as the "market" in which concen- 
tration could be examined. The corn - 
mission, NBC said, "to be realistic, 
must consider the issue of concentra- 
tion of control with relation only to 
each particular market in which com- 
peting stations operate, not with respect 
to some artificial agglomerate of mis- 
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UPFR 0 NT 
WITH BART McLENDON; UP FRONT IN VIETNAM 

Following his release from active duty as a U. S. Marine, 
19- year -old Gordon McLendon, Jr., became broadcasting's 
first and only teenage war correspondent. Reporting from 
the very teeth of the savage fighting at Operation Hastings, 
only 200 meters from the 17th Parallel, from four different 
air strikes in Air Force O1F's and F100's, reporting as part 
of the squad in the night patrol ambush at Kim Ding, from 
the co- pilot's seat of the tiny Piper Cub which is always 
FAC (Forward Air Controller) accompanying all U. S. air 
strikes, Bart McLendon is among the war's most adventure- 
some correspondents. Undoubtedly, history will assign 
the name "The Teenagers' War" to the conflict in Viet- 
nam. It is being fought in large measure by tens of thou- 
sands of teenagers who have yet to cast their first votes. 

McLendon's battle reports, commentaries, and interviews - dramatic, forceful, bitter, arresting, heroic, sometimes 
unnerving - are one of the brilliant new chapters in the 
history of war correspondence. These radio stations and 
newspapers across the country are currently broadcasting 
reports from Bart McLendon direct from Vietnam -WMCA, 
New York X -TRA News over Los Angeles WGBS, Miami 

KABL, San Francisco KISN, Portland KLIF, Dallas 
WIFE, Indianapolis KOIL, Omaha WDGY, Min- 

neapolis KNOE, Monroe WNOE, New Orleans KXOK, 
St. Louis WHB, Kansas City KTSA, San Antonio 
WYSL, Buffalo KILT, Houston KOMA, Oklahoma City 

WNUS, Chicago KGLA, Los Angeles WDTM, Detroit 
Plus the Chicago Sun -Times and 53 other newspapers. 

BART McLENDON (second from left) WITH MARINE NIGHT AMBUSH SQUAD. 
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cellaneous markets related only by the 
fact that they are the largest." 

Competition on Rise And the law 
firm of Covington and Burling, filing 
on behalf of 10 TV stations owned by 
three group owners (Corinthian Sta- 
tions, George W. Norton and Post - 
Newsweek), said the groups face more 
competition today than they did 10 
years ago -not only from stations with- 
in their markets but from other media, 
such as motion pictures, newspapers 
and magazines. 

ABC and others commenting also 
pointed to what they said was an in- 
crease in competition in the major 
markets in arguing that the proposed 
rule would actually be anticompetitive, 
in that it would block the emergence 
of tough new competitors. Metro- 
media said the proposal would erect 
for present networks a "shield" of pro- 
tection from potential competition, 
since it would freeze out the most likely 
entrants in the networking field at their 
present level of station ownership. 

Most of those commenting also said 
the rule would have a particularly 
harmful effect on the development of 
UHF by precluding those they consid- 
ered best able to operate UHF's -the 
multiple owners, with the experience 
and financial resources to make a 
success of a risky venture -from own- 
ing such stations in major markets. 

CBS noted that Kaiser Broadcasting 
Corp. and D. H. Overmyer Communi- 
cation Corp., two powerful new forces 
in the development of UHF, consider 
that the successful UHF operations 
require more than three stations in the 
top markets. 

And ABC, referring to the losses its 
network operation has sustained in re- 
cent years (BROADCASTING, Sept. 12), 
said that "ownership by the networks 
of TV stations in key markets [which 
provide profits] is a sine qua non to 
successful TV networking operations." 
A rule barring newcomers from own- 
ing more than two VHF facilities in 
the top markets, ABC added, "would 
most certainly militate against the es- 
tablishment of a competitive fourth 
network" -and the additional pro- 
graming it would provide. 

Programing A fourth network is 
only one potential source of program- 
ing that would probably be lost if the 
rule were adopted, according to those 
commenting last week. Covington and 
Burling, describing multiple ownership 
as providing a "counterweight to the 
influence of networks," said that groups 
can and do take the risks involved in 
producing programing- something "dis- 
organized, financially weak stations are 
in no position to do." 

CBS noted that since 1957, stations 
have furnished more than 50% of the 
total nonnetwork first -run syndicated 
programing, and that of all such sta- 
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tion- supplied programing, groups that 
would be proscribed by the proposed 
rule have supplied about 90 %. 

Storer Broadcasting Co., one of the 
42 members of the CTD, cited its own 
record as a licensee, dating back to 
1927, a case history bearing out URI's 
findings favorable to group ownership. 
Storer, which owns five VHF and one 
UHF in the top -50 markets, noted the 
"stability" of its operations (that is 
length of ownership of its stations), the 
"responsibility" of its management in 
the operations of the stations (through 
detailed procedures station managers 
are required to follow), the "local 
autonomy" of its stations in making 
news judgments and determining pro- 
graming policies, and the "contribu- 
tions" it has made to diversity of pro- 
graming (through its programing sub- 
sidiary, Storer Programs Inc.) and "to 
broadcast service generally" (through 
its "pioneering" developments in AM, 
FM and TV). 

The commission also heard from a 
would -be owner in the major markets 
-General Electric Broadcasting Co. 
GE, which owns WRGB(TV) Schenec- 
tady, N. Y., (37th market) and wstx- 
Tv Nashville, Tenn., (42d market), 
said a rule prohibiting it from acquir- 
ing additional stations in the top mar- 
kets, "so as to better compete with 
other group owners," would be "grossly 
unfair" as well as highly "inimical to 
the public interest." GE indicated it 
would find the restriction particularly 
galling since its research and develop- 
ment facilities had been used from the 
early days of radio to help overcome 
"the technical problems which have 
confronted the broadcaster." 

Question mark still 
over KFWB sale 

The proposed $10,750,000 sale of 
KFWB Los Angeles to Westinghouse 
Broadcasting Co. was still alive last 
week -at least technically. But of ap- 
parent greater concern to licensee 
Crowell -Collier & MacMillan Inc. is 
whether the FCC will proceed with 
tentative plans to order a revocation 
hearing on the station's license. 

The sale contract, signed in January, 
permits cancellation of the agreement 
if a final commission order were not 
issued by Oct. 31. A final order cannot 
be issued until 30 days after commis- 
sion approval of the sale, and the com- 
mission has not yet acted. 

Accordingly, the contract could be 
cancelled, and WBC, claiming the 
owner permitted the station's financial 
position to deteriorate, has said it would 

do just that if Crowell -Collier & Mac- 
Millan refused to negotiate a lower 
price (BROADCASTING, Oct 24). The 
licensee has indicated it would not 
agree to a lower price. But so far 
neither side has moved to terminate 
the agreement. 

Both sides are awaiting commission 
action on its proposal to designate the 
station's license for a revocation hear- 
ing as a result of the alleged involve- 
ment of station personnel in the 
agency's payola investigation. The com- 
mission instructed the staff three weeks 
ago to draft a revocation- hearing order. 
Adoption of the hearing order would 
reduce the chances of the sale. 

NAB regionals 

reopen in St. Louis 

The National Association of Broad- 
casters touring company returns to the 
road this week for the second round 
of regional fall conferences. The ses- 
sions open in St. Louis Thursday and 
Friday (Nov. 10 -11), move to New 
York on Nov. 14-15, then to Charlotte, 
N. C., on Nov. 17 -18 and close out in 
Jacksonville, Fla., on Nov. 21 -22. 

Although there are no formal lunch- 
eons at the conferences this year, the 
New York registrants will hear a lunch- 
eon address by NAB President Vincent 
Wasilewski. He will be speaking at a 
joint luncheon to be given by NAB and 
the International Radio and Television 
Society on Nov. 14. 

Participants for the TV sessions at 
the four conferences are: 

Land mobile and the spectrum - 
James J. Bailey, General Motors Corp. 
in St. Louis; Edward Bond Jr., Union 
Carbide in New York and Jacksonville, 
and Frank M. Smith, National Associa- 
tion of Manufacturers in Charlotte. 

Management problem - Thad M. 
Sandstrom, wiaw -TV Topeka, Kan.; 
Donald L. Dahlman, wLwn(TV) Day- 
ton, Ohio, and Joseph S. Bonansinga, 
WGEM -TV Quincy, Ill. (St. Louis). 
James W. Higgins, wwNY -TV Carthage - 
Watertown, N. Y.; Eugene W. Wilkin, 
WGAN -TV Portland, Me., and Robert K. 
King, WKBW -TV Buffalo, N. Y. (New 
York); Samuel S. Carey, WRVA -TV Rich- 
mond, Va.; Wilson C. Weam, WPBC -Tv 
Greenville, and Carter Hardwick, wrs- 
TV Columbia, both South Carolina 
(Charlotte). Bob McRaney Jr., WLBT- 
(TV) Jackson, Miss; George W. Harvey, 
WPLA -TV Tampa, Fla., and Joseph M. 
Higgins, wAII -TV Atlanta (Jacksonville). 

Participants in the radio sessions are: 
Public relations- George J. Volger, 

KWPC Muscatine, Iowa, and Don C. 
Dailey, KGSx Springfield, Mo. (St. 
Louis). Herbert L. Krueger, WTAG 
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Europe was fantastic, 
but not like FARGO! 

WE ain't just a- kidding - us Hayseeds makes 
big dough, and we ain't saving it for that 

little $100,000 house out in Darien that's not really 
as big at it looks! 

That's another thing that makes us one heck of a 

market for such non -conspicuous stuff as groceries, 
toiletries, beverages and Bentleys (we save $300 

each on those radiators!) . And that's why so many 
advertisers who wouldn't usually be caught dead 
in a market our size, are steadies on WDAY Radio 
and TV! 

That's the picture, and there really isn't any other 
worth mentioning. Ask Peters, Griffin, Woodward 
for all the facts! 

WDAY 
WDAY -TV 

The Know -How Stations in 

FARGO, N. D. 

PETERS, GRIFFIN, WOODWARD, INC., Exclusive National Representatives 
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Worcester, Mass., and Roy Meachum, 
Post -Newsweek Stations, Washington 
(New York). J. Robert Covington, 
Jefferson Standard Broadcasting Co., 
Charlotte, and Frank Gaither, Cox 
Broadcasting Corp., Atlanta (Char- 
lotte). Harold M. Wheelahan, WDSU 
New Orleans and J. Frank Jarman, 
WDNC Durham, N. C. (Jacksonville). 

FM programing -Harvey Glascock, 
WNEW -FM New York in St. Louis and 
Jacksonville; Lynn Christian, WPIx -FM 
New York and David Polinger, wTFM- 
(FM) Lake Success, N. Y., both in New 
York, and Everett L. Dillard, WASH 
(FM) Washington in Charlotte. 

Broadcasters 
are joiners 
Station association survey 

by NAB documents rise 

in membership, activity 

Radio and television station member- 
ship in state broadcasting associations 
went up 334 from 1964 to 1966, ac- 
cording to the National Association of 
Broadcasters. An NAB survey, based 
on information from 48 state groups, 
showed the average total revenue for 
the state associations rose during the 
two -year period from $7,987 to $10,- 
458. Average revenue in 1966 doubled 
compared to the 1962 figure of $5,125. 

The study, conducted by Alvin M. 
King, NAB director of state association 
liasion, also showed the 76% of all 
radio stations are now members of state 
associations compared with 72% in 
1964 and only 57% in 1959. Compar- 
able TV figures show 81% of all sta- 
tions are now members against 76% 
two years ago and 48% in 1959. 

Four state groups reported member- 
ship of more than 200 radio and TV 
stations and associates in 1966. Only 
two associations were above the 200 
figure in 1964. 

Total revenue for all state groups in 
1966 was $439,232. This ral:ged from 
a minimum of $225 to a maximum of 
$52,000. There were 17 state associa- 
tions that reported revenues in excess 
of $10,000. 

Membership dues brought in $291,- 
492 to the state associations and associ- 
ate membership dues produced $29,196. 
Other sources of income, reported by 
21 state groups, totaled $114,294 and 
ranged from $30 to $35,000. It came 
from convention fees, state fairs, group 
insurance and other protects. 

More Paid Directors The survey 
also showed that 40 associations had 
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executive secretaries or directors. This 
is almost double the 23 associations that 
had salaried personnel in 1962. Thirty - 
four groups had executive secretaries 
in 1964. 

Five associations reported paying 
their salaried personnel more than $10,- 
000 yearly, six paid between $5,000 and 
$10,000, 11 between $2,500 and $5,- 
000 and 18 paid $2,500 or less. 

The survey also 
noted that schol- 
arships ranging 
from $100 to 
$1,000 are donat- 
ed by 35 state 
groups to students 
interested in radio 
and television. 
Other state asso- 
ciation activities 
at the academic 
level include: ca- 
reer guidance 
clinics, summer seminars, station field 
trips, internship programs, educational 
programs, establishing high school 
broadcasting clubs, encouraging broad- 
casting courses at junior colleges, job 
placement for graduates, guest lectures 
by educators and participation in state 
meetings by educators and students. 

In the area of legislative liasion all 
states report having contact with state 
and /or federal legislators during the 
year. Regular meetings with federal 
legislators are held by 13 associations 
and regular meetings with state officials 
are held by 10 associations. 

Mr. King 

Comings and goings 

in NAB codes 

The National Association of Broad- 
casters radio code had a net loss of six 
members and the TV code lost one 
member in the Aug. 15 to Sept. 15 
period. The radio code gained 23 and 
lost 29 members. 

KVKM -TV Monahans -Odessa, Tex.. 
withdrew from the TV code. 

Radio additions: Kitty Fresno, Calif.: 
WDCF Dade City and wrNT Winter 
Haven, both Florida; KFLI Mountain 
Home and KMCL McCall, both Idaho; 
WFMS(FM) Indianapolis; WPDE Paris, 
Ky.; WGMZ(FM) Flint, Mich.; KDWA 
Hastings, Minn.; WEHH -AM -FM Elmira 
Heights, N. Y.; WGNC -AM -FM Gastonia 
and WNCA Siler City, both North Caro- 
lina; WELW Willoughby, Ohio; KLOo 
Corvallis, KVAS Astoria and KWJJ Port- 
land, all Oregon; KBUH Brigham City. 
Utah; KREN Renton, KREW Sunnyside 
and KBBO Yakima, all Washington: 
KATI Casper, Wyo. 

Radio withdrawals: WBIB Centre- 
ville, Ala.; KEZY Anaheim, Calif.; WVCF 
Orlando and WBAR Bartow, both Flori- 
da; WBBK Blakely, WHIE Griffin, WISK 
Americus, WKEV -AM -FM Griffin, WLBB 

Carrollton and WRCF Athens, all Geor- 
gia; KWBB and KQTY(FM), both Wich- 
ita, Kan.; wFIA Louisville and WMTL 
Leitchfield, both Kentucky; KLUv 
Haynesville, La.; wxTN Lexington, 
Miss.; KRSY Roswell, N. M.; KNND Cot- 
tage Grove, Ore.; waso Jonesboro, 
Tenn.; KGTN Georgetown, Tex.; KBBC 

Centerville, Utah; WHLF -AM -FM South 
Boston and WNRV Narrows, both Vir- 
ginia; KCLX Colfax, Wash.; WBKV -AM- 
FM West Bend, Wis.; !wow Riverton, 
Wyo. 

Two waivers granted 

for CATV imports 

The FCC continued last week to 
scratch the surface of the backlog prob- 
lem produced by the so- called top -100- 
market CATV rule adopted in March 
(BROADCASTING, March 7). 

The commission granted the requests 
of Mission Cable TV Inc., Poway, 
Calif., and Athens TV Cable Co., 
Athens, Tenn., to carry, respectively, 
the signals of a Los Angeles educa- 
tional station and a Knoxville, Tenn., 
UHF. The CATV's are two of some 
120 petitioners that have requested 
waiver of the rule that requires CATV's 
to obtain commission permission in a 
hearing before transmitting TV signals 
beyond their grade B contour into the 
grade A coverage area of top -100 mar- 
ket TV stations. 

Mission Cable's waiver will permit 
the Poway system to supply its sub- 
scribers with the signals of noncommer- 
cial educational KcET(TV) Los Angeles. 
The waiver will terminate, the com- 
mission said, when an ETV station be- 
gins operating in San Diego. 

The FCC ordered Mission last June 
to stop importing KcET(TV)'s signals to 
its system in Poway. In the cease and 
desist order the commission stated that 
it would determine in a separate hear- 
ing upon proper request for waiver 
whether the public interest would be 
served by carriage of KCET(TV)'s sig- 
nals. 

The waiver granted to Athens TV 
Cable authorizes that system to carry 
the signals of wrvi(rv) (ch. 26) 
Knoxville to subscribers in Athens. The 
CATV will also carry the signals of 
WDEF -TV, WRCB -TV, WTBC -TV, all Chat- 
tanooga, and WATE -TV and want-TV. 
both Knoxville, the commission said. 

ETV studies shouldn't 

hobble Comsat -Magnuson 

Ford Foundation's plan to use domes- 
tic communications -satellite funds to 
underwrite educational broadcasting 
may not find a great deal of sympathy 
on Capitol Hill, particularly if it inter - 
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University ci No;re Came Stadium in South Bend, Indiana. 

WhyWNDUTV, South Bend bought 
Volumes 2,3,1,5,Z 8,9,10 
of Seven Arts ̀ Films of the 50's &60's" 

SaysWm.Thomas Hamilton: 
Vice President and General Manager, WNDU -TV, South Bend, Indiana 

44 The Seven Arts' 'Films of the 50's and 60's' we have bought for WNDU -TV have been among our best 
program buys, especially because about 50% of the features in each Volume are in color 
which is obviously extremely important to us at this time. 

We use Seven Arts' features for 'The 3:30 Movie,' Monday through Friday; 'Saturday Night at the Movies, 

Part ll' at 10 p.m.; Sunday evening 'Ten O'Clock Theatre' and for our Saturday and Sunday matinees 
at 11:00 a.m. and 2:00 p.m. 

Audience reaction to these films has been especially enthusiastic, 
so much so that we telecast 

Seven Arts' features 
in prime time 
on a regular basis on WNDU -TV's 'Friday Night at the Movies' 6:30 -8:30 p.m. 

From a sales standpoint, Seven Arts' features are practically pre -sold. 

Top titles and name stars are proven natural vehicles for our local, regional 
and national advertisers including: Proctor & Gamble's Bold, Carling's 
Black Label Beer, Spic & Span, Bristol- Meyers' Citrisun, Charmin Paper 
Products, Alka -Seltzer, H &R Block Tax Service and Kellogg's Cereals.11 

Seven,jlrtí7 ASSOCIATED CORP. 

A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD. 

NEW YORK: 200 Park Avenue, YUkon 6 -1717 
CHICAGO: 4630 Estes, Lincolnwood, III., ORchard 7 -1717 

DALLAS: 5511 Royal Crest Drive, EMerson 3 -7331 
LOS ANGELES: 3562 Royal Woods Drive, Sherman Oaks, Calif., STate 8-8276 
TORONTO, ONTARIO: 11 Adelaide St. West, EMpire 4 -7193 



feres with action of the Communica 
lions Satellite Corp. 

That was one interpretation of re 
marks made by Senator Warren G. 
Magnuson (D- Wash.), chairman of 
Commerce Committee, at a trip to Com- 
sat ground station in Brewster Flat, 
Wash. 

The senator said that the government 
has a commitment to the Comsat stock- 
holders since the corporation was cre- 
ated by congressional action, and "we 
can't abolish it overnight just because 
there are other ideas for ETV." 

He said his committee would look 
into various proposals to support ETV 
adding he hoped they would not "inter 
tere with Comsat." 

No operating plans, 

Bell tells CATV's 

An AT &T spokesman told CATV 
operators that Bell companies are not 
interested in becoming CATV system 
owners; it wants only to provide gen- 
eral communications services, including 
CATV channels. 

Stressing that Bell companies are 
continuing to supply pole attachment 
rights where they are available, Wil- 

Tian M. Ellinghaus, assistant vice presi- 
dent of the parent corporation, added 
that the policy of AT &T is to provide 
a "free choice" to CATV owners - 
pole line attachments or channel leases. 
Mr. Ellinghaus spoke at the fall meet- 
ing of the West Virginia and Mid -At- 
lantic Community TV Association meet- 
ing Oct. 28 at White Sulphur Springs, 
W. Va. 

He reported that at the present time, 
AT &T has pole attachment agreements 
with 1,100 CATV systems, up more 
than 400 in the last 18 months, in over 
1,500 communities. He also stated that 
Bell companies have channel- service 
lease arrangements with 32 CATV sys- 
tems and 60 other CATV channel sys- 
tems are under construction. 

The Bell System, he said, "holds no 
threat to the future healthy existence of 
a privately owned CATV system." Only 
recently, he explained, the AT &T policy 
of owning headends of leased CATV 
systems were changed so that customers 
who order CATV channels have an op- 
tion as to whether they want to own 
the headend or permit the telephone 
company to do so. This shows that 
AT &T has no plans to enter the CATV 
industry as an operator, he declared. 

One Condition In his only condi- 
tion on pole attachments, Mr. Elling- 
haus stressed that from the beginning 
Bell companies have refused to permit 

GOING TO THE NAB REGIONAL. 

CONFERENCE IN NEW YORK? 

We'll be represented there by . . . Jim Blackburn, 

Jack Harvey, Joe Sitrick. You are cordially invited 

to drop by our suite at the WALDORF- ASTORIA. 

BLACKBURN & Company, Inc. 

RADIO TV CATV NEWSPAPER BROKERS 
NEGOTIATIONS FINANCING APPRAISALS 
WASHINGTON, D.C. CHICAGO 
lames W. Blackburn 
lack V. Harvey 
joseph M. Sitrick 
RCA Building 
333 -9270 

H. W. Cassill 
William B. Ryan 
Hub Jackson 
Eugene Carr 
333 N. Michigan Ave. 
346 6460 

ATLANTA BEVERLY HILLS 

Clifford B. Marshall 
John G. Williams 
Mony Building 
1655 Peachtree Rd. 
873 -5626 

Colin M. Selph 
Bank of America Bldg. 
9465 Wilshire Blvd. 
274 -8151 
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more than one CATV system to use 
their poles. Where there are duplicate 
CATV systems, he said, the others have 
the choice of ordering CATV channel 
service from the telephone company or 
putting up their own poles. 

And, he added, the telephone com- 
pany will never deal with any CATV 
operator unless he has an official per- 
mit from local authorities. 

To charges that AT &T's Western 
Electric Co. was specifying technical 
standards for CATV equipment that 
would force all equipment to meet 
these specifications, Mr. Ellinghaus an- 
swered: "This ... specification details 
the necessary technical limitations and 
invites any and all manufacturers whose 
equipment can meet these limitations 
to submit their products for purchase 
consideration by Western Electric." 

FCC Probe AT &T, and other tele- 
phone companies, are under attack by 
the National Community Television As- 
sociation on antitrust grounds. NCTA 
alleged that the telephone companies 
are trying to gobble up the CATV busi- 
ness, and it asked the FCC to institute 
proceedings to force them out of the 
cable antenna industry (BROADCASTING, 
Oct. 17). The FCC also has under- 
taken to review the rate tariffs for 
CATV channels filed by various AT &T 
and independent telephone companies. 

A clean bill 

for Jim Aubrey 
Settlement stipulations in the CBS 

stockholder suit against James T. Aub- 
rey Jr. will be considered today (Nov. 
7) in New York State Supreme Court. 
Terms of the agreement have already 
been recommended by a court- appoint- 
ed referee and they apparently clear 
the former CBS-TV president of all 
charges brought against him. 

The settlement document says the 
plaintiffs "are unable to prove any im- 
propriety in the conduct of CBS af- 
fairs" by Mr. Aubrey. 

In the suit, filed a year- and -a -half 
ago, minority stockholders Edward 
Morrison and Betty Tummons had 
charged Mr. Aubrey with partiality to- 
ward two production companies, Film - 
ways and Richelieu Productions, to the 
disadvantage of CBS. They alleged that 
Mr. Aubrey had a financial interest in 
Richelieu and that Filmways paid "a 
substantial part" of his rent, thereby 
drawing him into transactions with the 
production company to the interest of 
CBS. 

The referee's report said there was 
no evidence that Mr. Aubrey had an 
interest in Richelieu and that "the rent 
which Aubrey paid was equitable for 
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nonexclusive occupancy and that he 
continued to pay the same rent after 
he no longer could prefer Filmways by 
reason of his severance with CBS." Mr. 
Aubrey was dismissed by CBS in Feb- 
ruary 1965. 

Landed Top Programs Testimony 
refuted the claim that CBS's relation 
with Filmways was irregular, according 
to the report. In fact it noted that CBS 
dealings with the production company 
resulted in acquisition of a number of 
hit shows, among them, Beverly Hill- 
billies, Petticoat Junction and Green 
Acres. 

It also refuted the charge that CBS 
had been dissatisfied with Mr. Aub- 
rey's administration of the television 
network, noting that the company had 
privately investigated the relation of 
Mr. Aubrey and Richelieu as a result 

of an FCC in- 
quiry and that no 
preferential treat- 
ment has been 
disclosed. 

Settlement stip- 
ulations provide 
that Mr. Aubrey 
will lose option 
rights on 3,000 
shares of CBS 
common stock. 
He also waives 
the right to have 

CBS pay his legal expenses for the suit. 
However, the terms require the com- 
pany to return Mr. Aubrey's options on 
7,821 CBS shares at $16.63 per share 
and to deliver him 10,821 shares and 
$107,486 according to his termination 
agreement. This stock and cash have 
been held in escrow pending the out- 
come of the stockholder suit. 

Last week CBS common stock had a 
market price in the range of $55 a 
share, meaning Mr. Aubrey would be 
giving up approximately $115,000 as 
the cost of a pretrial settlement. 

Mr. Aubrey 

NBC color reports 
now on monthly basis 

NBC is announcing today (Nov. 7) 
that because of an anticipated surge in 
color -TV set buying this fall it plans 
to release monthly estimates of color - 
TV households during the fourth quar- 
ter. Ordinarily, NBC's estimates are 
issued on a quarterly basis. 

As of Oct. 1, NBC estimated a total 
8.1 million color homes (14.6% of all 
TV households). This was 86% more 
than the 4,360,000 (8.1% of all TV 
households) on that date last year. 

NBC's newest estimates, the eighth 
in its series covering 21 months, are 
based on both industry sources and on 
special surveys of color -set production. 
inventory at the factory, distributor and 
retail levels, and set scrappage. 

All -ad station concludes 

massive listener survey 

Gordon McLendon's unique all -clas- 
sified advertising radio station, KADS 

(FM) Los Angeles, was scheduled to 
conclude last week what's claimed to 
be "the most comprehensive" survey 
of on- the -air listener needs and desires 
ever attempted. The McLendon Corp., 
which last July was granted the applica- 
tion for the assignment of the license of 
KGLA(FM) Los Angeles (call letters 
changed to KADs), has been conducting 
a round -the -clock, 24 -hour, live, call - 
in interview program as a means to 
finding out how best to present classi- 
fied ads in a broadcast form. By the 
time the live telephone examination of 
the Los Angeles community was to con- 
clude on Nov. 4, a total of 268 hours 
of continuous on- the -air interviewing 
was to have been compiled by the sta- 
tion. 

A key finding of the survey, which 
offered listeners the opportunity to 
broadcast free classified ads, was that 
advertisements delivered by listeners 
had more "listenability" than the same 
ad presented by an announcer. As a 
result, KADS has determined to carry 
many of its classified ads in the actual 
voice of the listener- advertiser in the 

form of call -ins to the Los Angeles area 
station. 

This and many other findings of the 
on -air survey are being prepared by 
KADS in the form of a progress report 
to be submitted to the FCC. The classi- 
fied- advertising station was to begin 
formal broadcast operations at 5 p.m., 
Nov. 4. 

A daily schedule of all- classified ad- 
vertising from 6 a.m. to 10 p.m. is 
planned, in the beginning. 

However, when the new format 
catches on, it is hoped that a 24 -hour 
all- classified operation can be achieved 
at the Los Angeles station. 

Changing hands ... 

APPROVED The following transfer 
of station interests was approved by the 
FCC last week (For other commission 
activities see Fon THE RECORD, page 
106). 

KtoK San Jose, Calif.: Sold by E. L. 
and Florence S. Baker to W. Thomas 
and M. Phillip Davis for $1,026,277. 
Buyers own KWIZ -AM -FM Santa Ana, 
kc with 10 kw days, and with 5 kw 
nights. 

EXCLUSIVE BROADCAST PROPERTIES! 
WEST 
TEXAS -1 kw daytimer in single station, county seat town, 

earning $27,000 to owner. Excellent opportunity for 
owner -operator. Can be purchased with a $25,000 
down payment. 

NEW 
MEXICO -AM -FM combination in excellent growth area. County 

retail sales of $100,000,000 annually. 1965 billings 
$149,000 - 12% increase this year. Excellent equip- 
ment, beautiful plant. Priced at $325,000 with $150,- 
000 down. 

Contort- Cporr' W. Wore, in our Uullas office 

. r . .a/ii/,%i 
& ASSOCIATES, INC. 

John F. Hardesty, President 

NEGOTIATIONS APPRAISALS FINANCING OF CHOICE PROPERTIES 

WASHINGTON, D.C. 

1737 DeSales St., N.W. 

393 -3456 

CHICAGO 

Tribune Tower 
337 -2754 

DALLAS 

1511 Bryan St. 
74B -0345 

SAN FRANCISCO 

111 Sutter St. 
392 -5671 
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Strike threats hang 

heavy over TV -radio 
SAG, AFTRA and IBEW all threaten to walk out 

after negotiations that have gone on for months 

The virus of labor -management an- 
tagonism, which infected and immobi- 
lized key U. S. industries during peri- 
ods of 1966, is spreading to the broad- 
cast field with threats of strikes that 
could hobble networks, advertisers, 
agencies and producers of TV -radio 
commercials. 

The symptoms of disaffection have 
been latent for months but the crisis 
rose to the surface last week when 
both the Screen Actors Guild and 
the American Federation of Television 
and Radio Artists disclosed they are 
seeking strike authorizations from their 
memberships in the key sector of filmed, 
tape and live commercials. 

To compound the problems, the In 
ternational Brotherhood of Electrical 
Workers, which has jurisdiction over 
technical employes at CBS, voiced 
threats to strike last week following 
protracted negotiations of almost a year 
to hammer out a contract to replace 
one that expired on Jan. 31, 1966. 
Scrutinizing carefully the progress of 
CBS -IBEW talks is the National As- 
sociation of Broadcast Employes and 
Technicians (NABET), which begins 
discussions with ABC and NBC in early 
January on a new contract to succeed 
one expiring on March 31, 1967. 

The overriding issue in both the per- 
formers' and the engineers' negotia- 
tions is money, though there are also 
fringe provisions to be ironed out. 

Impasse In the case of SAG and 
AFTRA, which are negotiating jointly 
in the vital TV commercials area, both 
unions have charged that management 
negotiators not only have rejected their 
demands for "reasonable" increases but 
are attempting to "roll back" the fee 
structure established in the current 
three -year contract, which expires on 
Nov. 15. IBEW is maintaining, in es- 
sence, that the wage increases offered 
by CBS are not enough. 

The three unions have based their 
demands for contract improvements in 
wages, fees and fringe benefits on one 
common denominator: Industry reve- 
nues have risen considerably over the 
past few years, they assert, and labor is 
entitled to some of the fruits of this 
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prosperity. 
Broadcast management officials were 

less vocal than the unions in their com- 
ments on developments. Efforts to ob- 
tain information on the latest progress 
in talks, including counter -proposals 
made, were met with uniform "no com- 
ment." One industry source was opti- 
mistic that settlements could be 
reached with all unions before drastic 
action was taken. 

IBEW represents some 1,200 tech- 
nicians employed at CBS throughout 
the country. The present minimum 
scale for experienced technicians is 
$212 per week. The union reportedly 

SAG -AFTRA demands 

The Screen Actors Guild and 
the American Federation of Tele- 
vision & Radio Artists have 
handed management negotiators 
12 pages of suggested changes to 
the present 60 -page commercial 
contract which became effective 
Nov. 16, 1963. Among some of 
the changes proposed by SAG - 
AFTRA are the following: 

Group singers of five or more 
who appear on camera would be 
raised from current $71 each for 
one use of commercial in a 13- 
week cycle on a class A program 
to $80; players (except group 
singers) appearing in dealer com- 
mercials on camera would be paid 
$544 for use of commercials for 
six months, as compared with 
$473 now; performers appearing 
in more than one commercial with 
a dealer identification or tag 
would be paid an additional $35 
for on- camera and $25 for off - 
camera, as compared with current 
$25 and $15 respectively, for each 
identification commercial beyond 
one. New demands seek coverage 
for stuntmen and ask for payment 
for commercials to be used for 
tests or in test markets or for copy 
testing. 

has demanded an increase to $245 a 
week for the first year of a two- and -a- 
half -year contract; $255 for the second 
year and $265 for the last six months. 

A recent CBS offer was said to in- 
clude a 6% raise for the first year of 
a three -year contract; 10% for the sec- 
ond year, and 6% for the third. A re- 
port circulated last week that CBS has 
raised the offer slightly, but no con- 
firmation was available. CBS said there 
was hope that the latest proposal would 
be submitted to the membership in a 
referendum. 

After the expiration of the contract 
on Jan. 31, talks were continued on an 
informal extension basis until June, 
when CBS served notice of termina- 
tion. IBEW members are working 
without a contract, but negotiations 
have been held from time to time in 
Washington, San Francisco, St. Louis 
and New Orleans. 

Union View One union official 
characterized CBS's various offers as 
"niggardly" in view of the network's 
earnings picture and charged that CBS 
is "deliberately attempting to provoke 
a walkout." He claimed that during ne- 
gotiations, network representatives have 
said that "this is the year of minimum 
gains." 

There is precedent for an IBEW 
strike against CBS. In April 1958, ap- 
proximately 1,300 engineers and tech- 
nicians struck the network for 12 days 
(BROADCASTING, April 28, 1958) and 
returned with a new contract including 
a wage increase of about 6 %. 

The TV and radio networks main- 
tained operations throughout that tie - 
up, using supervisory and other non- 
union personnel who had undergone 
technical training. It is standard oper- 
ating procedure for all three networks 
to train nonunion employes in various 
phases of technical operations to meet 
the contingencies of labor disputes. 

The commercial talks involving SAG 
and AFTRA and various elements of 
the broadcast advertising business are 
more complex than those between CBS 
and IBEW. They apply to more than 
25,000 members of both SAG, which 
has jurisdiction over filmed commer- 
cials, and AFTRA, which negotiates in 
the area of live -taped commercials. 
(Separately, AFTRA is negotiating 
various TV -radio program codes with 
networks and with transcription pro- 
ducers.) 

The filmed and tape- commercials 
sector is deemed the crucial one, though 
the others also are significant. In this 
area SAG and AFTRA are again ne- 
gotiating jointly with an industry team 
consisting of spokesmen for agencies, 
advertisers, networks and commercial 
producers. 

Several weeks ago AFTRA -SAG pre- 
sented to management a set of detailed 
and involved proposals covering their 
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demands for payments to performers 
appearing in commercials (BROADCAST- 
ING, Oct. 10). An examination of the 
proposals indicated that the talent un- 
ions were seeking increases ranging up 
to 25% in some key phases of a sug- 
gested pact. 

Higher Rates For example, SAG - 
AFTRA sought an increase in the ses- 
sion fee (the pay for appearing in a 
production of a commercial) from the 
present $105 to $125. Performers also 
are paid on the basis of the use and re- 
use of commercials and among the in- 
creases proposed by the unions are 
these: class A program (more than 20- 
unit cities), from $105 to $125 for a 
single use, on- camera; wild -spot (non - 
network), on camera, for 13 -week use 
in New York, Chicago and Los An- 
geles, from $360 to $425. 

Taking cognizance of the prolifera- 
tion of piggyback commercials, the un- 
ions are seeking full and separate ad- 
ditional fees for each additional name, 
product or service depicted or men- 
tioned in a spot announcement. The 
unions also claimed there has been an 
expanding use of U. S.- produced com- 
mercials abroad and have requested ad- 
ditional payment for such use of spots. 

The strike threats by SAG and 
AFTRA last week followed several 
months of negotiations in New York. 
All of the unions released announce- 

ments that they were seeking authoriza- 
tions from their memberships to call 
strikes because of management's rejec- 
tions of their proposals. 

Charlton Heston, president of SAG, 
sent letters to the membership accom- 
panying strike ballots. He claimed that 
TV network income has risen 40% 
during the three -year period of the 
present guild contract and that network 
revenue over the past 10 years "has in- 
creased an unbelievable 131.5 %." 

He said that despite the "enormous 
growth" in profits of the television ad- 
vertising business, the industry's nego- 
tiators not only are refusing proposals 
for "reasonable increases" and "adjust- 
ments of inequities," but are declaring 
that the union's present rates are "just 
too high" and are asking that they be 
"substantially rolled back." 

The deadline for the return of strike 
ballots to SAG was set at noon, Nov. 
15. 

Authority to Strike In a similar 
pronouncement, AFTRA asked for a 
strike authorization to be voted at a 
series of membership meetings. The 
first was to be held in Hollywood 
yesterday (Nov. 6), with others set in 
New York, Nov. 10; in Chicago Nov. 
13 and in Washington on a date to be 
announced. 

SAG called the first strike in its his- 
tory in late 1952, a union official said, 

and after two and a half months, it 
was settled. As a result, SAG won a 
system of fees for actors providing for 
use and reuse payments for commer- 
cials in which they appeared. AFTRA 
and SAG have been negotiating jointly 
in the commercials area since 1960. 

The TV commercials negotiations, 
which are being held in New York, 
involve ABC, CBS, NBC, the Ameri- 
can Association of Advertising Agen- 
cies, the Association of National Ad- 
vertisers and the Film Producers As- 
sociation of New York. 

Spearheading the talks are the na- 
tion's largest advertisers, represented 
through the joint policy committee on 
broadcast talent union relations. This 
committee is composed of representa- 
tives of the ANA and AAAA. Harry 
Saz, vice president in charge of media 
services for Ted Bates & Co., New 
York, heads management's negotiating 
committee. 

The chief negotiators for the talent 
unions are Donald Conaway, national 
executive director of AFTRA, and John 
L. Dales, national executive secretary 
of SAG. 

Countercharges One talent union 
official claimed that industry's counter- 
proposals would "roll back" some fees 
under the present TV commercials 
agreement "as much as 50 %." 

Management representatives would 

Broadcasters first in line for space at new sports arena 
Television and radio will have fea- 

tured billing in the sculptured-col- 
umned sports arena CATV oper- 
ator Jack Kent Cooke is building 
at a cost of more than $14 million 
in Inglewood, Calif., for his basket- 
ball Lakers and his hockey Kings. 
Along with other broadcast facili- 
ties, the new structure, to be called 
The Forum, will have space for at 
least four color -TV cameras, several 
TV and radio interview rooms, 
boxes for perhaps three announcers, 

and will have provisions for a 200 - 
pound portable microwave disk an- 
tenna on its roof and a 17 -foot by 
28 -foot broadcast storage or opera- 
tions room behind main camera 
positions. 

Mr. Cooke will have his own pri- 
vate club and a separate special club 
will be provided for season ticket 
holders. Press, radio and TV per- 
sonnel also will have a special room 
of their own, adjacent to the press 
box. 
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The 54- year -old millionaire sports- 
man, who was born in Hamilton. 
Ont., but who became an American 
citizen in 1960, started on the road 
to riches as the manager of cats 
Stratford, Ont., in 1937. At one 
time he was a group station own- 
er in radio. Today, through bis 
Jack Kent Cooke Inc. holding com- 
pany, he owns American Cablevi- 
sion, which has about 78,000 corn - 
munity antenna television sub- 
scribers in eight states; Transameri- 
can Microwave Inc.; American Sales 
Promotion Co., which provides pro- 
motion materials for CATV opera- 
tors, and American Cable Electron- 
ics, which designs and makes CATV 
equipment. Mr. Cooke's California 
Sports Inc. owns the professional - 
basketball Los Angeles Lakers and 
the National Hockey League ex- 
pansion franchise for Los Angeles. 

He gained the hockey franchise 
largely on the strength of pledging 
to build his own arena. The Forum 
is the result of that pledge. 

The building is to be completed by 
the end of 1967, with opening date 
projected for Jan. 1, 1968. 
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Successful 
men like 
Robert L. 

Wittig of 
UBC Sales. 

Robert Wittig opened a one -man rep office 17 years 
ago to sell advertisers on ethnic radio's powerful 
potential. Since few media men were talking in terms 
of ethnic markets, Wittig hired an answering service 
to handle the faint trickle of calls. Today, the 
"office" has grown into UBC Sales, with offices in 
New York, Chicago, and Washington. And national 
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sales director and vice president is Robert Wittig. 
Seventeen years spent educating agencies and clients 
on the burgeoning ethnic market have paid off. For 
now these markets are considered in all major media 
compilations. Success is rarely easy, but it helps to 
begin with a sound idea, as Robert Wittig dis- 
covered in 1949. 
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not comment on the unions' conten- 
tions or report on the discussions. One 
said there was an understanding that 
there would be no discussion of the 
negotiations while talks were under 
way, but that he was "always opti- 
mistic" that a strike could somehow be 
averted. 

In addition to the TV commercials 
area, AFTRA is holding separate dis- 
cussions with networks on various na- 
tional codes covering performers in 
live -taped TV programs, commercial 
radio programs, sustaining radio pro- 
grams, radio commercials, owned -and- 
operated- station staff announcers and, 
for the first time, an agreement cover- 
ing newsmen on a national basis. In- 
cluded in these negotiations are ABC. 
CBS, Mutual and NBC. 

William C. Fitts Jr., vice president. 
employe relations, CBS, heads the man- 
agement team conducting talks with 
AFTRA on its various program codes. 

AFTRA reportedly is seeking wage 
increases approximating 20% in these 
negotiations, contending this figure 
would be consistent with the rise in the 
cost of living since the framing of the 
present contract in 1963. 

Speedup in Talks Both union and 
management acknowledged late last 
week that talks would undoubtedly pro- 
ceed on an accelerated basis until Nov. 
15, when current talent agreements ex- 
pire. If prospects for a settlement 
brighten as the deadline approaches, it 
is conceivable that talks will be extend- 
ed. In 1963, for example, agreement in 
the TV commercials area was not at- 
tained until mid -December. 

Though industry spokesmen would 
not offer explanations for their report- 
ed stand calling for "roll backs" in 
wages, fees and conditions for TV com- 
mercials, it was interpreted by union 
officials as a bargaining stance. The lat- 
ter expressed dismay that manage- 
ment's initial offers did not propose at 
least token increases over the 1963 
money formula but instead, they 
claimed, sought decreases. 

One explanation from a management 
executive not involved in the negotia- 
tions was that the industry is seeking 
to hold the line on talent payments on 

FM rep goes West 

Quality Media Inc., New York - 
based FM station representative, 
has opened West Coast offices at 
4600 Coldwater Canyon, Studio 
City, Calif. Telephone number is 
213- 985 -2201. Arthur K. Craw- 
ford, formerly with Dan B. Miner 
Co. Advertising (now Honig - 
Cooper & Harrington), will head 
QMI's West Coast operations. 

the theory that such compensation has 
already reached a reasonable level. It 
is assumed that the industry would set- 
tle for modest gains over the present 
pact but not so steep as the 20 -25% 
initially sought by the unions. 

NAB objects to 
FCC's code use 
3d question on commercial 

form held detrimental 

to self -regulation idea 

The National Association of Broad- 
casters Code Authority last week ob- 
jected to the new FCC policy under 
which the commission has adopted, as 
its own guidelines, NAB commercial 
time standards. 

Howard Bell, NAB code authority 
director, said that the FCC's three -item 
questionnaire, which is going to all li- 
censees, would have been sufficient with 
just the first two questions. The third 
question, he said, "looks like the lifted 
eyebrow technique." 

The questionnaire, announced by the 
FCC last month (BROADCASTING, Oct. 
17 et seq.), asks: the maximum amount 
of time stations intend to devote to 
commercials in any one hour; how 
often and under what circumstances 
they expect to exceed the normal 
limits; how radio stations planning to 
carry more than 18 minutes an hour 
and TV stations proposing more than 
16 minutes an hour justify the extra 
time. 

Mr. Bell suggested the FCC "recon- 
sider" the third question and eliminate 
it. He said the suggestion is in "the 
interests of self- regulation, which I 
think all commissioners favor -since 
none has spoken out against it." 

The new commercial policy replaces 
the commission's case -by -case proce- 
dure whereby the FCC set up a 20- 
minute standard for non -code radio 
stations and, in effect, created a double 
standard. The NAB code limit for radio 
is 18 minutes an hour. Any code sta- 
tion that said it would go over the 18 
minutes was asked by the FCC how it 
could represent itself as a code station 
and still exceed the prescribed code 
limits. 

Fingering Code Members This phi- 
losophy was taken by some, Mr. Bell 
included, as commission enforcement 
of an industry code. "It's evident." he 
said, "that the FCC was singling out 
code subscribers who were going to 
deviate from the code. But it wasn't 

going after non -code subscribers" who 
said they would go above the FCC - 
established standard of 20- minutes per 
hour. 

The commission's policy, the code 
director added, was simply "gross dis- 
crimination against code subscribers. 
The commission should never question 
a code subscriber who says he'll ex- 
ceed the code time standards. It's the 
code authority's job to enforce them 
and we don't want the FCC to help us 
enforce the code. I don't think it was 
their inclination to do so, but the policy 
made it seem that way." 

The code director noted FCC Chair- 
man Rosel Hyde, speaking for an NAB 
code presentation and to the Federal 
Communications Bar Association, indi- 
cated he didn't want to encroach upon 
self -regulation efforts and the codes. 
Further, Mr. Bell said, "the FCC recog- 
nized in its previous policy that the 
informal 20- minute time standards 
quite honestly weren't helping the self - 
regulatory effort." 

While the commission, through the 
new questionnaire, seems to be trying 
to "extricate itself" from the earlier 
policy, he went on, "I don't think it's 
completely solved it with respect to the 
codes." 

Until the new questionnaire was an- 
nounced, the commission had gone al- 
most two years looking at commercial- 
ization policies on a case -by -case basis. 
That procedure began in January 1964 
after Congress forced the FCC to 
abandon a plan to adopt a rule limit- 
ing commercial time. 

Confusion Mr. Bell said the first 
two questions on the new questionnaire 
provide the FCC with all the answers 
it needs. The third question, he said, 
"is detrimental in that it utilizes specific 
figures that are used in the codes and 
tends to confuse the issue and broad- 
casters." 

Based on 30 years of experience, he 
said, the FCC is in "a good position to 
evaluate information at renewal time, 
and when it asks how much commer- 
cial time a station carries. It doesn't 
need specific figures." 

Mr. Bell said the new questionnaire 
does offer one improvement as far as 
the code authority is concerned. "It 
does remove this question of an in- 
formal 20 minute rule and it does elim- 
inate the possibility of discrimination 
against code subscribers." 

However, he was concerned about the 
FCC's 16- minute figure for TV stations. 
NAB has two TV figures; 16 minutes in 
non -prime time, and 10 minutes, 20 sec- 
onds in prime time. In both instances 
NAB includes material that under FCC 
definition would not fall in the com- 
mercial category. The FCC figures, he 
said. just make it more confusing for 
the stations. 
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The trouble spots 
in news control 
SDX report lists incidents of 1966 in continuing 

fight by newsmen to crack official barriers 

A spate of problems encountered by 
broadcast newsmen and other journal- 
ists during 1966 was described last 
week by the Freedom of Information 
Committee of Sigma Delta Chi, profes- 
sional, journalistic society. 

One of the sorest scars left by the 
years skirmishes between officialdom and 
broadcasters, the committee reported, 
was the "doubleheader" news confer- 
ence held last June. At this conference, 
the President held a regular, untelevised 
news conference, and then immediately 
followed it with a "repeat" at the White 
House TV studios. At the studio, the 
President repeated a statement on Viet- 
nam and accepted one question from 
each of the three TV network newsmen 
-but the question had to be one asked 
at the earlier news conference. 

TV newsmen protested this proce- 
dure, and a few weeks later a regular 
news conference at the LBJ Ranch in 
Texas was fully televised and carried on 
all three networks, SDX reported. 

The society criticized the Johnson ad- 
ministration for maintaining "an at- 
mosphere of censorship and secrecy," 
particularly at the White House and 
the Pentagon. It was critical of the Pres- 
ident's policy of calling news confer- 
ences on short notice, which resulted in 
limiting attendance to White House 
"regulars" and not permitting full scale 
broadcast coverage of the conference. 

The report refers to the running 
battle between Morley Safer, CBS 
newsman in Vietnam and Arthur Syl- 
vester, Defense Department public -in- 
formation chief. 

It also relates the difficulty placed 
in the way of the TV networks in se- 
curing copies of motion -picture film 
taken by the Air Force during the July 
U. S. bombing of oil installations near 
Hanoi and Haiphong. All the Defense 
Department would release were still 
blowups of some of the footage. 

"Ironically," SDX said, "first public 
films of the bombing -shown first on 
CBS and later on ABC -were films 
shot by foreign newsmen in North 
Vietnam." 

Earlier in the year, the committee 
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reported, the Treasury Department in- 
formed the three networks that all film 
originating in North Vietnam, Commu- 
nist China and North Korea required 
special licensing for importation under 
the Foreign Assets Control Regulations. 
In time, a blanket license was issued 
for importation from China, but it was 
only toward the end of the year that 
the networks were informed a similar 
blanket license would be issued for 
footage from North Vietnam. Until this 
was issued, each film had to be cleared 
individually. 

Congressional Barriers But the go- 
ing continued difficult for television in 
Congress. No live television or filming 
was permitted of the Senate Ethics 
Committee hearings on charges of mis- 
conduct against Senator Thomas J. 
Dodd (D- Conn.). But, live TV cov- 
erage was permitted when Secretary of 
State Dean Rusk testified before the 
Senate Preparedness Subcommittee. No 
dent was made on the outright ban 
against television by House commit- 
tees. 

Broadcasters and the Radio -TV News 
Directors Association last June peti- 

A for -real peacock now 

NBC -TV turns into 100% full - 
color network today, completing a 
colorization process that began in 
1954 when it carried 68 hours of 
programing in color. Concentra- 
tion the network's last black -and- 
white presentation (Mondays, 
10:30 a.m.) will turn to color 
this morning with a snap of host 
Hugh Downs' fingers. NBC -TV's 
last black- and -white news pro- 
gram, NBC News with Edwin 
Newman, made the switch to 
color last month. The network 
estimates it will show 4,500 color 
hours in the 1966 -67 season. 

tioned the FCC to drop all restrictions 
based on Section 315 and the commis- 
sion's "fairness doctrine." "They expect 
to be turned down by the FCC and 
then go to court," SDX said. 

And in New York, the state senate 
permitted pooled coverage of the de- 
bate on proposed changes in that state's 
divorce laws. This was on an experi- 
mental basis. 

On the dark side, SDX reported, po- 
ice officials in Pennsylvania erected a 
"press barrier" during the hunt for the 
kidnaper of a young girl in the Shade 
Gap area. A WSAC -Tv Johnstown news- 
man was found guilty of failing to ob- 
serve the roadblock, although police 
officials admitted that regular traffic was 
permitted to continue through. In Ten- 
nessee a WLAC -TV Nashville photog- 
rapher was arrested and incarcerated 
for four hours for taking the picture of 
a judge and a defendant coming out of 
the back stairs of the courthouse. In 
Texas a KTVT(TV) Dallas photographer 
challenged a ban on taking pictures in 
the hallways outside the federal court. 
He was fined for contempt and ap, 
pealed. 

A bright picture was found in Cali- 
fornia where the California Judicial 
Council modified its Rule 980 to permit 
experiments in courtroom photography. 
Rule 980, which took effect in January, 
forbids broadcast or photographic 
equipment in courtrooms. The Califor- 
nia Broadcasters Association is report- 
edly planning, SDX said, to ask the., 
1967 session of the legislature to elimi- 
nate Rule 980. Democratic California 
Governor Edmund (Pat) Brown, who 
is campaigning for re- election, has said 
he is in favor of this revocation. 

Major Gain The passage of the 
federal open records law was the ma- 
jor achievement for freedom of infor- 
mation in 1966, SDX said. But, it 
warned, there could be efforts to twist 
the legislation into a "closed records 
law." 

The most significant problems on the 
state level continue to be coverage of 
crime news and the courts, the society 
said. The U. S. Supreme Court de- 
cision in the Sheppard case was called 
"the most far -reaching with its extensive 
commentary on the coverage of the 
trial by newspapers, radio and televi- 
sion." 

The Reardon report of the American 
Bar Association "has been a most 
disturbing development . . " SDX 
said. It added: "While it may be well- 
intentioned, the report carries within 
it the potential for unduly curbing 
newspapers and even destroying the 
watchdog role of the press in the crimi- 
nal law enforcement field." 

In the light of the Sheppard deci- 
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If your spots don't show up on our air in color, 
it's because you planned them in black and white. 

In Pittsburgh, TAKE TAE. Take total color, too. 

11/INK-TV 'I 
BASIC ABC REPRESENTED BY KATZ 



Moving ahead with `in- group' programing 

Canaan Productions, New York, a 
packaging and production firm that 
accents contemporary ideas, events 

and new tal- 
ent, will be 
making its ra- 
dio network 
bow on ABC 
early in Janu- 
ary and is ten- 
tatively set 
with a prime - 
time TV series 
for a late 
spring or sum- 
mer start. 

Robert Kline, 
president, who formed the company 
16 months ago, reported last week 
that the next six months promise to 
be busy and hectic for Canaan. The 
company produced a half -hour spe- 
cial, What's In? which was carried 
on ABC -TV last month, and as a 
consequence, ABC -TV has expressed 
its intention of carrying a one -hour 
version of the special in prime -time 
on a weekly basis in 1967. The TV 
series will spotlight comic -personality 
Dick Cavett and will concentrate on 
what's "in" with respect to people, 
ideas and events through interviews, 
improvisations and exchanges be- 
tween Mr. Cavett and guests. 

Mr. Kline 

Canaan already has begun produc- 
tion on its two radio series for ABC. 
One will be a Monday- through -Fri- 
day one -hour presentation titled 
"What's Happening," originating from 
the Hotel Plaza in New York and fo- 
cusing on personalities in the arts at- 
tending parties there. It will be spon- 
taneous and without script. The 
second radio series is a half -hour 
weekly program called The In 
Group, which will be produced from 
"wherever things are happening," 
such as the Dartmouth Winter Car- 
nival and the Mardi Gras in New 
Orleans. 

Mr. Kline noted that in line with 
Canaan's "ideas- events -new talent" 
credo, the company has packaged 
and produced the Firing Line one - 
hour syndicated TV series spotlight- 
ing the controversial author- editor 
William Buckley Jr. as well as a 
one -hour Woody Allen special (in 
syndication) and the What's In spe- 
cial on ABC -TV. Mr. Kline, who 
formerly was package supervisor on 
the Hootenany TV series and an 
executive with MCA, said Canaan 
also is developing two half -hour TV 
series, one starring Woody Wood- 
bury and another featuring Chuck 
McCann, and a TV documentary on 
basketball star Bill Russell. 

sion, the society urged newsmen to try 
to avoid those circumstances that are 
difficult to justify with the public or in 
the courts. It also suggested that news- 
men consult with knowledgable men in 
the field and to file a detailed report 
with SDX. 

Chairman of the SDX committee was 
Clark Mollenhoff, Des Moines Register 
and tribune, Washington. Vice chair- 
men were William J. Small, CBS, Wash- 
ington; Murray Seeger, Newsweek, 
Washington; John Seigenthaler, Nash- 
ville Tennessean, and Alvin E. Austin, 
University of North Dakota. Among 
the ex- officio members of the commit- 
tee was John W. Roberts, Time -Life 
Broadcasting, Washington, representing 
the Radio-Television News Directors 
Association. 

Radio series sales ... 
Points on Pets and Your Green Gar- 

den (Woroner Productions) : KATE Al- 
bert Lea, KAGE Winona, and KDUZ Hut- 
chinson, all Minnesota, and wccN 
Neillsville, Wis. 

Radio A La Carte (Mark Century): 
Kvoo Tulsa, Okla.; KALL Salt Lake 
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City; WVAM Altoona, WEEX Easton, 
WLAN Lancaster, and WTRA Latrobe, all 
Pennsylvania; WSTP St. Paul; WRBC 
Jackson, Miss; wt.co Eustis; WGTO 
Cypress Gardens, and WGMA Holly- 
wood, all Florida; wDUx Waupaca, Wis.; 
WOMP Bellaire, Ohio; WDBZ Dubuque, 
Iowa; WBTH Williamson, and WVAR 
Richwood, both West Virginia; KICA 

Clovis, KORT Las Cruces, and KHGB 
Hobbs, all New Mexico; wtax Raleigh, 
N. C.; KYNG Coos Bay, Ore.; CKPR 
Port Arthur; CKDA Victoria, and CKNB 
Campbellton, all Canada. 

12 Hours of New Year's (Triangle) : 

WFHR -AM -FM Wisconsin Rapids, Wis., 
and WBNB St. Thomas, Virgin Islands. 

World of Money (Signal Produc- 
tions): WDBQ Dubuque, Iowa; WEJL 
Scranton, Pa.; KTwo Casper, Wyo., and 
WKBN Youngstown, Ohio. 

Doctor's House Call (Signal Produc- 
tions): KGB( Springfield, Mo.; wsys 
Crewe, Va.; WOAC Augusta, Ga.; WBML 
Macon, Ga., and KLZ Denver. 

Supertun (Spot Productions) : WJBK 
Detroit; waw Cleveland; wino Phila- 
delphia; KPRC Houston; x1RO Seattle; 

KIFM Bakersfield, Calif.; writ° Dayton, 
Ohio; KBAT San Antonio, Tex.; KDWB 

Minneapolis; WRTA Altoona, Pa.; WQAM 

Miami, and KxOK St. Louis. 

Point of Law (Signal Productions): 
WGAR Cleveland; WJLK Asbury Park, 
N. J.; WJCw Johnson City, Tenn.; 
KGGM Albuquerque, N. M., and KBRN 

Brighton, Colo. 

The Nelson Boswell Program (Lord - 
House Recording & Publishing Co.): 
KASY Auburn, Wash., and WFTL Fort 
Lauderdale, Fla. 

Rights to Teleprompter 

for Clay -Williams bout 

Teleprompter Corp. has obtained ex- 
clusive CATV rights in the U. S. to the 
Cassius Clay- Cleveland Williams heavy- 
weight fight that will be held Nov. 14 
in Houston. 

The major CATV systems operator 
said last week it expects 20 to 25 sys- 
tems to carry the scheduled 15- rounder 
and the it also plans to provide closed - 
circuit TV facilities to more than 100 

theaters in this country and in Canada. 
The CATV rights were obtained by 
agreement with Main Bout Inc., fight 
promoter for Cassius Clay. 

The Clay -Williams fight has already 
been sold to WHCT(TV) (ch. 18) Hart- 
ford, Conn., the subscription TV outlet 
of RKO General Phonevision Co. 

Mutual, which purchased exclusive 
U. S. radio rights to the fight (BROAD- 

CASTING, Oct. 10), expects to play it 
live to over 600 stations in this country 
and Canada. Mutual's original one- 
quarter sponsor, STP, a chemical com- 
pounds division of Studebaker Corp., 
Chicago, through Arthur Meyerhoff As- 
sociates, that city, has extended its buy 
to full sponsorship. 

Sales top $2 million 

for `DeLuxe 20' pack 

More than $2 million in sales have 
been grossed by "The DeLuxe 20" pack- 
age of feature films in the two months 
of its TV release, it was announced last 
week by Abe Mandell, president of In- 
dependent Television Corp. 

The package has been sold in more 
than 60 markets, Mr. Mandell said, and 
latest sales were to KIFI -TV Idaho Falls, 
Idaho; KRDO -TV Colorado Springs, and 
WDBJ -TV Roanoke, Va. Major- market 
stations which have bought the package 
include WABC -TV New York; KHJ -TV 

Los Angeles, WDSU -TV New Orleans; 
WNAC -TV Boston and WFIL -TV Phila- 
delphia. 
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WGAN appoints 
BLAIR RADIO 

The Big Station in Maine, WGAN Portland, has appointed Blair Radio as national 
representatives, effective November 1, 1966. In the heart of vacation -land, 5,000 -watt 
WGAN covers 67 % of all Maine families, broadcasting 24 hours a day 
at 560 kilocylces. Now, to buy the number one radio station in Maine, lair Radio call the number one station representatives -John Blair & Company. 



Coast UHF plans continuous stock -market coverage 
KWHY -TV Los Angeles has 

hatched a television programing 
concept to make profitable use of its 
previously unused daytime hours. 
Starting Nov. 14, eight hours daily, 
Monday through Friday, from 7 
a.m. to 3 p.m., the channel 22 
station will provide continuous tele- 
vision coverage of stock market 
prices, using a split screen. In the 
upper left KWHY -TV will show major 
market quotations, transactions, 
trends and leaders, news bulletins 
along with information concerning 
over- the -counter and unlisted stocks. 

The lower half of the screen will 
show the actual moving stock mar- 
ket ticker tapes of three stock ex- 
changes, New York, American and 
Pacific Coast. The upper -right 
quarter of the screen will continu- 

ously billboard the sponsor's mes- 
sage. At rotating times throughout 
the program, which will begin with 
the opening of the New York Stock 
Exchange and conclude with a half - 
hour business wrap -up after the 
close of the Pacific Stock Exchange, 
at least the full upper two- thirds of 
the screen will be devoted to the 
sponsor's 30- second or one -minute 
TV commercials. 

KWHY -TV feels that the audience 
potential for The Stock Market pro- 
gram encompasses everyone who 
now owns stock, or is considering 
the ownership of stocks. It hopes 
the program will appeal to a mass 
as well as a class audience, but it 
particularly hopes to attract busi- 
ness and financial leaders who 
possess superior income and buying 

power. Program rates are pegged 
at $230 for a one -hour buy on a 
one -time basis, while a one -minute 
spot on a one -time rate will sell for 
$42. 

KwHY -TV has worked out details 
for the programs with the various 
stock exchanges involved, which in 
turn own the rights to the program. 
The station, which has been go- 
ing on the air at 5:30 p.m. each 
day, is installing ticker tapes and 
computer units, which will duplicate 
those used by the different stock 
exchanges. In effect, KWHY -TV is set- 
ting up its own stock market board 
room. 

The UHF station, on the air 
for about 19 months, changed its 
call letters last August. It used to 
be KPOL -TV. 

Program notes ... 
Fred and Wilma Saturdays NBC -TV 
has set The Flintstones, a prime -time 
entry on ABC -TV for several seasons, 
as a Saturday morning show (10- 10:30), 
effective next Jan. 7, bumping Top Cat 
from its current noon to 12:30 p.m. 
period (CLOSED CIRCUIT, Oct. 31). To 
effect the change several Saturday chil- 
dren's shows have been switched. The 
new lineup (all half -hour shows); 
Super 6 at 9; Atom Ant at 9:30; Flint - 
stones, Space Kiddettes at 10:30; Secret 
Squirrel at 11; The Jetsons at 11:30; 
Cool McCool at noon; The Smithsonian 
at 12:30 p.m. and Animal Secrets at 1 

p.m. 

Look at Communism Inside Red 
China, an hour CBS News special on 
the daily life of the Chinese people 
under Communism, will be presented 
Tuesday, Nov. 22 (10 -11 p.m. EST) 
on CBS -TV. Commenting on films 
taken on the Asian mainland last spring 
will be Hans Konigsberger, Robert Guil- 
lain and Dr. Han Suyin, all of whom 
have recently been inside Red China. 

Fun -fun -fun NBC News will explore 
the new morality of "the pursuit of 
pleasure" in the U. S. in an hour TV 
special produced and directed by Stuart 
Schulburg, early next year. 

United church A mass communica- 
tions committee, composed of represen- 
tatives from all religious faiths, has 
been formed to present the Texas Gulf 
Coast market areas with unified religious 
radio -TV programing. Beginning Nov. 
15, The Ecumenical Quest, a KPRC -TV 
Houston -produced series of four half - 
hour TV discussions on the new ecu- 
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menical movement, will be available to 
interested stations, according to Rev- 
erend Myron Slater, committee chair- 
man. 

Rehabilitation The Chicago Educa- 
tional Television Association, operating 
under a grant from the Vocational Re- 
habilitation Administration, Washing- 
ton, will produce 13 half -hour docu- 
mentaries exploring the rehabilitation of 
the mentally ill. 

All -news FM KABC -FM Los Angeles 
announced plans last week to convert 
its programing to an all -news operation 
with an initial 163 hours of weekly 
programing time effective in December. 
KABC -FM will function with a separate 
news department staff and news pro- 
graming from KABC. Duplicated broad- 
casting will consist of only 611/2 hours 
out of the 163 hours of total weekly 
on -the- air -time. 

A new home National Telefilms As- 
sociates, New York, has moved to 120 
East 56 Street. Phone number has been 
changed to Plaza 5 -9807. 

Gold for the Monkees RCA Victor 
Records has announced that the Mon - 
kees' first Colgems single, "Last Train 
to Clarksville," and the album, "The 
Monkees," have been awarded Gold 
Records by the Record Industry As- 
sociation of America. The single, which 
has sold over one million copies, was 
released four weeks before debut of 
the weekly NBC -TV series, The 
Monkees. The album which has ex- 
ceeded $1 million in sales, was released 
at the time of the network debut, Sept. 
12. 

In the saddle WMAD Madison, Wis. 

has initiated an all- country and western 
music format. 

Hoedown WKTE King, N. C., has 
adapted an all- country-and- western mu- 
sic format. 

Royal Shakespeare Co. 

to do plays for CBS -TV 

CBS -TV has signed a long -term 
agreement with the Royal Shakespeare 
Company of Stratford -upon -Avon for 
the presentations of plays of William 
Shakespeare on the network, it was an- 
nounced last week. 

John T. Reynolds, CBS-TV president, 
said the agreement initially calls for two 
of the plays to be produced during the 
1967 -68 season and a third during 1968- 
69. The first three productions will be 
"King Lear" "Macbeth" and "A Mid- 
summer Nights Dream." After their 
showing on CBS -TV, the two -hour films 
will be distributed theatrically through- 
out the world by Filmways Inc. Each of 
the productions will cost approximately 
$500,000. 

TV series sales ... 
The Story of Christmas (Seven Arts): 

WALA -TV Mobile, Ala.; WKTV(rv) Utica, 
N. Y.; wrrv(vv) Jackson, Miss., and 
WKYT -TV Lexington, Ky. 

Doctor's House Call (Broadcast Sales 
Inc.): KARD -TV Wichita, Kan.; wzzM- 
TV Grand Rapids, Mich.; WAVE -TV 
Louisville, Ky.; WJAR -TV Providence, 
R. I.; WFLA -TV Tampa, and wFrv(TV) 
Orlando, both Florida. 
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Photographed by Nelson Shawn for KRLAs "Sounds of theWest'Collection. 

"I Will Sing You a Song, My Son:' 

Here 
The Watts Towers, 
photographed with its own sound of 
one man who 

'wanted to do something for the United States 
because there are nice people 
in this country." 

and Hear 
KRLA, 
the sort of sound that makes you want to 
collect all the bits and pieces 
and build something with the strength to stand. 
Like a belief. 

KRLA ' Los Angeles' listened -to radio station 

Sold Nationally by H -R Representatives, Inc. 

Quotations from Simon Rodia, creator of The Towers in Watts- acclaimed one of our country's foremost works of art. 



A $7- million show election night 
NETWORKS TURN EVERYTHING ON TO COVER OFF -YEAR RETURNS 

Once upon election time, broadcast 
newsmen hung around the wire service 
tickers, waiting for the returns. The 
roles have been reversed, probably for 
good. 

When the three TV networks go on 
the air in color at 7 p.m., Tuesday, 
Nov. 8, wire service newsmen will be in 
the studios, taking from network cover- 
age the kind of news and analysis 
people used to get days later from the 
Sunday paper. Reporters from the 
prestigious New York Times and 
Washington Post and other newspapers 
and magazines will be right beside 
them. The Times and the Post pur- 
chased CBS's Vote Profile Analysis 
projections for the second year, and 
sent their staffers to the network for 
instruction in the techniques of modern 
election coverage. 

The networks are spending $7 mil- 
lion this off -year election night. Part 
of the price tag covers their 60% share 
of the joint network -wire service News 
Election Service (see box this page). 
That buys the raw vote totals. The 
balance buys what is planned to be 
the fastest, most comprehensive and 
accurate election coverage in history. 
In addition to NES figures, returns 
from between 2,700 and 7,000 key 
precincts will be fed into each net- 
work's computers. Current totals, 
projected trends and decisions, and 
vote analyses are planned to flow out 
of the other side to on- camera news- 
men, and in some cases, directly onto 
the viewers' screens. 

This represents a new advance in 
network coverage. TV and computers 
share a common language of electronic 
impulses, and this year the computers 
will be speaking directly to the TV 
screen via digital -to -video converters. 
These devices not only replace some of 
the mechanically posted displays but 
produce moving representations - 
lettering, numbers, maps and bar 
graphs -with the flexibility and visual 
impact of a film but without film's 
delays. 

The networks' computers themselves 
are the same that were used in the 
1964 presidential elections. But their 
programing for this year's 505 House, 
Senate and gubernatorial races is the 
most complex to date. They will pro- 
duce demographic, geographic, income, 
ethnic and vote analyses of unparalleled 
sophistication, describing the elections 
in process and explaining their pro- 
jected outcomes long before all the 
votes have been counted. 

J. Richard Eimers, head of NES, 
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commented last week: "NES is the 
adder. But what the networks are do- 
ing with computers -well, I fought it 
for years, but to an old hard -news re- 
porter, it's unbelievable!" 

ABC's `Brain Trust' ABC News is 
making a $2.5- million effort to gain 
first -class citizenship this year. The 
base of the ABC operation is its "brain 
trust," and RSVP -programed twin Bur- 
roughs 5500 computers. 

In addition to NES returns, the Re- 
search Selected Vote Profile (RSVP) 
analysis system will process returns 
from 3,000 key precincts nationally. 

ABC News will have 3,500 stringers 
and state political analysts in the field, 
and a technical -editorial staff of 600 in 
New York. ABC -TV's remote capabil- 
ity on election night totals 27 locations. 

Manager of election coverage Arnold 
Snyder directed the unit's two years 
of preparation, working with pollster 
John F. Kraft and Burroughs Corp. 
technicians. Noted Mr. Snyder: "We 
went to work 24 hours after Nov. 3, 
1964, examining video tapes of every- 
body's coverage that night, and 

Counting house 

News Election Service (NES) 
is the joint effort of ABC News, 
CBS News, NBC News, the As- 
sociated Press and United Press 
International to provide tabulated 
vote totals throughout election 
night. Each subscriber pays a 
20% share of NES's $1.4 million 
budget, and provides the staff and 
facilities to cover an agreed -upon 
number of states. A total of 100,- 
000 stringers phone the returns 
from the precincts through a net- 
work of county, state and regional 
managers, to the national head- 
quarters in the Graybar building 
in New York. There, the returns 
are finally tabulated and relayed 
by teletype to the five subscribers. 

NES was organized for the 
1964 election. This year, it is run- 
ning a pilot computer project to 
tabulate the returns from 11 west- 
ern states in Los Angeles (BROAD- 
CASTING, Oct. 17). If the project 
is successful, NES will employ 
such a regional computer set -up 
to process the returns from the 
1968 presidential elections. J. 
Richard Eimers heads the opera- 
tion. 

haven't stopped working since." 
Mr. Snyder shares leadership of the 

"brain trust" with ABC's political 
editor, William H. Lawrence, whose 
primary job will be to decide projec- 
tions and announce them on immediate 
cut -ins, "no matter what's happening." 
These cut -ins will be prefaced with 
"bulletin alarm signals" on the viewers' 
sets. 

Partial sponsorship of ABC -TV cov- 
erage has been bought by Whitehall 
Laboratories, through Ted Bates & Co., 
and Miles Laboratories, through Jack 
Tinker & Partners. 

Both ABC -TV and ABC Radio affili- 
ates will program five minutes before 
the half -hour, 10 before the hour, for 
total local originations of 15 minutes 
per hour. 

ABC Radio coverage will begin at 
7:30 p.m. with a remote capability of 
34 locations. Sponsorship is being sold 
locally by the affiliates. 

CBS Has VPA CBS News' Vote 
Profile Analysis (VPA) system was de- 
signed by Louis Harris Associates and 
the IBM Corp. Integrated IBM 2250 
and 2260 computers will process in- 
dependently gathered returns from 2,- 
7000 precincts, in addition to basic NES 
data. 

Besides more comprehensive projec- 
tion and analysis, CBS will make im- 
portant innovations this year in the 
area of visuals. They include: the "vic- 
torygraph," which is designed to pre- 
sent projected winners almost as fast 
as the computers decide them; the 
"issues- graph," which presents a polit- 
ical breakdown of the new Congress 
on 15 key issues, and the results in 
two important local referendums (a 
sampling of voter opinion on Vietnam 
in Dearborn, Mich., and on the police 
review board in New York City). The 
"electiongraph" compares present with 
past races in 35 senatorial and 35 guber- 
natorial elections. 

CBS -TV's remote capability is 21 
locations. TV affiliates will originate 
seven minutes of programing both at 
23 minutes and 53 minutes past the 
hour. Executive producer is Av Wes- 
tin. 

CBS -TV sponsors are American 
Motors, through Benton & Bowles; 
Koratron Co., through McCann- Erick- 
son; The Carnation Co., through Erwin 
Wasey; Magnavox, through Kenyon 
& Eckhardt, and the Institute of Life 
Insurance, through J. Walter Thomp- 
son Co. 

The Institute of Life Insurance will 
sponsor one -quarter of both CBS -TV 
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Don't get caught 
without this Guy 

this New Year's Eve. 
Guy Lombardo live from New York's 
Waldorf-Astoria! Last year's historic 
first live syndication of this New 
Year's Eve special was so big, so 
successful, that this year 50 stations 
have already booked him-and it's 
only the beginning of November. So 
don't get caught without this New 
Year's Eve date. Make 
your reservations now. 
This Guy knows how to 
start a NewYear right. 

COMIC 
FILMS 

Reservations already accepted from: 

KGGM-TV, Albuquerque 
KGNC-TV, Amarillo 
WLOS-TV, Asheville 
KHFI-TV, Austin 
WABI-TV, Bangor 
WNBF-TV, Binghamton 
WNAC-TV, Boston 
WKBW-TV, Buffalo 
KCRG-TV, Cedar Rapids 
WBBM-TV, Chicago 
KRDO-TV, Colorado Springs 
WTVN-TV, Columbus 
W BAP-TV, Dallas/ Ft.Worth 
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WHIO-TV, Dayton 
WAND-TV, Decatur 
KBTV, Denver 
WOI-TV, Des Moines/Ames 
WJBK-TV, Detroit 
KTHI-TV, Fargo 
WANE-TV, Fort Wayne 
WHP-TV, Harrisburg 
WISH-TV, Indianapolis 
WKZO-TV, Kalamazoo/ 

Grand Rapids 
WLYH-TV, Lebanon 
KABC-TV, Los Angeles 

WKOW-TV, Madison 
WTVJ-TV, Miami 
WTM J-TV, Milwaukee 
WCCO-TV, Minneapolis 
WQAD-TV, Moline 
WNHC-TV, New Haven 
WABC-TV, New York 
WIRL-TV, Peoria 
WFIL-TV, Philadelphia 
WMTW-TV. Portland 
WAGM-TV, Presque Isle 
WLVA-TV, Roanoke/ 

Lynchburg 

WHEC-TV, Rochester 
WREX-TV, Rockford 
WBOC-TV, Salisbury 
KUTV, Salt Lake City 
KGO-TV, San Francisco 
WDAU-TV, Scranton 
WSJV-TV, South Bend 
KMOX-TV, St. Louis 
WIBW-TV, Topeka 
KVOA-TV, Tucson 
WMAL-TV, Washington, D.C. 
WWNY-TV, Watertown 
WSBA-TV, York 
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and NBC -TV coverage. Donald Barnes, 
vice president for advertising of the 
institute, said last week: "We think 
there will be a good deal of dial twist- 
ing election night, so we bought stag- 
gered commercials on the two networks. 
We expect to hit a total audience of 
40 million that night." 

CBS Radio coverage will begin at 7 

p.m. with reporters in 12 remote loca- 
tions. Sponsorship is through the local 
affiliates. 

NBC's Dual System NBC News 
will be running a dual election- coverage 
system, as far as returns -collection and 
computer evaluation are concerned. 
There will be 10,000 stringers cover- 
ing 3,500 precincts for vote projec- 
tions and another 3,500 for analysis. 
Besides a key precinct projection, NBC 
will be running a county -by- county 
projection, on two coupled RCA 3301 
and 301 computer systems. 

NBC's EVA (Electronic Vote Anal- 
ysis) system was organized by Frank 
Jordan, manager of election planning, 
and Richard Scammon, former direc- 
tor of the U. S. Census and NBC's 
chief elections analyst. Executive TV 
and radio producer is Robert North - 
shield. 

NBC's visuals include tote -board 
totals of actual votes counted, vote per- 
centages, and projected percentages - 
"the actual returns will be running a 
race with our projections,". as manager- 
Frank Jordan put it. The NBC Divcon 
system is programed for 3,000 different 
analysis displays, and the "early morn- 
ing line" on the new Congress is pro- 
gramed for 16 issues with 25,000 
"stands" by candidates. 

NBC -TV will have a capability for 
15 remotes. Affiliates will program 10 
minutes per hour, in two five -minute 
segments before the hour and the half 
hour. 

Xerox Corp., through Papert, Koenig, 
Lois will sponsor one -half of NBC's 
coverage. Bulova Watch Co., through 
Young and Rubicam, will split the other 
half with the Institute of Life Insur- 
ance. 

NBC Radio coverage will begin at 7 
p.m. with a remote capability of 21. 
Sponsorship was sold by the affiliates. 

MBS's live coverage, from 7:30 p.m. 
until 2 a.m. or "whenever the California 
races wrap up," will be based on 22 re- 
gional beeper telephone feeds to its 
Washington and New York headquar- 
ters. 

All three TV networks downgrade 
the importance of first election predic- 
tions. One spokesman said: "The race 
for 'firsts' distorts the news." Another 
said: "We'd much rather be right than 
first, or even fast." A third said: "We'll 
have our share of 'firsts,' but we're 
most interested in giving the viewers 
the 'how' and 'why' and the meaning of 
the elections." 
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Reprise: GOP 

film draws fire 
Democrats charge LBJ 

quoted out of context; 

tiff reminiscent of '64 

History may have repeated itself last 
week as the Republican party, for the 
second consecutive election campaign, 
faced the agonizing decision of scuttling 
a film it had produced for nationwide 
television. 

It was also the second week in a row 
the GOP had been the butt of criticism 
for alleged distortion in a video film. 

After a flurry of heated charges by 
the head of the Democratic party 
focused attention on the film early last 
week, the GOP first contended it had 
never finished the film and was still re- 
vising it and by Thursday was reported 
considering abandoning the project. 
The move to scrap the production 
gained impetus after President John- 
son, who bore the brunt of the GOP 
attack in the film, announced he would 
undergo surgery and when Senator 
Thurston B. Morton (R -Ky.), chairman 
of the Republican Senatorial Campaign. 
Committee, said his group would refuse 
to pay its $15,000 share of the film if it 
were shown on TV. 

At week's end, a few days before the 
scheduled showing over national TV, 
the party was . contemplating replace- 
ment of the beleaguered picture with a 

Mr. Bailey doth protest 

30- minute address by former Vice Presi- 
dent Richard Nixon. Both Senator 
Morton and Representative Melvin R. 
Laird (R- Wis.), chairman of the House 
Republican conference, joined other 
party colleagues in objecting to the film. 

Opening Counterattack The whole 
furor started when the head of the 
Democratic National Committee, in a 
letter to the Fair Campaign Practices 
Committee, last week attacked the film 
scheduled to be shown by the GOP 
Sunday (Nov. 6) on NBC. Democratic 
chairman John M. Bailey urged the 
committee, which investigates com- 
plaints on campaign practices, to ban 
the film. 

Mr. Bailey alleged the film, titled 
"What's Going On Here ?" took the 
words of President Johnson and other 
administration officials out of context to 
twist meaning. 

The 30- minute film, produced by the 
Republican Congressional Campaign 
Committee, was also repudiated by 
GOP National Chairman Ray C. Bliss 
and by the Republican Senatorial Cam- 
paign Committee. Mr. Bliss who viewed 
the film said the national committee 
did not want to be identified with it in 
any way and officials of the senatorial 
committee reportedly said it was in 
"bad taste" and likely to cost Repub- 
licans votes next Tuesday. 

Spokesmen for the GOP Congres- 
sional Committee, however, claimed the 
final production, which was to cost $45.- 
Ö0Ó, had not yet been completed and 
doubted that Mr. Bailey could have seen 
it. 

Vietnam Scenes The film reported- 
ly shows American soldiers being struck 
by Viet Cong gunfire and coffins of 
U. S. troops killed in Vietnam accom- 
panied by exerpts from President John- 
son's speeches opposing any enlarge - 
ment of the war. Other segments show 
administration officials making prom- 
ises Republicans say they haven't kept. 

The previous week the same Repub- 
lican Congressional Campaign Commit- 
tee was asked by. the Fair Campaign 
Practices Committee to reconsider its 
decision to send out tapes of an ad- 
dress by President Johnson in which a 
dubbed -in announcer's voice and ap- 
plause drowned out key passages to 
make it seem as though Mr. Johnson 
were endorsing the GOP (BROADCAST - 
ING, Oct. 31) . 

The furor over the film last week 
was a reminder of the controversy gen- 
erated by another Republican campaign 
film during the 1964 election campaign. 
GOP presidential candidate Barry Gold- 
water halted a showing of the 1964 
film titled Choice after it met with 
criticism and was branded as "porno- 
graphic" by critics. Parts of that film 
showed pictures of girls in topless bath- 
ing suits. Actor Raymond Massey, who 
narrated that film, is also the announcer 
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of this year's. 
Meanwhile the Republican Congres- 

sional Committee, which has claimed 
its party is not getting the same ex- 
posure on radio and television that its 
opponents are, again appealed to ABC - 
TV for air time and was rejected. Ear- 
lier the group had contacted all three 
networks for such time. NBC granted 
the group a half -hour on the Sunday 
before the election- during which the 
GOP planned to show the disputed 
film -in conjunction with an equal 
period for the Democrats. CBS rejected 
the request immediately and ABC said 
it would study the matter. However, 
when the GOP followed up the request, 
ABC gave a final answer. 

Congress, industry 

argue endorsements 

The war of words over broadcasters' 
endorsement of political candidates, the 
first volley of which rang out two weeks 
ago when two influential congressmen 
challenged the practice, intensified last 
week as a third House elder and the 
president of CBS exchanged comments 
on the issue. 

On the heels of a statement by Com- 
merce Committee Chairman Harley O. 
Staggers (D- W.Va.), which had the 
backing of House Speaker John W. Mc- 
Cormack (D- Mass.), Representative 
Emanuel Celler (D- N.Y.), powerful 
chairman of the House Judiciary Com- 
mittee, last week also criticized the 
practice. In a letter to FCC Chairman 
Rosei H. Hyde, Representative Celler 
said such endorsements by their very 
nature cannot comply with the commis- 
sion's fairness doctrine and urged the 
FCC to prohibit them. He said that 
seven CBS -owned radio and television 
stations had endorsed local and state- 
wide office- seekers. 

Such declarations of support, he 
added, cannot give the opposition rea- 
sonable opportunity to receive equal 
treatment in compliance with the FCC 
doctrine. Since the broadcaster has a 
monopoly over the air waves, his posi- 
tion in the community is different and 
superior to other community spokes- 
men, he said. He therefore urged the 
FCC to take steps to prohibit stations 
from extending their endorsement of 
local and national candidates and to 
order a moratorium until such laws 
are promulgated. 

CBS Replies Dr. Frank Stanton, 
president of CBS, emphasized, however, 
that for every issue in favor of a candi- 
date, they have offered opponents the 
opportunity to reply. He added that 
editorializing "is a right and responsi- 
bility" CBS exercises with great discre- 
tion and under no circumstances can it 

be alleged CBS stations have been in 
violation of the strictest definition of a 
fairness doctrine. Dr. Stanton added 
FCC hearings in the past have con- 
cluded that editorializing "was not only 
eminently sound but required by the 
Constitution." 

He also sent Representative Celler 
a four -page CBS policy note, issued 
Nov. 2 and sent to officers of CBS and 
its groups and divisions. It sought to 
inform them of the history of broad- 
cast editorializing and the CBS position 
on it in anticipation of inquiries arising 

from Representative Staggers's recent 
warning that he would investigate the 
matter next year if he returns as com- 
mittee head (BROADCASTING, Aug. 2), 

The statement pointed out that while 
newspapers rarely offer unendorsed can- 
didates the right to reply to editorial 
endorsements, broadcast stations "in- 
variably" offer such opportunity. The 
replies, it said, increase the amount of 
time donated by stations during cam- 
paigns. The CBS stations also decide 
their position locally and stations in II- 
linois and California currently find 

BUT. . . You Can Cook Up BUSINESS 

in the 39th Market with WKZO -TV! 
Most hard -boiled buyers know that 
Grand Rapids -Kalamazoo (and the 
Greater Western Michigan area 
covered by WKZO -TV) is the 
39th: television market, but we'd 

WKZO -TV MARKET 

COVERAGE AREA ARB '65 

be laying an egg if we didn't tell 
you how the flock is growing! 

For instance: Kalamazoo alone, 
with four new plants, has 7,200 
new industrial and service jobs. 
They brought over 18,000 new 
people to town and added another 
$25,000,000 to retail sales. That's 
just Kalamazoo -and it's going on 
all over the market! 

Buy WKZO -TV and cover the 
whole Western Michigan hatchery! 
Your Avery -Knodel man has the 
facts and wants to help; let him. 

And if you want all the rest of up- 
state Michigan worth having, add 
WWTV /WWUP -TV, Cadillac - 
Sault Ste. Marie, to your WKZO -TV 
schedule. 
*The ottricb egg -7" long, 6" in diameter- 
takes 40 minute: to boil. 
tARB'c 1965 Television Market Analytic. 

Jl a 6o% Ora lrotB i 
RAD 

SAIAMAlCLLMlIIE CREEK `""ó :iú lRAD 
` 

A.,DD 
111131411 CADILLAC 

TELEVISION 
MUSTS CESAD RARIDSML1H130D I ̀RI uLÌ B?F `lu"AniE 

FOWnÇiÑli"r.X"1N Á ND. PIES 

WKZO Tv 
100,000 WATTS CHANNEL 3 1000' TOWER 

Studios In Bath Kalamazoo and Grand Rapide 

le. Greater Western Michigan 

/ow', no del, Inc., (r.lu;.e National Rep.e,enlali.et 
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EJECTION DAY 

GREETINGS 

'0 

themselves backing different parties. 
The fact that broadcasting stations out- 
number newspapers adds greater op- 
portunity to the dissemination of diver- 
sified opinion than newspapers do, it 
continued. 

Dr. Stanton also noted that CBS - 
owned stations broadcast 4,338 different 
editorials and 768 replies from Jan. 1, 
1960, to Oct. 1, 1966. 

Adams: hope for 
TV -ASCAP peace 

Discussions to explore the prospects 
for a negotiated settlement of the rate 
dispute between television stations and 
the American Society of Composers, 
Authors and Publishers are expected 
to start "in the near future," President 
Stanley Adams told the semiannual 
East Coast meeting of ASCAP mem- 
bers last week. 

Actually, other sources reported, 
some such discussions have already been 
held. An ASCAP official said the pre- 
vailing attitude on both sides seemed 
to be a sincere desire to reach a mu- 
tually satisfactory settlement of the 
case, which has already dragged through 
almost four years in the courts. 

There have been intermittent efforts 
to reach a negotiated settlement in the 
past. The case involves a lawsuit 
brought by TV stations, through the 
All -Industry Television Stations Music 
License Committee, asking the court 
to determine "reasonable" fees for sta- 
tions to pay ASCAP for their use of 
its music. 

Negotiations in a similar dispute 
between the TV networks and ASCAP, 
relating to payments for the use of 
ASCAP music on the networks and on 
network -owned stations, led to agree- 
ment in principle two years ago. Mr. 
Adams told the ASCAP meeting, held 
Tuesday (Nov. 1) in New York, that 
lawyers for the two sides were still 
working on some of the "whereases" 
to implement that agreement. 

Mr. Adams said that after negotia- 
ting with the All- Industry Television 
Stations Committee ASCAP would 
"turn to radio," which has similar suits 
pending to establish "reasonable" fees 
for use of ASCAP music on stations 
and networks. 

In other reports at the ASCAP meet- 
ing, held in New York, ASCAP mem- 
bers were told that the society's re- 
ceipts for the first 10 months of this 
year totaled $35,482,364 while salaries 
and expenses came to $5,935,000, a 
new record for salaries and expenses 
in relation to gross revenues. 

Subliminal learning techniques studied 

The once -feared advertising mes- 
sage flashed on a theater screen to 
stimulate a subliminal response in 
an audience may soon become a 
valuable educational tool for use in 
the home. According to Dr. Ray- 
mond S. Ross, director of the Speech 
Psychology Experimental Laboratory 
at Wayne State University (WSU), 
Detroit, subliminal communication is 
a feasible instrument for "painless 
learning." 

The WSU professor says "attitude 
and learning are intimately related." 
A student's attitude toward a lectur- 
er's authority and his subsequent de- 
sire to assimilate information be- 
cause of "prestige suggestion" has 
already been successfully proven in 
the laboratory. Now the WSU re- 
searchers are exploring areas of sub- 
liminal communication which may 
affect the TV viewer and business- 
man. 

By- product learning offers a com- 
bination of the entertainment and 
educational facets of TV. By means 
of a device built into the set, the 

viewer may watch his favorite pro- 
gram and simultaneously be exposed 
to foreign language vocabulary 
words that are projected rapidly 
across the screen. 

Sleep- teaching techniques may be 
enhanced further by use of com- 
pressed speech, which increases the 
normal flow of words from about 
130 to as much as 750 words per 
minute (wpm) without pitch distor- 
tion. Through research, successful 
comprehension of 400 wpm has been 
demonstrated. And the prospect of 
assimilating even faster speeds be- 
comes potentially feasible provided 
the conscious mind remains sup- 
pressed. Shortly, businessmen travel- 
ing to work may be able to absorb 
speech- compressed books on their 
car tape recorders even as they con- 
centrate on their stereo music tapes. 

Ross and his researchers indicate 
subliminal communication has limit- 
less applications. "There is nothing 
mysterious or mystical about this," 
he says, "it takes only hardware and 
creative research design." 

54 (PROGRAMING) BROADCASTING, November 7, 1966 



Equal time sliced very thin 
Section 315 decision grants time to Montana candidate 

whose rival appeared fleetingly on another's spots 

The perils of Sec. 315 of the Corn - 
munications Act are never -ending. The 
FCC found that out last week, as it let 
stand a staff ruling that none of the 
commissioners liked, that made a U. S. 
senator angry and that may cause mis- 
chief in the future. The only positive 
note was the satisfaction it brought to 
a Republican candidate for the Montana 
state legislature. He was slated to get 
38 seconds of prime time on two Great 
Falls, Mont., TV stations, about half of 
it free. 

The problem grew out of a complaint 
from the candidate, Jerrold A. Weiss- 
man, about film clips featuring Senator 
Lee Metcalf (D- Mont.) being shown 
on the two stations, KRrv(rv) and 
KFBB -TV. 

Mr. Weissman wasn't complaining 
about the appearance of Senator Met- 
calf, who is running for re- election, but 
about the appearance of one of several 
University of Montana students seen 
fleetingly in the two 60- second and one 
20- second film spots. The student -or 
ex- student now (the film was made last 
March) -is Russell Doty, one of Mr. 
Weissman's opponents in the campaign. 

KRTV says that about four seconds of 
each of the 60- second spots and 14 
seconds of the 20- second clip show Mr. 
Doty. None of the students is identified, 
and none of the conversation is re- 
corded. 

But Mr. Weissman wanted equal op- 
portunity as provided by the equal -time 
law. Ordinarily, the stations would have 
had no problem. However, the Metcalf 
spots had been shown after 6 p.m., and 
the stations, because of the large num- 
ber of candidates seeking office, had 
adopted a policy of limiting after -6 p.m. 
political advertising to candidates for 
governor, senator and U. S. represen- 
tative. 

`Mechanical Approach' Mr. Weiss- 
man, however, complained to the FCC. 
and the commission staff, taking what 
one official later called a "mechanical 
approach" to the law, held that, yes, 
Mr. Doty's appearance constitutes a 

"use" of the station's facilities and, 
therefore, Mr. Weissman was entitled 
to equal opportunity. 

KRTV, however, asked the commis- 
sion to review the matter. And the com- 
mission took it up last week. The mem- 
bers fussed at it, poked it, turned it over, 
and agreed that the staff's answer wasn't 
satisfactory. 

But no one had another one that a 
majority could accept. After all, re- 
versal of the staff's position, without a 
careful rationale, would reverse a large 

body of precedents stating clearly that, 
except where specifically provided other- 
wise by law, a use is a use is a use. 

So, figuratively holding its nose, the 
commission decided to let the staff an- 
swer stand, but with the understanding 
it wasn't to be added to the body of 
precedent and that efforts be made to 
chart a more acceptable approach to the 
kind of problem posed. Even so, the 
vote was only 4 to 2, with Commission- 
ers Lee Loevinger and Robert T. Bart- 
ley dissenting. Chairman Rosel H. Hyde, 
and Commissioners Kenneth A. Cox, 
James J. Wadsworth, Nicholas Johnson 
and Robert E. Lee were in the majority. 

The upshot of the matter: Mr. Weiss- 
man is to get a four- second and a 14- 
second spot on KRTV at no cost (only 
one of the 60- second Metcalf spots was 
involved in the request). The station 
felt this was required since Mr. Doty 
had not paid for the time. But while 
Mr. Doty didn't say anything on the 
Metcalf spots, Mr. Weissman was set to 
make a campaign pitch. 

KFBB, which held it wasn't obliged 
to make time available since it had not 
received a "formal" request from Mr. 
Weissman, offered to sell him a 20- 
second spot after 6 p.m. He accepted. 

But while Mr. Weissman had reason 
to be satisfied, Senator Metcalf definite- 
ly did not. The stations, after Mr. Weiss- 
man made his request for equal oppor- 
tunity, pulled the three spots off the air. 

"And," said one of the senator's aides 
last week, "they were three of our best 
spots. The senator is very upset about 
this." 

The aide said the senator would not 
attempt to invoke a provision of the 
Communications Act prohibiting sta- 
tions from censoring political candi- 
dates. "But he thinks something will 
have to be done about rulings like that." 

Labunski's counsel: 

Remember minority 

A radio broadcaster's responsibility 
in upgrading the public's taste is a dual 
problem in the view of Stephen B. La- 
bunski, president, NBC Radio division. 

Mr. Labunski in an interview last 
week on radio (wNEw New York's The 
Truth About Radio: A WNEW Inquiry) 
said that a broadcaster must serve ma- 
jority tastes "without forgetting about 
the minority." 

He said that the broadcaster in serv- 

IXIPOPEYE 

e r 

(THIS IS 

HIS OWN 

COLLAR) 

CAN 

I1)$I! 

i 

uaa 



ing existing minority tastes must "also 
continue to expose the majority to new 
ideas on the chance that they may 
broaden their taste . . . If you play 
music, which attracts a person who 
simply, by definition, likes music, and 
then you give him a serious program 
and he doesn't turn you off and he 
stays and he gets interested -even if 
only 20% of the music audience re- 
mains to hear a talk program- you've 
accomplished a great deal." 

Mr. Labunski said that the broad- 
caster has to keep trying to change 
tastes and to get people to "interest 
themselves in more and new things." He 
noted that the word "uplifting" in this 
frame of reference "is a judgment rather 
than a description." 

He also said that it was not quite 
possible to say that it was either news 
or entertainment that attracts more peo- 
ple to radio because motivations to listen 
are varied. Mr. Labunski said that radio 
first of all is a habit, that people turn 
on the radio by habit without thinking 
about it, noting also that radio sets sell 
themselves with almost no direct ad- 
vertising investment of setmakers. 

GE's Pick-a-Show' to 

be handled by Trans -Lux 

Trans -Lux Television Corp., New 
York, will act as a packager, supplying 
all physical materials and operational 
details, for a new live TV- telephone 
guessing game entitled Pick A Show, 
which is being syndicated. The pro- 
gram, originated on WRGa(TV) Sche- 
nectady, N. Y., was licensed to Trans - 
Lux by the General Electric Broadcast- 
ing Co. First sales by Trans -Lux were 
made last week to WGR -TV Buffalo, 
N. Y. and woxu(TV) Rochester, N. Y. 

Pick A Show's local host telephones 
viewers who guess a station's call let- 
ters, hidden behind a selection of pho- 
tographs that represent the station's pro- 
graming lineup. This is the first of 
several new programs in the Trans -Lux 
syndication lineup with two more to be 
announced soon. 

D.C. newsfilm service opens 

Bert Martin, for six years cameraman 
with WON Chicago and for several years 
chief cameraman with WGN's Washing- 
ton bureau has opened a complete 
newsfilm service for television. Located 
at 1905 Fairview Avenue, N.E., Wash- 
ington, 20002, Mr. Martin and asso- 
ciates offer all types of film work from 
stills to movies and laboratory work. 
They propose to represent groups and 
individual stations as a Washington 
photographic bureau. Telephone is 
(202) 526 -1177. 

ABC 2d season 

all but set 
More than 1 of 3 shows 

shuffled; action, games, 

Wednesday movie planned 

There'll be more movies and new ac- 
tion- adventure and game shows on ABC - 
TV next January. The network's sec- 
ond season plans, announced last week, 
also point up more cancellations of 
season -starters than a year ago. 

The new movie night, as expected, 
will be Wednesday, 9 -11 p.m. 

ABC said its second season will be 
launched Jan. 10. To effect its changes, 
the network last week announced it 
will cancel six shows and shuffle several 
others on its schedule. 

ABC earlier had cancelled the "Tam- 
my Grimes" series. Thus seven shows 
-six of them new -that had started 
this season for ABC will be off the air 
by mid -season. 

The new shows: the one -hour The 
Invaders adventure show, the one -hour 
The Avengers (British spy drama) or 
Man in a Suitcase (also British, and 
with an espionage -agent theme), the 
half -hour Rango comedy- western pro- 
duced by Danny Thomas and Aaron 
Spelling, and a half -hour The Newly- 
wed Game, a nighttime version of an 
ABC daytime game show. 

To be dropped: The Hawk, The Mil- 
ton Berle Show, 12 O'Clock High and 
Shane, all one -hour series and all new 
this season with the exception of 12 0'- 
Clock, The Rounders and The Man 
Who Never War, both half -hours and 
new this season. 

To make way for its second season, 
ABC will have cancelled five- and -one- 
half hours per week of programing 
since the start of the programing year 
last September. Last year, ABC, which 
then instituted its "second season" con- 
cept, dropped five shows that repre- 
sented three hours of weekly program- 
ing. 

CBS-TV and NBC -TV have dis- 
closed plans to drop one show apiece 
this winter. Both shows are new, The 
Jean Arthur Show (Mon., 10- 10:30) 
on CBS, which will be replaced by To 
Tell the Truth; The Hero (Thurs., 
9:30 -10) on NBC, to be replaced Jan. 
5 by a new Dragnet series. 

Still said to be subject to possible 
replacement are CBS's Run, Buddy 
Run (Mon., 8 -8:30) and NBC's Roger 
Miller Show (Mon., 8:30 -9). CBS also 
is watching the Sunday, 9 -10, Garry 

Moore Show ratings performance close- 
ly. 

ABC's new -show mortality at mid - 
season comes to six out of 16 entries, 
or more than one out of three shows. 
The network reduced its impress of 
newly developed series by inserting a 
second motion picture night (it has 
been running movies on Sunday) and 
by retaining Dating Game, itself a re- 
placement show this season, and adding 
The Newlywed Game. The game shows 
were developed initially for daytime 
programing. 

ABC said it had but one decision yet 
to make on the new lineup -the place- 
ment of either The Avengers or Man 
in a Suitcase in the Friday 10 -11 peri- 
od. The mid- season schedule released 
last week by ABC has Sunday and 
Monday night untouched, but every 
other night of the week has some 
changes. They begin on Tuesday at 
8:30 with Invaders, followed at 9:30 
by Peyton Place II and with The Fugi- 
tive retained at 10. 

On Wednesday, movies go in at 9 and 
run to 11. On Thursday Bewitched 
moves back a half -hour to start at 
8:30, Love on a Rooftop is shifted to 
9 from Tuesday and Stage 67, now seen 
on Wednesday, moves in at 10. 

On Friday, Rango is in at 9 and 
Pruitts of Southampton is shifted to 
9:30 from Tuesday, with Avengers or 
Suitcase following at 10. On Saturday, 
Dating Game at 7:30 and The Newly- 
wed Game at 8 replaces Shane. 

Top -20 Arbitrons 

Based on national Arbitron 
rating estimates 

week of Oct. 23 -29, 1966 

Rating 
Rank Program estimates 

1 It's the Great Pumpkin, 
Charlie Brown (CBS) 28.9 

2 Lucy in London (CBS) 28.7 
3 Jackie Gleason (CBS) 25.4 
4 Bonanza (NBC) 24.6 
5 Green Acres (CBS) 23.6 
6 Red Skelton (CBS) 23.3 
7 Peyton Place I (ABC) 22.1 
8 Family Affair* (CBS) 22.0 
9 Ed Sullivan (CBS) 21.8 

10 Thursday Night Movie/ 
President in Asia (CBS) 21.0 

11 Tuesday Night Movie 
(NBC) 20.8 

12 The Dean Martin 
Show (NBC) 20.7 

13 Beverly Hillbillies (CBS) 20.0 
Gomer Plye (CBS) 20.0 

15 The Lawrence Welk 
Show (ABC) 19.9 

16 Hogan's Heroes (CBS) 19.2 
17 Friday Movies (CBS) 19.1 
18 Hollywood Palace (ABC) 19.0 
19 Gunsmoke (CBS) 18.8 
20 Rat Patrol` (ABC) 18.7 

'Indicates new show 
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356 west 40th street new york, n.y. 10018 (212) 736-5840 
FIRST BY ANY STANDARD 

MARK 10 VISUAL á°°' 
the preferred black- and -white camera for 
studio and field ... preferred by quality- conscious 
broadcasters throughout the country ... 

Here's the "new concept" zoom camera that set the 
industry standard for 3" image orthicons. The 
Visual Mark 10 Zoom Camera combines the utmost 
in production flexibility with superior pictures and low 
operating expense. Major groups, leading 
independents, and educational broadcasters have 
specified the Mark 10 for et crisp, snappy, live pictures 
f built -in 10 -to -1 zoom lens 11 solid -state electronics 

long -life 3" ELCON I.O. tube Of improved SAN and 
high sensitivity Se simple camera setup and long, 
stable operation! 

VISUAL ELECTRONICS CORPORATION 
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Author sues, claims 

football TV plot 
Florida author S. Robert Tralins has 

filed a suit against the FCC, the Nation- 
al Collegiate Athletic Association and 
ABC, charging those parties with being 
responsible for discrimation in regional 
football telecasts. 

Mr. Tralins asked the U.S. District 
Court in Miami to prohibit carriage of 
certain football telecasts scheduled for 
Saturday (Nov. 19) and also to declare 
what rights he, as a Florida citizen, has 
in determining which football games 
are shown in the region where he lives. 

He argued that on Nov. 19 residents 
of "most northern" cities will be able 
to view Michigan State vs. Notre Dame 
followed by USC vs. UCLA whereas 
"most southern inhabitants" will be per- 
mitted to see only Kentucky vs. Ten- 
nessee followed by Stanford vs. Cali- 
fornia. 

Contending that the teams appearing 
before northern TV on that date com- 
prise the top four teams in the country, 
Mr. Tralins said there is "no sensible 
reason for depriving southern citizens 

of top -grade college football viewing 
and the decision to show the top 

four teams in action only to northern 
residents is arbitrary, capricious and un- 
reasonable." 

He also charged that "this systematic 
plan has existed throughout the year" 
and as a result the "citizens of the 
South, regardless of their views on civil 
rights or other administration policies, 
have been permitted to watch only the 
lower -rated football teams in action." 
Mr. Tralins said that if the court does 
not act in his favor, "those regions in 
this country that don't follow adminis- 
tration policies will be permitted to sec 
only such teams as Slippery Rock in 
action, whereas the areas of this coun- 
try that support the administration pro- 
gram will be permitted to see the top- 
flight teams on the TV screens." 

Mr. Tralins argued that earlier this 
season, while the citizens of Florida 
watched Duke vs. Clemson, those in the 
east saw Arkansas vs. Texas; that while 
southerners were viewing Texas A & M 
vs. Baylor, eastern residents watched 
Purdue vs. Michigan State; and that 
they also saw Florida State vs. Virginia 
Tech while the east viewed Missouri 
vs. Nebraska. 

CBS still leads in Arbitrons 

CBS -TV continued to lead in night- 
time average audience in the overnight 
Arbitrons, according to ratings covering 
the 7:30 -11 p.m. period in the week 
Oct. 24-30. The ratings: CBS -17.9, 
NBC -16.1 and ABC -14.6. In wins 
by half -hours and nights of the week, 
CBS took 26 half -hours and five nights; 
NBC 14 half -hours and Tuesday and 
Sunday, ABC, with no nights, had nine 
half- hours. 

71 million saw `Kwai' -ABC 

The research department at ABC -TV 
has revised its estimate of the total au- 
dience for its Bridge on the River Kwai 
presentation in September. The figure is 
now estimated at 71 million viewers, 
and ABC is claiming Kwai as "TV's 
all -time box office champion." 

The ABC announcement came on the 
eve of its next prime -time movie spe- 
cial, Samuel Goldwyn's Hans Christian 
Andersen, under the sponsorship of 
Eastern Airlines, through Young & 
Rubicam, New York, last Friday. 

BROADCAST ADVERTISING 

FCC raps 3 for overcommercializing 
10 OTHER STATIONS GET CHANCE TO REFILE ON NEW FORM 

Three radio stations found themselves 
on the wrong side of an FCC cut -off 
point last week, as the commission hit 
them with one -year license renewals on 
the ground they had failed to abide by 
their promises on commercialization. 
Ten others, whose cases were more re- 
cent, received something of a reprieve, 
as the commission directed them to 
complete the commission's new ques- 
tionnaire on commercial proposals. 

The stations given one -year renewals 
on a 3 -to -2 vote of the commission were 
KTKT Tucson, Ariz., KFOR Lincoln, 
Neb., and KEEN San Jose, Calif. Action 
on the three cases had been pending for 
up to a year; since July the matter had 
been held up as the commission sought 
to develop a new approach to its policy 
of policing commercials on a case -by- 
case basis (BROADCASTING, July 11). 

The new approach finally adopted 
was the new questionnaire that was 
sent to all licensees last month (BROAD- 
CASTING, Oct. 17) and is designed to 
put all licensees on the same footing 
in reporting on their commercial pro- 
posals. 

Voting for the short -term renewals 
were Commissioners Kenneth A. Cox 
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and Robert E. Lee, with Commissioner 
Nicholas Johnson concurring. Chair- 
man Rosel H. Hyde and Commissioner 
Robert T. Bartley favored full renewals. 
Commissioner James J. Wadsworth was 
absent and Commissioner Lee Loevin- 
ger, who normally votes for full renew- 
als in such cases, abstained to permit 
action on the long -pending matters. 

Johnson Statement Commissioner 
Johnson issued a statement saying he 
was concurring only "because of the 
applicants' failure to operate their sta- 
tions fully in accordance with their 
proposals regarding commercialization." 
He withheld comment on the broader 
questions of the commission's "most 
rational, appropriate and effective ul- 
timate role with respect to regulation of 
commercial practices." 

The 10 being asked to complete the 
new questionnaire were due for re- 
newal of their licenses on Oct. 1. The 
staff had proposed letters of inquiry- 
to three about apparent violations of 
proposed commercial policies, to the 
remainder because of what were con- 
sidered inordinately high commercial 
policies for the future. 

The commission, however, decided to 

afford them an opportunity to have 
their records checked on the same basis 
as that of all other licensees. 

The new questionnaire asks licensees 
to report the amount of time they nor- 
mally intend to carry in any hour and 
state how often and under what circum- 
stances they expect to exceed those nor- 
mal limits. AM and FM licensees who 
propose more than 18 minutes of com- 
mercials and TV licensees who propose 
more than 16 minutes are asked to ex- 
plain how their proposals are in keep- 
ing with the needs and interests of their 
communities. 

The first two questions are lifted from 
the new AM -FM and TV forms now 
being used; the 16- and 18- minute ref- 
erence points are taken from the cotn- 
mercial time standards of the National 
Association of Broadcasters codes. 

Amend Applications The three sta- 
tions to be queried on promise versus 
performance will in effect be asked to 
amend their 1963 applications by con- 
verting the proposals they made then 
into terms of the new questionnaire. 
The stations are WEIF Moundsville, 
W. Va., and WHEE Martinsville and 
WRAD Radford, both Virginia. 

WRAD, a member of the National 
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Ifpeople don't believe 
in the station,they won't 

believe your jams 
and jellies are the berries. 

WJZ -TV and Baltimore have an interesting 
mutual interest. Both station and community love 
"Bird- watching ". Bird -watching here is 
more exciting than in any other place in the world. 
The Birds are Orioles. And WJZ -TV is their 
station. We've been with them through thick and 
thin. And this year has been delightfully thick. 
The Jr. Orioles had a World Series 
to exercise their 20,000 pairs of devoted 
vocal chords over. WJZ -TV helped organize 
these young baseball rooters with the aid 
of local civic and business leaders. 
But Baltimore is more than baseball. And so is 
WJZ -TV. This station like all Group W Stations is 
involved in the community. And Baltimore has 
a lot for this station to be involved in. 
Baltimore is the home of literary greats. So the 
station did a series of half hour documentaries 
on H. L. Mencken, Edgar Allen Poe, and 
F. Scott Fitzgerald. Baltimore has Johns Hopkins. 
And so the station used the center's facilities 
to put together discussion programs 
to explore contemporary subjects. 
Baltimore has youth. WJZ -TV's youth program 
series, Generation 66, isn't limited only to what's 
happening today, but also what will happen when 
these kids grow up. So any time in the next 
twenty years or so that you would like to reach 
the people of Baltimore, WJZ -TV will be able 
to tell you how. And you can believe what WJZ -TV 
tells you.The people of Baltimore do. 

GROUP 

WJZ-TU W 
WESTINGHOUSE BROADCASTING COMPANY 

REPRESENTED NATIONALLY BY TVAR 



Tar ratings spur ad action -for some brands 

The November issue of Reader's 
Digest ranks Carlton, Marvels, Duke 
of Durham, True and Montclair 
cigarettes (in that order) as yielding 
least tar and nicotine of popular 
brands. A similar study in 1957 
boosted Kents to national promin- 
ence, but last week advertiser and 
agency reactions to the ratings 
ranged from soaring ambition to 
complete indifference. 

Stephano Brothers, Philadelphia 
manufacturer of the second -ranked 
Marvels, has brought in new ma- 
chines and gone into overtime to 
maximize production. The company 
has also parted company with its 
old agency, Aitkin -Kynett, Philadel- 
phila. Harold LeDuc, vice president 
of Stephano's new agency, Gray and 
Rogers, Philadelphia, was busy plan- 
ning print identification of the Mar- 
vel package for New York, where the 
brand was virtually unknown prior to 
the current Digest study. The agency 
is planning to expand beyond both 
New York and print, but is presently 
undecided as to timing and specifics. 

True, a new brand, ranked fourth 
by the Reader's Digest, was ranked 
first in a similar study released last 
month by the Roswell Park Memor- 
ial Institute, cancer research center 
in Buffalo, N.Y. When the Digest 

study was released, True was in ex- 
panded test -marketing in 10 cities. 
Within a day following the new 
study, True was on radio; within 
four days, on TV. P. Lorillard, 
through Foote, Cone & Belding, New 
York, plans to "give True exposure 
equal to the top two or three brands, 
with 82% or more" of their media 
budget in broadcast. (Combined 
network and spot radio and TV 
would figure at about $16- million 
yearly.) 

On the other hand, Liggett & 

Myers, manufacturer of the third 
rated Duke of Durham, has "no 
media plans at present," according 
to a spokesman for the agency, J. 
Walter Thompson Co., New York. 
Duke has been inactive for a year 
and a half. 

American Tobacco manufactures 
Carlton and Montclair, and both 
brands are with N. W. Ayer, New 
York. American was quoted by the 
New York Times as saying, "We 
will probably take advantage of the 
situation," but both advertiser and 
agency declined last week, "as a 
matter of policy," to discuss media 
plans. 

The November issue of the 
Reader's Digest appeared Oct. 27 on 
newsstands. 

Association of Broadcasters radio code, 
had presented its proposal in 1963 in 
terms of an hour. The commission staff 
said the station had violated the code in 
17% of the hours checked. WEIF and 
WHEE, which presented their promises 
in terms of 15- minute segments, were 
said to have exceeded proposed limits 
in 41% and 25% of the segments 
checked. 

It wasn't clear, however, what new 
information the commission hoped to 
gain from most of remainder, since all 
had used the new reporting form in fil- 
ing their renewal applications. In three 
cases, stations proposing more than 18 
minutes in their "normal" hours will be 
required to state why their normal -hours 
proposal is in keeping with their com- 
munities' needs and interests. 

But in all 10 cases, the commission 
staff felt that the stations had proposed 
too many hours in which it expected to 
exceed its normal limits. And the ques- 
tionnaire doesn't provide any space for 
explaining that answer. 

Staff members, who were not present 
when the commission decided to re- 
quest the stations to complete the ques- 
tionnaire, suggested that the applicants 
might take the opportunity to reduce 
their proposed special hours or explain 

how they arrived at their proposals. 
The stations are WAQE -AM -FM Tow- 

son, WQMR Silver Spring, both Mary- 
land; WCHV -AM, WCCV -FM Charlottes- 
ville, WHAP Hopewell, and WAGE Lees- 
burg, all Virginia; WKEE -AM -FM Hunt- 
ington, W. Va.. and wGA'v(FM) Wash- 
ington. 

Seven -market package 

offered by CBS FM's 

Seven CBS -owned FM stations have 
announced a package advertising plan 
for 52 week -sponsors. Called Initial 
Buy Plan (IBP), the plan provides for 
10 one -minute spots in each of the 
seven markets at $500 per week, 20 
minutes in each market for $900 and 
30 minutes in each for $1,200. 

The introductory rate schedule will 
expire March 1, 1967, but advertisers 
coming into IBP will have rate protec- 
tion for three years. The stations are 
WCBS -FM New York, WBBM -FM Chi- 
cago, KNX -FM Los Angeles, WCAU -FM 
Philadelphia, WEEI -FM Boston, KMOX- 
FM St. Louis and KCBS -FM San Fran- 
cisco. 

Mennen to drop W &L 

over 'basic disagreement' 

Warwick & Legler Inc., New York, 
last week said a "basic disagreement on 
creative philosophy" has led to the ter- 
mination of a 10 -year relationship with 
the Mennen Co., Morristown, N. J. 

The Mennen account, estimated to 
bill in the neighborhood of $2 million, 
includes Skin Bracer, spray deodorant, 
pushbutton deodorant and lather shave 
cream, shave talc, bath talc, Sof Stroke 
shave cream and Scannon Ltd. (a Men- 
nen subsidiary) for the Kanon fragrance 
and toiletry line. Mennen spends at an 
estimated rate of more than $1 million 
yearly in radio -TV. 

Mennen is expected to continue with 
W &L until a new agency is appointed, 
which is expected after Jan. 31. Other 
Mennen products are handled by Grey 
Advertising (baby and food products 
division) and Warren, Muller, Dolo- 
bowsky Inc. (deodorant and after -shave 
lotion), both New York. 

Business briefly ... 
Mission Pak Co., Los Angeles, through 
Carson /Roberts Inc., same city, is aban- 
doning spot television for the first time 
and switching the major slice of its 1966 
holiday advertising budget to spot radio. 
Newspapers and general magazines also 
will be used. Plans call for the place- 
ment of 60- second spots on most radio 
stations in Los Angeles, San Francisco 
and San Diego. Radio buys start the 
week of Nov. 21 and run until the week 
before Christmas. Last year spot TV ac- 
counted for about one -quarter of Mis- 
sion Pak's overall ad budget of some 
$900,000. The gift fruits and gourmet 
packages advertiser spent less than 
$100,000 in spot radio last year. 

Dishmaster Corp., Bloomfield Hills, 
Mich., through Anderson- McConnell 
Advertising Agency, Hollywood, will 
spend $115,000, in spot TV and print, 
to promote its imperial dishmaster and 
new garbage disposer products. Spots 
will feature both products of four Los 
Angeles stations, on two stations each 
in San Francisco and San Diego and 
on one station each in Phoenix and 
Tucson, both Arizona; Dallas, Houston 
and San Antonio, Tex. 

Southern California Ford Dealers Ad- 
vertising Association, through J. Walter 
Thompson Co., Los Angeles, this week 
begins an extensive TV- radio -newspa- 
per- outdoor advertising campaign that 

includes color TV spots on 12 stations in 
southern California. Radio spots will be 
used on 60 stations. 

John H. Breck Inc., Springfield, Mass., 
(division of American Cynanamid Co., 
Wayne, N. J.), has bought sponsorship 
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Want to buy 
an island? 
Buy%PA-1V. 

For Sale: The entire island of 
Puerto Rico. Seventh *largest 
metro market in the U.S. 

Only one 
advertising medium 

covers the entire 
island of Puerto Rico, 

and that's television. In Puerto Rico, 
television is WAPA -TV. With its 
new tower, 4,049 feet above sea level 
and affiliate WOLE -TV (Aguadilla- 
Mayaguez), WAPA -TV reaches 
all of Puerto Rico's TV households, 
island -wide, and in full color, too! 

So is it any wonder that 
WAPA -TV's Don Cholito says, 

"Wanna buy an island ?" 

"Buy WAPA- TV!'4WAPA -TV 

Television subsidiary of Screen Gems, Inc. 

RIMS rMOO fopulatiun Mn\ 



A Roman bar mitzvah with egg kichel 

What better scene for a biscuit 
maker than Rome, once the site of 
epicurean banquets? And what bet- 
ter flavor for biscuit commercials 
filmed in Rome than cosmopolitan 
humor? 

Picture a Saturday morning in 
Rome where at the main synagogue, 
upon completion of a bar mitzvah 
confirmation of a 13- year -old Jewish 
boy, a reception follows complete 
with expresso coffee, champagne, 
Stella D'oro dietetic egg kichel and 
Mandel (almond) toast and, of all 
things, lasagna. 

Stella D'oro Biscuit Co., New 
York, through Firestone & Assocates 
Inc., Philadelphia, has mixed these 
ingredients in the last of its 1965 -66 
series of eight one -minute TV com- 
mercials filmed in color in Italy. Its 
bar mitzvah spot is being released in 
New York, Chicago, Los Angeles, 
San Francisco, Philadelphia, Boston, 

Detroit, Miami and Tampa, Fla. 
All of the 1965 -66 batch of spots, 

each a spoof on what Americans see 
in the Italian scene, are being backed 
by 90% of Stella D'oro's budget, 
estimated at over $500,000. This 
year in intermittent stages the com- 
mercials have been released in some 
24 markets. 

In 1963, Stella D'oro cooked up 
a similar bunch of eight black -and- 
white TV messages, also filmed in 
Italy. The theme then was that 
Americans don't have to go to Italy 
to enjoy Stella D'oro cookies, bis- 
cuits, toasts and bread sticks. Some 
of these spots are still being run on 
stations in the advertiser's markets. 

The company has in the last three 
years attempted to expand audience 
interest in its motto: "Add the con- 
tinental touch to your table with 
Stella D'oro." Six years ago, Stella 
D'oro concentrated on a "hard sell" 

directed to the Italian community 
in America. 

The new color series emphasizes 
a visual aspect of continental life, 
scored with up -tempo music by Mu- 
sic Makers to accent the humor. 
Each spot ends with a punch line to 
identify Stella D'oro's diversified 
products. 

The commercial released before its 
current bar mitzvah spot portrayed 
a teenage party where a plump girl 
attracts boys away from their frug- 
ging partners with Stella D'oro fruit 
pastry. The tag line: "Even if you're 
not a swinger, you'll get action with 
Stella D'oro fruit pastry." 

Other commercials in the series 
show a walking girl with breadsticks, 
a thief with a Lady Stella assort- 
ment, a clown with egg jumbo, a 
fat lady with dietetic egg biscuits, a 
skinny man with sesame cookies, 
and a baron with anisette toast. 

in NBC Radio's Monitor and Emphasis. 
Agency is Young & Rubicam, New 
York. 

Plough Inc., through Lake- Spiro -Shur- 
man, both Memphis, and Peter Paul 
Inc., Naugatuck, Conn., through Danc- 
er- Fitzgerald -Sample, New York, both 
have purchased sponsorship in NBC - 
TV's The Girl from U.N.C.L.E., Tues- 
day Movies, The Virginian, 1 Spy, 
Daniel Boone, Star Trek, Tarzan and 
Saturday Movies. Plough has also 
bought time in The Andy Williams 
Show, Run for Your Life, Laredo, 
Flipper and Please Don't Eat the 
Daisies. 

Smaller market buying 

cited in Keystone study 

Importance of the nation's smaller 
markets as targets for advertisers is 
pointed up in a study made public last 
week by Keystone Broadcasting System. 
It shows that $83 billion of the country's 
total $250 billion annual retail sales 
are accounted for by the smaller, or C 
and D counties. 

The study, based on data from the 
Census of Retail Trade for 1965, also 
shows that retail sales in the C and D 
county coverage areas of Keystone's 
1,180 affiliated radio stations amount to 
$72 billion a year or abut 86% of the 
total for all C and D counties. 

Noel A. Rhys, Keystone executive 
vice president, said the study was 
prompted by signs of increased agency 
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and advertiser interest in the smaller 
markets. It includes a listing of Key- 
stone affiliates and the C and D coun- 
ties within the coverage area of each. 
Copies may be obtained from Keystone 
headquarters, Ill West Washington 
Street, Chicago. 

Commercials in 

production ... 
Listings include new commercials be- 

ing made for national or large regional 
radio and television campaigns. Ap- 
pearing in sequence are names of adver- 
tisers, product, number, length and type 
of commercials, production manager, 
agency with its account executive and 
producer. 

Heller Corp., 1606 North Highland, Hollywood 
90028. 

International House of Pancakes, North Holly- 
wood (restaurants); five 60's for radio, humor 
and music. Hugh Heller and Allan Bariman, pro- 
duction managers. Agency: MacManus, John & 

Adams, Los Angeles. Chuck Gumberg, agency 
producer. 

Cornnuts Inc., Oakland, Calif. (Cornnuts); three 
60's for radio, musical. David Williams, produc- 
tion manager. Agency: Kennedy, Hannaford & 
Dolman Inc., Oakland. Tom Ross, account execu- 
tive. Peter Hannaford, agency producer. 

Pepper Sound Studios Inc., 31 South Florence, 
Memphis 38104. 

Blistex Inc., Chicago (Chap Stick); one 60 for 
radio, jingle. Bud Smalley, production manager. 
Agency: Media Services Bureau, Atlanta. Charles 
Temkin, account executive. 

Quality Stamps, Memphis (trading stamps); one 
60 for radio, jingle. Hub Atwood, production 

manager. Placed direct. 
Ashland Oil & Refining Co. (gas and oil); one 

60 for radio, jingle. Ernie Bernhardt, production 
manager. Agency: Ralph Jones Co., Cincinnati. Ed 

Carter, account executive. 
Spartan Coffee, Grand Rapids, Mich. (coffee); 

one 60 for radio, jingle. Jerry Clements, produc- 
tion manager. Placed direct. 

Sandy's Franchise Inc., Kewanee, III. (drive -in 
food chain); one 60 for radio, jingle. Agency: 
Walker Agency, Davenport, Iowa. Joe D'Gerolamo, 
production manager. 

Woolco Department Store, Memphis (general); 
one 60 for radio, jingle. Agency: Archer & Wood- 
bury Inc., Memphis. Hub Atwood, production 
manager. 

RKO Sales offers calculator 

RKO General Broadcasting Na- 
tional Sales is distributing a pocket - 
size calculator that converts ADI rat- 
ings (area of dominant influence) as 
shown in American Research Bureau 
TV reports, to quantities representing 
homes, men, women, housewives, 
children and other demographic groups. 
The calculator also is usable to pro- 
duce cost -per- thousand figures for 
either the ADI or the total TV area. 
The station sales organization calls its 
calculator, ADIAC, which stands for 
ADI audience and cost computer. The 
pocket pieces are available in limited 
quantities from RKO's New York 
headquarters, branch offices or stations. 
The issue of the calculator coincides 
with ARB's fall reporting of audience 
data on an unduplicated market base 
that permits the matching of media 
weight to markets, or "area of domin- 
ant influence." 
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"yourJesus 
is 

contaminated!" 
The angry cry of a young Negro rings out of this searing documentary of 
the compromising fears, confusions and hopes of a white northern Lutheran 
parish, faced with the challenge of "loving thy neighbor "... when "thy 

neighbor" is black. 

a time for burning 

VARIETY 
"The first remarkable 
thing about `Burning' is 

the fact that it was spon- 
sored by the Lutheran 
Film Associates, which 
arranged for the NET 
distribution although a 
Lutheran congregation 
is exposed most glar- 
ingly ..." 

BOSTON GLOBE 
-Percy Shain 

"Sometimes television 
can thunder in a soft 
voice. This was one of 
those times -a scathing 
indictment of hypocrisy 
and prejudice ... the 
most telling account of 
our national predica- 
ment yet to appear on 
the screen." 

A Quest Production 
for 

Lutheran 
Film Associates 

Its 
first 

presentation, 
over 

NET 
network stations, 

received 
overwhelming 

acclaim: 

DETROIT NEWS 
-Frank Judge 

"Nothing in the film was 
rehearsed. The story is 

told just as it happened, 
while it was happening, 
through the use of the 
cinema verité method ... a dramatic, hard - 
hitting documentary." 

N.Y. TIMES 
-Jack Gould 

-A Time For Burning' 
deserves the most exten- 
sive showing possible; 
a commercial network 
could still achieve stat- 
ure by presenting this 
program ... the most 
accomplished and sen- 
sitive hour of television 
this season." 

"A Time For Burning" is clearly destined to be one of the most talked -about documentaries. ever filmed; already 
it has sparked a deluge of congratulations and inquiries to the NET stations on which it was shown. 

This one -hour program in black and white is now available to independent television stations for showing in 
citiés iiot covered by the NET network. 

For terms and availability, contact: 
Lutheran Film Associates, 11 West 42nd St., New York, N. Y. 10036 

212- LOngacre 3 -0151 
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THE S800,000,000 
>QUESTION: 

WHAT'S BUGGING 
SPOT-TV? 

What's bugging spot TV? 

Find out by subscribing 

to the meaningful monthly... 



Start my subscription with the 

November report on spot 
Name 

Title 

Company 

Street 

City , State Zip 

One Year $5.00 

Two Years $9.00 

Bill Company 

Bill Me 

Payment Enclosed 

rl E L I,AI .7 I ON 1735 DeSales Street, N.W., Washington, D.C. 20036 

L J 

The $800 million question. An analysis 
of spot spending and spot spenders in the 
past decade. 
Also: What the critics say about the new 
season; and comedian Shelly Berman talks 
seriously about television and censorship. 
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5th Avenue: where the fast action is 

A "nutty ", 60- second TV com- 
mercial that includes 94 scenes and 
only four people is the creation of 
The Philadelphia Agency Inc. The 
commercial is part of the fall adver- 
tising program for 5th Avenue candy 
bar made by Luden's Inc., Reading, 
Pa. 

Aimed at the teen -age and young 
adult set, the TV spot commercial 
which will be shown in 39 markets, 
features the Tijuana Brass sound 

and multiple voices illustrating the 
theme "It's the Nuts ". 

Another Luden's product, cough 
drops, is promoted in a series of net- 
work radio spot commercials, fea- 
turing the multi -voices of Jonathan 
Winters. The theme, "Never chew 
a Luden's cough drop -let it dissolve 
slowly ", is used by different Winters' 
characters. The Philadelphia Agency 
Inc. also created the radio commer- 
cials. 

Rep appointments ... 
KROD -TV El Paso, KOSA -TV Odessa - 

Midland, and KAUZ -TV Wichita Falls, 
all Texas: H -R Television, New York. 

KLYD -TV Bakersfield, Calif.: Venard, 
Torbet & McConnell, New York. 

Wet N St. Petersburg. Fla.: C. Otis 
Rawalt Inc., New York. 
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WIBG Philadelphia: Major Market 
Radio Inc., New York. 

WPAT Paterson, N. J.: The Katz 
Agency, New York. 

WISZ-AM -FM Baltimore: Adam 
Young Inc., New York. 

WPEN Philadelphia: The Katz Agen- 
cy, New York. 

Radio man sees 

gains in losses 

The profit squeeze that many adver- 
tisers are feeling in the current economy 
will help expand radio's billings in 1967 
and probably for years to come, Harper 
Carraine, director of radio research for 
the CBS Broadcast Group's department 
of economics and research, said last 
week. 

Mr. Carraine noted that a recent 
Forbes Magazine study of 160 leading 
U. S. corporations found that 60% of 
the drug companies, for example, 
showed declining profit margins in the 
third quarter of the current year. 

"Radio has far too many capabilities, 
some of then still untapped, for me to 
suggest that advertisers will be using us 
[radio] solely because we cost less than 
television," he said, "but radio does 
acquire additional attractiveness and has 
real relevance for many companies not 
now in the medium who are anxious to 
cut costs and yet maintain advertising 
effectiveness. And so I predict that a 
lot of those companies which do come 
into radio in 1967 for the short term 
will decide to stay." 

Mr. Carraine, who was director of 
research for CBS Radio before moving 
into his present post under the new 
CBS /Broadcast Group umbrella, noted 
that radio has attracted growing num- 
bers of new and former customers in 
recent years "despite the fact that radio's 
growing miniaturization and mobility 
are making the medium harder and 
harder to measure." This, he said, 
demonstrates a "growing awareness of 
the new values" of radio even though 
radio does not have audience data com- 
parable with that of other media. 

"You might say that the reason we 
don't have comparable data is simply 
that we are not a comparable medium," 
he asserted. "There is no physical limita- 
tion on the ways people can use radio. 
This is a unique penetration of an en- 
tire population. Naturally, it's also a 
unique research problem. But advertis- 
ers- including some of the most delib- 
erate and sophisticated ones -seem to 
know that the indicated size of radio 
audiences may well be the understate- 
ment of the year." 

Also in advertising ... 
CRAM course NBC Radio reports it 
has distributed more than 5,000 copies 
of a 64 -page booklet describing the 
methodology conclusions of NBC Ra- 
dio's national research study, Cumula- 
tive Radio Audience Method (CRAM). 
Copies of the study have been sent to 
advertiser, agency and media officials, 
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"I don't care what you've got. 
0 wanna see Felix the Cat!" 

You can't fight Felix the Cat. 
He's bigger than you are. Kids 
read his comic books, buy his toys, 
and give him ratings that make 
his competition scurry like mice. 

You can't fight him, so join him. 
Felix has 260 color cartoons made 
exclusively for TV. He'll capture 
audiences for your hosted show, 

or play host himself. We provide 
a wide variety of appropriate 
openings, closings and bridges. 

For all- around programming 
flexibility, this cat is the best buy 
you can possibly make. If he's 
not on your station, you must 
have overlooked him. 

For more about FELIX, call, wire or write 

FELIX THE CAT 
260 4- minute cartoons 

in Color or b/w 
TELEVISION CORPORATION 

625 Madison Avenue, NEW YORK, N.Y. 10022 PLaza 1 -3110 CHICAGO HOLLYWOOD 

Trans -Lux Television International Corporation Zurich, Switzerland 

m \ 

let's 

als 

©FTCP MCMLIX 
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leading researchers, educators and NBC 
Radio affiliates station managers. 

Sears sports package Sears, Roebuck 
& Co. has signed with icon° San Diego 
to sponsor a 52 -week program package 
consisting of 10- minute programs im- 
mediately preceeding every sporting 
event carried by the NBC- radio -net- 
work -affiliated station. The concept is 
entitled, promoted and merchandised 
under the overall title of "Sears Sports 
Caravan." Depending upon the precise 
nature of the sporting event to be broad- 
cast, each preceeding program will in- 
clude interviews, league standings, back- 
ground information and other such 
sports information. Contract is approxi- 
mately $15,000. The coverage, said to 
introduce a new sports concept, was 
originated by xo0O sports director, Al 
Coupee. 

Color TV helps Reis design better bottle labels 
What looks good in a product de- 

sign on color television may well 
"stand out like a beacon on super- 
market shelves." 

That's what the Jacob Reis Bottl- 
ing Co., Shakapee Minn., bottler of 
some 17 lines and distributor of 
Schweppes throughout the Twin -City 
area, found after a closed- circuit 
playback using the color TV facili- 
ties of KSTP -TV St. Paul- Minnesota. 

The approved change in its labels, 
effected without a hitch by redesign- 
ing them specifically for color TV, 
was only the second for the company 
in its 95 -year history. The bottling 
company and the Ray Jenkins Ad- 
vertising Co., Minneapolis, which 
had been working with it on new 

label designs for several years, asked 
for station help since the designs 
would appear on color TV in a 
planned future advertising campaign 
for Reis's Rock Spring beverages 
line. 

The search for the appropriate 
color design was ended as the station, 
the bottler and agency used a KSTP- 
TV color brochure as a guide. A test 
was run in the studios after new 
label designs were printed and a 
product display set up for a tape run - 
through. Commented Ray Jenkins, 
head of the advertising agency: "The 
labels not only look great on televi- 
sion for advertising purposes but will 
also stand out like a beacon on su- 
permarket shelves." 

EQUIPMENT & ENGINEERING 

Firm asks for 
market status 
Teleprompter wants FCC 

approval to incorporate 

microwave project with CATV 

Teleprompter Corp., co -owner with 
Hughes Aircraft Corp. of a community 
antenna television project in New York 
City, asked the FCC last week for per- 
mission to incorporate a novel micro- 
wave experiment into its commercially 
operated CATV system. 

In effect Teleprompter wants the 
commission to remove limitations on the 
commercial use of the short -haul micro- 
wave test, authorized by the FCC last 
April (BROADCASTING, May 2), so that 
the results of the experiment can meet 
the additional test of public acceptance 
in a commercial situation. 

The corporation also asked the com- 
mission for two -year authority to con- 
struct and operate a second fixed- micro- 
wave station in the city and requested 
a two -year extension of the expiration 
date on the existing permit. 

The microwave test was designed to 
determine whether short-haul micro- 
wave can be used as a substitute for 
primary trunk cable lines to link a 
CATV headend plant to large distribu- 
tion points. The experiment employs a 
transmitter on top of a building in 
upper Manhattan, with one antenna dish 
on the roof of one apartment house 
about two miles from the transmitter, 
and another receiving dish about six 

miles away. The transmitting antenna is 

used to relay all 18 New York City TV 
and FM stations (all being received off - 
the -air from the Empire State building 
in downtown New York). These sig- 
nals are then received at the apartment 
house sites, reconverted to their original 
channels and fed to receivers in the 
apartment building via cable lines. 

FCC approval last April of Tele- 
prompter's experiment carried with it 
the condition that the permit must not 
be construed as meaning such regular 
service should be established. 

Arguments Teleprompter, arguing 
for removal of the commercial limita- 
tion, said: "By permitting a full -scale 
test to be conducted in the open market- 
place it can reasonably be ascertained 
whether the frequencies and engineer- 
ing practices meet the practical specifi- 
cations required for public acceptance. 
Such data constitutes a significant part 
of this experiment." The union of the 
microwave facilities and the CATV sys- 
tem, Teleprompter said, would not re- 
sult in any cost increases or new pro- 
gram services for subscribers. The 
intended effect, Teleprompter stated, 
"will be an improved quality of service 
only in terms of public reception of 
those services authorized in New York 
City ... and the "elimination of the 
dangers, inconveniences, congestion of 
other services and disruption which is 
always occasioned by installation of 
underground cable ducts in densely 
populated urban areas." 

Hughes Aircraft entered the CATV 
field last June when it acquired a major 
interest in Teleprompter's New York 
City CATV project (BROADCASTING, 
July 4). At that time the two companies 
also announced they had formed a 
jointly owned subsidiary corporation, 

Theta Communications, to make and 
market electronics equipment. Theta's 
principal project has been the short 
haul 12- channel microwave relay sys- 
tem now being tested in Manhattan. 

A slight hitch 
in color output 
RCA's Engstrom tempers 

earlier forecast that 

'66 sets would double '65 

There will be fewer color televi- 
sion sets manufactured this year than 
were first estimated, RCA's Dr. Elmer 
W. Engstrom told the Los Angeles 
financial community last week. Industry 
projections for a 5.5- million color -set 
output this year, double the 2.7 million 
in 1965, "now seem to have been over- 
optimistic," Dr. Engstrom said. Instead, 
he forecast a total output of "slightly 
under 5 million," attributing the down- 
ward revision to shortages of raw ma- 
terials, components and skilled labor. 

This, however, was practically the 
only bearish note to a 23 -page message 
Dr. Engstrom brought to the Los An- 
geles Society of Security Analysts. In 
what was RCA's debut before the 
group, Dr. Engstrom, chairman of the 
firm's executive committee, said corn - 
pany sales in 1966 may reach $2.5 
billion, a substantial increase over the 
little more than $2 billion produced in 
1965. He looked forward to the rapidly 
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In Chattanooga .. . 

has the Big Stick 

THE NEW WDEF -TV tower rises majestically to almost twice the height of 
the old. At 2,549 feet, it is one of the highest above sea level in the entire 
country, highest in the Chattanooga market. 

WDEF's new tower teams with the latest RCA traveling wave antenna 
- specially designed for mountainous terrain - promising to deliver an esti- 
mated 20% more coverage. 

WTVR -TV RICHMOND, VA. "The South's 
First Television Station" leads the way with 
audience. Local early evening news delivers 
more than twice as many homes as any com- 
peting local or network newscast. Represented 
by Blair. 

WJHL -TV JOHNSON CITY, TENN. 
WJHL builds its selling strength around strong 
personalities and an active civic role in the rich 
Tri- Cities area of Johnson City, Kingsport, and 
Bristol, Tenn. Represented by Hollingbery. 

WNCT-TV GREENVILLE, N.C. "Cover- 
ing North Carolina from the capital to the 
coast" WNCT serves a market well up in the 
strong top 100. Not even the giant stations can 
equal WNCT's 81,200 homes at 7:00 a.m. week- 
days! Represented by Hollingbery. 

WDEF -TV CHATTANOOGA, TENN. 
WDEF's NEW TALL TOWER - NEW PIC- 
TURE TOWER - Just one more example of 
Park Broadcasting Leadership - First in every 
area. Represented by Hollingbery. 

First in 
Every Area 

Park Broadcasting stations are not only first in 
every area, but also are all affiliated with the country's 

most effective television network, CBS. 

BROADCASTING, November 7 1966 
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approaching day when RCA would 
reach the $3- billion sales level. 

Profits this year according to the 
RCA executive show every indication 
of jumping significantly over the $101 - 
million level set last year. If anticipated 
sales and profit goals are achieved, 
RCA will have set a new high in these 
areas for the fifth consecutive year. 

Sprinkled throughout Dr. Engstrom's 
talk were insights into RCA's operations 
and forecasts for its future. Among 
them: 

In 1967 RCA may be the first 
company to sell more than a total of 
3 million black -and -white and color TV 
sets in a single year. 

Color TV sets account for more 
than two out of every three dollars 
of RCA's total home instrument sales. 

Total industry-wide color TV set 
production could reach 8 million units 
by 1968. 

Broadcast equipment sales have in- 
creased by more than 50% during the 
last two years and in 1966 RCA ex- 
pects to deliver more than 600 new 
color cameras worth a total of more 
than $4 million. 

NBC produces nearly one -quarter 
of RCA's total sales volume. 

Developing and marketing ad- 
vanced electronics equipment for the 
printing industry should be an important 
new source of profit for the company. 

In answer to a question from the 
floor about why RCA is negotiating to 
merge with Hertz Corp., the car -rental 
organization, Dr. Engstrom pointed 
out that his company preferred to be- 
come involved with the tremendous 
growing services market as opposed to 
the product field. 

Goldenson urges police 

to use computer complex 

Leonard H. Goldenson, president of 
the American Broadcasting Companies 
Inc., urged more than 100 police officers 
graduating from the FBI school last 
week to use electronics in bringing 
police work up to date. 

He told the graduating class at the 
78th session of the FBI National Acad- 
emy that a computer -communications 
complex throughout the nation could 
help law enforcement officers check 
out suspects almost instantaneously. 
And, he added, with communications 
satellites, this tool could be used world- 
wide. He also hailed the move of the 
FBI which has asked electronic firms 
to study the feasibility of developing a 
device which could be used to read and 
classify fingerprints. "When they get 
that worked out -and they will -the 
mammoth criminal fingerprint files of 
the FBI, computer -linked with a law 
enforcement communications network 
across the nation, will afford short 
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sanctuary -a few minutes at the most 
-for any criminal who refuses to di- 
vulge his true identity." 

Efram Zimbalist Jr., star of the ABC 
television series The FBI, also spoke to 
the graduating class. 

Engineering management 

seminar to draw 51 

Fifty -one broadcasters from 25 states 
and the District of Columbia will attend 
the National Association of Broadcast- 
ers second Engineering /Management 
Development Seminar at Purdue Uni- 
versity, Lafayette, Ind., Nov. 28 -Dec. 2. 

The course is designed to encourage 
engineers in development of a manage- 
ment philosophy. Instruction will be 
under the supervision of Dr. Charles 
Lawshe, dean of the college of tech- 
nology, and Dr. Gregory Barnes, pro- 
fessor of industrial education. George 
W. Bartlett, NAB vice president for en- 
gineering, is in charge of the seminar. 

Technical topics ... 
IC price cut ITT Semiconductors, 
West Palm Beach, Fla., reports an ap- 
proximate 50% price reduction on its 
line of semiconductor integrated cir- 
cuits. Reason for the price cutback 
was ascribed to the ITT division's move 
into a leading position in the industry. 

Magnetic -tape plants Computron 
Inc., Waltham, Mass., a jointly owned 
subsidiary of BASF (Badische Anilin & 

Soda Fabrik), a European producer, 
and General Electric Co., has announced 
plans to open a magnetic tape manu- 
facturing facility in Bedford, Mass., in 
the third quarter of 1967, modeling it 
after another one set for dedication this 
month by BASF in Willstaett, West 
Germany. The Bedford plant will pro- 
duce computer, video, audio and instru- 
mentation tape. BASF already main- 
tains a magnetic tape facility at Lud- 
wigshafen, West Germany. 

Live wires Bauer Electronics Corp., 
San Carlos, Calif., has introduced three 
audio products: mono- stereo audio con- 
soles and a phase sampler. The model 
912, a solid -state five -channel audio 
console, features four microphone and 
seven high -level inputs, vertical attenu- 
ators, cue and monitor amplifiers and 
standard muting circuitry, and sells for 
$995. A stereo version, the model 912S, 
is priced at $1395. The model 180, a 
broad -band phase sampler, can be 
mounted within antenna coupling units 
and used in most AM directional sys- 
tems. The price is $165. 

Q- quotations WBNS -TV Columbus, 
Ohio, has purchased a vertical Q -crawl 
for the presentation of stock market 
quotations in a two -minute slot at 6:28 

p.m. weekdays. The quotations are 
sponsored by the Ohio Co., a Columbus 
brokerage firm. The Q -crawl uses let- 
tering typed out white -on -black on a 
modified IBM typewriter, the Q- typer. 
Both pieces of equipment, and the hori- 
zontal Q- dispatcher, are manufactured 
by the Q -TV, S & D Corp., New York. 

Weather vane Electronic Systems De- 
velopment Inc., Seattle, has introduced 
a low -priced model of TeleWeather, a 
nonscanning video weather and time 
display system. The model TW -2 offers 
five weather functions, time and three 
conventionally prepared message posi- 
tions. The unit sells for $4,185. 

Post -Newsweek color Post -Newsweek 
Stations has ordered more than $1.1 
million in color gear from the General 
Electric Co. It includes 12 PE -250 -B 
live color cameras and a PE -240 -B 
color film camera for use at WTOP -TV 
Washington and wJXT(Tv) Jackson- 
ville, Fla. 

RCA sale to ETV Some $750,000 
worth of broadcast equipment has 
been ordered from RCA by the state 
of Tennessee for noncommercial, state - 
operated wsJK -TV Sneedville (ch. 2) 
and wLJT(Tv) Lexington (ch. I1), 
both under construction. Studios on the 
University of Tennessee campus in 
Knoxville are being equipped with 
studio cameras, TV film systems and 
VTR's. TV tape playback equipment 
at the Sneedville transmitting site will 
be used to broadcast programs pre- 
recorded at Knoxville, the signal sent by 
RCA 25 -kw VHF transmitter coupled 
to a superturnstile antenna. At Lexing- 
ton, another 25 -kw traveling -wave type 
antenna will broadcast to the south- 
western part of the state. Other non- 
commercial stations there: WKNO -TV 
Memphis and wocN -TV Nashville, oper- 
ated respectively by the Memphis Com- 
munity Television Foundation and the 
Nashville board of education. 
Toward total supply Anaconda Wire 
and Cable Co., New York, has desig- 
nated its Lindsay Communications Sales 
Division (Northfield, Ohio) as chief 
sales and distribution arm of Anaconda 
Astrodata Co., a new corporation in 
Anaheim, Calif., that develops, manu- 
factures and markets electronic com- 
munications units. The Anaheim oper- 
ation has lately emphasized community 
television antenna equipment, and in- 
troduced a number of new products. 

Redesigned lens Zoomar Inc., Glen 
Cove, N. Y., and Los Angeles, has in- 
troduced a newly designed Mark IV 
remote -controlled ITV zoom lens (the 
Mark IV -B) that is shorter and cylin- 
drical in shape. The weight has been 
reduced from four to three pounds, by 
redesigning the drive motors and gear 
system, permitting a more dense pack- 
aging. 
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For identification of pictures see page 72. 

Radio a leading force in Negro progress 
THE 21 MILLION WHO MAKE UP $28 BILLION MARKET LIKE OWN STATIONS 

In Washington last week a Negro 
disk jockey was on the air discussing 
with another DJ how a current con- 
test was going. What made this con- 
versation different was the nature of 
the contest. 

It was to determine if the listeners 
wanted to vote in one of the station's 
white newsmen as an honorary Negro. 
Even with enough votes, the contest - 
running DJ pointed out, the newsman 
would still have to face initiation: 
walking alone down Seventh street 
(the heart of one District of Columbia 
Negro district) on Friday night with 
a $20 bill sticking out of his pocket. 
If the newsman is able to make it to 
work Monday morning, the DJ added, 
"he's one of us." 

The disk jockey also mentioned a 
coincidental poll to see if he could 
he voted an honorary white man. The 
poll wasn't going too well; there were 
six votes already in against him. 

The contest and the light approach 
with which it was handled is, to a 
degree, symbolic of the revolution tak- 
ing place in Negro- oriented radio. The 
DJ's were not afraid to name an area 
where odds against mugging would 
only be insured by Lloyds of London. 

In another era, only a few years 
back, such a conversation on the air 
could have incurred the wrath of the 
upper -class Negroes with accompany- 
ing charges that the station was de- 
meaning the Negro population. Ne- 
groes in some areas still find fault 
with stations who invite listeners to call 
in with gripes and comments and then 
put them on the air. 

Bad Image? These callers, the de- 
tractors claim, don't use proper Eng- 
lish; they sound poor and uneducated, 
and don't make good window dressing 
for a station that is listened to by 
better -educated Negro. 

But the philosophy of stations today 
is that they are aiming at a market and 
these callers are part of the market, 
perhaps even a bigger part than the 
better educated Negro. 

Like the intellectual who calls for 
high -brow cultural programs on tele- 
vision and -for image sake -and re- 
fuses to admit that he enjoys Gilligan's 
Island, there is a growing group of 
Negroes in the middle and upper 
classes who look on the Negro -pro- 
gramed radio station as an example 
of class distinction. One in Washing- 
ton told BROADCASTING he didn't know 

why anyone would listen to a Negro 
station for news when there is a CBS 
or NBC affiliate in town. 

Yet it is hard to find stations of any 
format that try harder to serve the 
needs of the population they aim for. 
A classical music station may heavily 
promote the opera, reading club, liter- 
ary society and Friday morning social 
tea and bagel brunch. 

The top-40 station would shy away 
from these messages and aim its pub- 
lic service barrage at the school dances, 
area teen -age clubs and other youth- 
ful enterprise. 

The middle -road station would carry 
a cross -section of these announcements 
and add a few others. 

But it is up to the Negro station 
to tell what's happening in the city's 
Negro districts, the Negro schools and 
among the Negro citizenry. And it is 
Negro stations that have gone all out 
to sell to their audiences the value of 
staying in school and not dropping out. 

Negroes today are better informed 
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RADIO A LEADING FORCE IN NEGRO PROGRESS continued 

than their predecessors have ever been. 
They know what's happening in the 
world, in the state, in the city and in 
their neighborhood. They are no longer 
just people "with a great sense of 
rhythm." 

Rise of the Negro Artist For years 
music associated with Negroes was pro- 
grammed on Negro stations only. It 
was and is basically a deep driving 
rhythm and blues sound. To many 
whites the Negro top 40 seemed de- 
rived from soundtracks of old Tarzan 
movies. 

Then came the 1950's and the over- 
night emergence of rock 'n' roll as an 
art form. With this emergence came 
hundreds of Negro R &B practitioners 
to challenge white artists for a spot 
on the top -40 lists of general- audience 
stations. 

Today there is not a great deal of 
difference between the music of a top - 
40 station and the tunes heard on a 
Negro outlet. There is some differ- 
ence, of course. But the days when 
Frank Sinatra, Glenn Miller and 
Tommy Dorsey ruled the station play - 
list have long since faded over the 
horizon. 

Simply rhyming moon, June, spoon 

Among the many examples of total 
community involvement of stations 
specializing in programs for the Negro 
are those illustrated by the pictures 
on page 71. WWRL New York (upper 
left) held a Stay in School rally as one 
of a series the station broadcasts to 
promote specific themes for Negro 
schools. This rally was at the Andrew 
Jackson high school in Cambria 
Heights, Queens. WAAF Chicago (pic- 
ture at right) Vice President and Gen- 
eral Manager Thomas Davis awards 
the Miss Chicagoland trophy to An- 
gela Carr, selected from hundreds 
who entered the station's beauty con- 
test. Some 5,000 attended the beauty 
contest pageant. WN00 Chattanooga, 
Tenn., (center) Promotion Manager 
David Oliver (c) meets Theodore Sam- 
mons (I), city housing authority, and 
Mayor Ralph Kelly (r) to discuss civic 
problems. Weekly 'Mayor's Report' has 
been on the station three years. WBEE 
Chicago features "Bee -Line Police 
Beat" on a regular basis. Here (lower 
center) Vinson J. Sanders (I) news di- 
rector, interviews Police Superintend- 
ent Orlando W. Wilson. WENN Birming- 
ham, Ala. (lower left), has its own 
fashion coordinator, Miss Flora Mc- 
Ghee (r). Here she congratulates the 
winner of one of the station's shows. 
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and croon doesn't work any more. 
Today's sound, which is the core 

of virtually every Negro station and 
most general top-40 operations, is the 
"soul sound." It comes close to being 
indefinable. Basically it is the old 
rhythm and blues, sometimes with a 
more pronounced beat. It is a form 
of music with depth. 

Among the best known exponents 
of the soul sound are artists like James 
Brown and Ray Charles. In addition 
to the basic R &B, they often toss in 
a dash of gospel. It is mixed together 
with showmanship and the result is a 
sound. 

Although a great many Negro sta- 
tions will program white artists -on 
occasion -it is by no means a universal 
practice. The "blue -eyed soul ", as the 
white artists are known, are not used 
everywhere. Tom Johnson, operations 
manager of xsoL San Francisco, points 
out that the basic R &B is a "great and 
tangible evidence of something which 
the Negroes as a race have created 
They tend to be jealous and prejudicial 
toward any white artist who makes a 
poor imitation of this music." 

However. the Negro stations note 
that the music that is their staple also 
finds a spot on the general audience 
top -40 stations. In Billboard magazine, 
27 of the most popular R &B tunes were 
on the overall top 100 tune list. In 
other words the Negro -oriented music 
more easily makes the transition to gen- 
eral stations that "white pop" does to 
Negro outlets. 

Some Negro stations, particularly in 
larger markets admit to playing to 
an ethnic audience while hoping, 
through the music primarily. to win 
away listeners from general rockers. 
To this end they are also very careful 
about the type of air talent they hire. 

What they also stay away from, and 
this is perhaps even more true in north- 
ern markets. is the "Uncle Tom" an- 
nouncer, who sounds as though he 
iust seeped out of a cotton patch and 
is waiting for the good steamboat 
Robert E. Lee to paddle by so he can 
dance a jig on the dock and pick up 
pennies thrown by condescending pas- 
sengers. He represents a Negro era 
that has passed. 

Where personalities are stressed on 
stations, the announcers can sometimes, 
not always, be identified as Negroes. 
In some cases, white DJ's who gain 
rapport with the Negro audience, move 
in. 

Not Segregated Negro -oriented 
radio in 1966 is format radio. It is 
the top music, tightly programed: 
it is news and community events aimed 
at the Negro; it is public service on a 
wholesale basis. 

At top of list 

There is an ever -growing list 
of advertisers which are in the 
$100,000 -a- year -or -more classifi- 
cation in the Negro radio area. 
In this category are such com- 
panies as Procter & Gamble, 
Colgate -Palmolive, Lever Broth- 
ers, Reynolds Tobacco, Liggett & 

Myers, American Tobacco, P. 
Lorillard, Pharmaco Inc., White- 
hall Laboratories, American 
Home Products, Northcliffe Lab- 
oratories, Monticello Drugs, SSS 
Tonic, J. Strickland Co., Norwich 
Pharmacal, Lydia Pinkman, Coca - 
Cola Co., Pepsi -Cola Co., Royal 
Crown Cola, Schlitz Brewing, 
Pearl Brewing, P. Ballantine & 

Son, Rheingold Brewing, Miller 
Brewing, United Vinters, Contin- 
ental Baking, Quaker Oats, Stand- 
ard Brands, Ford Motor Co. and 
Greyhound Corp. 

Responses by Negro stations to a 
BROADCASTING survey show that 31% 
have white and Negro disk jockeys, 
24% have white and Negro newsmen; 
55% editorialize and of this number 
89% have dealt with racial issues. 

These stations become so deeply 
enmeshed in community activities and 
projects that the line separating pub- 
lic service and station promotion often 
becomes blurred. As in all cases of 
good public relations, the benefits to 
the stations are usually long -lasting and 
in the end result profitable. 

A recent campaign for Rheingold 
beer used the phrase "we must be do- 
ing something right." The same could 
be said for many Negro stations. In 
the BROADCASTING survey there was not 
one fulltime Negro station that reported 
decreasing revenues in 1966. 

For example: wow Charlotte, N.C., 
up 10% from 1965, up 32% since 
1960; WLLE Raleigh, N. C., up 100% 
from 1965; wcni Cincinnati, up 10% 
in the past year and up 25% from 
1960; wwIN Baltimore, up 100% from 
1965 and up 150% from 1960. 

The Negro station, for the most 
part, may be looked upon by a large 
segment of the white population and 
even some Negroes as nothing but a 
lot of wild music with unintelligible 
lyrics. But in the Negro community, 
the image is different. The stations 
are there to help the people. In many 
cases the stations serve as the ombuds- 
man -the go- between linking bureauc- 
racy and populace. 

One of the best -known examples of 
this community involvement is in 
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Memphis at WDIA. In 1954 the sta- 
tion started what has since become 
the WDIA Goodwill Fund Inc. when 
it brought two buses to transport 
crippled Negro children to school. For 
several years after, WDIA was putting 
about $3,000 to $4,000 yearly in the 
fund to help Negroes. 

Since then it has grown, says Bert 
Ferguson, executive vice president of 
the station. The fund now provides 
scholarships, backs baseball teams and 
has an income of about $45,000 a 
year. The bulk of this comes from 
WDIA- sponsored stage shows with pro- 
ceeds going to the fund. 

Six years ago the fund provided the 
money needed to start children's homes 
which are used primarily by the 
juvenile court for wards of the court. 

The most recent project was this 
summer when the fund turned up 
$40,000 to help Memphis get its 
second Boys Club. The Phoenix Club 
of Memphis is taking care of the pur- 
chase of the building. And it is the 
Goodwill funds that are taking care 
of refurbishing the structure. 

Active Leadership In addition to 
producing the money, WDIA also used 
its airwaves to ask for volunteers to 
help renovate the building. The sta- 
tion limited the number of volunteers 
to 100 and within a few weeks they 
had, under adult supervision, over- 
hauled the structure from stem to 
stern. 

In Houston, KCOH drew 28,000 
people in three days to an exposition 
and home show. The net proceeds of 
$5,700 were given to the Baptist Min- 
isterial Alliance, made up of 300 
churches. 

WEBB Baltimore sent its news direc- 
tor, Ernie Boston, on a two -week trip 
to Vietnam to interview area service- 
men stationed there. Using its own 
facilities, television spots and Negro 
newspapers, the station heard from 400 
area residents who had relatives in 
Vietnam. 

In Philadelphia, WHAT played a 
major role in a fund- raising campaign 
for Dr. Martin Luther King and the 
civil rights movement which netted 
$20,000. 

These are typical of the role the 
Negro station plays in its community. 
It is more than just tossing on a rec- 
ord spouting a few, fast phrases, 
backed up with sound effects, news 
intros, jingles and the like. 

Gospel music still plays an important 
role in the music mix of many of the 
stations. This seems to be more true in 
southern markets, where stations an- 
swering the BROADCASTING survey in- 
dicate a greater percentage of their air 
time is given to this form of music 
than in other areas. Also a strong 
musical type among Negro stations is 
jazz, which has its roots in Negro 
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tradition and history-not to mention 
Negro musicians. 

The changing mood of the Negro, 
his philosophy, spending habits, educa- 
tion and income and his desire to up- 
grade himself have been factors in the 
programing policies of many stations. 

Generically, the civil rights move- 
ment is often tabbed as the catalyst 
around this upgrading. What it has 
wrought is a more intensive approach 
on the part of stations to tighten up 
their operations, improve their news 
coverage, emphasize editorials and sup- 
port the move toward equal recogni- 
tion. 

Typical of this breed of station is 
wvoN in the Chicago market. The sta- 
tion editorializes 10 times a day and 
frequently on racial issues. Its weekly 
public service list contains over 600 
messages. In addition there are pro- 
grams for the NAACP, Urban League, 
Southern Christian Leadership Confer- 
ence, among other Negro groups. 

Another Chicago example is WAAF, 
which says news and public affairs now 
make up about 30% of its air time 
with an emphasis on local news and 
special events. 

Huge Market Today's Negro mar- 
ket is estimated by the U. S. Depart- 

On- the -scene news coverage of James 
Meredith's march through Mississippi 
and his shooting was given to the 
Sonderling stations by Sherwood Ross 
(kneeling above Mr. Meredith), editor- 
ial writer and news correspondent for 
the Sonderling group. He also acted 
as Mr. Meredith's public relations man 
during the march. 

ment of Commerce at $27 billion with 
20.9 million persons. There are pre- 
dictions that by 1970 the Negro popu- 
lation will reach 25 million and the 
"Negro income will soar to an approxi- 
mate volume of $45 billion." 

A mid- decade Census Bureau survey 
showed the average Negro family had 
4.34 persons compared with 3.64 per- 
sons per white family. The Negro 
median family income was $3.724 
about 54% as large as the white 
median family income of $6,858. The 
report also pointed to the educational 
gap between whites and Negroes. One 
of four Negroes had completed high 
school or had some college compared 
with less than one in two, among 
whites. 

But census also pointed to figures 
that reflect recent advances in Negro 
educational attainment for persons 
under 35 years of age. Among Negro 
men, ages 25 to 34, the percentage 
who had not completed elementary 
school dropped from 30% in 1960 to 
20% in 1965. The percentage drop 
for Negro women in that age group 
was from 22% to 11 %. 

For the same age group, the pro- 
portion having completed four years 
of high school or more increased 15% 
(to 45.3% ) for men, and 10% (to 
45.7 %) for women. 

Another recent study of the Negro 
market was made on the West Coast 
by KGFJ Los Angeles. The survey of 
Negro families in Los Angeles county 
produced the following figures: 69% 
of the men and 70% of the women had 
high school or better educations; aver- 
age family income was $6,495; 45% 
were home owners, with 33% of that 
number owning homes valued at $25,- 
000 or more. 

The economic trends in the Negro 
market were spelled out by a govern- 
ment economist in 1964. Dr. Andrew F. 
Brimmer, former assistant secretary for 
economic affairs of the Commerce De- 
partment, noted that during the 1950's 
the urban Negro family increased its 
spending for current consumption by 
42 %. "In the process," he said, "the 
distinguishing characteristics of the 
Negro market were blurred substanti- 
ally." He found evidence of "rapidly 
emerging middle -class spending habits." 

Pattern Changing The figures, Dr. 
Brimmer said, show evidence of "up- 
grading" in consumption behavior and 
reflect "a gradual conversion toward 
the consuming behavior of white fam- 
ilies." Following this trend, he went 
on, the future will see Negroes seeking 
to upgrade their standard of living. 

"There should be a strong market," 
he felt, "for housing and household 
operation, automobiles, and medical 
and personal care. Those areas which 
have traditionally received a good share 
of the Negro's patronage- tobacco, 
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clothing, alcoholic beverages and food 
-will probably be characterized by 
relatively slow growth." 

Perhaps another example of upgrad- 
ing is the self- critical look Negroes 
now take of themselves. This was 
borne out in a study this summer con- 
ducted in Philadelphia by E. John 
Bucci and Associates, political surveyors. 

The report, commissioned by WDAS 

Philadelphia, asked Negroes, among 
other things, what are the most im- 
portant problems facing them today. 
Housing and slums led the list with 
37% naming them, jobs and poverty 
were cited by 28 %, more education 
and better schools by 14 %, equal 
rights by 12 %, fighting and riots with 
whites by 7 %. 

"It is significant too," the report 
says, "that the Negroes are self -critical 
as they list disunity among Negroes 
and apathy of the Negroes as the next 
major problem." The respondents saw 
these problems as doing much to slow 
down the cause for civil rights. 

Other problem areas were lack of 
recreation facilities, formation of teen- 
age gangs and crime. The report 
noted that the problem areas were 
known by all Negroes and that the re- 
spondents were "speaking as Negroes - 
not as young male Negroes, or old 
female Negroes." 

Another note of change is found in 
the shifting Negro population. In 

Singer Lou Rawls (second from left) 
was honored last month by personali- 
ties from WZUM Carnegie, Pa. (Pitts- 

1960, the Census Bureau placed the 
Negro U. S. population at 18,860,000, 
about 10.5% of the total population. 
In 1960 Negroes made up 54% of 
Washington's population, 35% in Bal- 
timore, 29% in Detroit, 23% in Chi- 
cago, 37% in New Orleans, 42% in 
Richmond, Va. 

Density Study A projection of 
population density for 1965 and 1970 
was recently turned out by the Center 
for Research in Marketing, Peekskill, 
N. Y. Examples of its estimates put 

Do they listen? The figures show they do 

Do Negroes really listen to Negro - 
programed radio stations? Do any 
whites listen? In both cases the an- 
swer would appear to be yes. Pulse 
surveys of some metropolitan areas, 
covering both general and Negro - 
only audiences, show the stations 
with shares that range from average 
to mammoth. 

The following are some typical 
figures, based on Pulse reports fur- 
nished to BROADCASTING. The fig- 
ures represent the combined share of 
audience for the Negro-programed 
stations in that market. All the fig- 
ures, unless otherwise noted, are 
Pulse shares of audience for 6 a.m. 
to midnight, Monday through Fri- 
day. 

Typical Studies In a five- county 
Atlanta metro survey, two stations 
had a 23 share of audience. In a 
Negro -audience study covering the 
same territory, the same stations had 
a 72 share. 

In Los Angeles, a Negro- audience 
study gave one station a 50 share of 
audience, Monday through Saturday. 

A Negro -audience study of the 
Norfolk -Portsmouth- Newport News - 
Hampton, Va., metro area produced 
an 83 share for two stations. 

In the four -county Baltimore mar- 
ket, three stations had a 67 share in 
a Negro -audience study. A similar 
survey in Detroit showed two sta- 
tions with a 75 share. In three Negro - 
audience studies of the New York 
metro market, covering five, seven 
and 17 counties, respectively, three 
stations produced aggregate shares of 
63 in each study. 

In a general audience, two -county 
Memphis survey, two stations had a 
26 share. A general- audience survey 
of the Charlotte, N. C., metro area 
showed one station getting a 13 
share. In the Jackson, Miss., gen- 
eral- audience survey of metro area, 
one station had a 36 share. 

In a general survey of Washing- 
ton, two stations had a 52 share. A 
general- audience survey of the eight - 
county Chicago metropolitan mar- 
ket, showed three stations with a 
14 share. 

burgh market). (I -r): Bobby Bennett, 
Mr. Rawls, Al Gee (in background), 
Andrea Griffin and Jeff Troy. 

the Negro population of Washington 
at 63% in 1965 and said it would be 
68% in 1970; for Richmond, 47% and 
51 %; Jacksonville, Fla., 44% and 
47 %; Detroit, 39% and 47 %; Balti- 
more, 41% and 47 %; St. Louis, 37% 
and 46 %; New Orleans, 41% and 
45 %. 

Congressional Quarterly, a Washing- 
ton reporting service, said these in- 
creasing percentages in central cities 
would require "city administrations to 
give more emphasis and more help 
to the problems of the Negro commun- 
ity." 

Within this ever- increasing popula- 
tion, marketing men are learning that 
there are specialized markets. 

Three weeks ago in New York, Don- 
ald A. Wells, executive vice president 
of BBDO, told the National Associa- 
tion of Marketing Developers: "We're 
even beginning to understand that the 
Negro market is not just the Negro 
market -period. There are Negro 
women, Negro teens, Negro gourmets, 
Negro surfers, Negro garden lovers - 
these are the special markets within a 
general Negro market." 

This then is the Negro market in 
the U. S. today. It is one of changing 
moods, all with the idea of upgrading. 
It is one of a better -educated, more 
affluent populace. 

And while Negroes are moving into 
many areas, economically and socially, 
that have heretofore been the sacred 
grounds of whites, they find whites in 
a shifting mood also. 

The Commerce Department has 
noted the classification "Negro colleges 
and universities" is regarded by some 
educators as misleading. It points to 
several Negro schools where the "racial 
balance has already shifted from 
Negro to white." 

Where does the Negro market leave 
off and the general market begin? This 
is a question still to be answered. 
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EVERY SONDERLING 
NEGRO STATION 

DOMINATES 
ITS MARKET 

Dynamic Contemporary Negro Programming plus 

Total Involvement. in Every Phase of Life in the 
Negro Community 

... these are the marks of Sonderling Stations, and they add up 
fo Dominance in each individual Sonderling Negro Market. 

In New York City, most Negroes 
listen to Negro Radio . and most 
tune to WWRL . the DOMINANT 
NEGRO STATION 
Look what's happened to Negro Listening 
in New York since WWRL became a 
Sonderling Station! 

October -November, 1963 

New York 7- County Negro 
Pulse* Nearo 

WWRL 

Sta. B 

Sta. C 

SHARE 

Morning Afternoon 
13 9 

10 

6 

10 

5 

NOW .. NUMBERS in NEW YORK 7- COUNTY 
AREA NEGRO PULSE,* June -July- August, 
1963 show NEGRO RADIO listening way UP, 
and WWRL the LEADER BY A LANDSLIDE! 

WWRL 
Negro Station B 

Negro Station C 

Morning 

44 

9 

5 

SHARE 

Afternoon 

50 

12 

7 

Evening 

48 

lo 
5 

District of Columbia General Pulse,* May- June -July, 1966 

YOU JUST CAN'T COVER NEGRO NEW YORK without 

Frank D. Ward, 
Exec. VP, Gen'I Manager 

Arthur Harrison, 
VP, General Sales Manager 

Fred Barr, 
Manager, Public Affairs Dir. 

Sonderling Negro Stations are Number One in their 
Markets . . . More Negroes listen to Sonderling Sta- 
tions because Sonderling Stations offer the Negro 
Audience more 
Advertisers and 

derived 
agenciesuarm, 

audience 
the CCI,Plete survey fur details. 

ling and orner errors. 
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wot 
Is 

RADIO 
NUMBER 

ONE 
WOL is the NEGRO STATION 
that's NUMBER ONE in 
WASHINGTON ... TOP - 

RATED IN NEGRO MARKET, 

TOP -RATED IN GENERAL 
MARKET, TOO! 

SHARE - 
Morning Afternoon Evening 

WOL 28 35 33 

District of Columbia General Pulse,* 
May -June -July, 1966 

EVERY SONDERLING 
STAT /ON 
DOMINATES ITS 
MARKET 

Dynamic Contemporary Negro 
Programming plus 

Total Involvement in Every 
Phase of Life in the Negro 
Community 

. . . these are the marks of Son - 

derling Stations, and they add up 

to Dominance in each individual 
Sonderling Negro Market. 

WO L means 

GREATEST COVERAGE 

of 
WASHINGTON, D.C.! 

John Pace, V.P., General Manager 

Bill Sherard, Program Director 

Dewey Hughes, Public Affairs Dir. 

o 
o 

Sherwood Ross, 
National Public 

Affairs for 
Sonderling Stations 

Represented 
Nationally by 

Bernard Howard 
Company 

<-1 T t 0 
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Advertiser interest in Negroes zooms 
RADIO INVESTMENT OF $28 MILLION IS THREE TIMES THAT OF 1961 

The Negro market in the U. S., vir- 
tually an "underground America" to 
most advertisers and agencies five years 
ago, is blossoming into a fertile frontier 
of the sixties and the seventies. 

Negro America is on the march. And 
not only for its guaranteed rights under 
the Constitution. Negro U. S. A. is on 
the march upward in terms of popula- 
tion, income, education, socio- economic 
status and equality of opportunity in 
many phases of living. 

In short, Negro America is a growth 
market, largely untapped by the mass 
marketers of goods and services until 
recent years. It is a rapidly expanding 
market that holds out promise for con- 
tinued growth in the years ahead as the 
gains of the 1960's are consolidated 
into the 1970's. 

Negro U. S. A. has been here for a 
long time, to be sure. It has been here 
for almost 400 years. But its procession 
toward center stage of the American 
marketplace has been accelerated only 
in the past five years, galvanized to a 
large extent by the impetus of the civil 
rights movement. 

In the Spotlight The drive for 
human recognition has focused the at- 
tention of the world on the hopes and 
aspirations of 22 million citizens. The 
demonstrations and riots, the protests 
and the boycotts have been news on tele- 
vision and radio and in newspapers. 
And, in a more subtle fashion, they have 
demonstrated to advertisers and agen- 

cies that here is a massive, growing 
market that has been largely neglected. 

But there have been other develop- 
ments, too, that have lifted the Negro 
from "the underground." A check with 
advertisers, agencies and national repre- 
sentatives cited these factors as con- 
tributing to a heightened awareness of 
the Negro marketing revolution: The 
increasing buying power of this ethnic 
group, which has an estimated $27 bil- 
lion a year to spend for goods and 

Hal Jackson, personality on WNJR 
Newark, N.J., talks to shoppers at su- 
permarket where he was doing point - 
of -sale promotion for Silvercup bread. 

The Best in Rhythem & Blues 
in 

Pittsburgh 

Radio 

featuring 

S O U L R A D I O 
with these outstanding personalities 

AL GEE LORAN MANN JEFFREY TROY 

BOUNCIN 
BOBBY MAD MIKE 

BENNETT 
for details, call or write 

JAMES PSIHOULIS, General Manager, WZUM 
201 Ewing Rd., P.O. Box 4442, Pittsburgh 5, Pa. 922 -0550 

ANDREA GRIFFIN 

services; the accent on segmented ad- 
vertising to reach special markets, such 
as the Negro; the upsurge in the amount 
of research on this "one- tenth- of -a -na- 
tion" universe; the emergence of a Ne- 
gro middle -class that is making contri- 
butions to all facets of life; and the 
steady concentration of Negroes in the 
urban areas of the U. S., projecting 
them as easy -to -reach targets for mass 
marketers. 

Media specialists in the Negro area 
acknowledge that radio is the primary 
medium to reach this specialized sphere. 
The most authoritative estimates place 
expenditures on Negro radio this year 
at $28 million, of which approximately 
$10 million is national -regional and $18 
million is local. And the significance of 
this $28- million investment is this: It 
is about three times as large as com- 
parable expenditures in 1961. (Adver- 
tisers spend an estimated $5 million in 
newspapers -two dailies and a large 
assortment of weeklies -and about $8 
million on Negro-oriented magazines, 
primarily in Ebony, according to several 
media sources.) 

Numbers Climb One meaningful 
bench -mark of Negro radio's mush- 
rooming popularity is this statistic: 20 
years ago there were three full -time 
stations, while today there are more 
than 90 such outlets and several hun- 
dred that broadcast a proportion of 
their programing to the Negro commu- 
nity. Apparently, there are astute broad- 
casters who have concluded that Negro 
radio must be doing something right. 

An insight into the advertising pat- 
tern on Negro radio stations was pro- 
vided in talks with agencies, advertisers 
and with Bernard Howard and Jack 
Davis, president and executive vice 
president, respectively, of Bernard How- 
ard & Co., and with Robert Dore and 
Dr. John E. Allen, president and vice 
president for research, respectively, of 
Dore and Allen Inc. These two national 
representative companies are the ac- 
knowledged leaders in the Negro radio 
station field and make their headquar- 
ters in New York. 

Both representative firms as well as 
advertising agencies and advertisers 
agree that Negro radio not only is the 
largest of media catering to this ethnic 
group but is the fastest -growing and 
has the ingredients for continued ex- 
pansion. Once it was established that 
there was a distinct Negro market that 
could be reached effectively via adver- 
tising, they pointed out, research and 
experience showed that Negro radio 
can reach more people more efficiently 
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16 YEARS...THE UNDISPUTED LEADER 

IN PHILADELPHIA NEGRO RADIO 

AND NOW STRONGER THAN EVER* 

RECORDS like these are not made with only a pile of 
RECORDS! ...Being a "GOOD RADIO CITIZEN" is not a 

"SOMETIME THING "...WDAS is committed 
to TOTAL COMMUNITY INVOLVEMENT. 

OUR LISTENERS 

TO SERVE 

Balanced Music Format 

Adult Programming 

Award Winning News and Public Affairs 

WDAS Charities 

260 Editorials Yearly written with Meaning 

"Probe" ... In -Depth Commentary 

Nightly Talk Show 

Civil Rights Scoreboard 

Total Cooperation with Community -Action 
Groups & Leaders 

...respect a LEADER... So do our ADVERTISERS! 

a community, you MUST LIVE IT!...and we mean it! 

ALEXANDER S. KLEIN, JR., General Sales Manager 

National Representative: McGAVREN -GUILD CO., INC. 

I *Write or Ask 

for BOCCI REPORT 

Largest in Depth 

Study of a 

Major Market 

Negro Station 
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KDIA 
has 

SOMETHING 
for 

E VER YONE! 

FIGURES (For The Time - 
buyers) Aug.-Sept., 1966 Ne- 
gro Pulse *. San Francisco/ 
Oakland 7- County PULSE. 

Morning Afternoon Evening 

KDIA 38 37 34 

Station B 25 26 21 

FUN (For The Listeners). 
Bill Cosby heads an "I Spy" 
campaign on KDIA, winner 
receives a Color TV. 

PUBLIC SERVICE (For The 
Community). KDIA receives 
the 1966 California State Fair 
Award for PROFILES IN 
B LACK. 

KDIA 
A SONDERLING STATION 

Represented by 
BERNARD HOWARD & CO., INC. 
°Data quoted or derived from audience surveys are estimates subject to sampling and other 
errors tAdvertisers l and 

their agencies are re- ferred survey for details. 
e 

K IA. 
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ADVERTISER INTEREST IN NEGROES ZOOMS continued 

than any other medium. This includes 
general radio and television, for mass - 
produced goods and services such as 
food, beverages, detergents and drugs. 

A number of reasons are cited for 
the value to advertisers of Negro radio. 
Vis -a -vis other Negro media, it over- 
shadows newspapers which have only 
two daily publications in this field as 
well as magazines, with Ebony consid- 
ered the only truly national publication. 

Prefer Specialized Stations Special 
research by The Pulse supports the con- 
tention that in listening patterns, Ne- 
groes overwhelmingly prefer the Negro - 
appeal station rather than the general 
one. Negroes tend to watch TV as much 
as the general household, according to 
the Opinion Research Corp., but the 
lack of identification with much TV 
programing and commercials casts some 
doubt on the effectiveness and efficiency 
of TV as an ad medium for this audi- 
ence. 

Though there is a paucity of motiva- 
tional research in the Negro market, 
some evidence has been adduced that 
Negro radio produces results because 
the environment is identifiable to the 
listener. 

Mr. Howard, who has been in Negro 
radio for 17 years and has run his rep- 
resentation company for eight years, 
offered this observation: 

"When I first started in business, I 
had to beg for a schedule. Today in 
many of our major market stations we 
cannot accommodate certain advertisers 
in certain time periods. This is partic- 
ularly true of cigarette, beer and soft 
drink accounts." 

Mr. Howard is confident that "the 
surface has not been scratched." He 
predicts that, as in the general media, 

the bulk of the national- regional dollars 
will be allocated to the major markets 
which are benefiting from a swelling 
Negro population that is becoming more 
affluent, better educated and more so- 
phisticated. 

Same Advertisers Advertisers on 
Negro radio, according to Mr. Howard, 
are virtually the same ones that run 
schedules on general -appeal stations. 
These include Colgate, Lever Brothers, 
the tobacco companies, Pharmaco, 
breweries, soft drink firms, Quaker 
Oats, Standard Brands, Procter & Gam- 
ble, Ford Motor Co. and a host of 
others. 

Mr. Howard's colleague, Jack David, 
believes that it's the "personal empa- 
thy" engendered on a Negro- appeal sta- 
tion that produces audience and com- 
mercial results among listeners. The 
Negro station is the one they rely upon 
to provide the news in depth of events 
locally or those nationally or interna- 
tionally that have meaning for Negroes. 
Mr. Davis is convinced that even a 
rhythm- and -blues music program has 
more meaning and more impact for a 
Negro if a person of the same race is 
host of the show. 

Mr. Howard envisions continuing 
strides in Negro radio, particularly on 
the West Coast and Northeast and 
North Central areas of the U. S. The 
South is lagging behind the rest of the 
country, he reported, but noted that 
"even there, there has been improve- 
ment." 

Howard operates offices in New 
York, Chicago, Atlanta, Los Angeles 
and San Francisco. 

Mr. Dore, of Dore & Allen, com- 
mented that the Negro market is "struc- 
tured to mass -consumed goods," and ad- 

Two Philadelphia youngsters, winners 
of WDAS's annual Stay in School con- 
test, receive flags for their schools 
from Representative Robert N. C. Nix 
(D -Pa.). At presentation (I -r): Cyril 
Sledd of Mr. Nix's staff; Robert Hayes, 

winner; Mrs. Chet Carmichael; Repre- 
sentative Nix; Jeannette Smith, win- 
ner, and Chet Carmichael, WDAS edu- 
cation director. The Stay in School 
contest was co- sponsored by Grey- 
hound Corp. 
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Who Knows More 

About The Negro Market 

Than Anybody? 

TheogGROUP 
New Orleans WBOKFull time 

Houston KY OR Full time 24 

Memphis WL OK Full time HOURS 

Baton Rouge WXOS Full time 

Mobile WG at Daytime 

Here is the proof backed by 15 years experience in the Negro Market 

We have made the following available for marketers and advertisers, the Bullock Study, 
The Tulane Study, The Survey by Center for Research in Marketing 

AND NOW...BRAND RATING INDEX 
A scientific study in 300 product areas of our individual markets and the national market 
... showing the Negro buying attitudes and Negro preferences. 

Ask The OK GROUP ... what Negroes buy ... how they buy and how to reach them correctly 
and effectively at low cost. 

Represented by 
Dore and Allen 
New York Chicago 
Los Angeles 
San Francisco 

BROADCASTING, November 7, 1966 

The GROUP 
505 Baronne Street 

New Orleans, La. 

Write for Information 
Stanley W. Ray, Jr. 
Executive V.P. and 
General Manager. 
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UNDUPLICATED!!! 

KNOK-AM/rm 
DALLAS -FORT WORTH 

Reaches The Largest 
Unduplicated Negro Radio 

Market In The United States" 

NOW WITH NEW 
BOLSTERED 

EFFECTIVENESS 

OF KNOK'S NIGHTTIME 
FM COVERAGE, 

Virtually adding another 
station to the market! 

fol. MON: Sales Effectiveness 

KN® 4C` 
lu Dallas -Fort Worth 

Stuart Hepburn, President 
Dallas Studio Fort Worth Studio 
1914 Forest 3601 Kimbo 
HA 1 -4144 TE 1 -1278 

REPRESENTED BY 

BERNARD HOWARD CO. 
°1962 U. S. Census, Estimated 

Negro Population 

W-NOO 
"SOUL RADIO" 

CHATTANOOGA'S only 

100% NEGRO -ORIENTED 
RADIO STATION 

GET YOUR W -N00 
PASSPORT TO SALES 

FROM OUR REPS . . . 

NTL. REP. 

DORE & ALLEN, INC. 
NEW YORK, CHICAGO 

LOS ANGELES, SAN FRANCISCO 

SOUTH: BERNARD I. OCHS 
ATLANTA, GEORGIA 

WNOO RADIO 
CHATTANOOGA, TENN. 
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Franklin McCarthy (I), WVON Chicago 
merchandising director, winner (c) and 
supermarket manager (r) show part of 

vertisers are discovering that through 
the use of Negro radio, they can reach 
more people for fewer dollars than in 
any other medium. 

The Dore firm has offices in New 
York, Chicago and Atlanta, he said, to 
cover the geographical areas it regards 
as the most favorable for national spot 
business. The Atlanta office ranges 
throughout the South, covering such 
principal centers as Dallas and Nash- 
ville. 

More Advertisers Interested Mr. 
Dore's associate, Dr. Allen, has been 
busy in recent months making presen- 
tations to leading advertisers on the 
burgeoning importance of the Negro 
market. Mr. Dore predicts that with- 
in the next year "15 important prod- 
ucts in the drug and food field" 
will be using Negro radio for the first 
time or will be returning to the medium 
after a hiatus. 

The heart of Dore & Allen's presen- 
tations in recent months is tied to Brand 
Rating Index data which provide infor- 
mation on the product usage or brand 
preferences of various groups, includ- 
ing Negroes, with reference to national 
norms. 

From this raw, nationally oriented 
form, Mr. Allen has prepared probabil- 
ity projections for the entire U. S. Ne- 
gro community for all BRI categories. 
(See story, page 85). This information, 
according to Dore & Allen, can be use- 
ful to advertisers, guiding them on 
which products or brands could bene- 
fit from advertising support in Negro 
media. 

In recent weeks, Dore & Allen has 
prepared reports for Gillette, Avon 
Products, Norcliff Laboratories, Col- 
gate- Palmolive, Liggett & Myers, Con- 
solidated Cigar, American Home Prod- 
ucts, Ex -Lax Inc., Miles Laboratories, 
Bristol -Myers and Lever Brothers. 

Advertisers and agencies involved 
with the Negro market affirm that solid 

$128.50 worth of sponsors' products 
won by contestant in station's Sing 
for Your Supper promotion. 

gains have been made over the past five 
years and believe that a keener aware- 
ness of this market will develop. But 
they add there is room for improvement 
in terms of additional meaningful re- 
search; an upgrading of Negro radio 
programing and a consistent educational 
effort to persuade advertisers that the 
Negro can be reached efficiently and 
effectively through the use of special- 
ized rather than general media. 

A number of advertiser -agency offi- 
cials stressed the urgent need to im- 
prove the quality of Negro radio pro- 
graming. A timely reminder on this 
subject was sounded on Oct. 28 by Ed- 
ward Bell, assistant to the director of 
advertising and sales promotion of the 
Atlantic Refining Co. before a meeting 
in New York of the National Associa- 
tion of Market Developers, a group of 
Negro advertising- marketing executives. 

Selected By Numbers "I am con- 
cerned because there are some types of 
media which definitely are not uplift- 
ing," he declared. "Some people may 
love `Mama Sadie' and `Flip -Flop Sam 
from Honey Land,' but are we facing 
our responsibilities by promoting this 
type of sometimes damaging stereotype 
when we have other, more wholesome 
media choices ?" 

Mr. Bell conceded that media must 
be selected on the basis of the numbers 
of people reached but he cautioned 
against the use of media that may "in 
any way either offend or demean any 
man." 

D. Parke Gibson, president of D. 
Parke Gibson Associates, New York, 
believes there is still a severe lack of 
knowledge among some advertisers as 
to what the Negro market represents for 
them. For example, he noted, there are 
some cities with 40% or more Negro 
population, and for some products, Ne- 
groes make up 65% of the market po- 
tential. 

It behooves advertisers to pinpoint 
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America's most experienced negro radio stations 

CONTINENTAL BROADCASTING 

WNJR, new york area WBEE, chicago area WRAP, norfolk 

WGEE, indianapolis (40% negro-programmed) 



"THE 
ACTION 

CREATORS" 
KCOH 

HOUSTON'S TOP NEGRO 
STATION IS WHERE THE 

ACTION IS: 

in 
(Source: 

No. 3 
General Station Ratings 
Houston Metro Pulse, April- May -June 

'66-6 AM -6 PMI 

IN THE NATION'S 8TH LARGEST 

NEGRO 

MARKET! 
NEGRO 

POPULATION 

350,000 

NEGRO 

SPENDING POWER: 

$400 MILLION 

KCOH 
GETS TOP RESULTS FOR ADVER- 
TISERS - with exciting program- 
ming, leadership in Public Service 
and complete Negro loyalty and 

acceptance. 

For Negro radio in Houston, choose 

Robert C. Meeker, Pres. 

5011 Almeda St., Houston, Texas 
(713) JA 2 -1001 

Represented Nationally 
- °.by Savalli- Gates, Inc. 
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In 1966 Houston fat stock show and 
rodeo parade this KCOH float won 
sweepstakes prize. Girls on float are 

their commercial messages to this mar- 
ket to bolster or raise sales there, ac- 
cording to Mr. Gibson. He urges the 
selling of Negro radio as a concept 
through joint promotional efforts and a 
stronger improvement in the quality of 
Negro programing as means of luring 
more dollars into the medium. 

Charles Sterling, assistant to the gen- 
eral sales manager of P. Lorillard Co., 
believes civil rights activities and the 
thrust toward market segmentation have 
been the principal factors in expanding 
Negro- oriented advertising, particularly 
radio. Its growth has been hampered, 
he said, by resistance to the use of this 
medium by certain product groups, 
which do not recognize the potential of 
this market. He cites pet food manu- 
facturers as an example of nonadvertis- 
ers that could benefit from Negro -di- 
rected advertising, but believes growth 
will come in these areas once research 
is made generally available. 

Clarence Holt, supervisor, market 
planning, ethnic market, for BBDO in 
New York, said that the Negro market 
is becoming more attractive to adver- 
tisers because they are realizing that 

station's Go -Go girls, who twist for 
two hours daily in KCOH looking 
glass studio. 

this group is the largest -growing one in 
terms of population in central cities and 
is one with a steadily increasing buying 
power. As advertisers become per- 
suaded that they cannot always reach 
the Negro with general advertising, 
he continued, investment in Negro 
radio will make additional advances. 
He indicated that Negro radio can rein- 
force its advertising base by improving 
its programing to appeal to an enlarging 
middle -class Negro population. 

H. Naylor Fitzhugh, vice president 
and director, special markets depart- 
ment, Pepsi -Cola Co., New York, at- 
tributed a more wide- spread acceptance 
of the Negro market today because of 
this ethnic group's rising income. He 
called radio the prime medium for 
reaching this specialized audience and 
credited the interest in market segmen- 
tation as part of the reason for radio's 
success. He expressed the view that in- 
dustry is using Negro radio in part to 
enhance its image in the Negro com- 
munity but maintained there has not 
been sufficient investigation by adver- 
tisers into the worth of the Negro mar- 
ket to them. 

WAAF HAS .. . 

Chicago's most influential, integrated radio staff 

Chicago's only complete jazz AM programming 

Chicago's most complete coverage of the 

Negro Middle Class 

WAAF 
The Wonderland of Jazz Station in Chicago 

95 on the dial 
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Who ever heard of a radio station 
giving $40,000 to a boy's club? 

.... WDIA in Memphis did. 
Plunked it down to refurbish the clubhouse build- 

ing. WDIA wanted to be sure there was air condition- 
ing for the hot Memphis summers, heat for the 
winter along with all the equipment that goes to 
making a Boys Club a place for boys. 

Because WDIA is so deeply involved with im- 
portant issues in the life of the people of Memphis 
they put up with the money to make the idea work 
... to help supply leisure -time activity for the 2,500 
boys (ages 8 to 18) who live within a mile of this 
new GOODWILL BOYS CLUB. 

Now if this was the only thing WDIA had ever 
done of this nature, you could say ... So What. 
But Goodwill is an every day, year -in, year -out affair 
with WDIA . . . like the 145 kids baseball teams, 
every one in the Memphis Metro area, wearing and 
using the $10,000 a year in uniforms and full equip- 
ment provided by WDIA for the past 12 years or so. 
Or take the two Goodwill School buses driven by 
WDIA personnel, which transport every handicapped 
Negro child in Memphis to and from school each 
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day. Another year- after -year involvement by WDIA. 
And there's more. Chapter and verse. 

If you keep getting the feeling that no other radio 
station, no other media in the Memphis area is so 
personally involved with people . . . you're right. 
Really, there's no one else. 

Just few of the hundreds of reasons why WDIA is 
called 50,000 WATTS of GOODWILL. 

Naturally this builds 
the kinds of audience 
needed to sell for you. 

Ask ARCHIE GRINALDS at WDIA 
or your Bernard Howard Man. 

E 
The Call Letters 

The People Answer 

A 50,000 Watt Sonderling Station 
MEMPHIS 

$3 



Stations identify with their audience 
THAT'S HOW CHAMPIONS OF SPECIALIZED PROGRAMING DESCRIBE FORMAT 

Currently in Washington the FCC 
has before it a hearing on the applica- 
tion of a Washington area group to gain 
a station now occupied by Wusr, a 
Negro -oriented station, licensed to adja- 
cent Bethesda, Md. WusT wants its li- 
cense renewed and wants to keep pro- 
graming to the Negro community. 

Also in Washington, there are two 
groups filing for channel 14, now occu- 
pied by WOOK -TV, which has aimed 
much of its programing at Negroes. 

These two cases have put the FCC 
on the spot. In effect, they are forcing 
the commission to determine if there is 
a need for ethnic programing. 

To operators of Negro stations every- 
where in the country there is a need: 
a need of a people to identify with 
something. But many of them, partic- 
ularly those in tough competitive mar- 
kets, are quick to point out that although 
the disk jockeys and newsmen may be 
Negro, the music is the type that many 
top -40 stations play. As a result, Jerry 
Jacob, general manager of WAMM Flint, 
Mich., pointed out, "we compete head- 

on with the two other rockers in town 
for share of audience and billing." 

He describes WAMM as having an 
"integrated modern sound." With about 
25% of air time devoted to news and 
public affairs, WAMM is heavy on local 
news and is in "constant communica- 
tion" with key Negro news sources. 
The civil rights movement, he said, has 
resulted in beefed -up editorials, an 
equal- opportunity job feature and a 
campaign urging youngsters to stay in 
school. 

In St. Louis, Martin O'R. Browne, 
vice president and general manager of 
KATZ, feels the term "Negro radio" may 
have to be redefined. The KATZ opera- 
tion "has knowledgeable, attractive, pro- 
fessional radio personnel who happen 
to be Negro, to program for anyone 
who cares to listen. There is no such 
thing as 'segregated radio..' " 

How Different? How is his pro- 
graming different from that of a general 
station? Mr. Browne says it is basically 
in the music and in the news items that 
are of particular interest to the audi- 

6 
easy buy 

great stations 
The 6 Speidel stations reach 
1,750,000 Negro listeners, 
and you get them all 
with just one order. 
Receive one bill 
write one check - 
there's a discount, too! 

Ask our representatives for details 
National - Bob Dore Associates 

Southeast - Dora -Clayton 

REACHING OVER 

WHIH 
NORFOLK, VA. 

WOIC 
COLUMBIA, S.C. 

WPAL 
CHARLESTON, S.C. 

WSOK 
SAVANNAH, GA. 

WTMP 
TAMPA, FLA. 

WYNN 
FLORENCE, S.C. 

GOLDEN HORN STATIONS 

1,750.000 NEGROES /S P E I D E L 
BROADCASTERS INC. 

ence. "These are not necessarily civil 
rights items," he points out, "they are 
also those referring to social, political, 
religious events in the community. So 
far as news is concerned, the Negro sta- 
tion must cover everything the general 
station does, PLUS. That is the basic 
difference." 

One of the simplest definitions of just 
what the Negro market is, was offered 
by Neil K. Searles, general manager of 
WAWA -AM -FM in the Milwaukee market. 
His programing, he said, is "similar to 
programing to a suburban community, 
since the interests of the people are 
basically the same, yet somewhat sepa- 
rate from the parent city." 

The accent on news and community 
events, is stressed by WENZ Richmond, 
Va. Ralph J. Baron, president and gen- 
eral manager of the station which went 
to 24 -hour Negro format a year ago, 
notes that in addition to local stories, 
the AP wire "is rewritten by the news 
director to make sure every word used 
will be understood by the listener. Some 
news items are explained by the news- 
man on the air." 

In Norfolk, Va., R. P. Johnson, op- 
erations manager of WRAP, describes his 
format as a "total commitment" to the 
Negro audience. It is a mixture of top 
rhythm and blues tunes, four hours of 
gospel music, community news notes, 
and a 90- minute women's program fea- 
turing local fashion news and home- 
maker hints. 

At WHIH Portsmouth, Va., Marvin L. 
Walberg, station manager, feels "you 
must have community involvement, you 
must be aware of Negro buying habits 
and tastes in music, news and what 
types of commercial approaches moti- 
vate the Negro." Although the station 
has not changed its general approach 
and still uses a top 40 R &B and gospel 
music mix, Mr. Walberg says, the civil 
rights movement "has made us more 
aware of quality broadcasting and qual- 
ity newscasts." 

Mixed Format Walter Conway, 
vice president of KDIA Oakland, Calif., 
describes his music programing as a 
mixture of R &B, jazz and gospel. In 
addition, he says, "a higher proportion 
of our news is concerned with civil 
rights and similar news most directly 
important to the Negro community, 
such as the antipoverty program, em- 
ployment, etc. Also our public service 
is much more concerned with social 
and civic activities within the Negro 
community as well as national cam- 
paigns of medicare and social security 
requirements, etc." 

In the area of public affairs program- 
84 (THE NEGRO MARKET A SPECIAL REPORT) BROADCASTING, November 7, 1966 



ing, Mr. Conway cites Profiles in Black, 
a series of 120 70- second vignettes de- 
voted to achievements of American Ne- 
groes. He also notes that for the past 
five years KDIA, cooperating with the 
state, has been heavy on job placement 
announcements. Another yearly cam- 
paign, he adds, is the "very strong and 
successful anti drop -out campaign un- 
der the theme 'Play it cool -stay in 
school.' " 

In Washington, WOOK's public service 
programing features civil rights groups 
like the Urban League and National 
Association for the Advancement of 
Colored People. E. Carlton Myers, Jr., 
vice president and general manager, 
also notes the success of Checkpoint on 
Community Action, a series heard sev- 
eral times a day in which Negro leaders 
speak out on community problems and 
services. 

Fred Webb, vice president and gen- 
eral manager of WNOO Chattanooga, 
says his station has constantly been 
aware of community changes and these 
have been reflected in programing. The 
station has "a fulltime man visiting re- 
sponsible individuals and /or organiza- 
tions in the community," he says, "to 
learn from them first hand the needs 
and interests of this community." 

He describes WNOO'S most successful 
program as The Mayor's Report, a 
weekly session in which the mayor of 
Chattanooga goes on the air to answer 

Strong brand loyalty by Negro buyers 
Armstrong tires is estimated to 

have a 1.5% share of the "white" 
market and 7.4% of the Negro 
market for tires. By a statistical 
probability projection, it can be 
shown that in a market with a 10% 
Negro population, 35.4% of the 
men naming Armstrong as a favored 
brand would be Negro. 

Ballantine beer, with a strong 
position in the Negro market (6.8% 
share Negro as against 1.8% white), 
projects in a 20% Negro -populated 
market as being preferred by 
Negroes representing 48.6% out of 
the entire group that favors the 
brand. 

Razor blades? The percentage of 
Negro men saying they use Gillette 
Blue Blades is 23.7 compared to 
8.1 among male whites. In a 30% 
Negro population, the projection in- 
dicates that of the entire group us- 
ing the product, 55.6% would be 
Negro. 

These are comparison examples 
made available by Dore and Allen 
Inc., New York, a national repre- 
sentative company specializing in 
the Negro radio station field, on the 
basis of brand usage figures pro- 

duced by Brand Rating Index that 

covers Negro- versus -white and other 
breaks for all its product and brand 
studies (more than 300 product cate- 
gories and over 500 brands). 

Under the direction of Dr. John 
E. Allen of the rep company, proba- 
bility projections are made avail- 
able to advertisers and their agencies 
and data is tailored for computer 
programing by showing probability 
profiles of the Negro community by 
region and market size. 

Dore and Allen reports there are 
73 markets in the country in which 
the Negro community can be 
reached daily by way of Negro - 
oriented media, and that in all but 
seven of these markets the Negro 
proportional population of the mar- 
ket is equal to or greater than the 

national average of Negro popula- 
tion (9.5% of total U. S. house- 
holds and about 11.5% of adult 
men and women). According to 
the rep, there are 23 markets where 
the Negro population averages 10% 
of the total market population; 22 
markets where the average is 20% 
and 23 markets where the average is 
30 %. 

the "LEADER" in BALTIMORE `NEGRO' RADIO! wo AM-1010 
FM-92.3 

e Source of ole Source of TRUE' Soul Sound! 

If you're looking for Results, and Baltimore's Leading Personalities, in 

addition to high ratings, then WSID is the only station to consider. 

FOR OUTSTANDING RESULTS in BALTIMORE'S PROGRESSIVE NEGRO MARKET 

... WRITE, or PHONE ... BALTIMORE'S 'most imitated' NEGRO STATION .. . 

I ID 
RICHARD EATON. President J. HERMAN SITRICK, General Manager PIERRE EATON, Vice President 

4340 PARK HEIGHTS AVENUE BALTIMORE, MD. 21215 542 -1021 (A /C 301) 

NEW YORK (212) MU 2.7833 CHICAGO (312) 467 -1632 ATLANTA (404) JA 5 -7841 

Affiliated with WMET -TV Channel 24 Baltimore's First Independent TV Station 
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questions mailed in by listeners. 
Local Emphasized In Pittsburgh, 

WAMO aims its news at the Negro audi- 
ence by putting "less reliance" on wire 
services and emphasizing local happen- 
ings in Negro areas and phone inter- 
views with Negro newsmakers. Leonard 
Walk, president and general manager, 
finds the station has devoted more time 
to news and public affairs programing 
since the civil rights movement has be- 
come prominent. 

WVKO Columbus, Ohio, became a Ne- 
gro- programed station in 1963 switching 
from a one -year attempt to be a profit- 
able rock 'n' roll operation. Bert 
Charles, vice president and general man- 
ager, says the present format is "totally 
Negro appeal" with a music format of 
R &B, gospel and jazz. The news is 
aimed at full coverage of the civil rights 
movement, racial stories and stories 
concerning Negroes. 

The station's editorial policy, he adds, 
is to aim at regional and local problems 
affecting the Negro community. Editor- 
ials are aired by management, the news 
director and women's director. Occa- 
sionally, Mr. Charles says, "our news 
personnel will editorialize giving their 
own opinions and labeling them as 
such." 

At wstu -AM -FM Baltimore, the music, 
news and public service are chosen, says 
J. Herman Sitrick, general manager, to 

Stuart H. Barondess (I), general man- 
ager of WRAP Norfolk, Va., and Leoly 
Dyson, WRAP women's director, meet 
with Rear Admiral David B. Bell prior 
to a NATO Day salute on Mrs. Dy- 

appeal to the overall Negro populace. 
"Not those with PhD's, nor the unedu- 
cated," he says, "but to that majority 
that represents the middle and upper - 
middle class among the Negroes. We 
try to run a station that will meet their 
desires and needs, and one of which 
they will be justifiably proud." 

Modern Sound The rhythm and 
blues programing, he goes on, is a 

son's 'Around the Town' program. Stu- 
dents and teachers from the area and 
military representatives of eight 
countries took part in a 45- minute on- 
air discussion. 

"tightly formatted, modern sound, with 
air personalities who sound as though 
they would be at home on any general 
market station in our town." 

Judd Sparling, general manager of 
WAPX Montgomery, Ala., feels program- 
ing to an ethnic audience has to be 
"more specific" in content. "Entertain- 
ment values," he adds, "have to be 
more emphatic so the total sound ap- 

CHICAGO IS WVON! 
SHOWING UP STRONGER THAN EVER 
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ranklin McCarthy 
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Wrr.ri _ 
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E. Bedoey '.Mail 
Lad" lone, 

Jim Moloney 
WVON News 

Bill 
Cv.0 

1ne Cobb 
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represented by Bernard Howard & Co., Inc. 

Purvis "The Blues Benny McRae of the 
Man" Spann Bears "Talking Sports" 
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peals to the emotional as well as the 
intelligent needs of its listener." He de- 
scribes the WAPX format as a "balance" 
of news, information, community inter- 
ests, religious programs and music, R &B 
and jazz. 

The primary difference in a Negro 
station, according to Stuart Hepburn, 
president and general manager of KNOK- 
AM-FM Fort Worth, is in covering Ne- 
gro community activities that would 
"ordinarily be overlooked by general 
media." His format includes R &B and 
gospel music plus news of community 
activities carried in a manner "that the 
Negro listener depends on." 

One of the station's annual promo- 
tions is awarding a $500 scholarship to 
a high school senior. The KNOK Good- 
will Radio /Television Scholarship, open 
to Negro students in Fort Worth and 
Dallas is given on the basis of academic 
achievement, potential, financial need, 
and a desire and interest in becoming 
a professional member of the broadcast 
industry. 

Although the basic music format for 
WLIB New York is R &B, gospel and 
jazz, Harry Novik, general manager, 
notes that the concept is "total pro- 
graming." This includes all kinds of 
music, "even operatic and concert," he 
adds, to meet the tastes of a Negro audi- 
ence that has diversified tastes. 

All newscasts are prepared by the 
news department, he adds, with em- 
phasis on items of interest to the Negro 
community. 

Service to Audience Among the 
station's public service programs are 
The Editors Speak, a Saturday morning 
staple for 13 years featuring a panel of 
Negro leaders interviewing public fig- 
ures; Community Opinions, an open - 
mike show, Business Opportunities, a 
weekly show prepared by the Interracial 
Council for Business Opportunities and 
aimed at Negroes who wish to enter 
their own business. 

WTHB North Augusta, S. C., describes 
its most successful public service en- 
deavor as the WTHB Young People's 
Choir. Reese J. Vaughn, general man 
ager, reports the one -hour program is 
carried every Sunday and it "definitely 
aids in combating juvenile delinquen- 
cy." The program, he adds, "is not com- 
mercial -but we cannot live by bread 
alone." 

The results of editorials, news and 
discussions, are evident to James H. 
Mayes Jr., president of WSRC -AM -FM 
Durham, N. C. He says the station has 
"joined in" the civil rights movement 
"to a degree." The stations cover con- 
ventions, make time available for an- 
nouncements of meetings in the area, 
Mr. Mayes notes, and in this way "we 
feel we are contributing to progress in 
our area." 

He also finds that the stations are 
able to bring action through editorials 
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and "we can see results happen when 
we make time available for discussions, 
etc." 

WJMO Cleveland finds the Negro 
audience is more loyal than a general 
audience which goes from station to 
station. The station's programing pol- 
icies have changed as a result of the 
civil rights movement to the point where 
it "has better public affairs programs 
and tighter restrictions on commercial 
copy and our programing is of a better 
quality than in previous years," he adds. 

A daily feature on wvoL Nashville, 
reports Bill Salmon, general manager. 
is fob Mart. This is a five -minute fea- 
ture carried three times a day. Employ- 
ers call the station with a list of job 
openings and persons desiring work let 
the station know their qualifications. 
Both groups' messages are carried on 
the series. 

Hourly announcements of available 
jobs is also a feature on WOL -AM -FM 
Washington. William Sherard, operations 
manager, says the station was converted 
from a middle -road format to an R &B 
operation in 1965. Among the stations 
other public service programing are 12 
weekly discussion programs of 15 to 30 
minutes each with primarily local and 
sonie national participants. The groups 
represented on the programs include 
CORE, NAACP, departments of edu- 
cation, youth clubs. 

In news coverage, he reports, a local 
slant is given to all national racial 
stories, through views of leading Ne- 
groes in the community. 

KEZY Tyler, Tex., annually selects a 
Miss KEZY and two runners -up. This 
year the winners received $4,800 in col- 
lege and trade school scholarships, says 
W. L. Whitworth, general manager. 

One way in which WAOK Atlanta has 
met the changing tastes in the Negro 
community has been through en! ;lrçinr_ 

Pepsi sponsors job show 
Pepsi -Cola, through BBDO, 

New York, last week began a 10- 
week trial campaign on wt.'s 
New York detailing specific jobs 
current in New York that are 
open to the Negro audience. The 
special "job opportunities" series 
are made up of one -minute pro- 
grams, compiled and produced by 
the station and scheduled two a 
day, six days per week. There is 
no commercial copy other than 
an identification of the New York 
Pepsi bottler in the opening bill- 
board and in the tag. According 
to WLIB, there has been strong 
initial reaction to the campaign 
devised by Pepsi as a means of 
strengthening its image in the 
Negro consumer market. The sta- 
tion said indications are that the 
10 -week trial run would be ex- 
tended as a continuing campaign 
and possibly placed by Pepsi in 
other cities. 

the news department. Zenas Sears, vice 
president, notes the station's newscasts 
are oriented to the Negro community 
by having about 70% of air copy pre- 
pared locally. 

Diverse Projects Frank D. Ward, 
executive vice president of WWRL New 
York, says his station's basic concept 
has been "to seek out the needs of the 
community and to fill them." WWRL 
undertakes to do this not only on the 
air but off with projects as diverse as 
providing talent for stay -in- school ral- 
lies, sponsoring a Little League base- 
ball team, putting on an annual dog 
show for teen -agers and maintaining an 
"Instant News" telephone line and also 

Representative for Social Security Ad- 
ministrative (second from right) an- 
swers questions on medicare over 

WWRL New York. Questions, asked by 
participants on left, came from quiz 
provided by Ex -Lax Inc. 
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Staple Singers, a gospel group, enter- 
tain on WBEE Chicago at grand open- 

a "Sound -Off Line" that listeners may 
call and have their complaints -about 
irritations ranging from traffic problems 
to suspected dice games- recorded for 
possible use on WWRL newscasts. 

The station schedules broadcasts of 
employment opportunities throughout 
the day -a feature that became so pop- 
ular that it got a sponsor (R. J. Reyn- 
olds Tobacco) and has drawn letters of 
thanks from numerous employers who 
have used it, including National Cash 
Register Co., Hooker Chemical Corp., 
E. J. Korvette Inc., the M. Aron cloth- 
ing manufacturing company and the 
White Tower restaurant chain. 

Success stories 
many and varied 
Local advertisers as well 

as national find Negro 

programed stations potent 

Stations can talk about their virtues 
until they are blue in the face, but it is 
always what's in the cash register that 
pays the bills. In the case of wino At- 
lanta, business for the current year is 
up 17% over 1965. 

As an example of the station's draw- 
ing ability, Bertram L. Weiland, general 
manager, points to a recent successful 
campaign by the Campus and Career 
shop. The store had described its month- 
ly picture as "so -so." However, after 
going on the air with wino, the store 
finished up with a 21.4% increase for 
the month. The following month showed 
a jump of 23.6 %. In one of the subse- 
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ing of the Ember Furniture Company 
store. 

quent traditionally "real low periods," 
the sales went up "a fantastic 17 %" 
over the corresponding period a year 
earlier, the store wrote. 

It's never pleasant to lose an account 
even for a few days. But occasionally 
the reason behind the temporary can- 
cellation more than makes up for the 
dollars and cents loss. Such is the case 
with one account on WENN Birming- 
ham, Ala. 

When a local automotive motor and 
transmission repair shop, Uncle Bob, 
moved to a new location he bought 
some spots on WENN. After three weeks 
the agency, Parker and Associates Inc., 
had to ask the station to cancel the 
schedule "because of something that the 
station did." 

Business is Good Not only is Uncle 
Bob's shop loaded, the agency said, 
"but his lot is full and half of the used 
car lot down the street is packed with 
cars that he has had to put off for as 
much as a week because he can't handle 
as much business as has been coming in 
as a direct result of his advertising on 
WENN.... We will definitely be back." 

A combination community interest - 
merchandising campaign has been suc- 
cessful at WNJR Newark, N. J. Annual- 
ly the station conducts a choir contest 
sponsored by Quaker Oats Co. All 
Negro church choirs in the New York 
metro area are recorded and played on 
the air with listeners voting for their 
favorite choir. The winning choir gets 
new robes and other prizes, with prizes 
for the runner -up choirs. WNJR calls it 
a "great success" for both station and 
sponsor. 

Tieing sponsors to public service pro- 
graming is also used by KcoH Houston, 
according to John C. Shedden, commer- 
cial manager. In cooperation with Grey- 
hound Corp., the station recently spon- 
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sored a Negro small businessmen's sem- 
inar with most Negro businesses in the 
community and many white business- 
men present. 

Another combined venture is the Jax 
Job Opportunities Program. Sponsored 
by the Jackson Brewing Co. and Jax 
Beer Distributing in Houston, it makes 
the station a clearing house between 
prospective employers and employes. In 
three years, 65,000 telephone applica- 
tions have been processed. This feature 
is run in cooperation with the state em- 
ployment commission and area firms 
looking for personnel. 

When Safeway needed help in find- 
ing new employes they turned to KDIA 
Oakland, Calif. A schedule of 14 spots 
produced 1,000 people the first day 
and 2,500 on the second day. The agen- 
cy, Cancilla, Wren & Knapp, San Fran- 
cisco, reported "interviewers were still 
interviewing at 12 midnight with peo- 
ple still waiting." 

In Columbus, Ohio, a major depart- 
ment store went on wvxo and the fol- 
lowing interoffice memo tells the story: 
"We have noticed a tremendous in- 
crease in the Negro business in our 
department since beginning radio spots. 

. Bill Moss, the disk jockey, has 
given this department a tremendous 
boost in a market that was almost non- 
existent... . 

WYLD New Orleans had to tempo- 
rarily lose a client when Lincoln 
Homes, a builder, found the station had 
the "ability to produce sales at a faster 
clip than we anticipated.... Our last 
weekend of spot announcements not 
only sold out our finished homes but 
every house under construction as well! 
We even took deposits for houses which 
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Sol Gold (I), manager of a Busch 
Jewelry Store in New York, presents 
$50 weekly prize in promotion heard 
on WLIB. Larry Kingen, station sales 
manager, looks on. 

are still only in the planning stages." 
In New York Busch Jewelry Stores 

have been buying time on WLIB for 14 
years. Now with 14 stores, half in Ne- 
gro areas, the station and client created 
a 16 -week promotion campaign to build 
traffic in the Negro neighborhood 
stores. Offering weekly and grand 
prizes, the promotion requires listeners 
to register in person at any of the 
stores. In the first week more than 
2,400 registered and the pace has re- 
mained solid. 

i personally believe WMBM is 

the best, most efficient radio 

buy in dade county, florida . 

check for yourself and you will 

see ... you can even ask bob 

dore or jack allen in new york 

(687 -1733) or richard greener 

in chicago (332 -3614) or Bar- 

ney ochs in atlanta (355 -6432) 

... or ask me ... we may be 

slightly prejudiced, but in your 

heart you'll know I'm right ... 

allan b. margolis 

president 

WMBM (315 -532 -6347) 

BROADCASTING, November 7, 1966 



FINANCIAL REPORTS 

And now a David 

confronts Columbia 

A stockholder of Columbia Pictures 
Corp. filed suit in New York State Su- 
preme Court last week charging officers 
of the company were "arbitrary and 
unreasonable" in refusing to consider 
the request of holders of more than 
50% of Columbia stock for represen- 
tation on its board of directors. 

The complaint, filed on behalf of 
Henry Gartzman of Waterbury, Conn., 
described as a small stockholder, charges 
Columbia officers with trying to "per- 
petuate themselves in office" in order 
to continue to receive "huge benefits" 
in the form of salaries and other pay- 
ments. 

The action follows a suit filed by 
Columbia Pictures against a group of 
dissident stockholders who claim own- 
ership of more than 50% of the com- 
pany stock and who had demanded and 
were refused representation on the 
board. Columbia charged that the group, 
headed by the Banque de Paris et des 
Pays -Bas, was seeking control of the 
company in violation of federal law. 

An attorney for the dissident group, 
Milton S. Gould, said his client has 
"nothing to do with the stockholder's 
derivative suit" and "Mr. Gartzman has 
no connection with us." 

Meanwhile, the FCC has asked Mr. 
Gould for his version of management's 
report that the dissidents, claiming 
more than a majority of the stock, were 
attempting to take control of the com- 
pany (BROADCASTING, Oct. 31). 

The commission noted that such a 
take -over would be illegal without prior 
commission approval. It asked Mr. 
Gould, to submit a "complete report 
respecting this entire matter." 

Storer racks up record 

in 9 -month earnings 

Storer Broadcasting Co.. Miami, has 
reported record earnings for the nine 
months ended Sept. 30. One reason for 
the improvement in the profit picture 
was the $1,754,000 earned by North- 
east Airlines during the seven week's 
strike by mechanics of five other airlines 
in July and August. 

Gross revenues from broadcast oper- 
ations for the nine months period were 
up 12.8% over last year. 

In addition to the six television and 

seven radio stations owned by the com- 
pany, Storer is a major owner of North- 
east Airlines. Earnings figures also re- 
flect the operations of Storer Leasing 
Corp., a subsidiary which owns and 
leases planes to Northeast. 

For the nine months ended Sept. 30: 
1966 1965 

Earnings per share $2.06 $1.29 
Gross broadcasting 

operating revenue 37,319221 33,080,168 
Non -recurring gain 1,524,885 
Net earnings 8,556,351 6,818,583 

Emerson owner has 

big earnings jump 

National Union Electric Corp., Stam- 
ford, Conn., which owns Emerson 
Television & Radio Co., has reported 
record third -quarter income up 158% 
and sales up 18%, and record nine - 
month income up 215% and sales up 
123 %. 

The company has declared a regular 
quarterly dividend of 171/2 cents a share 
on 1,964,234 shares outstanding, pay- 
able Oct. 25 to stockholders of record 
Oct. 14. 

For the nine months ended Sept. 30: 
1966 1965 
2.11 1.20 

109,017 671 48,880$ 579 
Earnings per share 
Net sales 
Consolidated net 

income 4,152,988 1,318,810 
Shares outstanding 1,964,234 1,102,000 

Includes 861,161 shares issued in April 
and May in Emerson acquisition. 

Movielab profits triple 
in first nine months 

Movielab Inc., New York, has re- 
ported that for the first nine months of 
this year its net profit was more than 
three times that in same period last 
year. Sales were slightly more than 
25% ahead of last year. 

Nine months ended Oct. 1: 

1966 1965 
Earnings per share. $0.92 $0.29 
Net sales 8,034,911 6,403,052 
Net income after taxes 841,831 263,552 Based on 910,851 shares outstanding on 
Oct. 1. 

Spanish Language TV 

files for stock offering 

A proposed offering of 100,000 
shares of capital stock was filed Fri., 
Oct. 28 with the U. S. Securities and 
Exchange Commission in San Fran- 
cisco by Spanish Language Television 
of Arizona. The company is permittee 
for KPAZ -TV (ch. 21) a new station 

that's scheduled to begin operations in 
Phoenix next spring. Proceeds of the 
offering will be added to existing funds 
of the corporation for construction and 
operation of the new station. Directors 
and officers of company include Wall 
Street investment analyst James J. 
Horan and astronaut Lieutenant Corn - 
mander Roger Chaffee, who is due to 
participate in the Apollo space flight. 

Strikes blamed for 
Chris -Craft dropoff 

Chris -Craft Industries Inc., Oakland, 
Calif., has reported a decline in sales 
and earnings for the first nine months 
of 1966. The decline, according to John 
G. Bannister, president, was due to a 
series of strikes affecting the firm's four 
Michigan boat plants from March 17 
to July 11. 

Moderately lower earnings were re- 
ported during the third quarter for the 
company's three television stations 
(KcoP[Tv] Los Angeles; WTCN -TV Min - 
neapolis-St. Paul; and KPTV[TV] Port- 
land, Ore.). Mr. Bannister said televi- 
sion operations appeared to be improv- 
ing, and that Chris -Craft expected 
fourth quarter earnings of the television 
division to surpass those of last year. 

For the nine months ended Sept. 30: 
1966 1965 

Earnings per share $1.10 $1.43 
Sales 53,207,731 55,838,419 
Net earnings 1,741,311 2,257,612 

'Based on 1,583,635 shares outstanding on 
Sept. 30. 

Viking 9 -month figures 

show earnings up 118% 

Viking Industries Inc., Hoboken, 
N. Y., last week reported third -quarter 
sales up 35% and earnings up 126% 
over 1965. Comparable nine month 
sales advanced 40% and earnings 
118 %. 

Theodore Baum, executive vice pres- 
ident, said profit margins exceeded 7% 
in 1966 as compared to last year at 
41 %. Viking, an owner of CATV 
systems, makes coaxial cable, transis- 
torized amplifiers and electronic coin 
ponents for the CATV industry, and 
constructs CATV systems. 

For the nine months ended Sept. 30: 
1966 1965 

Earnings per share $0.65 $0.30 
Sales 11,657,583 8,336,179 
Earnings 835,039 383,307 
Shares outstanding 1,289,200 1,289,200 
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9 -month revenues, sales 

set Teleprompter record 

Teleprompter Corp., New York, has 
reported record revenues and net earn- 
ings for the nine months ended Sept. 30. 

In addition to net operating profit of 
$236,761, other income of $426,450 
resulted from the sale during the second 
quarter of a 10% interest in the com- 
pany's Upper Manhattan CATV fran- 
chise to Hughes Aircraft Co. 

Teleprompter Corp., a major CATV 
operator, is also engaged in closed cir- 
cuit television, master antenna and in- 
dustrial communications services. 

Theta Communications of California, 
a jointly owned company with Hughes 
Aircraft, was recently awarded three 
CATV franchises in Los Angeles. 

For the nine months ended Sept. 30: 
1966 1965 

Earnings per share $0.29 $0.28 
Gross revenues 4,803,628 4,006,091 
Net income 236,761 210,430 
Average shares 

outstanding 822,974 758,904 

Offering proposal 

by Lamb Enterprises 

Lamb Enterprises Inc., Toledo, Ohio, 
has registered 1,177,868 common shares 
with the Securities and Exchange Com- 
mission. The stock is for issuance in 
connection with the firm's acquisition 
of the outstanding stock of Lamb Indus- 
tries Inc., Milwaukee. The company 
currently owns 57.88% or (643,467 
shares) of the 1,177,868 outstanding 
shares of Industries common, and is 
trying to acquire at least 90% of them 
through a one -for -one exchange offer. 

Lamb Enterprises is engaged in TV 

and radio broadcasting, community an- 
tenna television, plastics and chemicals, 
mechanized farm machinery and equip- 
ment, wire and electronic appliances. 
Lamb Industries sells aluminum prod- 
ucts. 

Dynamics Corp. has 

record nine months 

Dynamics Corp. of America, New 
York, electronics -industrial firm, last 
week reported its highest sales (up 
32% over the like 1965 period) and 
profits (up 85 %) for the first nine 
months of 1966. 

For the nine months ended Sept. 30: 
1966 1965 

Earnings per share $0.83 $0.46 
Gross sales 64,337,108 48,643,322 
Net income before 

Federal taxes 6,653,375 3,466,273 
Net income 3,550,645 1,913,244 

Financial notes ... 
Technicolor Inc. Hollywood, last 

week announced earnings from opera- 
tions of $2.2 million, or 66 cents per 
share, for the first 39 weeks of this year 
on net sales of $70.4 million. Opera- 
tional earnings for a comparable period 
last year were some 40% higher. Last 
year's per share earnings for the first 
39 weeks was $1.10 on net sales of 
$74.6 million. 

Kaiser Industries Corp., Oakland, 
Calif. which through a broadcasting 
subsidiary owns five UHF, one AM and 
two FM stations, as well as partly con- 
trolling a community antenna television 
manufacturing operation through an- 
other subsidiary, reported a quarterly 
earnings decline. For the quarter ended 
Sept. 30, Kaiser's net earnings dropped 
to $3.3, or 13 cents a share, from al- 

most $4 million, or 15 cents a share a 
year earlier. Nine -month profit, how- 
ever, was $6.9 million, or 25 cents a 
share, against net loss of $11.1 million 
the previous comparable period. 

Memorex Corp., Santa Clara, Calif., 
precision magnetic tape manufacturer, 
reports record sales and earnings for 
the first nine months ended Sept. 30. 
Net income was $1.9 million, a 136% 
increase over the corresponding figure 
a year earlier. Earnings per share were 
$1.92, compared with $0.81 in the first 
nine months of 1965. 

Lear Siegler proposes merger 

Lear Siegler Inc., Santa Monica, 
Calif., electronics company that sup- 
plied the technical know -how for Sub- 
scription Television Inc.'s pay -TV oper- 
ations in California and still a major 
stockholder in that concern, and Amer- 
ican Products Co., Detroit, has re- 
vealed that they have ratified a pro- 
posed merger of the firms. The $71 
million transaction is expected to be- 
come effective Nov. 15, with Lear 
Siegler emerging as the survivor. 

A good year for Nielsen 

A. C. Nielsen Co., Chicago, has an- 
nounced a 25% increase in net income, 
and a 15% gain in service revenues for 
the year ended Aug. 31. The parent 
company and each of the foreign sub- 
sidiaries and branches showed satisfac- 
tory sales growth, according to the firm. 
For the twelve months ended Aug. 31: 

1966 1965 
Earnings per share' $1.09 $0.87 
Service revenues 66,132,337 57,536,500 
Net income 5,590,854 4,456,170 
'Based on 5,130,000 shares outstanding on 
Aug. 31. 

INTERNATIONAL 

Lani's odd orbit may be useful 
Comsat hopes to achieve a semi -stable course for its 

Pacific satellite, with more time than planned for TV 

The Communications Satellite Corp. 
last week was trying to salvage Lani 
Bird, the communications satellite that 
goofed. 

Comsat hoped to place Lani into an 
orbit that would permit it to be used 
for TV and telephone service between 
the U. S. West Coast and Hawaii and 
later between the U. S. and Japan. 

And if it works, all three TV net- 
works and other TV groups will be 
able to use the bird for specials and 
other news coverage from the Pacific. 

92 

It was considered possible that Lani 
may be able to furnish up to eight hours 
a day of service between the U. S. and 
Hawaii. 

What Comsat technicians hope to do 
is to nudge Lani Bird into an orbit that 
would "illuminate" the Brewster Flat, 
Wash., and Paumalu, Hawaii, ground 
stations for lengthy periods perhaps 
even more than eight hours, according 
to some Comsat sources. This would 
be during daylight hours over the Pa- 
cific. considered peak telephone time. 

One of the advantages of the near 
miss in the attempt to put Lani into 
true synchronous orbit, Comsat officials 
pointed out, is that if the satellite can 
be jiggled into a useful "rise and set" 
orbit over the Pacific, television could 
use it much more frequently than if it 
had locked into the targeted 22,300 - 
mile orbit. If that had occurred, they 
say, most of the satellite's 240 telephone 
channels would have been used almost 
constantly by the National Aeronautics 
and Space Administration for its Apollo 
man -to- the -moon project, and also by 
the Defense Department for communi- 
cations with Hawaii, the Far East and 
Southeast Asia. This would have neces- 
sitated both NASA and the military 
giving up some of their circuits when 
TV wanted to use the satellite. 

As it is, Comsat spokesman said last 
week, TV will be able to utilize the bird 

BROADCASTING, November 7, 1966 



Will it ever go out of print ? 

Recommended 

for 

9,epad by. 

A Joint CmrmfHra 

Reptaeenting ake 

Rnd,the 

We hope so. 
We hope someday we won't have to 
publish standards of automobile ad- 
vertising. We hope someday there 
won't be any deceptive or dishonest 
advertising in newspapers, radio and 
television. 

It may be many somedays before 
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that happens. But we believe it will 
happen. 

How can you help the responsible 
dealers of N.A.D.A. in their fight 
against irresponsible advertising? 
Send for this free "Recommended 
Standards" booklet. Then refuse to 

write or produce any advertising 
that does not live up to these stand- 
ards. 

To get this important booklet, write 
to N.A.D.A. Standards, 2000 "K" 
Street, N.W., Washington, 
D.C. 20006. 

National Automobile Dealers Association 
Official organization of America's franchised new car and truck dealers 
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The mechanics of work, bone and muscle 
As early as 1934 Western Electric had gained national recog- 
nition for its studies of the physical and psychological needs of 
assembly workers. But changes in technology constantly make 

new demands on our employees. For example, micro -assembly 

work under a microscope may cause eye strain or sore neck 

muscles. 

Recently, Western Electric instituted a company -wide pro- 
gram in biomechanics -a systematic, scientific re- appraisal of 
the physical capabilities and limitations of workers in today's 
manufacturing arts. Our preliminary experiments with the design 
of new tools, work stations and plant environments showed im- 

pressive results: improved comfort, less job fatigue, better 
morale and increased production. 

Biomechanics will not eliminate all the problems of man - 

machine interactions, but it can and does improve the worker's 
comfort and efficiency. In the long run, it helps us arrive at a 

common goal Western Electric shares with the Bell Laboratories 
and Bell telephone companies -to continue to bring you the 
world's most dependable telephone service at low cost, despite 
the rising costs of labor and materials. 
1. Hypothetical average: A work station designed for the 

"average girl" may actually reduce a specific worker's effi- 
ciency. In this double exposure, 6 -foot Sharon Ault and 4 -foot- 
10 Rachel Butler are shown generating up -to -date statistics for 
Western Electric's study of man -machine relationships. 
2. Bones and muscles: Dr. Grosvenor Roberts, Medical 



re- examined at Western Electric 
Director at W.E.'s Kansas City Works traced recurring medical 
complaints to awkward hand tools. Professor E. R. Tichauer of 
Texas Technological College, Lubbock, who was our consultant 
on all aspects of biomechanics during the development of the 

program, designed among other devices this mechanical arm to 

spot risks of bone and muscle stress. 

3. New Tools: Pliers, used thousands of times a day for intri- 
cate wiring operations, were the first tool to be redesigned. 
Before -and -after X -rays show how the new pliers minimize 
bending of the wrist and conform more closely to the bones 

and muscles of a worker's hand. 
4. Optimal posture: A small adjustment in the height of a 

chair can improve a worker's performance and leave her less 

tired at the end of a day. With a special anthropometric chair, 
biomechanics engineer E. W. Hiatt measures optimal back -rest 
height for Shirley Crooks. 
5. Biomechanics Task Force: Engineers at all the Western 
Electric plants have taken up the search for applications peculiar 
to their own operations. For example, Lola Carter is more com- 
fortable at this transistor test machine with padded arm rests 

to minimize forearm soreness. 

Western Electric 
MANUFACTURING & SUPPLY UNIT OF THE BELL SYSTEM 



So far it's pie in the sky 

The news divisions of the three 
TV networks said in a joint statement 
last week that they were interested 
in taking part in a round- the -world 
satellite broadcast proposed for next 
June but could not promise to do so 
until many unresolved problems have 
been worked out. 

The broadcast was proposed by 
the European Broadcasting Union. 
The networks' news divisions issued 
their statement in response to "pub- 
lished reports" that ABC, CBS and 
NBC had given "final agreement" to 
take part. 

What had happened, they said, 
was that the networks "indicated in- 
terest" in such a project but "stressed 
that it posed a great many difficulties 

which would have to be worked out." 
They did send a representative to 
meetings in Geneva and Oslo, and he 
reported back "that many problems 
were left unresolved." The statement 
continued: 

"Among these problems were ques- 
tions of program content for the 
American segment, overall length 
and format for the entire broadcast, 
technical questions relating to satel- 
lite transmission, costs of the produc- 
tion, broadcast time for the United 
States and available time on the 
American networks. 

"Until such time as these vital 
issues are resolved, the American 
networks cannot promise to partici- 
pate." 

much more easily -if it can be placed 
into a useful orbit. 

Still Planning All three TV net- 
works had planned on special programs 
to inaugurate operation of the Pacific 
communications satellite. They still are 
interested if it becomes usable, they 
said last week. 

Lani was launched Oct. 26 aboard a 
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Delta rocket. It successfully reached 
its assigned spot above the South At- 
lantic (BROADCASTING, Oct. 31), but 
when Comsat technicians fired a motor 
aboard the 192 -pound drum to place it 
into synchronous orbit, the motor, for 
reasons not yet determined, failed to 
run for the required length of time. 
This left Lani Bird in an elliptical orbit 
ranging from an apogee of 23,000 miles 
to a perigee of 1,840 miles. 

During the first few days aloft, Lani 
communications and television circuits 
were checked out by Comsat. All 
worked perfectly, the company said. 

Comsat originally planned a second 
shot late this month to place another 
communications satellite over the At- 
lantic as a companion to the Early Bird 
satellite which has been operating since 
April 1965. When Comsat determines 
what went wrong with Lani's motor, a 
Comsat spokesman said, a third, back- 
up satellite will be launched. He de- 
clined, however, to commit himself to 
a definite date. This also postpones the 
Atlantic shot, he implied. 

Also Comsat's financial men have ex- 
pressed some doubt that their estimate 
of $4 million to $5 million in profits 
next year can be met. A. Bruce Mat- 
thews, financial vice president for Com- 
sat, said the earnings projection "will 
still be true" if two more satellites can 
be successfully launched before the end 
of this year. If this isn't accomplished, 
he said, the 1967 prediction "goes out 
the window." 

Meanwhile, Comsat announced that 
it was establishing a research center in 
a Maryland suburb near Washington. 
It said it had signed an agreement to 
buy 210 acres of land. It hopes that 
construction, estimated to cost between 
$7 million and $10 million, can begin 
in 1967. 

BBG asked to hold some 

VHF channels for ETV 

Educators from five Canadian prov- 
inces have appealed to the Board of 
Broadcast Governors at Ottawa, to re- 
serve the few remaining VHF channels 
for educational TV purposes. The 
briefs took a dim view of UHF as an 
immediate solution, citing the lack of 
an operable UHF system and the 
high cost of UHF conversion to pres- 
ent TV receivers. 

However, the ETV solutions pro- 
posed reflected diverse interests wher- 
ever local ETV had performed suc- 
cessfully. 

A Nova Scotia spokesman recom- 
mended the formation of a Maritimes 
network based on a common curric- 
ulum, to be operated by the Canadian 
Broadcasting Corp. or financed by 
federal funds because the provinces 
haven't the available resources. On- 
tario educators suggested the BBG re- 
serve the two most desirable VHF 
channels in all areas for ETV. An- 
other representative proposed satellite 
relays be studied (BROADCASTING, Oct. 
31) . The National Community An- 
tenna TV Association offered a hope 
for open- market UHF and subsequent 
ETV development because its cable 
service can handle both VHF and 
UHF programs for VHF receivers. 

The CBC and the Canadian Associa- 
tion of Broadcasters urged that more 
study should be made before a decision 
is reached, arguing the interests of 
general programing must first be pre- 
served. 

International bargaining 

agency planned by writers 

Creation of an international bargain- 
ing agency for TV, screen and radio 
writers in four English- speaking na- 
tions has been put into motion. The 
action came at the conclusion of the 
five -day meeting of the International 
Writers Guild in Hollywood (BRoAn- 
CASTING, Oct. 17). 

Under conditions of interlocking 
affiliation letters already signed, more 
than 6,000 writers in the U. S., Can- 
ada, Great Britain and Australia will be 
represented by the Writers Guild of 
America, the Association of Canadian 
TV and Radio Artists, the Australian 
Radio, TV and Screen Writers Guild, 
and Writers Guild of Great Britain 
"working together to enforce each 
other's collective bargaining agree- 
ments in their own jurisdiction." For- 
mal affiliation documents are to be 
negotiated. 
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"No Other System Makes Back -To -Back Cueing So Sure -Fire" 

CUE -MATIC 
RECORDERS 

REPRODUCERS 

CUE MAT 
MAT FILE 

a. 
CUEMATIC 

1 / REPRODUCERS 

hli u 
CUE MAT 
MAT FILE 

Mo e than 1500 selections, commercials, 
etc , are at fingertips of KYA, San Fran- 
cisco, engineer. Rapid -fire hit program- 
ming (60 cues/ hour) is handled with easy 
fingertip filing and ready access to mats. 

KYA REPORTS ON CUE -MATIC RECORDERS: 

"For tight cueing, and instant rotation se- 
quence changes without redubbing, CUE - 
MATIC recorders can't be beat," says Paul 
M. Beck, KYA, San Francisco. "They make 
our sound the surest and cleanest on the 
air. All of our music, news, commercials, 
and ID's are individually converted to 
mats and filed right here -so the operator 
has the entire library at his fingertips. Be- 
cause the mats are tough, flexible, virtu- 
ally damage -proof sheets, they end mis- 
haps of cartridges or reels. They cue -up 
automatically in the AG -100 recorder. Be- 
cause mats are a magnetic medium, our 
sound stays "first- play" fresh. They file 
easily in minimum space. Label easily. 
After two years with the CUE -MATIC re- 
corder system maintenance has been very 
low, and we are 100% sold on it." Ask your 
distributor for details, or mail the coupon. 

To: Ampex, Redwood City, Calif. 94063 
SHOW ME SURE -FIRE PROGRAMMING. 

4 Send me Mr. Beck's recent A.E.S. en- 
gineering paper about KYA's radio pro- 
gramming on CUE -MAT' mats. 

Arrange an AG -100 CUE -MATIC Re- 
corder demonstration. 
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AMPEX 
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Desilu cashes in, south of the border 

Desilu Sales Inc., the syndication 
arm of Desilu Productions Inc., has 
virtually sold out its entire stock of 
film product in the 19 countries that 
make up the Latin American market, 
BROADCASTING was told last week. 
According to John Pearson, Desilu's 
director of international operations, 
as well as Latin America sales direc- 
tor, some 265 half -hour TV film 
shows and more than 280 hour pro- 
grams have been sold. 

Included are sales of Desilu's two 
new network series, Mission: Impos- 
sible and Star Trek, to every Latin 
American country except Colombia 
(where they have not yet been made 
available). 

What makes this total sales per- 
formance particularly significant is 

that previously, Latin America was a 
consistent trouble spot for Desilu 
Sales- indeed, for most international 
film syndicators. There never seemed 
to be sufficient money available in 
these countries for the purchase of 
U. S. product even though Latin 
Americans have shown a consistent 
liking for it. As a result, in the past 
Desilu had been reluctant to invest 
in the dubbing of product into Span- 
ish and Portuguese without a reason- 
able assurance that it would generate 
a cash flow. 

Today, apparently, the situation is 
much improved -at least as far as 
Desilu is concerned. The syndicator 
is probably in its most active selling 
period there in its four -year history. 
Industry sources estimate that while 

Desilu Sales grossed less than $500,- 
000 from Latin America in 1964 and 
barely $600,000 in 1965, it should 
end this year pocketing a solid $750,- 
000 from the 18 Spanish -speaking 
countries in Central and South Amer- 
ica and the Caribbean and one Por- 
tuguese- speaking country (Brazil) 
that the market encompasses. 

Mr. Pearson feels that of all inter- 
national markets, Latin America is 
the one that requires the most con- 
centration because it presents the 
most pitfalls. Still, in his estimation 
it ranks a distinct fifth in terms of 
the total revenues it produces. Mr. 
Pearson figures that Canada, Japan, 
Australia and Europe, in that order, 
all out -rate Latin America as money- 
makers for film syndicators. 

Four Star to handle 

sports shows overseas 

Plans to distribute U. S. TV sports 
programing abroad were disclosed last 
week with the announcement that Mad- 

WEATHER INSTRUMENTS 
I 

Manufacturers of Precision 

Meteorological Instruments 
In Use Around the World 

TEXAS ELECTRONICS, INC. 

P. 0. Box 7151 

;529 Redfield Street Dallas, Texas 
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ison Square Garden -RKO General Pres- 
entations has named Four Star Inter- 
national as its worldwide sales represen- 
tative. 

Under the arrangement, 20 chain 
pionship sports events, including lead- 
ing prize fights, track meets, hockey 
games and a trotting competition, will 
be offered for sale through Four Star's 
sales representatives in 33 countries. 
Madison Square Garden -RKO General 
Presentations, which was formed in No- 
vember 1965 to provide TV program- 
ing in the sports area, already has had 
limited distribution overseas of two of 
its telecast events -the Emile Griffith - 
Dick Tiger championship bout and the 
Griffith -Joey Archer title match. 

MSG -RKO announced meanwhile 
that TV stations in eight foreign coun- 
tries and Singapore have purchased 
rights to the Nov. 10 Emile Griffith- 
Joey Archer world middleweight title 
bout, through Four Star International. 
The announcement said purchasers in 
Mexico will carry the fight live on both 
radio and television and that TV stations 
in France, Argentina, Puerto Rico, 
Panama, Venezuela, Singapore, Nether- 
lands Antilles and Surinam will carry it 
on film. 

Compton takes 17th 

international partner 

Compton Advertising Inc., New 
York, has bought a minority interest in 
Chase Advertising Ltd., Hong Kong, 
renamed Chase -Compton Ltd. 

The Hong Kong agency, representing 
Compton's 17th international partner, 

bills for Air Express International Ltd., 
the French Trade Commission, Ameri- 
can International Assurance Co. Ltd., 
Air France and local companies. Other 
Compton foreign partners are in Lon- 
don; Brussels; Paris; Heidelberg, West 
Germany; Rome; Melbourne and 
Sydney, both Australia; Manila; Tokyo; 
Caracas; San Juan, P. R.; Santo Do- 
mingo, Dominican Republic; Mexico 
City; and Jamaica, Barbados and Trini- 
dad, all in the British West Indies. 

Abroad in brief... 
Bigger goals abroad Technicolor 
Inc., Hollywood, is expanding its over- 
seas operations, company officials re- 
vealed last week. Among several ad- 
ministrative and organizational changes 
being made is the severance of the tele- 
vision division and the motion picture 
division, which have been one division- 
al unit of Technicolor. Television fa- 
cilities and services at Technicolor 
Limited, a British subsidiary, are being 
enlarged. Technicolor Italiana, an Ital- 
ian affiliate, soon will begin a similar 
program of expansion. 

Another for B & B Benton & Bowles, 
New York, is acquiring a majority in- 
terest in the West German advertising 
agency, Werbeagentur Horst Baum- 

CAMBRIDGE SCHOOL 
RADIO AND TELEVISION BROADCASTING 
Learn by doing. Two Year Work -Study Programs 
In Radio and Television Broadcasting and Man- 
agement, Communications, Liberal Arts. Profes- 
sional training on School Station WCBS and 
WCBS -TV. Activities. Placement. Dormitories. 
Co -Ed. Catalog. 

Write Mr. Roberts, Cambridge School 
632 Beacon Street, Boston, Massachusetts 02215 
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gardt. The agency, to be known as 
Baumgardt- Benton & Bowles, will have 
headquarters in Frankfurt-am -Main. 

Now overseas Metromedia Inc., group 
broadcaster and diversified communica- 
tions and entertainment company, has 
made its first foreign acquisition with 
purchase of Publicity Services Ltd., 
British mail marketing and direct ad- 
vertising firm. Publicity Services, with 
offices in London and Liverpool, will 
operate as part of O. E. McIntyre, a 
mail marketing company already owned 
by Metromedia in the U. S. 

MJ &A in London MacManus, John & 

Adams Inc., New York, has acquired 
an operational interest in Robert Sharp 
& Partners Ltd., London. The British 
agency has been renamed Sharp, Mac - 
Manus Ltd. It will maintain billings 
for both Sharp and MJ &A clients in the 
United Kingdom, while MJ &A's in- 
ternational headquarters in Zurich han- 
dles European accounts. The Sharp 
agency, started in 1955, has billings 
of more than $5 million. 

Zambia's first ITT reports its subsid- 
iary Supersonic Radio Zambia Ltd. has 

opened that country's first factory for 
transistor radios and phonographs in 
Livingston, Zambia. The 41,000- square- 
foot facility will make products for 
that country and other African nations, 
and later expand production into TV 
sets and telecommunications units. 

For young executives Approximately 
50 advertising and marketing executives 
from all over the world, all under 30 
years of age, will be selected on the 
basis of written examination and per- 
sonal recommendation to attend the 
International Association of Advertising 
Agencies' World Advertising Confer- 
ence to be held June 27 -29, 1967, in 
London. The awards, to cover the cost 
of transportation, hotel accommoda- 
tions, conference fees and special social 
activities, are sponsored by the Bee- 
cham Group Ltd., British agency. 

Two are planned The Canadian Radio 
Sales Bureau and Radio Advertising Bu- 
reau will hold two seminars early next 
year. Sessions are set for Jan. 16 -17 
in Toronto and Feb. 6 -7 in Vancouver, 
B.C. The success of this year's sales 
and management conference in Mont- 
real, led the two groups to plan an 
extra session for 1967. 

Overseas ad operations 

a 2 -way street for ideas 

The benefits that have accrued to 
American advertising agencies from 
their exposure to overseas advertising 
through their international operations 
were stressed last week by Gianacrio 
Rossini, president of Kenyon & Eck- 
hardt International, in a talk before the 
International Advertising Association in 
London. 

Mr. Rossini said that "too much has 
been said too loudly about the one - 
sidedness of the contributions of Amer- 
ican agencies to the improvement of 
other countries' marketing and advertis- 
ing practice." He added that through 
overseas associations, American agen- 
cies' appreciation of cultural values has 
increased, their approach to the conduct 
of business has become more sophisti- 
cated, and, consequently, their "overall 
image has taken on a new luster." 

He said K &E views European adver- 
tising as having "more chic, more style, 
more sophistication. It isn't afraid to be 
offbeat. . . . It excels in cinema com- 
mercials and photography; the graphics 
are bolder. It has a greater sense of 
humor. It has mastered the art of quick 
communication in TV messages." 

Don't let anyone kid you, there are thousands of young growing families (like 
the Smiths) flowing into this Metro Market (Hillsborough -Pinellas Counties). 
These young families are contributing to the growth of Florida's finest 
television market. 

The Smith Family Knows 

That Dependable Drug Stores 

Are a Must to Growing Families 

Last year over 33 million dollars changed hands 
in the Tampa -St. Petersburg market, in Drug 
sales alone.* 

© 1966, Sales Management Survey of Buying Power; 
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FANFARE 

Motivation and stress 
BPA convention topics 
New awards and proposal to change meeting 

from fall to spring feature of busy agenda 

A series of innovations will be fea- 
tured next week in St. Louis when the 
Broadcasters Promotion Association 
meets for its 11th annual convention 
in the Chase Park Plaza hotel, Nov. 14- 
16. 

Among the new agenda items: panels 
on the "psychology of motivation" and 
"how to deal with stress "; presentation 
of gold medal awards of excellence; 
announcement of BPA's first honorary 
member and a proposal to change the 

convention from fall to spring. 
Registration for the session had gone 

over 300 last week, and Casey Cohlmia, 
WFAA- AM -FM -TV Dallas, BPA presi- 
dent, said he expects about 450 to at- 
tend. Last year's 407 registrants at the 
Washington convention was a BPA 
record. 

Mr. Cohlmia said the sessions on 
motivation and stress were added to 
the basic how -to panels because the 
convention committee wanted to try 

Annual TV presentation awards inaugurated 

The Broadcasters Promotion As- 
sociation and the Television Bureau 
of Advertising joined forces in 
Washington last Thursday (Nov. 3) 
to present the first annual TV sales 
presentation awards. The winners 
were wwJ -ry Detroit for the best 
general station sales presentation; 
wxYZ -TV Detroit for the best 
specific account presentation; NBC 
for the best specific program pre- 
sentation (for the Today show), and 
The Katz Agency Inc., New York, 
for the best presentation that sold 

the industry. 
Taking part in the ceremonies 

were (seated 1 -r): Scott Donahue, 
vice president -TV, The Katz Agen- 
cy; Richard N. Hughes, promotion 
manager, WxYz -Tv; James Schiavone, 
general manager, WWJ -TV, and Neil 
Walden, NBC sales development, par- 
ticipating programs. (Standing 14): 
Norman E. (Pete) Cash, president, 
TVB; FCC Commissioners Robert 
E. Lee, and Lee Loevinger, and 
Casey Cohlmia, WFAA- AM -FM -Tv Dal- 
las, BPA president. 
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and reach an area not usually touched 
at any industry meeting or convention. 
"We're in the motivating business," he 
said, "and it's about time we learned 
about the psychology of it." As for 
dealing with stress, he felt BPA mem- 
bers should learn "how to keep sane in 
an insane business." 

New Awards The gold medal 
awards, to be presented for the first 
time at the Tuesday luncheon, replace 
the old awards, which were limited to 
on -air promotions. Under the new 
criteria, the awards will be given for 
"excellence" in any phase of the pro- 
motion manager's job whether it is a 
one -sheet handout or a full campaign. 
The awards were described as "much 
simplified, much more meaningful." 

This year's gold medal competition 
drew 131 entries, 88 from TV stations 
and 43 from radio stations. The win- 
ners are: Don Peacock, WBAL -TV Bal- 
timore; Keith H. Moon, Kxrv(Tv) 
Sacramento, Calif.; Arnold Katinsky, 
WNEW New York, and Al Korn, WNAC 
Boston. 

At the Tuesday night banquet the 
first honorary BPA member will be an- 
nounced. 

At the Tuesday business session, the 
nominating committee will offer George 
Rodman, WBKB -TV Chicago as the new 
president. Other nominees for officers 
will be: Tom Daley, CFPL London, 
Ont., first vice president; Joe Costan- 
tino, KTVU(TV) Oakland -San Francisco, 
second vice president; George Vickery, 
wrv,r(Tv) Miami, Fla., secretary; Mike 
Strawn, KCMO -TV Kansas City, Mo., 
treasurer. Nominees for the board will 
be: Cal Mahlock, WKJG -ry Fort 
Wayne, Ind.; Maury Midlo, wosU -Tv 
New Orleans; E. Boyd Seghers, WON 
Chicago; Dick Robertson, KRON -TV San 
Francisco, and Jack Townsend, KELO- 
AM-TV Sioux Falls, S. D. 

BPA will also vote on four proposed 
amendments. The main one will change 
the meeting date from the October - 
November period to April -June. If ap- 
proved, the change would not affect 
the BPA's next three conventions which 
are already set for October in Toronto 
(1967) , Miami (1968) and Philadel- 
phia (1969). 

The BPA agenda: 

Monday (Nov. 14): 
9:30 a.m. -Opening address: Don Jamieson, 

general manager, CJON St. John's, Nfld., and 
former president of Canadian Association of 
Broadcasters. 

10:10 a.m. -Management Speaks Out on Pro- 
motion: Barbara Roberts, promotion manager, 
KTUL -TV Tulsa, Okla., host -producer. Panelists: 
Bill Swanson, general manager, KTUL -TV; Don 
Curran, general manager, KGO San Francisco; 
Alvin G. Flanagan, executive vice president, Mul- 
lins Broadcasting, Denver, and Lawrence E. 
Richardson Jr., president, Post -Newsweek Sta- 
tions, Washington. 

11:40 a.m. -Ask the Man Who Knows: Dick 
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Robertson, promotion manager, KRON-P/ San 
Francisco, coordinator. (This is an informal ses- 
sion, primarily for newcomers to promotion to 
ask specific questions of experts.) 

12:15 p.m.- Keynote luncheon. Speaker: David 
J. Curtin, vice president in charge of corporate 
communications, Xerox Corp., Rochester, N. Y. 

2:15 p.m.- Psychology of Motivation: F. C. 

Strawn, promotion and publicity director, KCMO- 
AM-TV Kansas City, Mo., host -producer. Speaker: 
Frank N. Willis Jr., assistant professor of psy- 
chology, University of Missouri at Kansas City. 

3:40.5 p.m. seperate sessions. 
Building Better TV Promos: Gerry Taylor, di- 

rector, on -air promotion, CBS, Hollywood, host - 
producer. Panelists: Keith Culverhouse, director, 
advertising and sales promotion, MGM -TV New 
York; Robert Newman, manager, Newjack Sound, 
Los Angeles, and Mr. Taylor. 

A Creative Approach to Promotion on Radio: 
Carl L. Haglund, director, promotion and pub- 
licity, WRVA Richmond, Va., host -producer. 
Speaker: Alan Alch, Alan Alch Inc., Los Angeles. 

5 p.m.- Station representatives firms' meet- 
ings. 

Tuesday (Nov.15): 

9 a.m. -Everybody Wants to Be an Art Direc- 
tor: Andy Amyx, promotion manager, WOOD -AM- 
TV Grand Rapids, Mich., host -producer. Panelists: 
Louis Dorfman, director of design, CBS Inc., 
New York; Jack Amon, art director, Needham, 
Harper & Steers, New York; Robert Jones, art 
director, RCA Victor Records, New York. 

10:30 -11:30 a.m. seperate sessions. 
Inside Outdoor: George T. Rodman, advertis- 

ing, promotion and press information director, 
WBKB -TV Chicago, host -producer. Panelists: 
Leonard S. Rubenstein, creative director, eastern 
division, Foster & Kleiser, Chicago; Kenneth 
Cowan, director of information, WOR -AM -TV New 
York, and Mr. Rodman. 

What's with Color TV Promotions: Fred Muel- 
ler, promotion manager, KSD -TV St. Louis, host - 
producer. Panelists: Carl Simonson, account ex- 
ecutive, J. Walter Thompson, Chicago; Betty 
Stilz, promotion and publicity director, WLWf- 
(TV) Cincinnati; Bill Davey, advertising and pro- 
motion manager, KSTP -TV St. Paul -Minneapolis, 
and a CBS -TV representative. 

Trends in Trade Advertising: Marvin D. Melni- 
koff, manager client relations, Standard Rate & 
Data Service, New York, host -producer. Panelists: 
Harvey A. Harkaway, publisher, SRDS, Skokie, 
III.; Joseph St. Georges, vice president and di- 
rector, data and systems department, Young & 

Rubicam, New York; Marvin Roslin, director of 
research and sales promotion, Adam Young Inc., 
New York. 

11:30 a.m. -Ask the Man Who Knows: Dick 
Robertson, coordinator. 

12:15 p.m.- Awards luncheon. 
2:15 p.m.- Repeat of separate morning ses- 

sions. 
3:30 p.m.- Business meeting. 
7 p.m. -Trade press cocktail party. 
8 p.m.- Banquet. 

Wednesday (Nov. 16): 

9 -11:30 a.m. seperate sessions. 
Selling without Numbers -TV: J. Donald Ratch- 

ford, promotion manager, D'Arcy Advertising, St. 

Louis, host- producer. Panelists: Tom Stanton, 
president, Creative Consultants Inc., St. Louis; 
Sterling C. (Red) Quinlan, president, WELD(TV) 

Chicago. 
Selling without Numbers -Radio: Judd Woods, 

promotion manager, WDAF -AM -TV Kansas City, 
Mo., host -producer. Panelists: Robert Galen, re- 
search director, Blair Radio, New York; Louis M. 
Bolton, general manager, WDAF; Charles K. 

O'Neill, media director, Gardner Advertising, 
St. Louis. 

How to Come in Under the Budget: Alvin C. 

Korn, advertising and promotion director, WNAC- 

TV Boston, host -producer. Panelists: Hamilton 
Shea, executive vice president, WSVA- AM -FM -TV 

Harrisonburg, Va.; John Herklotz, controller, WGN 

Continental Broadcasting Co.; H. Taylor (Bud) 

Advanced, Solid State 

Super B Series 
MEETS OR EXCEEDS ALL NAB SPECIFICATIONS AND REQUIREMENTS 

And Here's the New 
Economy King 

COMPACT 400 -A 

Don't let their low price fool you. 
New, solid state SPOTMASTER 
Compact 400's are second only to 
the Super B series in performance 
and features. Available in both play- 
back and record -playback versions, 
these Compact models share the 
traditional SPOTMASTER em- 
phasis on rugged dependability. 

Top Quality 

Tape Cartridges 

Superior SPOTMASTER tape car- 
tridges are available in standard 
timings from 20 seconds to 31 min- 
utes, with special lengths loaded 
on request. In addition, Broadcast 
Electronics offers a complete selec- 
tion of blank cartridges, cartridges 
for delayed programming and heavy 
duty lubricated bulk tape. Prices 
are modest, with no minimum order 
required. 

Introducing the Super B, today's 
truly superior cartridge tape 
equipment. 

New Super B series has 
models to match every 
programming need- record- 
playback and playback -only, 
compact and rack -mount. 
Completely solid state, handsome 
Super B equipment features 
functional new styling and ease 
of operation, modular design, 
choice of 1, 2 or 3 automatic 
electronic cueing tones, separate 
record and play heads. A -B 
monitoring, biased cue recording, 
triple zener controlled power 
supply, transformer output ... 
all adding up to pushbutton 
broadcasting at its finest. 

Super B specs and performance 
equal or exceed NAB standards. 
Our ironclad one -year guarantee 
shows you how much we think 
of these great new machines. 

Write, wire or call for complete 
details on these and other 
cartridge tape units (stereo, too) 
and accessories ... from 
industry's largest, most 
comprehensive line, already 
serving more than 1,500 stations 
on six continents. 

1= = 
BROADCAST 
ELECTRONICS, INC. 
8800 Brookville Rd., Silver Spring, Md. 

Area Code 301 Al 8 -4983 
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Vaden, advertising and promotion director, Tri- 
angle Stations, Philadelphia. 

How to Deal with Stress: E. Boyd Seghers Jr., 
manager sales promotion and research, WGN 

Chicago, host -producer. Speaker: Dr. E. M. Litin, 
chairman, department of psychiatry, Mayo Clinic, 
Rochester, Minn. 

11:40 a.m. -Community Service -Who Needs 
It ?: Jack F. Brembeck, director, promotion - 
publicity and community services, KABC -TV Los 

Angeles, host -producer. Panelist: Jeraldine Freed, 
promotion director, Plains Television, Spring- 
field, Ill. 

Drumbeats ... 
Eggplant á Go -Go Promoting the pop 
platter, "Eggplant That Ate Chicago," 
WPOP (AM) Hartford, Conn., became 
swamped with eggplants sent in by lis- 
teners. As part of the promotion, the 
station created "Eggbert," a small talk- 
ing eggplant who thrives on scale 
models of Connecticut towns. In an ef- 
fort to halt the invasion, WPOP an- 
nouncers are requesting listeners to 
mail their eggplants this week to 
Thompsonville, Conn., a rival com- 
munity. 

Gamesmanship ABC Radio treated 
30 New York advertising and client ex- 
ecutives to a 21/2-hour trip in a special- 
ly equipped bus to see the Notre Darne - 
Navy football game at John F. Ken- 

INSTITUTE FOR MUSCLE DISEASE 

What chemical evehts take place 
within living muscle tissue? 
How does muscle work? 
Why does it waste away in diseases 
like muscular dystrophy? 
At the Institute for Muscle Disease, 
answers to these questions are being 
sought on a broad scientific front - 
ranging from the study of single 
muscle fibers to an exploration of the 
body's complex metabolic pathways. 
The Institute, a tower of hope to 
millions suffering from disorders 
of the neuromuscular system, 
is sponsored by 

MUSCULAR DYSTROPHY 

ASSOCIATIONS OF AMERICA, INC. 

1790 Broadway, New York 19, N.Y. 
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nedy Stadium in Philadelphia Oct. 29. 
Radio account executives acted as hosts 
to representatives from such firms as 
Liggett & Myers, Grey Advertising, 
Young & Rubicam and Dancer -Fitz- 
gerald -Sample. 

Tribute paid Walter Bunker, who re- 
tired this year as vice president and di- 
rector of the Hollywood office of the 
TV -radio department of Young & Rubi- 
cam Inc., was honored at the annual 
United Community Campaigns lunch- 
eon, held at the Beverly Hills Hotel 
last week. More than 100 advertising 
and industry and broadcast business 
leaders paid tribute to Mr. Bunker, 
who for 20 years was chairman of the 
national radio and TV committee for 
the United Way. Mr. Bunker was pre- 
sented with a plaque for his long serv- 
ice. Herminio Traviesas, vice president 
of the Hollywood office of Batten, Bar- 
ton, Durstine & Osborn Inc. was chair- 
man of the luncheon. Milton C. Mum - 
ford, chairman of the board of Lever 
Brothers Co. and national chairman of 
United Community Campaigns of 
America was host. Sam Thurm, vice 
president in charge of advertising for 
Lever Brothers and national UCCA 
chairman for television, radio and 
films, delivered a report on this year's 
progress. 

Wanted: Respect ABC Radio and 
the Federal Bureau of Investigation, 
using network radio time valued at 
over $60,000, are cooperating in a 
one -month public service campaign 
titled "Respect for the Law." The cam- 
paign, which features some 65 spots 
(30 and 60 seconds) is being aired on 
350 ABC -affiliated stations. Pointed 
messages on the need for understand- 
ing, teaching and respect for the law 
are to be delivered by Iry Chapman, 
Keith McBee and Frank Reynolds of 
ABC Radio News, and by Chris 
Schenkel of ABC Radio Sports. 

Creative contest As part of a new 
radio campaign for Instant Fels laundry 
soap, part of the Purex Corp. Ltd. oper- 
ations, Foote, Cone & Belding, Inc., Los 
Angeles, last week announced five win- 
ners of a contest in which each of some 
30 on- the -air radio personalities per- 
sonally created a radio commercial for 
the soap product. Using a fact sheet 
and in some cases a suggested commer- 
cial format supplied by FC &B, the ra- 
dio personalities created a 60- second 
spot. Winners were selected by the 
agency and Purex on the basis of cre- 
ativity and believability. The five win- 
ners are Jergen Nash, wcco Minne- 
apolis; Guy Randall, WILK Wilkes - 
Barre, Pa.; Ronnie Barrett, WERE Cleve- 
land; Fred B. Cole, WHDH Boston, and 
Bob Allison, wwa Detroit. 

ID masterpiece KÓUN -TV Tucson, 
Ariz., a member of the Gilmore Broad- 

casting Group, has inaugurated a 
Christmas station -ID project featuring 
the paintings of the noted artist, Ted 
DeGrazia. Mr. DeGrazia, who has con- 
tributed much of his work to UNICEF, 
the Muscular Dystrophy Foundation, 
and the American Cancer Society, has 
permitted the reproduction of his Padre 
Kino portfolio, canvases depicting the 
life of the Arizona pioneer -priest. 
KGUN -TV plans to broadcast the port- 
folio without superimposition of title 
material. 

Needham fund Needham, Harper & 
Steers, Chicago, has established the 
Maurice H. Needham Scholarship in the 
Humanities, a memorial full scholar- 
ship, at Beloit College, Beloit, Wis. 

Leavetakers saluted KNUZ Houston 
has evolved a community- service ploy 
that could easily be used in other mar- 
kets. The feature is called Home on 
Leave, Ken Grant, KNUZ sales promo- 
tion director, reports. The station an- 
nounces the names of servicemen in the 
area that are in the area on leave, and 
supplies addresses and the names of 
high schools or colleges the servicemen 
attended. Friends are encouraged to 
get in touch with the men, and family 
members, the targets of promotional 
announcement, supply the information. 
The station runs 12 spots a day, salut- 
ing three servicemen at a time. Local 
businesses are entering into the swing 
of the promotion; the Seven Up Bot- 
tling Co. of Houston gives each service- 
man saluted on the station a free case 
of the beverage. Leonard Pillins, vice 
president of the bottling firm, says the 
resulting goodwill is "enormous." 

Westinghouse unit cites 
'grand prix' winners 

WBC Productions Inc., New York, 
last week announced the winners of 
"grand prix" slot car races it held for 
broadcasters and wives attending the 
National Association of Broadcasters 
regional conferences in Dallas, San 
Francisco, Denver and Minneapolis. 
The winners, with best track records, 
were Mrs. Abe Cowan, wife of the vice 
president in charge of operations, KTAL- 
TV Shreveport, La.; Dalton Danon, film 
program director, KTLA(TV) Los An- 
geles; Mrs. M. Dale Larson, wife of the 
vice president -general manager of KTVH 
(TV) Wichita, Kan., and Jack Mazzie, 
programing and national sales manager, 
WREX-TV Rockford, Ill. 

They were awarded Westinghouse 
stereo hi -fi portable phonographs. The 
competitions are being continued in 
other major cities where NAB regionals 
are being held this year. 
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FATES & FORTUNES 

BROADCAST ADVERTISING 

David J. Curtin, VP 
in charge of corpo- 
rate communications 
for Xerox Corp., 
Rochester, N. Y., also 
given responsibility 
for company's adver- 
tising and sales pro- 
motion activities. 
Donald L. Clark, VP 

in charge of corporate advertising, 
leaves Xerox to become president of 
BernzOmatic Corp., Rochester. 

Murray L. Klein, creative director, 
Smith /Greenland, New York, appoint- 
ed senior VP in charge of creative 
services. 

Harlan A. Rector, executive art di- 
rector of Storm Advertising Inc., Roch- 
ester, N. Y., elected VP. 

William J. Casey, VP at Papert, 
Koenig, Lois, New York, joins D'Arcy 
Advertising Co. there as VP and as- 
sociate creative director. 

Thomas G. Johnson, associate re- 
search director of Gardner Advertising 
Co., St. Louis, joins Schwerin Research 
Corp., New York, as VP and account 
supervisor. 

Mr. Curtin 

Curtis Berrien, ex- 
ecutive VP - creative 
services, Needham, 
Harper & Steers, New 
York, joins N. W. 
Ayer & Son, same 
city, as VP and cre- 
ative director. Robert 
Pavloff, copy group 

Mr. Berrien director for Ayer, 
Philadelphia, elected VP. Lionel C. 
Banks, art director for London office 
of J. Walter Thompson Co., appointed 
art director in Los Angeles office of 
Ayer. Thomas W. Lauer, media super- 
visor on Mattel account for Carson/ 
Roberts /Inc., Los Angeles, named 
media supervisor for Ayer, that city. 
David H. Hamilton, copywriter, Mc- 
Cann- Erickson, Los Angeles, joins 
Ayer there in same position. 

John M. Fouts, De- 
troit manager of 
Henry I. Christal Co., 
radio station repre- 
sentative, elected VP- 
Midwest. He entered 
radio sales in 1950 
with WHAS Louisville, 

Mr. Fouts 
Ky., was sales direc- 
tor there for 11 years 

before joining Christal in 1963. 

Dwight Jarrell, creative director of 
Creative House Advertising Detroit, 
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named VP in charge of account rela- 
tions. Dick Stockwell, art director with 
Graphics and Display Corp., Detroit, 
joins CHA there as media production 
manager. Ed Christian, with WTRX 
Flint, Mich., joins CHA, Detroit, in 
similar capacity. 

James E. Muse, manager, The Katz 
Agency, St. Louis, elected president of 
newly formed St. Louis Broadcast Rep- 
resentatives Association. Other officers 
are Sam Hall, Edward Petry & Co., 
VP and Martin Ludington of Venard, 
Torbet & McConnell, secretary- treas- 
urer. 

Mr. Ross 

Paul Ross, copy 
supervisor, Sullivan, 
Stauffer, Colwell & 
Bayles, New York, 
elected VP. 

John R. Stuart, na- 
tional sales manager 
Of KERO -TV Bakers- 
field, Calif., named 
general sales manager 

of WOAt -TV San Antonio, Tex. 

C. P. (Pete) Jaeger, former partner, 
Video Artists Inc., New York, syndi- 
cated film and TV program packager, 
named VP- eastern division, AM -AD 
Inc., with headquarters at newly opened 

office at 375 Park Ave., New York. 
Phone 688 -4800. 

Mr. Wechsler 

sociate research 

Dr. Robert A. Wach- 
sler, senior associate 
research director of 
BBDO, New York, 
named manager of re- 
search department. 
Henry Goldstein and 
Howard Gendel, re- 
search supervisors for 
BBDO, appointed as- 

directors. 

Kay Nesom, with Tucker Wayne & 
Co., Atlanta, appointed media director 
of The Pitluk Group, San Antonio, Tex. 

Vinton R. Boecher, from BBDO, 
Chicago and Gerald L. Christman,. 
from Griswold -Eshleman Co., Chi- 
cago, join Campbell -Mithun there as. 
art directors. 

M. Robert Baldrica, sales manager 
for wxvz Detroit, appointed general 
sales manager for WJBK -TV, that city. 

Earl Buncher, account executive with 
WJAS -AM -FM Pittsburgh, appointed 
manager -local sales. 

Edwin L. Johnson, account execu- 
tive with Atlas Film Corp., Chicago, 
joins Fred A. Niles Communications 

VIDEO Productions, Inc. 
PRODUCERS, DIRECTORS, MANAGERS, ETC. 

CLOSED CIRCUIT TV 

FOR EDUCATION, INDUSTRY AND GOVERNMENT 
CUSTOM TELECASTS & VIDEO TAPING 

FOR CONVENTIONS- MEETINGS -OVERFLOW CROWDS 
COMMERCIALS- TRAINING 

EIA STANDARD TV RECORDING 
MULTI CHANNEL TRANSMISSION 

COMPLETE EDITING FACILITIES 

ON LOCATION STUDIO OR MOBILE EQUIPMENT 
FOR EITHER VIDEO OR AUDIO OPERATIONS 

24 HOURS A DAY - 7 DAYS A WEEK 

Call 588 -4496 

623 Sligo Ave. 

VIDEO Productions, Inc. 
Silver Spring, Md. 
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Centers there as account supervisor. 

Don Ruggles, with 
sales department of 
KOMU-TV Columbia, 
Mo., for past eight 
years, appointed gen- 
eral sales manager. 

Richard W. Dris- 
coll, radio sales su- 
pervisor for western 
stations at The Katz 

Agency, New York, named assistant 
radio sales manager. 

Don Fraser, with John S. Thompson 
Co., joins Dancer -Fitzgerald- Sample, 
San Francisco, as assistant research di- 
rector. 

Edwin E. Wodka, account executive 
with WIRL Peoria, Ill., named sales 
manager. 

John A. Edwards, account executive 
with Young & Rubicam, joins Camp- 
bell -Ewald Co., Detroit, as account ex- 
ecutive. 

Mr. Ruggles 

MEDIA 

Mr. Mortensen 

Arthur M. Morten- 
sen, VP of parent 
Bonneville Interna- 
tional Corp., named 
executive VP of Ra- 
dio New York World- 
wide Inc. (interna- 
tional shortwave sta- 
tion WNYW and WRFM 
(FM) New York.) 

Bob Bell, general sales manager of 
WVON Cicero, Ill., wsDM(FM) Chicago, 
named general manager of both sta- 
tions in addition to present post. He 
succeeds Lloyd Webb, who resigns. 

Al Stockmeier, sales manager of 
Radio -TV Advertising Inc., Coral 
Gables, Fla., appointed manager and 
sales manager of WGBS-FM Miami. 

Jerry Chapman, program director of 
WFBM Indianapolis, also appointed 
manager of WFBM -FM. 

William R. Holland, WMTN Morris- 
town, elected president of Tennessee 
Association of Broadcasters. Other new 
officers: Reeve Owen, WAPO Chatta- 
nooga, eastern VP; J. Porter Clark, 
WEKR Fayetteville, middle VP; Bert 
Ferguson, WDIA Memphis, western VP; 
Jim Stair, WYSH Clinton, secretary- 
treasurer. 

John H. Blaine, controller of King 
Broadcasting Co., Seattle, appointed as- 
sistant treasurer. Winston H. DeForest 
replaces Mr. Blaine as controller. King 
stations are KING- AM -FM -TV Seattle; 
KGW -AM -TV Portland, Ore.; and KREM- 
AM-FM-TV Spokane, Wash. 

Joseph J. Madden, management con- 
sultant and founder of Broadcast Man- 
agement Services, New York, named 
executive director, Institute of Broad- 
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casting Financial Management. 

Ralph J. Dolan, assistant to general 
manager of KSTP -TV Minneapolis -St. 
Paul, named operations manager, with 
responsibility for all departments ex- 
cluding sales. 

J. C. Gidel, with KDKA- AM -FM -TV 
Pittsburgh, named business manager at 
WIND Chicago. 

Charles F. Mallory, sales manager 
of KWFS -AM -FM Eugene, Ore., named 
to newly created post of station man- 
ager. 

William H. Clark, KFSB Joplin, elect- 
ed president of Missouri Broadcasters 
Association. Other officers elected: 
Bob J. Wormington, WDAF -TV Kansas 
City, VP; Sam A. Burk, KIRK Kirks- 
ville, secretary- treasurer. 

W. R. (Bill) Roberson Jr., WITN -AM- 
FM-TV Washington, N. C., elected 
president of North Carolina Associa- 
tion of Broadcasters. Other new officers 
are Paul Marion of WBT Charlotte, VP 
for radio; Dick Barron of casas -Tv 
Winston -Salem- Greensboro, VP for 
television; and C. Alden Baker of 
WGAI Elizabeth City, secretary- treas- 
urer. 

Cecil Webb, operations manager for 
KRON -TV San Francisco, appointed 
operations manager for Western Cable 
Television Co., that city. 

Jules Henry, program director of 
WHFS(FM) Bethesda, Md., appointed 
assistant manager in charge of pro- 
graming and internal operations. Ted 
Mallinger, with Bulova Watch Co., 
named assistant manager for commer- 
cial relations at WHFS. 

Steve French, general manager of 
KOIL Omaha, joins Starr Broadcasting 
as programing, sales and management 
consultant. Starr Broadcasting stations 
are KuDL Fairway, Kan.; 'cowl{ Omaha; 
and KISD Sioux Falls, S. D. 

Bernard W. Schnapp, assistant audi- 
tor for WJZ -TV Baltimore, named as- 
sistant auditor for xPlx(Tv) San Fran- 
cisco. 

PROGRAMING 
David H. Horowitz, 

secretary of Screen 
Gems, New York, 
also elected VP and 
general counsel. Mr. 
Horowitz joined firm 
in May 1963, and 
previously had been 
partner in law firm 
of Schwartz and 
Frohlich for ten years. 

Mr. Horowitz 

Theodore M. Wrobel, sales manager, 
Broadcast Sales Inc., New York, elected 
VP- sales. 

Maury Benkoil, president of Shan- 
non Productions Inc., named program 

director for wcss -AM -FM New York. 

Richard Behrendt, program director 
for KRON -Tv San Francisco, named 
program manager. 

John Saunders, assistant program 
director of WTOL -TV Toledo, Ohio, 
named program director, succeeding 
Robert Krieghoff Sr., who resigns. 

J. Peder Boysen, national program 
director of Gem Radio Stations, Win- 
ona, Minn., retires. Mr. Boysen plans 
to return to Los Angeles to head Boy - 
sen Broadcast Aids, which will develop 
and manufacture mechanical and sys- 
tem aids for broadcasters. Gem sta- 
tions are KLOL Lincoln, Neb.; WPOK 
Pontiac, Ill.; and KAGE Winona. 

Joyce Gordon elected president, New 
York Screen Actors Guild. Other offi- 
cers are: Karl Weber, first VP; Cy Har- 
rice, second VP; June Graham, treas- 
urer and Peter Thomas, recording sec- 
retary. 

Bill Mac Iver named program direc- 
tor of WACE Chicopee, Mass., succeed- 
ing Jack Hurley, who joins news staff 
of wHAs Louisville, Ky. 

Brian Rehak appointed programing 
coordinator for WMET -TV Baltimore. 

Peter Ermacora, editorial designer, 
Mademoiselle magazine, New York, 
appointed art director, WABC -TV, same 
city. 

Roy Bishop, with WIBF -TV Philadel- 
phia, named production and operations 
director. 

Royce Johnson, with KFRC San Fran- 
cisco, joins KDEO San Diego as director 
of production. 

Bill Fields, program director of 
wCNS and wcNo(FM) Canton, Ohio, 
joins staff of WKBN- AM -FM -TV Youngs- 
town, Ohio. 

NEWS 
Clark Edwards, news director at 

WINS Murphysboro, Ill., joins Plains 
Television as news director of wow 
(rv) Champaign and wrcD(rv) Dan- 
ville, both Illinois. 

Leonard Leddington, writer for 
NBC -TV's Today, named news editor 
of program. Chris Brown, night editor 
of Today, succeeds Mr. Leddington. 

Don Shinkle of KRCG(TV) Jefferson 
City, elected chairman of Missouri As- 
sociated Press Radio -TV Association. 

Malcolm Poindexter, news editor at 
KYW Philadelphia, appointed head of 
station's new local news unit. 

James R. (Ron) Palmquist, night 
news editor for KBTV(TV) Denver, joins 
reporting staff of WGAN -TV Portland, 
Me. 

Ra I p h Kiner, play -by -play broadcast- 
er for New York Mets baseball, also 
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named color commentator on San Diego 
Chargers football broadcasts. 

Bob Gallagher, director of sports for 
WNAC -Tv Boston, appointed sports edi- 
tor of WTv.r(Tv) Miami. 

John Armstrong, formerly with 
WESH -TV Daytona Beach -Orlando, Fla., 
and WMMB Melbourne, Fla., and Bob 
Blair, formerly with WLAV Grand 
Rapids, Mich., and wxvz Detroit, join 
news staff of wvvE(Tv) New Orleans. 

Irene Linda Malbin joins KINO Se- 
attle as reporter. 

Tim Findlay, night news editor for 
KIMN Denver, joins KHOW there as 
newsman. 

Richard L. Harvey, program director 
of WSAF Sarasota, Fla., joins wTvr(Tv) 
Tampa -St. Petersburg, Fla., as news- 
man. 

FANFARE 
Boots LeBaron, publicist for Uni- 

versal Television, joins McFadden, 
Strauss, Eddy & Irwin, Los Angeles, 
as account executive. 

Kurt T. Kolstad, formerly with NBC, 
joins publicity firm of Solters, 
O'Rourke and Sabinson, Los Angeles, 
as account executive. 

EQUIPMENT & ENGINEERING 
Walter K. Mac - 

Adam, VP - govern- 
ment communications 
for AT &T, New York, 
elected president of 
Institute of Electrical 
and Electronics Engi- 
neers for 1967. 

Joseph B. Rice Jr., 
director of manufac- 

turing for Burroughs Corp., Detroit, 
joins Houston Fearless Corp., Los An- 
geles, as VP- operations, newly created 
post. 

R. Duanne Hall, from Koppers In- 
ternational Inc., named VP of market- 
ing of Ameco Inc., Phoenix. 

Ronald C. Mandell, senior systems 
engineer with Anaconda Astrodata Co., 
Anaheim, Calif., appointed chief engi- 
neer, CATV systems. 

Harold C. Potter, director of market- 
ing, components group, Litton Indus- 
tries, New York, appointed general 
manager, voice communication divi- 
sion, Roanwell Corp., same city. 

Kenneth D. Lawson, executive VP 
of Ranchers Exploration and Develop- 
ment Corp., Albuquerque, N. M., ap- 
pointed CATV sales manager for Tele- 
mation Inc., Salt Lake City. 

John R. O'Neill, sales engineer for 
communications systems division of 
Jerrold Electronics, Philadelphia, named 
head of that division's new midwestern 
sales office at 234 N. Northwest High - 
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Mr. MacAdam 

the equipment 
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112 PHASE MONITOR 

PPM -101 
PRECISION PHASE MONITOR 

108E 
PHASE MONITOR 

107A 
FIELD INTENSITY MONITOR 

SDM520 
SPECTRUM DISPLAY MONITOR 

FIM -135 
FIELD INTENSITY METER 

Over the years, the Nems -Clarke tradename has been the symbol of accuracy, quality 
and reliability in the field of antenna and signal measurements. Nems -Clarke equip. 
ment is FCC approved, and has been universally accepted as the standard of 
excellence throughout the industry. For further information on Nems -Clarke equip. 
ment, call or write: V -ze 

!fl'O ELECTRON /CS 
Producers of NEMS- CLARKE Equipment 

A Division Of Vitro Corporation Of America 
919 Jesup -Blair Drive Silver Spring, Maryland 

2301 Pontius Avenue Los Angeles 64, California 
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way, Palatine, Ill. 60067. Phone (312) 
359 -2367. 

Dan I- alpin, VP of marketing for 
Raymond Rosen Co., Philadelphia, 
joins TelePro Industries, Cherry Hill, 
N. J., as director of marketing, special 
accounts. 

ALLIED FIELDS 
Leonard N. Daniels, treasurer of Al- 

fred Politz Research Inc., New York, 
joins Audits & Surveys Inc. there as 
VP and director of operations. 

William S. Paley, CBS board chair- 
man, named board chairman of Re- 
sources for The Future Inc., Washing- 
ton, nonprofit corporation formed in 
1952 in cooperation with Ford Foun- 
dation. He succeeds Rebuen G. Gus- 
tayson who is retiring as chairman. 

INTERNATIONAL 
Ken Brown of Ottawa named presi- 

dent of newly formed association rep- 
resenting supervisors of news service 
of Canadian Broadcasting Corp. Other 
officers elected: Jean Baulu of Mon- 
treal, VP; Michel Lebel of Montreal, 
secretary, and Herb Nixon of Winni- 
peg, Man., treasurer. 

Julian Marryshow, with Lindo, Nor- 
man, Craig & Kummel (Trinidad), 
Port of Spain, Trinidad, appointed di- 
rector of public relations. 

Gregory Bathon, with J. Walter 
Thompson S. A., Antwerp, Belgium, 
appointed managing director of J. 
Walter Thompson Private Ltd., Bom- 
bay, India, succeeding E. J. (Peter) 
Fielden, who retires. 

DEATHS 
Martin Weldon, 53, director of news 

and public affairs, wcBS New York, 
died Oct. 31 at Hackensack, N. J., hos- 

pital after heart at- 
tack. He was strick- 
en while he and his 
wife, Adrian, were 
driving back to New 
York after Mr. Wel- 
don made address to 
Rutherford (N. J.) 
Women's College 
Club. He also has 
been director of pub- 

lic affairs for radio and TV divisions 
of RKO General Broadcasting, as well 
as being an author. He is survived by 
his wife, two daughters and two step- 
sons. 

Mr. Weldon 

John T. Cahill, 62, senior partner in 
Wall Street law firm of Cahill, Gordon, 
Reindel & Ohl, and board member of 

RCA and NBC, died 
Thursday (Nov. 3) at 
King Edward VIII's 
hospital for officers, 
London, of stomach 
cancer. He had served 
as assistant attorney 
general of New York 
state, 1931 -33; special 
assistant to New York 
county district attor- 

ney, 1936 -37; U. S. attorney for south- 
ern district of New York, 1939 -41. He 
is survived by his widow, Janne; four 
children; two stepchildren and two 
sisters. 

Mrs. Ruth Kiersted Blainey, 45, 
manager of New York network oper- 

Mr. Cahill 

ations for ABC -TV, died Oct. 27 at 
St. John's Riverside hospital in Yonk- 
ers, N. Y. Mrs. Blainey had been with 
ABC since 1943. 

Gerry Swinehart, 63, chairman of 
executive committee of Carl Byoir & 

Associates, New York, died in Carls- 
bad, Calif., Oct. 31 following delivery 
of speech at annual meeting of Tile 
Council of America. Mr. Swinehart co- 
founded PR agency with late Carl 
Byoir in 1930. Surviving are his wife, 
Lillian, and son. 

Russell E. Waters, 53, manager of 
CKPC Brantford, Ont., died Oct. 27 in 
Brantford hospital after heart attack 
at his home. Surviving are his wife, 
Norma, daughter and two sons. 

Alfred John McGinness, 63, man- 
ager of national advertising for The 
Firestone Tire & Rubber Co. since 
1942, died of heart ailment Oct. 27 at 
The New York hospital. For many 
years Mr. McGinness was in charge of 
Voice of Firestone, radio -TV program 
that went off air in 1963. Surviving are 
his wife, Louise, daughter and son. 

Alan Harrison New- 
comb, 45, public af- 
fairs director of Jef- 
ferson Standard 
Broadcasting Co. 
(WBT - AM - FM and 
wBTV[Tv] Charlotte, 
N. C.; WBTW[TV] 
Florence, N. C.; Jef- 

Mr. Newcomb ferson Productions) 
died Oct. 21 at Resurrection hospital 
in Chicago of complications following 
surgery. Surviving are his wife, Jeanne, 
daughter and son. 

FOR THE RECORD 

STATION AUTHORIZATIONS, APPLICATIONS 

As compiled by BROADCASTING, Oct. authorizations and other FCC actions. 
27 through Nov. 2 and based on filings, (Editor's note: FOR THE RECORD, ef- 

EDWIN TORNBERG 
& COMPANY, INC. 

Negotiators For The Purchase And Sale Of 

Radio And TV Stations CATV 

Appraisers Financial Advisors 

New York -60 East 42nd St., New York 17, N. Y. MU 7.4242 
West Coast -1357 Jewell Ave., Pacific Grove, Calif. FR 5.3164 
Washington -711 14th St., N.W., Washington, D.C. Dl 78531 
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ffective Oct. 28, was reorganized. All 
applications and actions by the FCC, its 
Broadcast Bureau, review board, hear- 
ing examiners, etc. will be found un- 
der eight overall headings: New TV, 
Existing TV, New AM, Existing AM, 
New FM, Existing FM, CATV, and 
Ownership Changes.) 

Abbreviations: Ann. announced. ant. -an- 
tenna. aur.- aural. CATV -community an- 
tenna television. CH- critical hours. CP- 
construction permit. D-day. DA- direction- 
al antenna. ERP -effective radiated power. 
ke-kilocycles. kw- kilowatts. LS -local sun- 
set. me-megacycles. mod. -modification. N -night. SCA- subsidiary communications 
authorization. SH- speclfled hours. SSA - 
special service authorization. STA- special 
temporary authorization. trans.- transmitter. 
UHF -ultra high frequency. U- unlimited 
hours. VHF -very high frequency. vis.- 
visual. w- watts. "-educational. 

New TV stations 
FINAL ACTIONS 

San Antonio. Tex. -Sonthwest Broadcast- 
ing Inc. FCC granted UHF channel 29 (560 - 

BROADCASTING, November 7, 1868 



566 mc); ERP 549 kw vis., 109 kw aur. Ant. 
height above average terrain 1450 ft.. above 
ground 1529: ft. P.O. address: c/o Norman 
S. Davis, 1515 National Bank of Commerce 
Bldg., San Antonio 78205. Studio and trans. 
both to be .located in San Antonio. Geo- 
graphic coordinates 29. 17. 27" north lat.. 98 
16' 01. west long. Type trans. RCA TFU -30A 
(LA); type apt. RCA TFU -46K. Legal coun- 
sel Cotton- & Fanelli, consulting engineers 
Raymond E._ Roher & Associates, both 
Washington. yrincipals: Glen A. Martin 
(31.6 %). Norman S. Davis (21.1 %), W. W. 
McAllister Jr:: O. .1. Solcher Jr.. Gilbert M. 
Denman Jr. and Leroy G. Denman Jr. (each 
10 %) and others. Mr. Martin has gas and 
oil interests..r1r. Davis is lawyer. Mr. Mc- 
Allister is in insurance and banking. Mr. 
Solcher is in' investments. Messrs. Denman 
are both lawyers. Action Oct. 28. 

OTHER ACTION 
By order, commission denied Deil O. 

Gustafson, tr /as Capitol City Television Co.'s 
application for review of review board deci- 
sion and of board's memorandum opinion 
and order denying reconsideration of its 
decision affirming award of UHF for St. 
Paul to Associated Television Corp. (Dots. 
15932 -3). Commissioner Loevinger not par- 
ticipating. 

ACTIONS ON MOTIONS 
Hearing Examiner Isadore A, Honig on 

Oct. 26 in pröceeding on TV application of 
Midwest Television Inc., Springfield. Dl.. 
granted motion of Midwest and continued 
hearing until Dec. 12 (Doc. 15450). 

Hearing Examiner David I. Kraushaar 
on Oct. 28 In proceeding on TV applications 
of Chapman Radio and Television Co. Home- 
wood, Ala., et al., denied motion of Chap- 
man for extension of all procedural dates, 
but authorized exchange of exhibits by 
Chapman limited to newly added issues not 
later than Nov. 15 (Does. 15461, 16759 -61 and 
16758). 

Hearing Examiner Chester F. Naumo- 
wicz Jr., on Oct. 26 in proceeding on TV 
applications 61 Chicagoland TV Co. and Chi - 
cago Federation of Labor and Industrial 
Union Council, both Chicago, scheduled oral 
argument with respect to the production of 
witnesses on Nov. 22 and hearing for Nov. 
28 (Does. 1566$; 15708). 

RULEMAKING PETITIONS 
Hopkinsvillé,' Ky., J. Shelby McCallum, 

Gary H. Latham and E. T. Breathitt Jr.- 
Requests that table of TV assignments be 
amended to Include a 'TV ch. 51 for Hop - 
kinsville proposal. Ann. Oct. 28. 

Livingston, Tenn., Millard V. Oakley 
Broadcasting - Co.- Requests issuance of 
notice of proposed rulemaking looking to 
amendment of table of TV assignments with 
allocation of ch. 20 or some other channel 
to Crossville, Tenn. Ann. Oct. 28. 

RULEMAKING ACTIONS 
By memorandum opinion and order, 

commission dismissed petitions for rulemak- 
ing to assign TV channels to Anaheim (RM- 
692) and various other communities in Cali- 
fornia (RM- 710) because of petitioners' 
failure to make showing of intention to 
apply for any channels as required by fifth 
report and order in Doc. 14229. Action Nov. 
2. 

Commission invited comments to pro- 
posed rulemaking looking toward assigning 
TV ch. 38 to .New Orleans as a third com- 
mercial UHF channel (RM- 100S). Rulemak- 
ing was petitioned for by Rault Petroleum 
Corp. of New. Orleans. New Orleans is cur- 
rently assigned.4 VHF channels -4, 6, 8 and 
12, and 3 UHF channels -20, 26 and 32. 
Action Nov. 2. 

In notice -of proposed rulemaking, com- 
mission proposed to assign ch. 38 to St. 
James, Minn. Hubbard Broadcasting Inc.. 
licensee of KSTP -TV ch. 5, St. Paul, peti- 
tioned for UHF channel assignment so it 
may file application for CP to operate a 
station at St., 

Nov. 
as satellite of KSTP- 

TV. Action o 2. 

CALL LETTER APPLICATION 
Greater - Washington Educational TV 

Assoc. Washington, D. C. Requests WETX 
(TV). 

Existing TV stations 
FINAL ACTIONS 

*WILL -TV Urbana. 111.- Broadcast Bu- 
reau granted mod. of CP to extend com- 
pletion date to Dec. 15. Action Oct. 26. 

WKTR -TV Kettering. Ohio -FCC granted 

tmod. 

of CP to change 

ERP 

to 724 kw vis., 
72.4 

. a 
trans., 

l 
and 

Rd., Dayton hio, specify 
studio location. Action Oct. 28. 

WHIS -TV Bluefield, W. Va.- Broadcast 
Bureau waived Sec. 73.613 of rules and 
granted mod. of license covering change in 

studio location to East Cumberland Rd., 
near Bluefield, W. Va. Action Oct. 26. 

OTHER ACTION 
Review board by memorandum opinion 

and order in proceeding on application of 
RKO General Ìpc. for renewal of license of 
KHJ -TV Los Angeles, and Fidelity Televi- 
sion Inc. for a new TV to operate on ch. 9 
in Norwalk. Calif. (Does. 16679 -80) denied 
petition by Fidelity to enlarge issues. Action 
Oct. 27. 

ACTIONS ON MOTIONS 
Hearing Examiner Thomas H. Donahue 

on Oct. 28 in proceeding on assignment of 
licenses of KTRG -TV and KUT -67 Honolulu. 
from Hawaiian Paradise Park Corp. to 
Friendly Broadcasting Co., continued hear- 
ing from Nov. 22 to Nov. 29 (Doc. 16889); 
and on Oct. 31 on his own motion, continued 
without date hearing presently scheduled 
for Nov. 14 in proceeding on application for 
TV license renewal of KHJ by RICO Gen- 
eral Inc. Los Angeles and CP application 
of Fidelity Television Inc. Norwalk, Calif. 
(Does. 16679 -80). 

Hearing Examiner Jay A. Kyle on Oct. 
28 in proceeding on application of Lamar 
Life Insurance Co. for renewal of license of 
WLBT (TV) Jackson, Miss.. postponed hear- 
ing conference from Nov. 14 to Dec. 16 
(Doc. 16663); and in proceeding on AM ap- 
plications of HarriScope Inc. (KWTO) Cas- 
per, Wyo., and Family Broadcasting Inc., 
LaGrange, Wyo., granted motion of Harri- 
Scope Inc. to change corporate name to 
HarriScone Broadcasting Corp. (Does. 16787 
and 16788). 

Hearing Examiner Elizabeth C. Smith 
on Oct. 28 in proceeding on TV applications 
of Kentucky Central Television Inc. and 
WBLG -TV Inc. Lexington, Ky., rescheduled 
hearing from Nov. 9 to Nov. 22 and hearing 
for Nov. 15 to Nov. 29 (Does. 16700 -1). 

Office of opinions and review on Nov. 1 
in the Syracuse, N. Y. television proceed- 
ing, granted request of WAGE Inc. and ex- 
tended to Nov. 1.0 time to file answers to 
Syracuse Television Inc. application for re- 
view (Dots. 14368 -72, 14444 -6). 

RULEMAKING PETITION 
Kenosha. Wis., Perry John Anderson -Re- 

quests reinstatement of TV ch. 61 as alloca- 
tion for Kenosha. Ann. Oct. 28. 

RULEMAKING ACTIONS 
By memorandum opinion and order. 

commission granted petition of D. H. Over- 
myer Broadcasting Co. for reconsideration 
of UHF TV broadcast channel assignments 
adopted in fifth report and order in Doc. 
14229 insofar as it concerned Rosenberg, 
Tex., amending table of assignments to 
substitute ch. 45 for ch. 58 at Rosenberg 
and modifying the CP for KJDO -TV, Rosen- 
berg, Tex. to specify ch. 45 instead of ch. 
58. Action Nov. 2. 

By memorandum opinion and order, 
commission denied petition of Mark Twain 
Broadcasting Co. (KHMO) to institute rule - 
making proceeding to move reserved ch. 12 
from Iowa City, approximately forty miles 
northeast so that the separation between 
educational site and proposed new assign- 
ment at Hannibal, Mo., would satisfy re- 
quirement of commission's rules. The chan- 
nel at Iowa City is an integral part of a 
plan for educational television recently pre- 
pared for State of Iowa. Action Nov. 2. 

CALL LETTER APPLICATIONS 
WDXI -TV Kosciusko Bd. Inc., Jackson, 

Tenn. Requests WBBJ -TV. 
WMCT(TV) Scripps- Howard Bd. Co., 

Memphis. Requests WMC -TV. 

New AM stations 
APPLICATIONS 

Mobile, Ala.- Mobile Broadcast Service 
Inc. Seeks 960 kc, 1 kw -D (WMOZ Mobile 
facilities). P.O. address: 1296 First National 
Bank Building, Mobile 36602. Estimated con- 
struction cost $22,900; first -year operating 
cost $80,000; revenue. not available. Princi- 
pals: E. Howard Smith (32.8 %). Howard L. 
Smith (33.9 %). Robert A. Schorr and Joseph 
R. Bancroft (each 11.1 %) and Julien E. 
Marx (1.7% plus option to 850 shares). Mr. 
E. Smith is partner in Mobile and WLPR- 
FM. Mr. Howard' Smith is general manager 
of WLPR -FM. Mr. Schorr is stockholder in 
Electronics World Inc.. General Horizons 
Corp. and World Wide Motors and is part- 
ner in West End Estates. Mr. Bancroft is 
employee of city and is in radio sales and 
service. Mr. Marx is in real estate. E. How- 
ard and Howard are father and son and 
own WLPR -FM and together own a con - 
trolling interest in applicant. Ann. Oct. 27. 

Mobile, Ala. -People's Progressive Radio 
Inc. Seeks 960 kc, 1 kw -D (WMOZ Mobile 
facilities). P.O. address: Box 1652, Mobile 
36601. Estimated construction cost $16,000; 
first -year operating cost $69,774; revenue 
$85.000. Principals: Bishop W. T. Phillips, 
John C. Smith. Bishop W. M. Smith, S. W. 
Summers, J. L. Finley and T. O. Howell 
(each 16% %). Bishop Phillips is minister 
and president and owner of printing com- 
pany. Mr. John Smith had interest in WTUF 
Mobile and WNVY Pensacola. Fla. until 
June. Bishop Smith is minister. Mr. Sum- 
mers is a retailer and has insurance in- 
terest. Mr. Finley is pharmacist. Ann. Oct. 
27. 

cottsboro. Ala. -Dr. Ralph M. Sheppard. 
Seeks 1520 kc, 5 kw -D. P.O. address: Box 
6 Scottsboro 35768. Estimated construction 
cost $12.150; first -year operating cost $18.000; 
revenue $30,000. Dr. Sheppard is dentist, has 
interest in real estate and owns WCNA -FM 
Scottsboro (presently under construction). 
Ann. Oct. 31. 

Wabash, Ind.- Leonard J. (50 %) and Ber- 
nice A. Ellis (50 %) db /as Wabash Radio Co. 
Seeks 1510 kc, 0.25 kw, P.O. address: WAKE 
Box 149, Valparaiso. Ind. 46383. Estimated 
construction cost $57,398; first -year operat- 
ing cost $65,000; revenue $85,000. Mr. Ellis 
has interest in Porter County Broadcasting 
Corp. licensee of WAKE, and is applicant 
for new FM in Valparaiso, 105.5 mc. 3 kw. 
Ann. Nov. 1. 

Orleans, Mass. -Seashore Broadcasting Inc. 
Seeks 1170 kc, I kw. P.O. address: Monument 
Road, Orleans. Estimated construction cost 
$71,784; first -year operating cost $68.000; 
revenue $78,000. Principal: Ralph B. Hunter, 
president. Stock corporation. Ann. Oct. 31. 

Pittsfield, Mass. -Edward H. Peene Jr. and 
Robert K. McConnell dblas Taconic .Broad- 
casters. Seeks 1110 kc, 5 kw. P.O. address: 
WTTT. Amherst. Mass. 01002. Estimated con- 
struction cost $48,000; first -year operating 
cost $66,000; revenue $85,000. Mr. Peene and 
Mr. McConnell are equal partners. Ann. 
Oct. 31. 

Lakewood, N. J. -Radio New Jersey. Seeks 
1170 kc. 5 kw. P.O. address: Box 123. Mil- 
burn. N. J. 07044. Estimated construction 
cost $49,332; first -year operating cost $60,800; 
revenue $75,000. Principals: Robert H. Bough - 
rum. Benjamin J. Friedland and Lawrence 
J. Tighe Jr. (each 35 interest).. Mr. Bough - 
rum is industrial salesman and sales man- 
ager for Decision Systems Inc. Mr. Fried- 

Name 
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land is estimator -engineer and weekend 
announcer at WDHA(FM) Dover, N. J. Mr. 
Tighe is transmitter engineer for RKO Gen- 
eral. N. Y. Radio New Jersey is applicant 
for CP for new standard broadcast station at 
Hackettstown. N. J. Ann. Oct. 31. 

Somerville. N. J.- Somerset Valley Broad- 
casting Co. Seeks 1170 ke, 1 kw. P. O. 
address: 17 East High Street 08876. Esti- 
mated construction cost $37,164; first -year 
operating cost $79,000; revenue $80.000 plus. 
Principals: Edward F. Egan. Lester Granetz, 
Edward D. Bowlbyy, William W. Anderson. 
C. Palmer Bateman Sr., Raymond H. Bate- 
man. Reeve Schley Jr. and Webster B. Todd 
Jr. (each 12'A %). Mr. Egan is machinery 
manufacturer. Mr. Granetz Is in retail 
furniture. Mr. Bowlby is attorney. Mr. An- 
derson is in printing and publishing. Mr. 
Bateman Sr. is in printing, publishing and 
banking. Mr. Raymond Bateman is In public 
relations, advertising, and printing and 
publishing. Mr. Schley is in banking and 
farming. Mr. Todd is an airport operator. 
Ann. Oct. 31. 

Cornwall. N. Y.- William L. Edmonds Jr. 
tr /as Radio Cornwall. Seeks 1170 kc, 1 kw. 
P.O. address: 2 First Street. Westwood, N. J. 
Estimated construction cost $60.400: first - 
year operating cost $85,000; revenue $100.- 
000. Mr. Edmonds (100 %) is announcer and 
newscaster for ABC. N. Y. and member 
board of directors AFTRA. Ann. Oct. 31. 

Mechanicville, N. Y.- Mechanicville Broad- 
casting Co. Seeks 1170 kc. 250 kw -D. P.O. 
address: 117 Bajart Place, Yonkers, N. Y. 
Estimated construction cost $24,945; first - 
year operating cost $55,000; revenue $65,000. 
Principals: Ralph Nardella Sr.. Ralph Nar- 
della Jr. (each 45 %) and Alvin J. Wise 
(10 %). Mr. Nardella Jr. is vice president 
and has interest in Local Blue Book Inc. 
and Line Rite Business Forms. Mr. Wise is 
entertainer. Mr. Nardella Sr. has been in- 
active since 1964. Ann. Oct. 28. 

Walden. N. Y.- Everette Broadcasting Inc. 
Seeks 1110 kc. 0.25 kw. P.O. address: 225 
N. Middletown Road, Nanuet. 10954. Esti- 
mated construction cost $18,737: first -year 
operating cost $28.000: revenue $33.000. 
Principals: Clesle Everette (75 %) and Her- 
bert P. Michels (25 %). Mr. Everette is rent- 
ing agent, radio personality WLNA Peeks- 
kill, N. Y., restaurant interest. Mr. Michels 
is sales engineer and applicant for new 
standard broadcast station in Stirling, N. J. 
Ann. Oct. 31. 

Spray, N. C. -Ray A. Childers. Seeks 1130 
kc, 1 kw. P.O. address: Box 598 King. N. C. 
Estimated construction cost $13,600; first - 
year operating cost $42,162.25; revenue $48; 
000. Mr. Childers (100 %) is general manager 
and 20% owner WKTE King, N. C. Mrs. 
Childers is 10% owner of WKTE. Mr. 
Childers is applicant for increase of power for WKTE. Ann. Oct. 31. 

Lorain. Ohio -Allied Broadcasting Inc. 
Seeks 1380 kc, 0.5 kw -D (WWIZ Lorain 
Facilities). P.O. address: 2818 Pearl Avenue, 
Lorain 44055. Estimated construction cost 
$43,800; first -year operating cost $75.000; revenue in excess of $75,000. Principal: 
Michael F. Koury, president. Ann. Nov. 2. 

Lorain. Ohio - Lorain Interim Broadcast- 
ing Co. Seeks 1380 kc, 0.5 kw -D (WWII 
Lorain facilities), P.O. address: 639 Broad- 
way. Lorain. Estimated construction cost 
$32,250; first -year operating cost $85,000; 
revenue $120,000. Principals: Lorain Broad- 
casting Co. (Austin W. O'Toole. president) 
and Midwest Broadcasting Co. (each 50 %). 
Principals have pending applications for 
regular operation of same facility being 
sought on interim basis. Ann. Nov. 1. 

West Hazleton, Pa. -Radio 1170 Inc. Seeks 
1300 kc, 1 kw. P.O. address: 809 North- 
eastern National Bank Building. Hazleton 
18201. Estimated construction cost $39,200; 
first -year operating cost $60,000; revenue 
$70,000. Principals: Salvador° Barlett (35 %), 
Ralph N'. Catino (40 %), J. J. McCluskey 
(20 %) and Alphonse Barlett (5 %1. Mr. S. 
Barlett is engineer WKAT Allentown, Pa. 
Mr. McCluskey Is attorney. Mr. A. Barlett is 
owner of furniture store. 11ár. Catino is in 
constructing and managemett. Ann. Nov. 1. 

West Hazleton, Pa.- Broadcasters 7 Inc. 
Seeks 1300 kc, 5 kw -D. P.O. address: Box 
385, Hazleton 18201. Estimated construction 
cost $28,355; first -year operating cost $70,000: revenue $72,000. Principals: Paul Nicholas 
Walser. Frank Henry Walser. Frank Walser 
(each 20 %), Bartel Edward Ecker, Kenneth 
Rodgers Bayless, Martin David Cohn and 
Theodore Robert Laputka (each 10 %). Mr. P. 
Walser is reporter. Mr. F. Walser is secre- 
tary. Mr. Ecker, Mr. Bayless, Mr. Cohn and 
Mr. Laputka are attorneys. Mr. Frank 
Walser is publisher, banker and has Dia- 
mond Coal Land Co. Ann. Nov. 1. 

Cranston. R. I. -Radio Cranston Inc. Seeks 
1170 kc, 5 kw. P.O. address: Box 456, Dover, 
Del. Estimated construction cost $107,200; 
first -year operating cost $80,140; revenue 
$120,000. 

tions (8710 %). owned by G 
Smith (100 %). Radio Newark Inc. is licensee 
of WNRK Newark. Del. Ann. Oct. 31. 

OTHER ACTIONS 
Review board in Westego- Gretna La. 

AM consolidated proceeding in Docs. 16879- 
81, granted petition by Holmes Inc. request- 
ing that time for filing responsive pleadings 
to motion by KCIL Inc., to enlarge issues 
be extended to date ten days after release 
of examiner's order disposing of petition by 
KCIL Inc. for intervention. Action Oct. 27. 

Review board by memorandum opinion 
and order in Wyandotte, Mich. AM pro- 
ceeding (Does. 8167, 16764), granted joint 
petition for approval of agreement, filed by 
Woodward Broadcasting Co. and Storer 
Broadcasting Co. (W,1W), approved agree- 
ment, dismissed application of Woodward 
with prejudice. granted application of Stor- 
er Broadcasting Co. with conditions and 
terminated the proceeding. Action Oct. 31, 

Review board Wilkesboro. N. C., stand- 
ard broadcast proceeding. Doc. 16311, grant- 
ed petition filed on Oct. 28 by the Broadcast 
Bureau and extended to Nov. 4 the time 
within which to file responsive pleadings to 
petition for enlargement of issues filed Oct. 
14 by Wilkes Broadcasting Co. (WKBC). 
Action Nov. 1. 

Review board Lebanon, Penn.. standard 
broadcast proceeding, Docs. 15835 -9, granted 
petition filed Oct, 26 by Catonsville Broad- 
casting Co. requesting extension of time to 
Nov. 2 within which to file reply to opposi- 
tion to joint petition for approval of agree- 
ment and dismissal of application filed Oct. 
5 by Radio Catonsville Inc. and Catonsville 
Broadcasting Co. Action Oct. 28. 

By letters, commission waived Sec. 1.569 
of rules and accepted for filing following 
applications for new daytime AM's: John 
B. Weeks, Warsaw, N. Y., 1140 kc. 1 kw, 
DA; Oxbow Broadcasting Corp., Genesco, 
N. Y., 1140 kc, 500 w; Smiles of Graham 
Inc., Graham, N. C., 1190 kc. 250 w, DA. 
and Monroe Broadcasting Inc.. Monroe, 
N. C., 1190 kc. 500 w. Action Nov. 2. 

In proceedings involving mutually ex- 
clusive applications for new standard broad- 
cast stations on 1080 kc (Does. 14739 -40), 
commission denied review of the review 
board's decision (FCC 66R -238, 4 FCC 2d 
36) which denied application of Edina Corp. 
for a facility at Edina, Minn. and applica- 
tion of Tedesco Inc. for facility at Bloom- 
ington, Minn.; also denied petition of Edina 
Corp. for leave to amend its application to 
specify new antenna site. On its own mo- 
tion, however, commission granted to Edina 
Corp. a waiver of Sec. 1.519 of rules to per- 
mit filing of modified application without 
regard to one -year waiting period of rule. 
Commissioner Bartley concurred. but dis- 
sented to the waiver of Sec. 1.519 of rules; 
Commissioners Cox and Loevinger not par- 
ticipating. Action Nov. 2. 

ACTIONS ON MOTIONS 
w Hearing Examiner Charles J. Frederick 

on Nov. 1 in proceeding on AM applications 
of Fox River Broadcasting Co. and Radio 
Oshkosh Inc.. both Oshkosh. Wis.. granted 
petition of Fox River Broadcasting Co. for 
leave to amend its application with refer- 
ence to financial issue (Does. 16824 -5). 

Hearing Examiner Jay A. Kyle on Oct. 
26 in proceeding on AM applications of Jupiter Associates Inc.. Matawan, N. J.. et 
al., dismissed as moot motion to strike and request for ruling filed on behalf of Somer- 
set County Broadcasting Co. (Does. 14755 -7). 

Hearing Examiner Elizabeth C. Smith 
on Oct. 26 in proceeding on AM application 
of James L. Hutchens. Central Point. Ore.. 
scheduled hearing for Jan. 9. 1967 (Doc. 
16525). 

RULEMAKING PETITIONS 
Santa Clara, Calif., Vega Electronics Corp. -Requests amendment of the commission's 

rules and regulations providing for exemp- 
tion from technical standards. Ann. Oct. 28. 

Lima. Ohio, Citizen Broadcasting Corp. - 
Requests issuance of notice of proposed 
rulemaking looking towards the assignment 
of ch. 285A to Lima, Ohio. Ann. Oct. 28. 

CALL LETTER APPLICATIONS 
Wilbur J. Martin Sr.. Brandon. Miss. 

Requests WRKN. 
Health- Reasoner Broadcasters, Lockhart, 

Tex. Requests KHRB. 
DESIGNATED FOR HEARING 

Blountstown, Fla., The Maupin Broadcast- 
ing Co.- Broadcast Bureau designated for 
consolidated hearing applications of D & F 
Broadcasting Co. for a new daytime station 
to operate on 1000 kc, 1 kw and Maupin 
Broadcasting Co.. to change facilities of 
WKMK from 1370 kc. 500 w -D, to 1000 kc. 
1 kw. D. Action Oct. 28. 

Chief Hearing Examiner James O. Cun- 
ningham on Oct. 31 designated Hearing Ex- 
aminer lefillard F. French to serve as Pre- 
siding officer in proceeding on AM applica- 
tions of D & F Broadcasting Co. Quincy and 
Maupin Broadcasting Co. (WKMK) Blounts- 
town, both Florida; scheduled prehearing 
conference for Nov. 29 and hearing for Dec. 

BROADCASTING, November 7, 1968 



20 (Does. 15589, 18938); and designated 
Hearing Examiner Herbert Sharfman, in lieu 
of James D. Cunningham, to serve as pre- 
siding officer in proceeding on AM appli- 
cation of American Homes Stations Inc. 
(WVCF) Winderrpere, Fla. (Doc. 16922). 

By memorandum opinion and order. 
commission designated for consolidated 
hearing applications of DuPage County 
Broadcasting Inc. and Central DuPage 
County Broadcasting Co. for new daytime 
AM's to operate on 1530 kc in Elmhurst and 
Wheaton, both Illinois, DuPage with 250 
w -DA, and Central with 500 w -DA. Action 
Nov. 2. 

Existing AM stations 
APPLICATIONS 

WRMF Titusville. Fla. -Seeks CP to 
change frequency from 1050 kc to 1060 kc; 
change hours of operation from daytime to 
unlimited. using power of 5 kw, 10 kw -LS: 
install DA -2; change ant.-trans. location to 
State Hwy. 46. 4.5 mi. west of Mims, Fla.; 
change studio location to 1050 Queen Street, 
Titusville Fla.; install new trans. (Collins 
820F -1). Ann. Oct. 31. 

WAIK Galesburg, Ill. -Seeks CP to change 
hours of operation from daytime to unlim- 
ited using power of 500 w. 5 kw -LS; change 
from DA -D to DA -2; install new trans. 
(Gates BC- 500G): (1590 kc) (Requests waiv- 
er of Sec. 73.188(bl (1) and [2)) petition 
for expedited consideration. Ann. Nov. 2. 

WIOS Tawas City -East Tawas, Michigan - 
Seeks CP to change hours of operation from 
daytime to unlimited, using power of 1 kw, 
5 kw -LS, change from DA -D to DA -2; in- 
stall new trans. (Gates BC- 5P -2). (1480 kc). 
Ann. Oct. 31. - 

KRR.R Ruidoso, N. M. -Seeks CP to change 
frequency from 1340 kc to 1360 kc; change 
hours of operation from unlimited to day- time only, using power of 5 kw; install new 
trans. (Gates BC -5P2). Ann. Oct. 31. 

WTHE Mineola, N. Y. -Seeks CP to de- 
crease power from 10 kw to 1 kw . (250 w 
CH); change from DA -D to non -directional 
ant.; and install new trans. (RCA BTA- 
1R1). (1520 kc). Ann. Nov. 2. 

WMSJ Sylva, N. C. -Seeks CP to change 
frequency from 1480 kc to 680 kc; change 
hours of operation from daytime to un- 
limited using power of 250 w. 1 kw -LS; in- 
stall DA -N; change ant -trans. location to 
south of U.S. 23, 0.3 mi. east of Beta. N. C.; 
change studio location to 19 -A U. S. 23. 
Sylva, N. C. with remote control from 
studio, daytime only. Ann. Oct. 31. 

WYNS Lehighton, Pa. -Seeks CP to in- 
crease power from 1 kw to 5 kw; install new 
trans. (Collins 21E); make changes in ant. 
system (add two towers). (1150 kc). Ann. 
Oct. 31. 

FINAL ACTIONS 
KLAC Los Angeles -Broadcast Bureau 

granted licenses covering changes in di- 
rectional ant. pattern (DA -N), and installa- 
tion of an alternate main trans. at main 
trans. location, with remote control day- 
time from main studio location. Action Oct. 
31. 

KFIV Modesto, Calif. -FCC granted as- 
signment of license from KFIV Inc. to Kill - 
bro Broadcasting Corp., owned by F. Robert 
Fenton (60 %). Arnold N. Fenton and Howard 
E. Weiner (20% each). Robert Fenton is 
salesman with KFAC Los Angeles. Arnold 
Fenton and Howard Wiener are both phy- 
sicians. Consideration $475,000. Action Oct. 
28. 

Your help goes where 
hunger is - - Give to 
CARE, New York 10016 
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Broadcast Bureau granted renewal of 
license of K -Fiv Inc. (KFIV), Modesto, 
Calif. Action Oct. 28. 

KCIJ Shreveport, La. -FCC granted as- 
signment of license from Universal Broad- 
cast Corp. to Radiozark Broadcasting of 
Louisiana Inc.. owned by Radiozark Enter- 
prises Inc. (83.33 %) and Eugene F. Sloan 
(16.67 %). Lester E. Cox, Ralph D. Foster, 
John B. Mahaffey and E. E. Siman Jr. each 
own 25% of Radlozark Enterprises Inc. Mr. 
Sloan is accountant. Messrs. Cox and Foster 
own KWTO Sprinfield, Mo. Mr. Cox has 
interest in KOAM Pittsburg, Kan. Messrs. 
Mahaffey and Siman have interests in 
KJPW Waynesville, Mo. Consideration 
$185,000. Action Oct. 28. 

New York, Mutual Broadcasting System 
Inc. -Broadcast Bureau granted authority 
to deliver by wireline, programs to CKWX 
Vancouver, B. C.; CFMB Montreal. Que.: 
CHFI Toronto, Ont., and /or other stations 
owned and operated by Canadian Broad- 
casting Corp. or licensed by Canadian 
Minister of Transport; also, to XEMO Ti- juana, B. C., Mex., for period ending Oct. 
24. 1967. Action Oct. 24. 

WSEN Baldwinsville, N. Y.- Broadcast 
Bureau granted CP to make changes in ant. 
system; condition. Action Oct. 31. 

N. Y. Columbia Broadcasting System Inc. - Broadcast Bureau granted extension of 
authority for wirline delivery of programs 
to CJMS, CKGM, CHUM and CFRA or any 
aural broadcast station in Can. for period 
25pt. 

15, 1966 to Sept. 15, 1967. Action Oct. 

WCOG Greensboro, N. C.- Broadcast Bu- 
reau granted mod. of license to change 
name of licensee to Thomas Broadcasting 
Companies Inc. Action Oct. 31. 

WCNW Fairfield. Ohio- Broadcast Bureau 
granted license covering increase in power, 
change to DA -2, installation of new day- 
time trans. and change of station location. 
Action Oct. 28. 

WTIG Massillon, Ohio -FCC granted as- 
signment of license to Scott Broadcasting 
Co. of Ohio Inc: (Herbert Scott). Mr. Scott 
is owner of stations WJWL Georgetown, 
Del. and WKST, New Castle, Pa.. and has 
interests in WTTM -AM -FM Trenton, N. J. 
and WPAZ Pottstown, Pa. Consideration 
$285,000. Action Oct. 28. 

WASC Spartanburg, S. C.- Broadcast Bu- 
reau granted mod. of CP to change ant. - 
trans. and studio location to Wafford St. 
and Textile Rd., Spartanburg. Action Oct. 
26. 

WEUC Ponce. P. R.- Broadcast Bureau 
granted CP to change ant.-trans. and studio 
location to Ponce Bypass, Ponce. P. R., and 
install new trans. Action Oct. 26. 

WVIR -TV Charlottesville. Va.. - FCC 
granted assignment of CP from Virginia 
Broadcasting Corp to WCTV Inc., owned by 
Dr, Charles W. Hurt (51 %), Daniel J. Ries - 
ner, Ira Kamen (each 16 % %) and Inland 
Service Corp. (15 % %). Dr. Hurt is in real 
estate development. Inland Service Corp. is 
90% owned by David M. Rothwell. Daniel 
J. Riesner is attorney, Mr. Kamen is in 
various electronics businesses. Principals 
have no other broadcast interests. Consid- 
eration $4,430.60. Action Oct. 28. 

OTHER. ACTIONS 
Office of opinions and review on Oct. 

28 in proceeding on revocation of licenses of 
Asheboro Broadcasting Co. for WGWR -AM- 
FM Asheboro. N C. (Doc. 16789). granted 
petition by Broadcast Bureau for extension 
of time to Nov. 10 to file opposition to 
Asheboro's petition for reconsideration of 
commission's order to show cause. 

By memorandum opinion 'and order. 
commission (1) dismissed motion by Be- 
thesda -Chevy Chase Broadcasters Inc. to 
dismiss applications of Atlantic Broadcast- 
ing Co. (WUST) Bethesda. Md.; (2) denied 
petition for reconsideration and grant filed 
by WUST; (3) granted WUST 30 days to 
retender its 1000 w proposal for Washington. 
D. C.. as amendment to its present applica- 
tion to increase power to 5000 w in Be- 
thesda; (4) directed presiding examiner to 
accept such amendment, if one is Med, 
which conforms with commission's proce- 
dures and regulations and is consistent with 
commission's memorandum opinion and or- 
der; (5) if such amendment is filed by 
WUST, provided that new applications. con- 
forming to such amendment, may be filed 
for period of 30 days and thereafter be 
accorded comparative consideration. and 
(6) specified new issues to be substituted 
for those in designation order, if such an 
amendment by WUST is tendered and ac- 
cepted (Does. 16706 -8). Commissioner Bart- 
ley dissented in which Commissioner Cox 
joined; Commissioner Johnson not partici- 
pating. Action Nov. 2. 

By order, commission denied request of 
city council of city of Camden for an "early 
final decision" of its assignment application 
because reasons advanced for certifying 
record to commission are not adequate to 
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justify action requested and do not com- 
port with requirements of Sec. 409(a) of 
Cgmmunications Act of 1934, as amended 
(Doc. 16792) . Action Nov. 2. 

By order, commission denied petition 
of Iroquois Broadcasting Inc. for reconsid- 
eration of July 22 dismissal of Iroquis ap- 
plication for renewal of license of WOWE 
Troy, N. Y. Application was dismissed for 
failure to prosecute and failure to respond 
to official correspondence and requests for 
information. Chairman Hyde concurred but 
would have granted further temporary ex- 
tention of time to permit processing of 
application. Action Nov. 2. 

ACTIONS ON MOTIONS 
Hearing Examiner Basil P. Cooper on 

Oct. 28 in proceeding on AM applications 
of Nebraska Rural Radio Assn. (KRVN) 
Lexington and Town & Farm, Inc. (KMMJ) Grand Island, both Nebraska. granted mo- tion of CBS, and extended time for filing reply findings from Nov. 4 to Nov. 21 (Dots. 
15812 -3). 

Hearing Examiner Charles J, Frederick 
on Oct. 27 by order in proceeding upon CP application of Rice Capital Broadcasting 
Co., Crowley, La., for AM facilities, granted applicant's petition and added certain amendments to application which he found to be essentially corrective (Doc. 16785). Hearing Examiner David I. Kraushaar 
on Oct. 31 in proceeding on AM applications 
of Atlantic Broadcasting Co. (WUST) Be- thesda, Md., et al., granted request for waiver of Sec. 1.594(g) of commission's 
rules filed by applicant Bethesda -Chevy Chase Broadcasters Inc. (Docs. 16706 -B). 

Correction to Action on Motions: Action taken by Examiner Kyle in proceeding on AM applications of HarriScope Inc. (KTWO) Casper and Family Broadcasting Inc. La- Grange, both Wyoming, granted motion of HarriScope Inc. to change corporate name to HarriScope Broadcasting Corp. should have shown date of Nov. 1 (Docs. 16787 -8). Ann. Nov. 1. 
Hearing Examiner Chester F. Naumo- wicz Jr. on Oet. 27 pursuant to prehearing conference in proceeding upon CP applica- tions of Branch Associates Inc., Houma, La. and Ascension Parish Broadcasting Co., Donaldsville, La. for AM facilities, sched- uled hearing for Nov. 7 and announced cer- tain procedural ground rules (Docs. 16826- 27). 
Hearing Examiner Herbert Sharfman on Oct. 26 in proceeding on application of Arthur Powell Williams for renewal of AM license of KLAV Las Vegas, rescheduled hearing from Nov. 28 to Jan. 17, 1967 (Doc. 16864). 
Hearing Examiner Elizabeth C. Smith on Oct. 27 revocation proceeding involving WSRA Milton, Fla., granted respondent's request and continued to Dec. 6 prehearing conference previously scheduled for Nov. 1 (Doc. 16674) . 

FINES 
Broadcast Bureau notified R. M. Greene Inc., licensee of WPNX Phoenix City. Ala: Columbus, Ga. and Jack G. Hunt. licensee of KDFN Doniphan, Mo., that each has in- curred apparent forfeiture liability of $200 for violations of rules, including failure to provide data concerning equipment per- formance measurements. Stations have 30 days to pay or contest the forfeitures. Ac- tion Oct. 28. 

RULEMAKING ACTION 
Ypsilanti. Mich.. Community Service Broadcasters Inc.. WYNZ -Requests institu- tion of rulemaking proceedings to amend Sec. 73.202 of rules in the following re- spects: Chelsea. proposed 244A; Albion. present 244A, 285A proposed 285A. 296A; Jackson, present 231, 291, 296A proposed 231. 

291; Battle Creek. present 277 proposed 243. 
277, all Michigan. Denied by commission memorandum opinion and order and second report and order adopted in Doc. 16762 and this rulemaking proceeding on Oct. 20 and released on Oct. 21. Ann. Oct. 28. 

CALL LETTER APPLICATIONS 
WRJW Central Alabama Bd. Co., Selma, Ala. Requests WTQX. 

Requests s K 
Bd. Inc.. Paradise, Calif. 

WWIL Van Patrick Bd. Inc., Fort Laud- 
erdale, Fla. Requests WSRF. 

WAIA John M. Dorsey, College Park, 
Ga. Requests WBAD. 

WCNS Keyes Corp., Canton. Ohio. Re- quests WNIN. 
KOFE Robert Lloyd Hoover, Pullman, 

Wash. Requests KUGR. 

New FM stations 
APPLICATIONS 

*Davis, Calif. -The Regents of the Univer- sity of California. Seeks 91.5 mc. ch. 218, .010 
kw. Ant. height above average terrain 143 
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ft. P.O. address: University of California. 
451 University Hall, Berkeley 94720. Esti- 
mated construction cost $3.660: first -year 
operating cost $1.595. Principals: Regent Wm. 
R. Roth. Regent Elinor R. Heller and Regent 
Edwin W. Pauley. Mr. Roth has option to 
purchase 19.05% of 28% of 49% interest in 
Shasta Telecasting Corp. If option exercised. 
he would own 2.61% outstanding stock. Mrs. 
Heller is beneficary of will of E. H. Heller 
estate which owns $420,000 in subordinated 
debentures out of 1,500 issue of Shasta. Mr. 
Pauley has 15% stock interest and 20% 
debenture in Western Broadcasting Corp., 
applicant to purchase KLRA Pasadena. Ann. 
Oct. 27, 

Baton Rouge, La.- Miss -Lou Broadcasting 
Corp. Seeks 101.5 mc, ch. 268, 33.3 kw. Ant. 
height above average terrain 370 ft. P.O. 
address: 820 Commerce Building, 333 Laurel 
Street, Baton Rouge 70821. Estimated con- 
struction cost $40,500; first -year operating 
cost $65,000; revenue $75,000. Principals 
Robert Rowe McGregor, Herbert Vardaman 
Brown and Miss -Lou Broadcasting Corp. 
(each 33i% %). Mr. McGregor is president. 
general manager of Miss -Lou Broadcasting 
Mr. Brown is president of furniture corn- 
pany in Jackson, Miss. and is vice president - 
secretary- treasurer of Miss -Lou. Ann. Oct. 
28. 

*Selinsgrove, Pa. - Susgnenhanna Univer- 
sity of the Evangelical Lutheran Church. 
Seeks 91.5 mc. 218, 0.010 kw. Ant. height 
above average terrain 43 ft. P.O. address: 
Department of Physics. Susquehanna Uni- 
versity, Selinsgrove 17870. Estimated con- 
struction cost $250; first -year operating cost 
$2,920; revenue, none. Principals: Dr. Gus- 
tave W. Weber, president and Clyde R. 
Spitzner, radio executive, is general sales 
manager, radio -TV division, Triangle Sta- 
tions. Triangle Publications. Ann. Nov. 2. 

Spokane, Wash. -Christian Services Inc. 
Seeks 107.9 mc, ch. 300. 27.6 kw. Ant. height 
above average terrain 312 ft. P.O. address: 
KCFA, Box 8024, Spokane 99203. Estimated 
construction cost $28.32325; first -year op- 
erating cost $9.000; revenue $9.000. Princi- 
pals: Gordon F. Paul. Henry J. Chandler 
Jr.. Christian L. Holte. Harry E. Pobst, 
Everett J. Armstrong, Joseph A. Pordon 
and William D. Reiff (each 14.28 %; non - 
stock. each has one vote). Mr. Paul is 
owner of Hydromotive Products Co. Mr. 
Chandler is manager of KCFA Spokane. Mr. 
Holte is foreman in hospital. Mr. Pobst owns 
Millwood Tax Service and is CPA. Mr. Armstrong owns Model Pharmacy. Mr. Por- 
don owns Arts and Crafts Book Bindery. 
Mr. Reiff is heir of Acme Personnel Serv- 
ice and vice president. Christian Services 
Inc. has been licensee of KCFA Spokane 
since 1960. Ann. Oct. 27. 

FINAL ACTIONS 
KCER(FM) Redding, Calif. -FCC granted 

assignment of CP from Charles J. and Elma 
A. Reed, joint tenants to High Fidelity Sta- tions Inc., owned by Thomas P. Kelly and David H. McLaughlin (each 50 %). High Fidelity is licensee of KARR Redding. Prin- 
cipals have no other broadcast interests. 
Consideration $2.150. Action Oct. 26. 

Auburn. Ind. -C. P. Broadcasters Inc. FCC granted 105.5 mc, channel 288, 2.99 kw. Ant. 
height above average terrain 310 ft. P.O. address: 9223 Cottage Grove Place., High- 
land 46322. Estimated construction cost 
$23,795; first -year operating cost $30,000: 
revenue $27,000. Principals: Wayne Howard 
Paradise. Howard W. Paradise and John F. 
Clark (each 33% %). Messrs. Paradise both are employed with Mobile Oil Co. Mr. Clark 
is with Inland Steel Corp. They have no other broadcast interests. Action Oct. 28. 

Billings, Mont.-Meyer Broadcasting Co. 
FCC granted 93.3 mc, ch. 227, 26.5 kw. 
Ant. height above average terrain minus 68 ft. P.O. address: c/o William A. Ekberg. 
200!% Fourth St., Bismarck, N. D. 58501. Esti- mated construction cost $33,786; first -year 
operation cost $20,000; revenue $12.500. Prin- cipals: Marietta M. Ekberg (92.2 %) and 
William Ekberg (.8 %) Meyer Broadcasting is 
licensee of KFYR- AM -FM -TV Bismarck, 
KMOT -TV Minot, KUMV Williston, all 
North Dakota; KOYN Billings, and appli- 
cant for new FM in Minot, N. D. Action 
Nov. 2. 

Cape May, N. J. -WRIO Broadcasters Inc. 
FCC granted 101.7 mc, channel 269, 3 kw. Ant. height above average terrain 180 ft. P.O. address: c/o Owen W. Hand. 100 E. Vermont Ave., Rio Grande. Estimated 
construction cost $19,650: first -year operat- ing $36,000, revenue $40,000. Principals: 
Owen W. Hand (49 %), Lorraine E. Hand 
(1 %), Edward Evanchyk (49 %) and Marian Evanchyk (1 %). None of principals have other broadcast interests. Action Oct. 28. 

Baldwinsville. N. Y.- Century Radio Corp. 
FCC granted 92.1 mc. channel 221. 3 kw Ant. 
height above average terrain 300 ft. P.O. ad- 
dress: c/o Robert L. Stockdale. Box 1050, 
Baldwinsville 13027. Estimated construction 
cost $21,689: first -year operating cost $11,000; revenue $12,500. Principals: Edward J. Poi- 

tras (36 %), Robert L. Stockdale (22.4 %). 
James A. Lowery Jr. (18 %). Donald C. 
Menapace (13.6 %) and Wiliam C. and Pa- 
tricia J. Engel (10 %). Messrs. Stockdale, 
Lowery and Menapace are each 33j%% own- 
ers of stage show production company. Mr. 
Postras is 25% stockholder in engineering 
manufacturing company. Century Radio is 
licensee of WSEN Baldwinsville. Action Oct. 
28. 

Glen Falls, N. Y. -Olean Broadcasting 
Corp. FCC granted 107.1 mc, ch. 296 1.8 kw. 
Ant. height above average terrain 310 ft. 
P. O. address: Everts Avenue, Glen Falls. 
Estimated construction cost $13.000; first - 
year operating cost $19,000; revenue $25.000. 
Principals: Haut's Cookie Shops Inc., Ed- 
ward Haut, president. Olean is licensee of 
WSET Glen Falls. Action Nov. 1. 

Jacksonville. Tex. -Wells, Waller & Bal- 
lard Inc. FCC granted 106.5 mc. ch. 293. 
100 kw. Ant. height above average ter- 
rain 640 ft. P.O. address: 405 Nacogdoches 
St., Jacksonville 75766. Estimated construc- 
tion cost $29,300; first -year operating cost 
$12,000; revenue $15.000. Principals: William 
Dudley Waller, John E. Ballard (each 48.6 %) 
and others. Wells. Waller & Ballard is li- 
censee of KEBE Jacksonville. Action Oct. 28. 

*Lexington. Va.- Washington and Lee Uni- 
versity. FCC granted 91.5 mc, ch. 218, .01 
kw. Ant. height above average terrain 100 
ft. P.O. address: c/o O. W. Riegel, Box 1153, 
Lexington 24450. Estimated construction 
cost $4,021: first -year operating cost $2,921. 
To be supported by state funds. To be ad- 
ministered by board of trustees. Action Nov. 
1. 

Tappahannock, Va.- Rappahannock Broad- 
casting Corp. FCC granted 105.5 mc. ch. 288, 
3 kw. Ant. height above average terrain 210 
ft. P.O. address: c/o George C. Clanton. 318 
Prince St., Tappahannock 22560. Estimated 
construction cost $32,000; first -year operat- 
ing cost $50,000; revenue $50,000. Principals: 
George C. Clanton (47 %). Mrs. Minnie M. 
Clanton (49 %) and Anna F. Clanton (2 %). 
Mr. Clanton is owner of motion picture 
theater and publisher of The Rappahannock 
(Va.) Times. Rappahannock Broadcasting 
Corp. has application pending for new AM 
in Tappahannock. Mr. Clanton is also mayor 
of Tappahannock. Action Nov. 1. 

New London. Wis. -New London Enter- 
prises Inc. FCC granted 93.5 mc. ch. 228, 3 
kw. Ant. height above average terrain 260 
ft. P.O. address: c/o Sigurd W. Krostue 120?% 
N. Water Street. New London 54961. Esti- 
mated construction cost $39,550; first -year 
operating cost $37,000; revenue $40.000. 
Principals: Edwin Wohlt, Herman Schmal- 
lenberg (each 41 %). Charles Schmallenberg, 
W. A. Bender (each 7 %), Sigurd W. Krostue 
(4 %). Principals have no other broadcast 
interests, Action Nov. 1. 

INITIAL DECISIONS 
Hearing Examiner Millard F. French is- 

sued an initial decision looking toward 
granting application of Lunde Corp. for new 
FM to operate on ch. 281 Ames, Iowa (Doc. 
16667). Action Oct. 31. 

Commission gives notice that Aug. 30 
initial decision which looks toward grant- 
ing application of Second Thursday Corp. 
for new FM to operate on ch. 225 (92.9 mc) 
at Nashville, became effective Oct. 19 pur- 
suant to Sec. 1.276 of the rules (Doc. 16369). 
Action No. 1. 

ACTIONS ON MOTIONS 
Hearing Examiner Millard F. French on 

Oct. 28 in proceeding on FM applications of 
Prairieland Broadcasters and Richard P. 
Lamoneaux, both Monmouth. Dl., granted 
letter request of counsel for Lamoreaux and 
rescheduled prehearing conference from 
Nov. 9, 9:00 AM to Nov. 16, 10:00 AM (Dots. 
16944 -45). 

Hearing Examiner Elizabeth C. Smith 
on Oct. 26 in proceeding on FM application 
of Eastern Long Island Broadcasters Inc.. 
Sag Harbor, N. Y., scheduled further hear- 
ing for Nov. 3 (Doc. 16033). 

RULEMAKING ACTION 
By first report and order in Doc. 16662, 

commission amended FM table of assign- 
ments by adding class A channels as first 
Lapeer 

and aSandusky, Mich. í(276A and 
249A), a class B (281) as a first assignment 
at Jerseyville, Ill. Class C as second chan- 
nels at Rolla. Mo. (287) and Sturgeon Bay. 
Wis. (230), class A 272A and 276A as third 
and fourth at Augusta, Ga. (275 was de- 
leted), and class B ch. 300 as fourth at 
Bakersfield, Calif.; substituting class C for 
class A at Enterprise. Ala. (245 for 228A), 
Morris, Minn. (298 for 232A) and Lady- 
smith, Wis. (225 for 288A); deleting chan- 
nels at Andalusia, Ala. (293, a short- spaced 
assignment) and Troy, Ala. (245, to make 
the Enterprise assignment) ; and changing 
assignments at Brewton, Ala. (296A to 
292A), Wickenburg, Ariz. (288A for 261A), 
and Potsdam, N. Y. (257A for 256). No au- 
thorization will be issued for Sturgeon Bay 
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PROFESSIONAL CAR s 

JANSKY & BAILEY 

Consulting Engineers 

2411 - 2419 M St., N.W. 

Washington 37, D. C. 296 -6400 

COMMERCIAL RADIO 
EQUIPMENT CO. 

Everett L. Dillard, Gen. Mgr. 
Edward F. Lorentz, Chief Engr. 

PRUDENTIAL BLDG. 
DI 7 -1319 

WASHINGTON, D. C. 20005 
Member AFCCE 

KEAR & KENNEDY 

1302 18th St., N.W. Hudson 3 -9000 

WASHINGTON 6, D. C. 

Member AFCCE 

GEO. P. ADAIR ENG. CO. 
CONSULTING ENGINEERS 

Radio -Television 
Communications -Electronics 

901 20th St., N.W. 
Washington, D. C. 
Federal 3 -1116 

Member AFCCE 

JULES COHEN 
& ASSOCIATES 

9th Floor, Securities Bldg. 
729 15th St., N.W., 393 -4616 

Washington 5, D. C. 

Member AFCCE 

PETE JOHNSON 

& Associates 

CONSULTING en.fm-tv ENGINEERS 

P.O. Box 4318 304- 342 -6281 

Charleston, West Virginia 

E. HAROLD MUNN, JR. 
BROADCAST ENGINEERING 

CONSULTANT 
Box 220 

Coldwater, Michigan -49036 
Phone: 517- 278 -6733 

James C. McNARY 
Consulting Engineer 

National Press Bldg. 

Wash. 4, D. C. 

Telephone District 7 -1205 
Member AFCCE 

A. D. Ring & Associates 
42 Years' Experience in Radio 

Engineering 
1710 H St., N. W. 298 -6850 

WASHINGTON 6, D. C. 

Member AFCCE 

A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 

INWOOD POST OFFICE 
DALLAS 9, TEXAS 

MElrose 1 -8360 
Member AFCCE 

WALTER F. KEAN 
CONSULTING RADIO ENGINEERS 

Associate 
George M. Sklom 

19 E. Quincy St. Hickory 7 -2401 
Riverside, III. (A Chicago suburb) 

Member AFCCE 

CARL E. SMITH 
CONSULTING RADIO ENGINEERS 

8200 Snowville Road 

Cleveland 41, Ohio 

Phone: 216 -526 -4386 
Member AFCCE 

MERL SAXON 

CONSULTING RADIO ENGINEER 

622 Hoskins Street 

Lufkin, Texas 

NEptune 4 -4242 NEptune 4 -9558 

JOHN H. MULLANEY 
and ASSOCIATES 

A Division of Multronics, Inc. 
Multronics Building 

5712 Frederick Ave., Rockville, Md. 
la suburb of Washington) 

Phone: 301 427 -4666 
Member AFCCE 

-Established 1926 - 
PAUL GODLEY CO. 

CONSULTING ENGINEERS 

Box 798, Upper Montclair, N.I.07043 
Phone: 1201) 746 -3000 

Member AFCCE 

GAUTNEY & JONES 

CONSULTING RADIO ENGINEERS 

930 Warner Bldg. National 8 -7757 

Washington 4, D. C. 

Member AFCCE 

GUY C. HUTCHESON 
817 CRestview 4 -8721 

P. 0. Box 808 

1100 W. Abram 
Arlington, Texas 76010 

HAMMETT & EDISON 
CONSULTING RADIO ENGINEERS 

Box 68, International Airport 
San Francisco 28, California 

Diamond 2 -5208 
Member AFCCE 

VIR N. JAMES 
CONSULTING RADIO ENGINEERS 
Applications and Field Engineering 

345 Colorado Blvd. -80206 
Phone: (Area Code 3031 333 -5562 

DENVER, COLORADO 
Member AFCCE 

WILLIAM B. CARR 
CONSULTING ENGINEERS 

Walker Bldg., 4028 Daley 

Fort Worth, Texas 
AT 4 -9311 

Member AFCCE 

ROSNER TELEVISION 
SYSTEMS 

ENGINEERS- CONTRACTORS 
120 East 56th St. 

New York, N. Y. 10022 
(212) 752 -4922 

Service e1L Vice 
Die DireCtc Y 

COMMERCIAL RADIO 
MONITORING CO. 
PRECISION FREQUENCY 

MEASUREMENTS 
AM -FM -TV 

103 5. Market St., 
Lee's Summit, Mo. 

Phone Kansas City, Laclede 4 -3777 

CAMBRIDGE CRYSTALS 
PRECISION FREQUENCY 

MEASURING SERVICE 
SPECIALISTS FOR AM -FM -TV 

445 Concord Ave., 
Cambridge 38, Mass. 

Phone TRowbridge 6 -2810 
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GEORGE C. DAVIS 
CONSULTING ENGINEERS 

RADIO & TELEVISION 
527 Munsey Bldg. 
STerling 3 -0111 

Washington 4, D. C. 
Member AFCCE 

Lohnes & Culver 

Munsey Building District 7 -8215 

Washington 5, D. C. 

Member AFCCE 

SILLIMAN, MOFFET 
& KOWALSKI 
1405 G St., N.W. 
Republic 7 -6646 

Washington 5, D. C. 

Member AFCCE 

JOHN B. HEFFELFINGER 

9208 Wyoming PI. Hiland 4 -7010 

KANSAS CITY 14, MISSOURI 

A. E. Towne Assocs., Inc. 
TELEVISION and RADIO 

ENGINEERING CONSULTANTS 
727 Industrial Road 

San Carlos, California 94070 
Phone 592 -1394 Res. 593 -6706 

RAYMOND E. ROHRER 
& Associates 

Consulting Radio Engineers 
436 Wyatt Bldg. 

Washington 5, D. C. 
Phone: 347 -9061 
Member AFCCE 

OSCAR LEON CUELLAR 
CONSULTING ENGINEER 

2844 East Edison 
Phone (Area Code 602) 326 -7805 

TUCSON, ARIZONA 
Member AFCCE 

CHARLES NEENAN ASSOCIATES 

Television Lighting and 
Audio -Visual Consultants 

Bridgewater, Connecticut 06752 
(203) 354-9055 
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AM 

FM 

TV-VHF 
TV-UHF 

Commercial 
Noncommercial 

SUMMARY OF COMMERCIAL BROADCASTING 

Compiled by BROADCASTING, Oct, 27 

ON AIR 
Lic. CP's 

4,072 
1,510 

475 
93 

18 

50 
19 

30 

NOT ON AIR 
CP's 

77 

245 
24 

108 

AUTHORIZED TELEVISION STATIONS 
Compiled by BROADCASTING, Oct. 27 

VHF UHF 

519' 232 
70 86 

COMMERCIAL STATION BOXSCORE 
Compiled by FCC, July 31, 1966 

Licensed (all on air) 
CP's on air (new stations) 
CP's not on air (new stations) 
Total authorized stations 
Applications for new stations (not in hearing) 
Applications for new stations (in hearing) 
Total applications for new stations 
Applications for major changes (not in hearing) 
Applications for major changes (in hearing) 
Total applications for major changes 
Licenses deleted 
CP's deleted 

TOTAL APPLICATIONS 
for new stations 

396 
220 
198' 

AM FM 

4,059' 1,498 
22 23 
74 261 

4,157 1,782 
312 135 
70 50 

382 185 
189 36 
37 0 

226 36 
0 0 
0 1 

'Breakdown on UHF and VHF applications not available. 
' Includes three noncommercial stations operating on commercial channels. 
'In addition, two AM's operate on Special Temporary Authority. 
' In addition, two licensed VHF's and two licensed UHF's are not on the air. 

In addition, two VHF's operate with Special Temporary Authority. 

Total 

754 
156 

TV 

559' 
53' 

122 
740 
103 

70 
173 

22 
9 

31 
0 

o 

assignment until Canadian concurrence is 
obtained. Commission stated in making new 
assignments it was relying on statements 
by petitioning parties that they intend to 
apply promptly for channels if assigned and 
if prompt application and construction is not 
forthcoming consideration may be given to 
deleting assignment. Commissioner Cox dis- 
sented as to Rolla, Mo. By further notice of 
proposed rulemaking (Doc. 16662) commis- 
sion invited comments on following changes 
in FM table of assignments: Substitute 
296A for 285A in Circleville, Ohio and assign 
ch. 285A to Columbus, Ohio, (to replace 
ch. 280A assigned to New Albany, Ohio at 
short spacings). Proposal would also require 
WNRE, now on 285A at Circleville. to shift 
to 296A in event it is adopted. Commission- 
ers Bartley and Cox dissented; Commission- 
er Johnson concurred. Action Nov. 2. 

CALL LETTER APPLICATIONS 
Flamingo Broadcasting Co., Hialeah, 

Fla. Requests WHMS (FM). 
Charles P. Rowland, Winnebago, Ill. 

Requests WRVI(FM). 
Keith L. Reising, Louisville, Ky. Re- 

quests WKRX(FM). 
Ozarks Bd. Co., Springfield, Mo. Re- 

quests KWTO -FM. 
Kops Communications Inc., Albany, 

N. Y. Requests WDKC (FM). 
Ann Broadcasting Co., Muskogee. Okla. 

Requests KMMM -FM. 
South Dakota State University, Brook- 

ings, S. D. Requests KESD(FM). 
CALL LETTER ACTION 

WFMQ(FM) Cumberland College of 
Tennessee, Lebanon. Tenn. 

Existing FM stations 

APPLICATIONS 
WKNE -FM Keene, N. IL -Seeks CP to in- 

stall new trans. (Gates FM -10G) to be used 
in conjunction with dual polarized ant.; in- 
stall dual polarized ant. (Gates FMA -6/ 
300G -6, 6 horizontal and 6 vertical sections); 
increase horizontal TPO to 7.0 kw and op- 
erate with vertical TPO of 3.0 kw; increase 

112 (FOR THE RECORD) 

horizontal ERP to 41.9 kw and operate with 
vertical ERP of 18.2 kw; and decrease 
HAAT to 534 ft. (Petition for waiver of Sec. 
73.213 of the rules). Ann. Nov. 2. 

FINAL ACTIONS 
WKLF -FM Clanton, Ala.- Broadcast Bu- reau granted license covering change in frequency. ERP and ant. height, installation 

of new trans. and ant. and specification of 
type trans. and ant. Action Oct. 31. 

WGKA-FM Atlanta - Broadcast Bureau 
granted mod. of CP to change ant., trans. 
and studio location to 230 Peachtree Street; 
change type trans., install dual polarized 
ant., increase ant. height to 590 ft., remote 
control permitted. Action Oct. 28. 

WSID -FM Baltimore - Broadcast Bureau 
granted mod. of CP to change type trans., 
change type ant. and make changes in ant. 
system. Action Oct. 28. 

WDVR(FM) Philadelphia- Broadcast Bu- reau granted CP to install auxiliary trans. 
and auxiliary dual polarized ant. to main 
ant.-trans. location to be operated on ch. 
266, (101.1 mc) with ERP of 9.6 kw, ant. 
height 570 ft., with remote control permitted for auxiliary purposes only. Action Oct. 28. 

WDVR(FM) Philadelphia- Broadcast Bu- 
reau granted CP to change ant -trans. loca- 
tion to Culp Street. Philadelphia: operate 
trans. by remote control from 18 West Chel- 
ten Avenue: install dual polarized ant.; ERP 
11 kw; ant. height 650 ft.; conditions. Action 
Nov. 1. 

WBYM(FM) Bayamon, P. R.- Broadcast 
Bureau granted license covering change in 
ant.-trans. and studio location: installation 
of new ant.. increase ERP to 30 kw, decrease 
ant. height to 105 ft. Action Oct. 31. 

WISA -FM Isabela, P. R.- Broadcast Bu- 
reau granted CP to change ant.- trans. and 
studio location to Jobos Rd. KM -O HM -7, 
Isabela, P. R., increase ERP to 3.3 kw, ant. 
height to minus 8 ft.; delete remote control 
authority; condition, Action Oct. 28. 

KHCB -FM Houston - Broadcast Bureau 
granted CP to change ant.-trans. location; 
ERP 55 kw, ant. height 370 ft.; remote con- 
trol permitted. Action Oct. 26. 

OTHER ACTIONS 
FCC granted renewal of licenses of the 

following main stations and co- pending aux- 
iliaries: WCTW. WCTW Inc., New Castle, 
Ind.; WEOK -FM and SCA, WEOK Broad - 
casting Corp., Poughkeepsie, N. Y.; WFLN 
Franklin Broadcasting Co., Philadelphia; 
WHIH, WHIH Inc., Portsmouth, Va.; WHLM 
Bloom Radio, Bloomsburg, Pa.; WKAZ. 
WKAZ Inc., Charleston W. Va.; WFMV 
(FM) Professional Broadcasting Inc., Rich- 
mond, Va.; WJZZ(FM) Connecticut -New 
York Broadcasters Inc., Bridgeport, Conn. 
Action Oct. 31. 

ACTION ON MOTION 
Hearing Examiner Millard F. French on 

Oct. 27 by order in proceeding on CP ap- 
plications of Meroco Broadcasting Co. and 
Mid -Western Radio Corp., both Greeley. 
Colo. for FM facilities; granted petition of 
Colorado RG. Inc., successor to Mid -Western 
Radio Corp. and dismissed latter's applica- 
tion with prejudice (Does. 16869 -70). 

RULEMAKING PETITIONS 
Livingston, Tenn., Millard V. Oakley 

Broadcast Co.-Requests issuance of a 
notice of proposed rulemaking looking to 
amendment of table of FM assignments 
with addition of class A ch. 280A to present 
assignment of 257A at Crossville, Tenn. Ann. 
Oct. 28. 

Shell Lake, Wis., Erwin Gladdenbegk and 
Charles Lutz -Requests amendment of rules 
so as to make following change in the FM 
table, proposed ch. 237A. Ann. Oct. 28. 

CALL LETTER APPLICATIONS 
KLFM(FM) McGray Broadcasting Co., 

Long Beach, Calif. Requests KNAC(FM). 
WWIL -FM Van Patrick Bd. Inc., Fort 

Lauderdale, Fla. Requests WSRF -FM. 
WCNO(FM) Keyes Corp., Canton, Ohio. 

Requests WNIN -FM. 

CALL LETTER ACTION 
KIKK -FM from KHUL(FM) Nor -Temp 

Bd. Corp., Houston. 

Translators 
ACTIONS 

KHS -74 Los Angeles - Broadcast Bu- 
reau granted mod. of CP for aur. STL sta- 
tion to add stereo operation. Action Oct. 27. 

Oroville, Calif., Sacramento Valley Tele- 
vision Inc. -Broadcast Bureau granted CP 
for new VHF TV translator station to oper- 
ate on ch. 8 by rebroadcasting programs of 
its station KRCR -TV, ch. 7 Redding, Calif. 
Action Oct. 25. 

WO8AD Bessemer, Ramsey and Wake- 
field. Mich.- Broadcast Bureau granted CP 
for VHF TV translator station to change 
frequency from ch. 8 to ch. 9. Action Oct. 28. 

KVH -41 Greenwood. Miss. -Broadcast Bu- 
reau granted CP and license for new TV 
STL station. Action Oct. 27. 

K1OAF Troy, Mont.- Broadcast Bureau 
granted mod. of license to change name to 
Troy T.V. District. Action Oct. 27. 

KO5AW Story and Banner, Wyo.- Broad- 
cast Bureau granted CP to change trans. 
location to 1 mi. northeast of Story; change 
type trans. and make changes in ant. sys- 
tem. Action Oct. 27. 

Broadcast Bureau granted licenses cov- 
ering VHF TV translator stations as follows: 
K13HG The KLIX Corp.. Ketchum and Sun 
Valley, Idaho; K13HA, KO8EZ, K1OFF, Mink 
Creek TV Corp., Mink Creek, Idaho; KO4EL, 
Canyon TV Assn., Little Salmon River 
(Pinehurst Area). Idaho; Tru -Vue Televi- 
sion Assn.: K13GH at Thale, Five Mile 
Creek. White Sulphur Springs, Fort Logan, 
and KO9EL at White Sulphur Springs, Mont. 
Actions Oct. 27. 

VHF television translator broadcast au- 
thorizations cancelled and call letters 
deleted: 

KO7CL -ch. 7. 174 -180 mcs. primary TV 
station: KRTV, ch. 3, Great Falls; KO9CG 
ch. 9, 186 -192 mcs. primary TV station; 
KXLF -TV, ch. 4, Butte; KO9CC ch. 9, 186- 
192 mcs. primary TV station: KFBB, ch. 5. 
Great Falls, all Montana; and K70CD ch. 70, 
806 -812 mcs. primary TV station: KHQ, 
ch. 6, Spokane, Wash. Action Oct. 31. 

CATV 
OTHER ACTIONS 

Review board Dallas borough, Pa. 
CATV proceeding, Doc. 16866, denied motion 
to enlarge issues, filed Sept. 30 by Back 
Mountain Telecable Inc. Action Oct. 28. 

FCC in proceeding in matter of petition 
of Midwest Television Inc. (KFMB -TV) 
San Diego, for immediate temporary and 
permanent relief against extensions of serv- 
ice of CATV systems carrying signals of 
Los Angeles stations into San Diego area, 
denied motion of Southwestern Cable Co. 
for continuance of hearing. (Doc. 16786). 

(Continued on page 119) 
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CLASSIFI ED ADVERTISEMENTS 
(Payable in advance. Checks and money orders only.) (FINAL DEADLINE -MONDAY preceding publication date.) 

SITUATIONS WANTED 250 per word -$2.00 minimum HELP WANTED 301E per word -$2.00 minimum. 
DISPLAY ads $25.00 per inch-,STATIONS FOR SALE, WANTED TO BUY STATIONS, EMPLOYMENT AGENCIES, 

and BUSINESS OPPORTUNITY advertising require display space. 5" or over Billed R.O.B. rate. 
All other classifications, 350 per word -$4.00 minimum. 
No charge for blind box number. Send replies: c/o BROADCASTING, 1735 DeSales St., N.W., Washington, D. C. 20036. 

APPLICANTS: If Upes, films or packages submitted, $1.00 charge each for handling. (Forward remittance separately please) All 
transcriptions, photos, etc sent to box numbers are sent at owner's risk. BaosDCASrasc expressly repudiates any liability or respumu 
bility for their custody or return. 

RADIO 

Help Wanted -Management 
Require immediate general manager with 
sales experience for local N. Y. daytimer. 

Top salary. Box H -247. BROADCAST- 
ING. 

Sales 
Detroit -Solid salesman -proven track rec 
ord- management capability- multiple group 
-good starting salary, plus - Box F -28. 
BROADCASTING. 

Radio time salesman for really going small 
market station. We guarantee $600 monthly; 
you should make $800 to $900. You must be 
up and at 'em and know your business. Re- 
ply in confidence with complete details. 
Box K -239, BROADCASTING. 

Big rewards for the sales sharp shooter who 
can sell local and retail for aggressive FM. 
St. Louis, Box L -3, BROADCASTING. 

Wanted: Local sales manager for major up- 
state New York AM. Salary plus override. 
Great potential for creative, aggressive 
salesman. Box L -15. BROADCASTING. 

Aggressive salesman - great opportunity 
available. If you have ambition- tremendous 
earning power offered. One of the finest 
radio stations in the southwest. Good 
agency list. Best possible working condi- 
tions, benefits, top management. Send res- 
ume and photo to Box L -61, BROADCAST- 
ING. 

Opportunity! If you have perspiration in- 
spiration, enthusiasm. Tell sales record. 
KFRO. Lonview, Texas. 

Salesman -sales manager for leader, two sta- 
tion market. Active account list. Heart of 
"Big Sky Country." Contact Ed Peiss, KXLF, 
Butte, Montana. 

Lansing, Michigan - No. 2. and climbing 
adult music /news station has career op- 
portunity for young, creative type salesman 
on way up. 7 station midwest group seeks 
man (woman) with management potential. 
Present sales staff can't handle increased 
volume. We offer best pay, opportunity for 
management and stock interest. WITL, 
Lansing. A Midwest Family station. 

A good account list and plenty of prospects 
are waiting for you. Beautiful opportunity. 
Start with guaranteed draw. Reply in con- 
fidence with complete details. WTHM, 
Lapeer. Michigan or phone 664 -8555 days, 
664 -8293 evenings for Mr. Oyster. 

Announcers 

Top 40 di, medium market, New England. 
Immediate opening. Send recent photo, re- 
sume and tape. Box H -181, BROADCAST- 
ING. 

Midwest group now scouting for boss jocks 
and nosey newsmen. Send talented tape. 
resume and salary requirements to Box K- 
16, BROADCASTING. 

Single station market needs announcer with 
first class ticket. You don't have to be the 
world's greatest but must be a responsible, 
conscientious individual Opportunity for 
advancement. Beginning salary commen- 
surate with ability. Box K -286, BROAD- 
CASTING. 

Announcer -salesman must be pro at both. 
Excellent opportunity for right man in 
rapidly expanding new england market. 
Married preferred. Immediate opening Box 
K -295, BROADCASTING. 

Announcers-(Cont'd) 
Announcer with pleasant authoritative de- 
livery for middle -music Texas station. Do 
not send tape. Box K -379, BROADCASTING. 

Country & western announcer for large 
market mid -western station. Want an- 
nouncer with easy down to earth style. Must 
run tight board, but be friendly, personable. 
Prefer 1st class ticket. Box K -395, BROAD- 
CASTING. 

Small market upper midwest station needs 
bright mature morning man. Top wages in 
wonderful community. Box K -397, BROAD- 
CASTING. 

New Jersey -If you are an experienced an- 
nouncer able to deliver news and commer- 
cials in a friendly relaxed manner send 
tape and resume. Interview required. Box 
K -401, BROADCASTING. 

Wanted ... 1st phone announcer with bet- 
ter then average news and commercial de- 
livery. No maintenance day shift for MOR 
region station 85 miles from Wash., D. C.. 
Balt. area. Start at $520 per mo. All replys 
confidential. Send tape, resume. photo to 
Box K -403. BROADCASTING. 

New Major market Ohio top 40 fulltimer 
ready for air -needs imaginative talent now. 
Box K -411. BROADCASTING. 
Top -rated contemporary music station needs 
top -rated personality who's looking for top 
pay and good working conditions in beau- 
tiful western Virginia metropolitan market 
of 200,000. Rush tape and resume to Box 
K -413, BROADCASTING. 

Radio -TV operation looking for announcer 
wanting to break into TV as on the air 
newscaster. Also be able to learn what it 
takes to do all phases of newswork. Com 
pany benefits. Send audition tape, resume 
and picture to Box L -9, BROADCASTING. 

Morning man. Experienced only. Good music. 
Pleasant voice. Excellent pay. Operate own 
board. Send tape and resume to Box L -23, 
BROADCASTING. 

Immediate openings for two announcers in 
southwest market. Middle -of- the -road and 
top 40. Send tape and resume to Box L -27. 
BROADCASTING. 

Announcers wanted: First or third ticket. 
Resort area north central Minnesota. Salary 
open, send picture, tape and resume. Box 
L -42. BROADCASTING. 

Announcer with first phone. Send tape and 
resume. State salary. Box L -51, BROAD- 
CASTING. 

Excellent opening for combo man with 
first phone. Must have experience. No main- 
tenance. just board shift with little xmtr 
watch. Good hours with starting pay $120- 
$130 per week. Location in midwest. Send 
tape and resume to Box L -57, BROADCAST- 
ING. 

Good medium market contemporary station 
willing to promote from within is looking 
for conscientious. ambitious young man 
willing to grow with station and vie for 
future program director opening. .Good 
voice and production necessary. Write Box 
L -60, BROADCASTING. 

Need immediately- Afternoon or evening 
rock jock with 1st ticket, no maintenance, 
for midwest swinger. Experience preferred, 
beginners considered. Box L -69, BROAD- 
CASTING. 

First phone for evening including 3 hour 
rock show. $100 weekly for beginner. More 
for experienced. Send audition tape to 
Kenneth Ferguson, KHFM, Sierra Vista, 
Ariz. 

Announcers-(cont'd) 
Opportunity plus security for alert. bright 
personality. Respected small market AM /FM 
station. Competent staff. Gracious living, 
away from metropolitan jungle and pressure, 
yet near big city. Require loyal, responsible 
man with 3rd license. Announcer and handle 
program operations. Adult emphasis. Mail 
tape and complete details re education, em- 
ployment experience. R.B. Cupp, KOFO, 
Ottawa, Kansas. 

Montana, MOR, NBC station needs first 
phone announcer. Excellent advancement 
opportunities. Call Collect 406- 265 -7841, 
KOJM, Havre, Montana. 

1st phone. Must be able to swing on night 
rock show. Send audition, resume & salary. 
Need close to Nov. 15. KOLT, Box 660, 
Scottsbluff, Nebraska. 

Program director /announcer, first phone 
preferred, mature voice for CBS affiliated 
album station in Baltimore. Excellent op- 
portunity for stable family man. No main- 
tenance. WAYE. Baltimore. 

Immediate opening for announcer with little 
experience and much desire. Also some 
sales. Excellent opportunity in growing 
market. Rush tape, resume and photo to 
Art Mann, WGLC AM/FM, Mendota, Illinois. 

DJ- announcer . . . bright and cheery for 
middle of road format morning shift. Send 
tape, photo and resume to J. B. Delzell, 
WGTN, Georgetown, S. C. 

Immediate opening-staff announcer; light 
experience acceptable; must be ambitious, 
have potential, third phone endorsed. Tape, 
resume, recent photo to WIGS Gouverneur, 
New York. 

Alert, aggressive radio announcer wanted 
for middle of the road station in midwest. 
Excellent working conditions, all benefits, 
outstanding place to work. Send audio tape, 
full details and salary expected to Program 
Director, WKZO Radio, Kalamazoo, Mich- 
igan. 

Top station in Ohio vacationland area needs 
experienced announcer who can also do 
play-by-play sports. Must be able to start 
work by Dec. 1. Send tape and resume im- 
mediately to WLEC Sandusky, Ohio. 

We need a good all- around air man for our 
contemporary format. Unusually well 
equipped station in our own modern build- 
ing, good working conditions among small 
congenial staff. Moderate winter climate. 
great recreation area in summertime. Send 
tape and full info including salary require- 
ment. references and your phone number to 
WLPM, Suffolk. Virginia. 

Middle of road pop format. Radio Station 
WRBN, Warner Robins, Georgia. No collect 
calls accepted. 

Real comer looking for opportunity in pro- 
duction and personality air work with highly 
creative and imaginative contemporary 24 
hour station. Rush tape, pic, details to 
WROV, Roanoke, Virginia. 

Announcer wanted with first phone. Em- 
phasis on newscasts, commercial announce- 
ments. Financially sound newspaper owned 
middle of the road station in Indiana's lake 
region. Send tape to WRSW- AM -FM, War- 
saw, Indiana. 

Country dj- Evening FM. No floaters. Good 
area to settle and relax. WSRW- AM/FM. 
Hillsboro, Ohio. 

Have opening for first phosle who is inter- 
ested in engineering also board work. Mid- 
west location. Call 414- 377 -4400. 
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Announcers- (cont'd) 
Announcers earn extra money - agency 
needs top announcers. Cut commercials your 
studio. Good talent fees. Rush audition tape 
to Davis Enterprises, P.O. Box 981, Lexing- 
ton, KY. 

Permanent position with future for experi- 
enced announcer and production man. MOR 
AM -FM stereo station in southeast. Start 
$100 per week. PM shift. Good insurance & 
vacation plan. Pleasant conditions. Call 
Fred Owen, 803 -524 -3050. Start right away. 

1st phone -great opportunity to learn auto- 
mation- immediate opening. Capable of de- 
livering good newscast ... Call Norm Pike, 
Houghton Lake, Michigan 366 -5364. 

Michigan- Fulltimer. 1st phone announcers. 
tight board news production. No mainte- 
nance. Beautiful community. Opening im- 
mediate. Salary open. Phone Manistique, 
906 -341 -2024. (No collect cans.) 

Have opening for first phone who can do 
play -by -play midwest location. Call 414- 
377 -4400. 

First ticket announcer, medium -small Ohio market, "middle of road" music, must be experienced. Good salary, other benefits. 
Call 1 -419 -586 -5134, Norb Poeppelman. 

Ohio market needs good deejay, first or third phone, middle of road, news and sports, good pay, phone Oscar Baker 1 -513- 
773 -3513. 

Eastern station has opening for announcer 
with 3rd ticket. This is a well established station near major market. Our man is going 
into TV. Good working conditons plus fringe benefits. 215- 696 -3690. 

Technical 
Chief engineer for east coast major market 
top 40 directional. Excellent salary. Good living conditions. Box K -353, BROADCAST- 

First class chief engineer with AM -FM ex- perience. 
FM. Single station pmarket- Michigan lower peninsula. MOR music, local news, sports format. Qualified for short air shift. Housing available. Start $7,000.00 annual to 

BROADCASTINGOSitíon 
open. Box K -361, 

Assistant chief engineer needed for south Texas network station. Box K -380, BROAD- 
CASTING. 

Cable TV system in northern Illinois has immediate opening for technicians. First or second class licensed radio or TV engi- neers can qualify for starting salary of $140 
a week plus overtime. Excellent opportunity 
for advancement in rapidly expanding buss ness in fast growing area. List age, marital status, experience, references. Box L -18, BROADCASTING. 

Engineer -1st class license for maintenance, 
and capable of doing some board work. Sacred music station in great midwestern area. Send complete resume Box L -54, 
BROADCASTING. 

Chief engineer -lite announcing, Southern 
Virginia AM -FM. Job security, good pay. 
medium market, fringe benefits. Open now. 
Box L -58, BROADCASTING. 

Chief engineer for long established Virginia fulltime station in small market. Position 
offers security and many benefits. Announc 
ing ability helpful but not essential. Theory. technical and practical ability a must. This 
is a settled, hard -working, friendly opera- 
tion, and we want a man with the same qualities, Box L -59, BROADCASTING. 

Arizona radio chain has a position for capa- 
ble first with ability to assume responsibility 
and take direction. Good pay ideal living 
conditions and announcing and /or sales not 
necessary but helpful. Write Pat Sell, KIKO 
Radio, Globe, Arizona 602 -425 -4471. 

KMNS Radio -Remote control, directional, 
1 kw needs first phone engineer. Excellent 
opportunity to learn broadcasting or for 
college student. No announcing. Contact 
Harley Engle, KMNS Radio, 921 Pierce St., 
Sioux City, Iowa 51102 or call 712 -258 -0628. 

Technical- (Cont'd) 

Immediate opening for chief engineer for 2 
tower directional, contact chief engineer or 
general manager KNOP -TV, North Platte, 
Nebraska. 
AM -FM station needs first class maintenance 
engineer. No announcing. Contact Julius Van 
Oss, WHTC, Holland, Michigan. 

Chief engineer needed. We are switching to 
fulltime non- directional AM. Installing 80,- 
000 watts FM stereo and going into back- 
ground music multiplexing. We are looking 
for a take charge chief who can maintain 
all of our equipment and install background 
music systems. No announcing. Top salary 
for right man. Contact E. D. Baydush, 
WLPM, Suffolk, Va. 703 -539 -2394. 

50 kw AM has opening for engineer with 
first phone. Excellent working conditions. 
New Equipment. No announcing required. 
If interested. contact Bill Gabbert, Chief 
Engineer, WOKJ Radio, Jackson, Miss. 601- 
866 -2292. 

WROK, Rockford, Illinois has chief engineer 
position available. Send resume to Vernon 
A. Nolte or telephone 399 -2233. 

Immediate opening for reliable chief engi- 
neer, preferably with announcing experi- 
ence. Send resume, complete details and 
references to WSWW AM -FM, Platteville, 
Wisconsin. 

Engineers -First ticket -studio, transmitter 
shifts. Excellent station. Write WTPA, Box 
2775. Harrisburg, Pennsylvania. 

Experienced chief engineer: Must know 
maintenance. A better job if you can an- 
nounce. Send complete resume 1st letter. 
Full time AM going FM soon. Box 1130, 
Memphis, Texas. 

NEWS 

Authoritative newsmaYn. College town In in 
NE. 
e good 

Experienced 
Box K -266. BROADCASTING. 

pp 

Young man wanting to learn all phases of 
radio /TV news operations. Prefer journal- 
ism school background. Experience not re- 
quired but must type. Chance to join busy 
six man staff in a progressive medium mar- 
ket. Send full background & salary require- 
ments. Box L -21, BROADCASTING. 

Have immediati openings for news director, 
morning and p.m. dj's. Must be experienced. 
Good pay. Send tape and resume to Box 
L -24, BROADCASTING. 

No. 1 Negro station on wes coast seeks a No. 
1 newsman for a top, professional staff. Must 
know how to use typewriter and his head. 
Send tape (aircheck) resume Box L -38. 
BROADCASTING. 

If you have a mature approach toward 
local news, there's a solid opportunity as 
news director for you at an MOR station 
in an eastern capitol city. First phone re- 
quired. Some board work. Base salary plus 
talent. Send tape. resume to Box L -71, 
BROADCASTING. 

News director. Negro format station. Good 
pay, fringe benefits, working conditions 
Resume and tape to Donald K. Clark, c/o 
WCIN, 106 Glenwood Avenue, Cincinnati, 
Ohio. 

Newsman with writing ability and mature 
voice wanted. Send resume and audition 
tape to WSWW AM -FM, Platteville. Wis- 
consin. 

Graduate assistanships available winter 
Quarter for qualified master's degree candi- 
dates at Ohio State University School of 
Journalism, $651 per quarter plus full 
tuition. Send resume and academic back- 
ground to: Don Ferguson, Assistant to Di- 
rector, School of Journalism. Ohio State 
University, Columbus, Ohio. 

Production -Programing, Others 

Experienced and creative copywriter for 
network station in beautiful Texas resort 
city. Box K -381. BROADCASTING. 

Midwest medium market, 5,000 watts, coun- 
try & western station needs working pro- 
gram director. Box K -396, BROADCASTING. 

Production -Programing, Others 

Continued 
Major market independent rocker looking 
for 

Óro 

ram director with heavy music and 
production Write to Box L -11, SÄÄ 
Opening for good program director 
Chickasha, Oklahoma, KWCO Radio. Middle 
of the road format. Send resume and air 
check to Box 7701 Chickasha, Oklahoma. 

Good pay and fine opportunity to grow 
with growing station. 
Experienced radio copywriter. Starting sal- 
ary $500 per month. 40 hour week. Excellent 
working conditions, paid vacation, paid in- 
surance other fringe benefits. Write or call: 
W. P. Tedlie, Program director, WABJ, 
Adra)n, Michigan. 
Production chief- copywriter - Versatile, 
imaginative, with good sense of punch- 
writing and spot production. Exceptional 
salary. with benefits. Leading adult station. 
Send background, photo, and sample copy 
to WFDF, Flint, Michigan. 

Program director for fast -paced MOR cen- 
tral east Florida coast station. Heavy on 
production, news. Salary open. Tape & res- 
ume to: Jay, Box 276, New Smyrna Beach, 
Fla. 

RADIO 

Situations Wanted -Management 
Experienced metro market general manager 
with outstanding record of upgrading sta- 
tions to highest income, profit, and ratings. 
Sales increased 96%; ratings tripled to #1 
position. Presently employed with national 
firm. Desire management or sales manage- 
ment with aggressive group operation. Call 
214- 816 -6062 evenings or weekends write 
Box K -412. BROADCASTING. 

Employed general manager change to larger 
market. Fully experienced in top forty, 
middle of the road and net radio. Top sales- 
man . . . tops in public relations . have 
first ticet . can do all sports . 

can handle people ... fifteen years experi- 
ence. All in management except first year. 

. Available on two weeks notice. . 

Also interested in TV' sales. I can really 
sell. Box L -17, BROADCASTING. 

Wanted: Opportunity to manage medium 
market radio station in Kentucky, Georgia, 
the Carolinas. 10 years experience-settled 
family man who knows small & medium 
market. Reply Box L -50, BROADCASTING. 

General manager -27 years experience, all 
phases, 22 years in successful management. 
Desires medium to small metropolitan mar- 
ket. Box L -53. BROADCASTING. 

General manager.... Religious, major mar- 
ket, complete charge. Top in sales, tripled 
gross four years. Religious field twenty 
years, public relations. Outstanding radio 
executive, salesman, programer. Married, 
family, Christian. Available January 1. 
Phone 313- 233 -6633. 

Sales 
Los Angeles area. Excellent metro sales 
record. News new challenge. Box L -1, 
BROADCASTING. 

For the busy manager, Florida, family man 
for combo ... $100 -air trick and sales com- 
mission. Box L -13, BROADCASTING. 

Situadons Wanted -Announcers 
Chicago -vicinity- southwestern Michigan - 
production minded announcer favors MOR, 
prior TV news experience. $140 starting. 
Box K -343, BROADCASTING. 

Recent school graduate -3rd ticket -to com- 
plete military obligation January 8th. Desire 
MOR format -college town- western states. 
Box K -386, BROADCASTING. 

DJ, tight board, solid news, commercials, 
third phone. Box K -404, BROADCASTING. 

Female, Negro annonncer /dj. Pleasing air 
personality. Polished news and commercial 
delivery. Well trained. 3rd class endorsed. 
Will relocate. Box L-4, BROADCASTING. 

Beginner -combo. Negro R &B dj /announcer. 
Authoritative newscaster. Tight board. 
Third license. Married. Will relocate. Box 
L -5, BROADCASTING. 
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Announcers -(Coned) 
Touchdown! Contemporary stations score 
every time! Offense: Experience. personality, 
versatility, originality. Defense: First phone, 
draft exempt ratings, references. Hike let- 
ters to Box L -12. BROADCASTING. 

Girl announcer who reads -third endorsed, 
new england area. Write Box L -16, BROAD- 
CASTING. 

First phone disk jockey, strong on news. 
seeks all night, personality middle of road 
spot. Experienced. Available February 1, 
1967. Box L -25, BROADCASTING. 

First phone -C &W specialist, farm director, 
top ratings, excellent billings sober family 
man. Midwest only. Box L-41 BROADCAST- 
ING. 

Bright air personality. Sincere. Not a floater 
or primadonna. Box L -44, BROADCASTING. 

C &W specialist available now -"Nashville 
sound" - news also - family - veteran. Box 
L -45. BROADCASTING. 

Ambitious DJ- announcer with 1st phone, ex- 
perienced in news and sales wants stable 
responsible position in central or northern 
Wisconsin. Single 25, service completed. 5 
years in rock, prefer top 40. Call 312 -625 -7419 
before noon or Box L -46, BROADCASTING. 

Veteran broadcaster with 1st phone wants 
ing shift, with tchancerto make additional 
money in sales. Box L -47, BROADCASTING. 

Non- screaming, bright sounding top forty 
personality seeks permanent position with 
well established, contemporary operation. 
Heavy teen and young adult appeal. Seven 
years experience. Presently employed. Box 
L-49. BROADCASTING. 

Midwestern personality - Programing too! 
Six years experience to offer you. $145.00. 
Box L -52, BROADCASTING. 

Experienced knowledgeable play -by -play 
sportscaster, first phone. Top pay gets top 
man. Box L -56, BROADCASTING. 

Experienced dj. Have 3rd class with broad- 
cast endorsement. Bright sound. Tight board, 
dependable. Box L-52, BROADCASTING. 
Young dj /announcer. Third. endorsement. 
Commercial experience newscasting, talk 
shows all phases. Bright sound, tight board, 
desires midwest. Military fulfilled. Box L -66, 
BROADCASTING. 

PD -dj. Northeast. Progressive middle -roader. 
Humorous, believable personality. Over 7 
years background. Programing. TV, copy, 
production. Military completed. Box L -68, 
BROADCASTING. 

Jan. 1st! Young bright personality - net- 
work experienced- MOR/TP- Creative /de- 
pendable. North -east /west coast. Good of- 
fers considered. Air Mail- Savage, AFKN. 
APO San Fran 96259. 

First phone night announcer. Good music. 
Run own board. Radio 18 years. No main- 
tenance. 201- 227 -1103. 

Announcer third phone beginner. Good 
voice, alert, ambitious, reliable, draft ex- 
empt. Mid and north Atlantic states. Stephen 
Blier, 163 -15 130 Ave., Jamaica, N. Y. 11434. 

Technical 
Professional broadcaster wants permanent 
position. East. Small to medium market. 
Experienced chief engineer, announcer pd 
operations manager. Willing to invest. Mar- 
ried. Box K -345, BROADCASTING. 

Top -flight engineer /announcer. Professional! 
Heavy maintenance. Excellent references. 
Presently chief engineer major station. 
Available January 15th. Box K -351, BROAD- 
CASTING. 

Engineer, manager, sales production. Em- 
phasis engineering. Twelve years experience. 
Relocation expenses. No furniture. Any lo- 
cation except southern states. Box L-6, 
BROADCASTING. 

Engineer, unemployed experienced. Willing 
worker -all phases. 7013- 494 -9898. 

NEWS 

Experienced newsman. Strong local news 
grage. College grad. Box K -414, BROAD- 

NEWS- (Coned) 

Attention top twenty. . Here's a news 
director who can build your billing and 
community image with vital local news 
presented in an exciting manner. Presently 
director of seven -man staff in one of the 
northeast's most respected news operations. 
Box L -29, BROADCASTING. 

Young man, 24, grad, draft deferred seeks 
news position can write, report, announce, 
tape beepers, do commercial & production 
work, four years experience in news and 
broadcasting. Eager, ambitious, hours and 
salary negotiable. Box L -30 BROADCAST- 
ING. 

News director available, Longtime news- 
paperman. Go anywhere, Ray Kruger. 2521 
Myrtle, Alexandria, Louisiana 71310. 

Production- Programing, Others 

"Triple threat" broadcaster! Eight years ex- 
perience all phases. Strong play -by -play, 
excellent production copy, productive sales- 
man. Box L -7, BROADCASTING. 

Experienced -pd or production manager. 
Ratings . , ideas . . . gimmicks. Married, 
Florida broadcaster. ox L-14, BROAD- 
CASTING. 

Successful program- operations manager 
wants new challenge with opportunity to 
move up. 12 years TV experience. all phases. 
$12- $15,000 bracket. Box L-26, BROADCAST- 
ING. 

I'm ready.... Ready for a good job with 
a good organization. Five years experience, 
college, married, service complete. Presently 
p.d. of five thousand waiter. Experience, 
news, sports play -by -play, writing, produc- 
tion and sales. Box L -48, BROADCASTING. 

Need a man interested in recording and 
production? Prefer west coast location. 
Presently with AM -FM stereo -SCA, MOR 
station. First phone and lots of two -way 
radio exp. Available now! Box L -64, BROAD- 
CASTING. 

Top 40 pd and staff available with plenty 
of ideas, talent, and ratings. Prefer south. 
Satisfaction guaranteed. Bob Reich, 615 -267- 
1128, Chattanooga. 
Problems? Call "Will Fixit "! Southwest con- 
temporary- middle road. 913- 649 -7611. 

Need work outside 75 radius of Miami, 
Akron, Providence, Long Island, Scranton 
and York, Pa. 8 years all phases. Can you 
help me? F. F. Klein, 128 E. Ross St., Lan- 
caster, Pa. 

TELEVISION 

HELP WANTED 

Sales 

Sales representative to represent videotape 
production and color TV mobile rental com- 
pany in the New York area. Previous ex 
perience in related fields in New York area 
is required. Contact Lewron Television, 533 
Title Bldg., St. Paul and Lexington St., 
Baltimore, Md. 21202. 301 -727 -3750. 

Announcers 

Midwest medium market VHF needs solid 
versatile commercial announcer. Send re- 
sume and salary requirements to Box K- 
375, BROADCASTING. 

Announcer /sports- experienced in all phases 
of announcing- needed for mid- Atlantic 
market. Send photo, resume and salary re- 
quirements to Box K -408, BROADCASTING. 

Good opportunity for intelligent. interested, 
aggressive announcer in radio and /or televi- 
sion. Advancement opportunities in a fine 
area to work. Complete details to Box L -35 
BROADCASTING. 

Have immediate opening for on- camera TV 
announcer who is capable of doing all types 
of commercials. Please send resume and 
VTR to Howard Frederick, WIRL -TV. 
Peoria, Illinois. 

On- camera announcer /copywriter wanted. 
Congenial surroundings, excellent benefits, 
home office station of group. Send picture, 
tape, details and salary expected to Pro- 
gram director, WKZO -TV, Kalamazoo, Mich- 
igan. 

Announcers -(coned) 
Sports announcer needed immediately by 
eastern TV. Send resume, salary require- 
ments and SOF or VTR now to Neil Kuvin, 
WXEX TV. Box 8765, Richmond. Va. 

Technical 
Immediate opening for engineer with first 
class license in upper midwest full power 
VHF station, experience not required. Write 
Box J -123, BROADCASTING. 

Who says you can't make money in south 
Florida? We need a good studio man with 
a first phone, and first class experience 
which includes VTR, some color and re- 
motes. Send references, resume & salary 
requirements to Box J -295, BROADCAST- 
ING. 

Operating and maintenance technicians for 
VHF /UHF group operation In upstate New 
York. Experienced men with license de- 
sired. Send salary requirements and re- 
sume to Box K -267, BROADCASTING. 

Midwest area -studio video, videotape re- 
cording and maintenance engineers. Good 
salary, fringe benefits and excellent work- 
ing conditions. FCC 1st class ticket and pre- 
vious experience required. Box K -347. 
BROADCASTING. 

Maintenance engineer. Fine opportunity for 
first rate man familiar with installation and 
maintenance. Good starting salary and ad- 
vancement as merited. Color experience ad- 
vantageous. One of mid- Floridas best mar- 
kets and living areas. All replies confiden- 
tial. Box K -352, BROADCASTING. 

Maintenance technical, union scale to $12; 
000 plus. Located ideal eastern recreational 
area. Permanent secure position with major 
company for top -notch man. Send resume 
to Box K -364, BROADCASTING. 
Excellent opportunity for two television 
transmitter engineers with south Texas sta- 
tion. Box K -387, BROADCASTING. 

Texas station has opening for engineer 
trainee. Must have first class license. Box 
K -390, BROADCASTING. 

We want a chief engineer who wants to 
move up to a medium market or a strong #2 
man who is ready. Send us your complete 
resume. Stable VHF station In midwest 
looking for progressive, knowledgable man 
to run department. Send full information 
and salary requirements. Box L -33, BROAD- 
CASTING. 

Wanted: Television transmitter engineer. 
Experience desirable but not necessary. Op- 
portunity to gain all around experience. 
Contact Chief Engineer KCND -TV, Pembian, 
N. D. Telephone : 701 -825 -6292. 

Television transmitter operator wanted for 
KMVI -TV on the Island of Maui in Hawaii. 
First phone needed. Experience preferred 
but not essential. Send details and refer- 
ences by airmail to KMVI -TV. P.O. Box 550, 
Wailuku, Hawaii 96793. 

Switcher- engineer would consider trainee 
with 1st phone, immediate opening, contact 
Chief engineer KNOP -TV. North Platte, 
Nebraska. 
We are interested in employing two tele- 
vision studio engineers that want to work 
for a progressive company in a typically 
midwestern Iowa community. Our studio 
facility is new from the ground up with all 
solid state RCA color equipment. We have 
one opening for full time maintenance work 
and another for operational work at tele- 
vision master control, Contact: E. M. Tink, 
KWWL -TV, Waterloo, Iowa. 

Immediate opening Binghampton. New York, 
UHF station for studio /transmitter tech- 
nician with first class license. Experience 
helpful but not necessary. Send resume to 
Chief Engineer, WBJA -TV, Box 813, Bing- 
hamton, N. Y. 13902. 

Engineer with experience in TV, radio or 
allied fields preferred. but not required. 
Must have 1st license. Excellent opportunity 
for experience in broadcasting. Reply to 
Chief engineer, WFSU -TV, Tallahassee. Fla. ' 

Immediate openings for experienced color 
video technicians. Also need experienced 
Ampex color technicians. Permanent jobs 
available In major market high power UHF 
Station. Send resume and salary require- 
ments to: Director of Engineering, W 
TV, 1230 E. Mermaid Lane, Philadelphia, 
Pa. 19118 
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Technical- (Cont'd) 

WTOC- AM- FM -TV. Savannah, Georgia. has 
opening for first class engineer with expe 
rience. Reply by letter to Chief engineer, 
P.O. Box 858, Savannah, Georgia 31402. 

Sarkes- Tarzian Broadcasting stations are in 
need of technical people with 1st class 
licenses for various locations in Indiana. 
Contact Elmer C. Snow, Engineering Direc- 
tor, WTTV, 3490 Bluff Rd., Indianapolis, In- 
diana. Phone 317 -787 -2211. 

Chief engineer for one of our TV stations 
in Ind. Combination of experience, technical 
skill and supervisory capabilities needed. 
For more information contact Elmer C. 
Snow, 3490 Bluff Road, Indianapolis, Indi- 
ana, phone 317- 787 -2211. 

Chief engineer able to take full charge of 
2 UHF television stations. Unusual oppor- 
tunity. Call 301 -EM 5 -1934. 

Wanted: Technician -CATV experience, per- 
manent position -no traveling -220 mile 
system $525 -$575 month. Librai vacation, 
insurance, hospital benefits. Send resume: 
Cablevision, '716 Francis, St. Joseph, Missouri. 

N EWS 
Need experienced newsman to direct radio - 
TV news department of growing midwest 
station. Send resume, photo and radio tape 
or 18 nun film audition. State salary re- 
quirements. Box J -238, BROADCASTING. 
Experienced news writer needed by south 
Texas television station. Box K -389, BROAD- 
CASTING. 

Talent, company benefits, above average 
salary await competent, mature staff news- 
man at northwestern Pennsylvania VHF. 
Most important: Applicant can deliver ex- cellent commercial television newscast. 
Resume, picture to Box K -418, BROAD- 
CASTING. 

Young man wanting to learn all phases of radio/TV news operations. Prefer journal- 
ism school background. Experience not re- quired but must type. Chance to join busy six man staff in a progressive medium mar- 
ket. Send full background & salary require- 
ments. Box L -22, BROADCASTING. 

Production- Programing, Others 
Personable, attractive gal wanted to do kid show and women's show daily for midwest- ern group TV station. Will also be assigned 
office duties. Send VTR or film if possible, 
or photo plus audio tape, as first step lead- 
ing to personal interview. Excellent work- ing condition, fringe benefits. Reply in full 
immediately to Box K -183. BROADCAST- 
ING. 

Producer -director needed in midwest me- dium market. Heavy live and VTR schedule 
of creative directing. Opportunity for self - starter in a station with solid fringe bene- 
fits, congenial atmosphere, and dedicated 
people. Complete resume -include salary re- quirements first letter. Box K -349, BROAD- 
CASTING. 
Production manager to assume responsibil- ity for live production at midwest VHF. Excellent chance to move up. Send resume and salary requirements to Box K -374, BROADCASTING. 

Art director for middle sized VHF in mid - 
west. Will have full responsibility for on the air and promotional graphics. Send re- sume and salary needs to Box K -376, 
BROADCASTING. 

A director- switcher and a projectionist are needed by Texas Gulf coast station. Box 
K -388, BROADCASTING. 

Do you have all the ideas . and some one else gets the credit? We need you as our continuity director now! Send your ideas, picture. salary and partculars to Box 
L -19, BROADCASTING. P. S. The fishing's great and the sun always shines down our way! 

Production manager. East coast, major mar- ket. Fast growing community ETV station and production center needs seasoned man, experienced in producing, directing, schedul- 
ing, supervision and training for expanding production staff. Only individual of proven 
ability will be considered. Salary commen- surate with experience. Send resume, photo, 
and other credentials to Box L -32, BROAD- 
CASTING. 

Production -Programing, Others 

Continued 
Continuity writer- immediate opening for 
young college graduate capable of creating 
live program scripts and commercial copy. 
We are a major group operation offering 
excellent starting salary and fringe bene- 
fits. Send confidential resume and samples 
of your writing to Box L -37. BROADCAST- 
ING. An equal opportunity employer (male/ 
female). 
Art director -Experienced art director need- 
ed for new Kaiser -Boston Globe TV station 
in Boston. Send complete resume of pro- 
fessional experience to Mr. Rose, P. O. Box 
630. Boston, Mass. 02102. An equal oppor- 
unity employer. 
Director of television- radio. In charge of 
closed circuit system, teach production, pro- 
duce video tapes, advise faculty, be creative 
member of Educational services team, mast- 
er's degree required, salary $8,000 to $10,500 
dependent on experience and degrees. Im- 
mediate opening; live and work in dynamic 
Cape Kennedy area. Air mail resume and 
photo to: Dr. W. K. Cumming. Brevard 
Junior College, Cocoa, Florida 32922. 

TELEVISION 
Situations Wanted 

Management 
General Manager of station or group, Thor- 
oughly experienced in administration, sales, 
programing, production and promotion in 
small and large markets. Television -13 
years; radio -13 years. Have developed five 
losers into profitable, prestige properties in 
southeast and midwest. Now selling VHF 
for twice investment. Accustomed to much 
responsibility. Capable of developing profit- 
able, quality, prestige station or group any- 
where. Box K -7. BROADCASTING. 

Well known manager available within 30 
days due to sale of station. Complete knowl- 
edge of overall management, both VHF & 
UHF. Strong on administration sales and 
programing. Budget minded. Twenty years experience top agencies, regional and na- 
tional, reps. and networks both radio and 
television. Box K -421, BROADCASTING. 

Sales 
Southern California. High income successful 
broadcaster available January 1 for top 
station. Let's talk. Box L -2. BROADCAST- 
ING. 

Announcers 
Talented EMCEE. 12 years major market 
TV. Last 2 years as emcee on O &O shows. Current program leaving air. Now seeking 
new opportunity. Married. family. hest ref- 
erences. Box K -405. BROADCASTING. 

Currently live TV, newscaster. staff an- nouncer seeking larger market. challenge, 
comparable salary. Box L -36, BROADCAST- 
ING. 

Need a good television announcer? Will re- 
locate if you help. Box L -39, BROADCAST- 
ING. 

Technical 
Engineer. Transmitter, studio and CCTV. 
1st phone with supervisory and installation 
experience. Mostly RCA equipment. Wants 
challenge. Have family. Stable. Prefer NE. 
Would consider field service. Box L -31, 
BROADCASTING. 

Industrious first phone -needs practical ex- perience. Over four years in broadcasting. 
Minimum $150. Box L 43, BROADCASTING. 

NEWS 
Need maturity, authority, experience in your news operation, No degrees. First 20 years of "doing" in all phases of broadcast news. Several awards. Solid family man. 
A -1 references. Would like to relocate in 
midwest, southwest, far west or Florida. News director medium market station past 
5 years. Five figure salary. Box L -40, 
BROADCASTING. 

Available immediately midwest; Experi- 
enced; top copy, editing. delivery. VTR, 
SOF available. Box L -65, BROADCASTING. 

Production- Programing, Others 

Need producer /director with program man- 
agement potential? MA degree with com- 
mercial experience in major market. Write 
Box K -337, BROADCASTING. 

Presently employed, married, college grad- 
uate. 7 years TV experience, film director, 
administration- program operations & pro- 
duction, film buying. Seeks challenge in 
programing or sales with opportunity for 
advancement. Box K -341, BROADCASTING. 

Production supervisor now in radio, wants 
to make switch to TV production. College 
degree in communications. Some TV ex- 
perience. Write to Box L -8. BROADCAST- 
ING. 

Production- Directing. Tough young com- 
petitor on the move. ideas backed by punch 
that produces. Radio & TV college grad 
presently employed top ten market. Box L- 
55, BROADCASTING. 

WANTED TO BUY 

Equipment 
We need used, 250, 500, 1kw & 10 kw AM 
transmitters. No junk Guarantee Radio 
Supply Corp., 1314 Iturbide St., Laredo, 
Texas 78040, 

Used 5 or 10 w FM transmitter needed for 
College radio station. Ray Cox, Southwest- 
ern College, Winfield, Kansas. 

16 mm Dumont color Cinecon projector in 
good condition, Robert Ridgway, Box 1231. 
Fargo. North Dakota. 

Good used video tape with reels . . hours 
and assorted sizes. Call Miami Beach, Flor- 
ida 866 -5942, write South Florida TV Net- 
work, 1440 79th Street Causeway, Miami 
Beach. Florida. 

FOR SALE -Equipment 
Co -axial cable- Hellax, Styroflex, Spiroltne. 
etc. Also rigid and RG types in stock. New 
material. Write for list. Sierra -Western Elec- 
tric Co.. Willow and 24th Streets. Oakland, 
Calif Phone 415 -832 -3527. 

For Sale. 1 RCA TRT -1B monochrome tape 
recorder. Complete with pixlock. Will be 
available Jan. 1967. Call or write John A. 
Carroll, Chief Engineer, WNYS -TV. Chan- 
nel 9. Shoppingtown, Syracuse. N. Y. 13214. 
446 -4780. 

New QRK turntables, all models available. 
Cash or will trade for any type of used 
equipment regardless age or condition. 
Audiovox, 4310 S.W. 75th Ave., Miami, Flor- 
ida. 

UHF television transmitter. One kw- 69.500. 
Immediate delivery. Box K -182. BROAD- 
CASTING. 

Available at once -Western Electric 405 -B2. 
5 kilowatt AM transmitter, freauency, mod- 
ulation monitors and associated audio gear. 
Contact Joe Gill, WIS, Columbia, South 
Carolina. 
Mitchell camera, Arriflex stop motion motor 
lighting euinment recorders. write for full 
list. NORTHWESTERN. INC.. 011 S. W. 
Hooker St., Portland. Oregon 97201. 

Well maintained 250 ft. self -supporting tower 
located in Michigan. Excellent buy. Box 
K -420. BROADCASTING. 

For sale: Two (2) RCA type RT -17 -A tape 
cartridge play back machines. Excel- 
lent condition ... original cost $850.00 each. 

Priced to move at $475 each, F.O.B. 
Reply Ernie Haralson, WPDQ Radio, Jack- 
sonville. Fla. 

Houston Fearless LM16R 16 mm film proc- 
essor, good conditon, presently in use, 
switching to color. Write Box L -63. BROAD- 
CASTING. 

Commercial Crystal and new or replace- 
ment crystals for RCA, Gates, W. E. Bliley 
and J -K holders; regrinding, repair etc. BC- 
604 crystals; also service on AM monitors 
and H -P 355 BFM Monitors. Nationwide 
unsolicited testimonials praise our products 
and fast service. Eidson Electric Company. 
Box 96, Temple, Texas. 

Copper in stock- Sheet, plate, bar, rod, 
strip, strap and wire. Swager Tower Corp.. Fremont, Indiana. 
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= NEWSMAN = 

5 

Alert morning newsman, mature voice, well 
paced delivery. Must be a go getter. No 
rip- and -readers need apply. Send tape & 

resume to: 

° F. Michael Franklin 
° WNOE 
= 529 Bienvillc 
= New Orleans, Louisiana 70130 
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RADIO PROGRAM DIRECTOR 

Major market AM -FM outlet, affiliated 
with major group, seeking a young ex- 
perienced and well educated Program 
Director capable of assuming full sta- 
tion management responsibility within 
two years. Starting salary in $15- 18,000 
bracket with excellent fringe benefits. 
Send complete strictly confidential re- 
sume to 

Box K -366, Broadcasting 

An Equal Opportunity Employer. 
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FOR SALE - Equipment 

Continued 
Ampex, Neuman, Telefunken, Rek- O -Kut, 
JBL, Electro -Voice Sony and more. G. 
Chapekis 6500 S. University Blvd., Littleton, 
Colo. 

Check our listings for your equipment 
needs. . Broadcast Equipment & Supply Co Box 3141, Bristol, Tennessee. 

MISCELLANEOUS 
30,000 Professional Comedy Lines! Topical 
laugh service featuring deejay comment 
Introductions. Free catalog. Orben Comedy 
Books. Atlantic Beach, N. Y. 

Instant gags for deejaysl Hundreds of One 
Liners on Weather, Traffic, Radio, Music 
etc., $5.00 -Write for free "Broadcast Com- 
edy" catalog. Show -Biz Comedy Service 
1735 E. 26th Street, Brooklyn, N. Y. 11229. 

Coverage, Maps, Station Brochures, Broad- 
cast Sales aids of all types custom -designed 
Noyes, Moran & Co., Inc., 928 Warren Ave- 
nue, Downers Grove, Illinois 60515. 

Deejays! 6000 classified gag lines, $5.001 
Comedy catalog free. Ed Orrin, 8034 Gentry, 
North Hollywood, Calif. 91605. 

Available: Publishing Trademark, "TELE- 
BRIEFS ". Box J -46. BROADCASTING. 

30 minute tape -"quickiee" pop -in voices - 
sexy gal talks to di- hundreds different 
voices- effects. $10 tape shipped return 
mail. Davis Enterprises, P.O. Box 981, Lex- 
ington, Kentucky. 

Music- jocks- news -promotions. This is the 
format guide that covers everything. Written 
by pro's for use by pro's. "Formula five." 
$5.00. B. J. Productions, P. O. Box 1082, 
Cincinnati, Ohio. 

INSTRUCTIONS 

F.C.C. license preparation thru high -quality 
training in communications electronics. If 
you want more than a piece of paper -if 
you are serious about better technical edu- 
cation- investigate Grantham correspond- 
ence and /or resident courses. G.I. Bill ap- 
proved in Hollywood, Seattle, and Wash- 
ington, D. C. FCC license in 4 months, 
ASEE degree in 16 months -we do not be- 
lieve in the "license -in- six-weeks philoso- 
phy." Now in our sixteenth year, Grantham 
School of Electronics, 1505 N. Western Ave., 
Hollywood, Calif. 

Learn Radio -TV announcing, programing 
production, newscasting, sportscasting, con. 
sole operation, disc -jockeying, and all- 
phases of broadcasting on the nation's only 
commercial station, fully operated for 
training purposes by a private school - 
KEIR-FM. Highly qualified professional 
teachers. Country's finest practice studios. 
Elkins Institute. 2603 Inwood Road, Dallas, 
Texas 75235. 

The masters. Elkins Radio License School 
of Minneapolis offers the unmatched suc- 
cess of the Famous Elkins Laboratory and 
Theory Classes in preparation for the First 
Class FCC license, Elkins Radio License 
School, 4119 East Lake Street, Minneapolis, 
Minnesota. 

Be prepared. First class FCC license in 
six weeks Top quality theory and labora- 
tory training. Elkins Radio License School 
of Atlanta, 1139 Spring St., N.W., Atlanta, 
Georgia, 

The nationally known 6 weeks Elkins train- 
ing for an FCC First Class License. Out - 
standing theory and laboratory instructions, 
Elkins Radio License School of New Orleans, 
333 Saint Charles, New Orleans, Louisiana. 

ELKINS has -The Nation's largest -the na- 
tion's most respected -the nation's highest 
success rate of all six-week First Class Li- 
cense courses. (Well over ninety percent of 
all enrollees receive their licenses). Fully 
GI approved. Elkins Institute -2603 Inwood 
Road -Dallas, Texas 75235. 

Elkins Radio License School of Chicago - 
Six weeks quality instruction in laboratory 
methods and theory leading to the FCC 
First Class License. 14 East Jackson St., 
Chicago 4, Illinois. 

INSTRUCTIONS- (Cont'd) 

Since 1946. Original course for FCC firm 
phone operator license in six weeks. Over 
420 hours instruction and over 200 hours 
guided discussion at school. Reservation, 
required. Enrolling now for classes atartina: 
January 4, & March 8. For information, ref- 
erences and reservation, write William B. 
Ogden Radio Operational Engineering School, 
5075 Warner Ave., Huntington Beach, Calif. 
92647. Formerly of Burbank, Calif. 

America's pioneer. lot in announcing wake 
1934, National Academy of Broadcasting 
Bond Bldg., 3rd Floor, 1404 New York Ave., 
N.W. Washington, D. C. 

"Warning" accept no substitute. REI is #1 
in - success - guarantee - lowest tuition - 
highest reliability of all five (5) week 
schools. FCC 1st phone license in five 15) 
weeks. Tuition $295. Rooms and apartments 
$10 -$15 per week. Over 95% of REI grad- 
uates pass the FCC exams. Classes begin 
Nov. 14 -Jan. 2-Feb. 6 -Mar. 13. Write Ra- 
dio Engineering Institute, 1336 Main Street 
in beautiful Sarasota. Florida. 
Be sure to write, BROADCASTING INSTI- 
TUTE, Box 6071, New Orleans, for radio 
announcing careers. 

R.E.I. opens in Denver. The same famous 
(5) week course for the trst class Radio 
telephone license that is available in Sara- 
sota, Florida will also be available in Den- 
ver, Colorado. The first class begins Janu- 
ary 2, 1967. For details and reservation 
write to home office, R.E.I 1336 Main 
Street, Sarasota, Florida. 
Help! Our placement dept. has more jobs 
than we can fill for 1st class FCC license 
technicians & combo -men. First phone train- 
ing with proven results. Licensed by New 
York State -Approved G.I. bill. Earn while 
you learn. Also audition tapes for announc- 
ers at special rates. Contact: A.T.S., 25 
W 45 St.. N.Y.C. OX 5 -9245. 

Your 1st Class License in six weeks or less 
at America's foremost school of broadcast 
training, the Don Martin School of Ra- 
dio and Television I serving the entire 
Broadcasting Industry since 1937). Make 
your reservations now for our Accelerated 
Theory Class starting Jan. 3. Most experi- 
enced personalized instruction and methods. 
Lowest costs -finest accomodations available 
close -by. Call or write; Don Martin School. 
1653, N. Cherokee, Hollywood, Calif. 1213) 
HO 2 -3281. 

RADIO -Help Wanted- Management 

/ ó:1:1LU :.................... . 

ii 

;x 
1 ? 

.y : 
.,::r:.:x:c. . 

: e.asxr'c° ::8%>:.;,...,,..,..._.,;:':: o..-.. '» :^^,::u,. ::.. ^,.. ........................................ .. 
. _ ...... --- - - u5'e.w:w^r;;a;mfa:..xs.,;;s<issss»>i:it;:>:w>s>ESi>:_':::>s:ä>i>i':;ü>:ti .,. ....e.,..... . ,. 

.....................'E>:;: ra:.:.::'?Rú'.,'`'°'sliä E.c:â::,rdd:v°'- 

ADVERTISING MANAGER 
Leading broadcast equipment manufacturer seeks dynamic individual to take 
charge of Advertising and Public Relations programs. Applicant must be 

familiar with AM /FM and TV equipment, preferably 5 years experience with 
a similar manufacturer. Knowledge of the equipment field, good writing skills 
and administrative ability essental. This is a "Take charge" position with 
good starting salary for the right individual and substantial growth opportunity. 

Send complete background resume, in confidence fo: 

Box L -34, Broadcasting, 

x+t 

RADIO -Help Wanted -Sales NEWS 

FM AND TV PRODUCT MANAGER 

Excellent opportunity for a sales- minded 
and customer- oriented individual who will 
be responsible for administration and co- 
ordination of all activities for the sale of 
FM and TV transmitters and accessories 
equipment. Large broadcast equipment 
manufacturer who operates on a planned 
growth program. 

Age 28 to 40. BS degree or comparable 
experience required. Excellent opportunity 
for advancement. Complete company bene- 
fits. An equal opportunity employer. 

Box H -269, Broadcasting. 

BALES ENGINEER 
BROADCAST EQUIPMENT 

Profitable, growth- minded company, 
leader In broadcast equipment field, 
located In the Midwest, has Immediate 
opening for sales engineer to travel and 
sell technical equipment primarily to 
AM, FM and TV stations In exclusive 
territory. Requires good knowledge of 
broadcast equipment. Must be sales 
minded. Self- starter. BSEE or equivalent 
and minimum three years in field of 
radio broadcasting. Excellent salary plus 
commission. Travel expenses paid. Com- 
plete company benefits. An equal op- 
portunity employer. Send resume to: 

Box H -268, Broadcasting. 

Production -Programing, Others 
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Situations Wanted 

Production- Programing, Others 

PROGRAM DIRECTOR AVAILABLE 
Currently with 50,000 watt major marker 
top 40 station. Desires position of top level 
authority and responsibility with modern 
radio operation in major market. Track 
record shows extensive success as P.D. and 
consultant. Special interest in group P.D. 
position two or more stations. 

Box L -28, Broadcasting. 
-s 

TELEVISION 

Help Wanted 

Sales 

SYNDICATION SALESMAN 
T 1 Experienced both TV and Radio -Ex- 

cellent opportunity with leading syndi- 
cator - Good territories open. Salary 

1 

and commission. 

1 
Write Box L -20, Broadcasting. 

Help Wanted- Technical 
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BROADCAST TV SYSTEMS 

BSEE required and experience in design 
of studio controls and equipment, or = 
application of TV equipment. Experience 
in preparing technical proposals help- j ful. _ 
Send resume and salary history to: 

R. J. Finley U 

F & M SYSTEMS CO. 
Division of Fischbach & Moore, Inc 

P.O. Box 20778 Dallas, Texas 75220 _ 
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ATTENTION 
CATV FIELD ENGINEERS 

and 
SYSTEM ENGINEERS 

ARE YOU: 
!, Feeling insecure because of recent slow- 

downs and days off in CATV manufacturing? 
2. Fed up with traveling to different com- 
munities by the dozens? 3. Disgusted with 
never having more than a superficial knowl- 
edge of the system on which you are 
working, because of "hit and run" assign- 
ments? 4, Weary of "grinning and bearing 
it" while customers scream about equip- 
ment shortcomings. delayed shipments, in- 
correct billings, etc., etc., etc., and threaten 
to buy elsewhere? 
CHANGE SIDES! 
Become a customer yourself by joining one 
of the largest and certainly the most dy- 
namic multiple system owner. We're burst- 
ing at the seams with new projects, and 
growing by leaps and bounds. Several posi- 
tions are open which will relieve the above 
disadvantages. 
HOSPITALIZATION AND LIFE INSURANCE 

COMPANY STOCK PLAN 
MINIMUM REQUIREMENTS: 
Five years direct personal experience with 
CATV system design, construction, trouble 
shooting, maintenance, head -end and an- 
tenna work. Radio -telephone first or second - 
class tickets. Some micro -wave experience. 
This offer open to any qualified CATV 
technician. Send resume or call MR. ROGER 
WILSON. 
TELEPROMPTER CORPORATION 

50 West 44th Street -New York, New York 
212 IU 2 -3800 

Television Help Wanted 

STAFF YOUR STATION 
WITH THE RIGHT PEOPLE ! ! 

ALL POSITIONS - - ALL MARKETS 
Dial 312 -337 -7075 For Our Fee Schedule! 
NATIONWIDE BROADCAST PERSONNEL CONSULTANTS 

Nationwide 
646 North Michigan Avenue -Chicago, Illinois 

RON CURTIS -PRESIDENT 

Technical-- (Cont'd) 
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WBMO-TV 

Channel 36 
Atlanta, Georgia 

A new T.V. Station needs full engineer- 
ing staff including transmitter and studio 
engineers. These men are needed imme- 
diately to assist in construction and fu- 
ture operation. Salaries are above average. 
Please submit resume in confidence to: 

LEE KAPUT, Chief Engineer 

WBMO -TV 
MONY Building - 

1655 Peachtree St., NE, Atlanta, Ga. 
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SALES ENGINEER 
Norelco Plumbicon Color TV Cameras 

Requires either an experienced 
TV Camera Sales Engineer 

or 
An experienced TV Broadcast Engineer 

with a desire for a Sales Career 
or 

An experienced Electronic Sales 
Engineer adaptable to our product line 

Growth Opportunity Expanding Division 
Many Company Benefits Liberal Salary 

MARTIN G. WOLFERT 
North American Philips Co., Inc. 

100 East 42nd St., Room 1027 
New York. N.Y. 10017 

rrN orelcoea An Enna! 
Opportunity Employer 

Production- Programing, Others 

{ PRODUCER -DIRECTOR 

ti 
Employment Manager . Avco Broadcasting Corporation . 140 West Ninth Street 

Cincinnati, Ohio 45202 

Immediate opening at WLW -T, Cincinnati, 
Ohio, for an experienced Producer /Director, 
competent to handle all types of directing 
assignments, including professional baseball, 
basketball .nd golf remotes. Good starting 
salary and complete fringe benefits program. 
Send resume to: 

An Equal Opportunity Employer (M /F) 

Production- Programing, Others 

continued 

t 4. 
I ARE YOU A COMPLETE SPORTSCASTER... 

1 

CAN YOU ... interview ... edit film 1 

i ... handle controversy ... flavor pro- s 

Sij grams with authoritative comments and 
opinions ... both radio and TV. 

SALARY RANGE $10,000 -$12,000 de- 
pendent upon experience. Eastern Mar- 
ket. Major company fringe benefits. 
Send non -returnable VTR or audio tape i 

i 
plus picture and resume to: 

Box K-330. Broadcasting. .§.-..--..-..-....--..-...--..-.-..-..---..___4'. 

CATV 
Help Wanted 

Management 

vNr 
CATV SYSTEM 

GENERAL MANAGER 
Florida East Coast 

About to begin construction in resort area; 
built by growth -minded company. Salary 
and profit sharing. Send resume: 
Room 920, 100 East 42nd St., New York, 
N.Y. 10017. 

BUSINESS OPPORTUNITY 

Franchise 
Distributorships 

for 
Background 

Music Systems 
Leading U. S. manufacturer, ex- 
panding distributor territories, 
offers to those who qualify dis- 
tributor franchises for background 
music, with wire, FM multiplex 
and on- location systems. Manu- 
facturer backs your operation 
with factory field engineering 
service, selling aids, national ad- 
vertising. His experts train you, 
work with you to help assure 
your success. For personal execu- 
tive interview: 

Box L-10, BROADCASTING 
LW-Ve eeeee tiSrti-etitie Me "V 
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EQUIPMENT FOR SALE 

Two type G -24 Stainless 365.5 ft. Radio 
Towers guyed and insulated designed for 
25 lb., 100 mph wind load, including 
insulated guy wires, CAA "A -3" lighting 
kit and mercury flashers. These towers are 
in excelient shape, hot dipped galvanized, 
disassembled and ready for shipment. 
$4,000.00 Each. 

400 feet type T453 Andrew 6W' 515 ohm 
rigid coax -$350 per 20 ft. section 
Two 1053M 6h" Miter Elbows 90 degree- - $180.00 each 
Two 2053 end seals for 7453 Line -$95.00 
each 
400 feet type 452 Andrew 3134" 51.5 ohm 
rigid coax -$125 per 20 ft. section 
Two 1052M 313g' Miter Elbows 90 degree - 
$65.00 each 
Two 2052 end seals for 452 line- $32.00 
each 
Forty horizontal supports for 61/21" line- 

_ $20.00 each 
Forty horizontal supports for 3%g" line- 
$8.00 each 

Above line in excellent shape and all bullets 
and hardware will be furnished with line, 
including 0 rings. 

For information on any of the above 
equipment, please contact: 
Glenn Callison, Director of Engineering, 
The McLendon Corporation, Dallas, Texas 
Rl. 7.9311. 
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EMPLOYMENT SERVICE 

41.4 41% 

AMPS AGENCY] 

BY BROADCASTERS FOR BROADCASTERS 

We fill all job classifications for men and 
women in broadcasting and allied occupa- 
tions- management, sales programing, en- 
gineering, traffic, secretarial, promotion, 
publicity, on -air talent, etc. We have im- 
mediate job openings listed with us by sta- 
tions, packagers, Ad agencies, clients, com- 
mercial producers and others. Send us your 
resume or, if close by, come in or phone us. 

* THE AMPS AGENCY * 
All Media Placement Service 

3974 Wilshire Blvd. Los Angeles, Calif. 
Telephone DU 8 -3116 

FOR SALE - Equipment 

TV TRANSMITTER 
Hi -Band Hi Power 

75% DISCOUNT 
G.E.- TT6E -5kw Air Cooled 

and /or 
G.E.- TF4A -20 kw Amplifier 

1 

Complete with consoles, monitors, 
controls, filters, dummy loads, IN 
breakers, spare parts. ° 

EXCELLENT CONDITION 
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Director of Engineering, WTTW 
5400 North St. Louis Avenue 

Chicago, Illinois 60625 

Color monitors for sale 

RCA TM -21's 
Contact: 

Don Collins 
VIDEOTAPE CENTER 

101 W. 67th St., New York City 10023 
Phone 212 -TR 3 -5800 

BROADCASTING, November 7, 1966 

WANTED TO BUY -Stations 

STATION WANTED: 
Qualified community- minded young opera. 
tor, experienced sales, programing; seeks 
marginal small, medium market AM 
needing locally -oriented owner opera- 
tor. Buy, relatively low down, or lease - 
purchase. Prefer Southwest or Midwest. 
Write in confidence to 

Box L -67, Broadcasting. 

FOR SALE -Stations 

FOR 
SALE 

A $40,000 net profit business. 
A business you can run with 
one hand tied behind your 
back. Can be operated in 
conjunction with your station. 
No travel. No gimmicks. Not 
jingles or syndicated pro- 
grams, or any of that. It's 
solid. Documented. And "no 
baloney." 
It calls for $15,000 investment 
plus $5,000 operation capital. 
Principals only. 
Box: J -85 
Broadcasting Magazine 
1735 De Sales Street, N.W. 
Washington D.C. 

r 
Station for Sale 

N.E. Oklahoma. Over 60,000 pop. within 
10 miles of tower, 250 watts, and money 
maker, priced at 565,000, $20,000.00 down. 
If you don't have the money don't call. 
Single station market. 
Gene Humphries, Box 189, Vivita, 
Oklahoma. 

CHANNEL #3 VHF TV PERMIT 
Salem, Oregon presently only possible 
operate as non -network good possibility 
for future as network or Pay TV. In- 
terested parties contact our agent: 
C. H. Fisher, 6100 N.E. Columbia Blvd., 
Portland, Oregon 97218 

Citt ttue Attain ropers ghtr. 
116 CENTRAL PARK, SOUTH 

NEW YORK, N. Y. 
265 -3430 

(Continued from page 112) 
Action Nov. 1. 

ACTIONS ON MOTIONS 
Hearing Examiner Charles J. Frederick 

on Oct. 28 in investigatory proceeding in- 
volving the lawfulness of Tariff FCC No. 1 
and Tariff FCC No, 2 of the California Wa- 
ter and Telephone Co. applicable to channel 
service for use by CATV systems, scheduled 
further prehearing conference for Nov. 15 
at 10:30 a.m. and postponed hearing now 
scheduled for Nov. 17 to date to be deter- 
mined at aforementioned further prehearing 
conference (Doc. 16928). 

Hearing Examiner Forest L. McClen- 
ning on Oct. 27 by order in cease and desist 
proceeding involving Back Mountain Tele- 
cable Inc., owner and operator of certain 
CATV systems. reopened record and sched- 
uled further hearing session for Oct. 28 
(Doc. 16866); and on Nov. 1 in proceeding 
in matter of cease and desist order to be 
directed against Back Mountain Telecable 
Inc., certified record to commission for final 
decision (Doc. 16866). By separate orders in 
same proceeding, granted petition of town- 
ship of Kingston to intervene and closed 
record; corrected transcript of the record. 
(Doc. 16866) . 

Hearing Examiner Herbert Sharfman on 
Oct. 28 rescheduled prehearing conference 
from Oct. 31 to Nov. 18. 9:00 a.m. in pro- 
ceeding on petition of Ultravision Broad- 
casting Co., Buffalo, N. Y.. to stay construc- 
tion and prevent extension of CATV system 
operated In Buffalo by Courier Cable Co. 
Inc. (Doc. 16921). 

Ownership changes 
APPLICATIONS 

KPRL Paso Robles, Calif. -Seeks assign- 
ment of license from KPRL Inc. to F. Ray 
and Nancy L. Bryant (joint tenants). Mr. 
Bryant is sole owner of Paso Robles Auto 
Parts. His wife is housewife. Consideration 
$190.000. Ann. Nov. 2. 

KKAR Pomona, Calif. -Seeks assignment 
of license from Intrastate Broadcasters Inc. 
to West Coast Communications Inc. Prin- 
cipals: Leonard Walk (80 %) and Armand 
Kovitz (20 %). Mr. Walk is president, di- 
rector and has interest in Dynamic Broad- 
casting Inc., licensee of WAMO -AM -FM 
Pittsburgh, and WILD Boston; president. 
secretary and director of Dynamic Broad- 
casting of New York Inc., licensee of WUFO 
Amherst, N. Y. which is applying for re- 
newal of license; president and director of 
Latin Broadcasting Corp. licensee of WOAH 
Miami, which has application to change 
frequency and power, and he Is 16 %% Part- 
ner in Upper Broadcasting Co. Mr. Kovitz 
is on sales staff of KPRO Riverside, Calif. 
Consideration $160,000. Ann. Nov. 2. 

KSGV(FM) West Covina. Calif. -Seeks as- 
signment of license from San Gabriel Val- 
ley Broadcasting Co. to Robert Burdette 
Investments Inc. Principal: Robert Burdette 
(98 %). Mr. Burdette is president. director 
and majority owner of Robert Burdette & 
Associates Inc., owner General Sound Engi- 
neering Co., owner Robert Burdette Enter- 
prises, owner Lensco Associates, majority 
owner Burdette & Resnick. Consideration 
$60.000. Ann. Oct 31. 

WAQB -FM Atlantic Beach, Fla. -Seeks as- 

FOR SALE - Stations 
Continued 

SOUTHERN CALIFORNIA FM 

Only 24 hour stereo operation in 
major market Full price $130,000 
with excellent terms. 

Box L -70, Broadcasting. 

N.E. small daytime $150M terms 

Gulf medium fulltime 130M cash 

S.E. medium AM +FM 263M nego. 

South metro fulltime 1.3MM cash 

N.E. suburban daytime 650M 29% 

CHAPMAN ASSOCIATES 
2045 PEACHTREE. ATLANTA. GA. 30302 
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signment of license from WKTX Inc., per - 
mittee of WAQB -FM, to LOUCK Inc. for 
reasons of having FM station separated from 
the AM station operation and because the 
corporate name. WKTX Inc.. is not identifi- 
able with WABQ -FM. Principals: Louis M. 
Neale and William F. Acks each own 50 %. 
No Consideration involved. Ann. Oct. 31. 

WSAF Sarasota, Fla. -Seeks assignment 
of license from Pan Florida Inc. to Stewart 
Broadcasting Co. Principal: Charles A. 
Stewart. Mr. Stewart is president of Pan 
Florida Inc., licensee of WSAF and 50% in- 
terest in Radio Engineering Institute of 
Florida Inc. Consideration $147,139.52. Ann. 
Oct. 27. 

KGU Honolulu -Seeks transfer of control 
from Advertiser Publishing Co. Ltd., to The 
Copley Press Inc. for $1.100,000 (stock 
transfer). It is the desire of transferor to 
reacquire minority interest held in it by 
the transferee. Principal: James S. Copley 
(99.1 %). Mr. Copley is director of Southern 
California Associated Newspapers, chair- 
man and director of San Pedro Printing and 
Publishing Co., owner, president and direc- 
tor of Copley Newspapers Inc., Delaware. 
chairman and director of Copley Interna- 

tional Corp.. director Spasors Electronics 
Corp. and has interest in investment corpo- 
ration. Ann. Oct. 31. 

WFLW -AM -FM Monticello, Ky. -Seeks as- 
signment of license from Fred A. Staples 
to Stephen W. Staples as Regional Broad- 
casting Co. for $65,000. Mr. Stephen Staples, 
son of Fred Staples, is general manager of 
WFLW -AM -FM and has 50% interest in 
farm. Ann. Oct. 27. 

WEAM Arlington, Va. and WKLM Wil- 
mington, N. C. -Seeks transfer of control 
from Arlington- Fairfax Broadcasting Inc. to 
Thorns Broadcasting Inc. No consideration; 
stock transfer; Arlington- Fairfax Broadcast- 
ing Inc. to be subsidiary of Thorns Broad- 
casting Inc. Principals: Harold IL, Meredith 
S. Thorns and Matiiann Thorns Gennett. 
Ann. Oct. 31. 

ACTIONS 
KLFM Long Beach, Calif. -FCC granted 

assignment of license from HarriScope 
Broadcasting Corp. to Carl C. Loucks, Rob- 
ert Switzer and W. Mike McCray db /as 
McCray Broadcasting Co.. of which Mr. 
Loucks owns 11 %. Mr. Switzer 10% and Mr. 
McCray 79 %. Mr. McCray is lawyer. Mr. 

COMMUNITY ANTENNA ACTIVITIES 
The following are activities in com- 

munity antenna television reported to 
BROADCASTING through Nov. 2. Reports 
include applications for permission to 
install and operate CATV's, grants of 
CATV franchises and sales of existing 
installations. 

Indicates franchise has been granted. 

Nashville, Ark.- Nashville TV Cable Co. 
(Dale Hart and Joe Davis, both Tulsa. 
Okla.) has been granted a 25 -year franchise. 
The city will receive 2% of annual gross 
receipts for the first 300 customers, 3% of 
the receipts of the next 200 customers, and 
5% of the receipts of all customers over 
500. Other applicants were John M. Stone of 
Texarkana and Larry Miller of Camden, 
both Arkansas. 

Live Oak, Calif.- Oroville Communications 
Co. (multiple CATV owner) has applied for 
a franchise. Installation charge will be 
$24.50 with a monthly charge of $5. The 
company has franchises in Marysville, Yuba 
City and Sutter County. and has applied for 
franchises in Gridley and Biggs, all Cali- 
fornia. 

San Dimas, Calif.- Foothill Community 
Antenna Television Inc. (Bert Stolpe. presi- 
dent) has applied for a franchise. Twelve 
channels will be offered. The company 
plans to apply for franchises in LaVerne, 
Claremont and Upland. all California. 

Auburndale, FIL -City commission has 
agreed to consider reapplication of Univer- 
sal Cablevision, which earlier had been de- 
nied a franchise (BROADCASTING. July 
25). 

Marianna, Fla. -Cable TV of Marianna 
Inc., offering the city 3% of the gross annual 
receipts or a $1.000 yearly guarantee, has 
applied for a franchise. H & B Communica- 
tions Corp. (multiple CATV owner) had 
previously applied. 

Marseilles, Ill.- Ottawa TV Cable Co. 
has been granted a franchise. 

Pittsfield, Ill.- Pittsfield Perfect Picture 
TV Inc., a subsidiary of J.F.D. Electronics 
Co. (Bill Clancey, vice president), has ap- 
plied for a 25 -year franchise. Installation 
fee will be $15 with a $5 monthly charge. 
The firm will pay 51% to 8% of gross oper- 
ating revenue. Ten channels are offered in- 
cluding a time and weather channel, and a 
local public affairs channel. Other appli- 
cants are Cable Community Television Co. 
and the Illinois Valley Community Antenna 
Television System Inc. 

e Rochester, 111. -First Illinois Cable TV 
Inc. has been granted a franchise. 

Elwood, Ind. -Telesis Engineering Inc., 
Evansville, Ind. (CATV multiple owner), has 
been granted a 25 -year franchise. Company 
will provide 12 channels plus FM channel. 
Other applicants were All Channel Cable 
Vision Inc. and Powell CableVision Inc., 
Barbourville, Ky. 

Winchester, Ind. -GT &E Communications 
Inc., a subsidiary of General Telephone & 
Electronics, has applied for a franchise. 
Company will pay 5% of its gross receipts 
and provide 10 channels plus weather. 

New Albin, Iowa -Kickapoo Antenna 

120 (FOR THE RECORD) 

Vision Co., a multiple CATV owner, has 
been granted a 25 -year franchise. 

Prairie Village, Kan.- United Video Sys- 
tems Inc., a multiple CATV owner, has ap- 
plied for a franchise. Ten channels will be 
offered, including ETV and weather scan. 
The monthly charge would not exceed $5.95 
and the installation charge will be approxi- 
mately $15. 

Somerset, Ky.- Burnside CATIT Corp. 
(Roy Taylor, president) has been granted 

an exclusive franchise which will pay the 
city a 3% return on all gross receipts in 
excess of $8,000. 

is Skowhegan, Me.- Skowhegan T.V. Inc. 
(John Pineau, president) has been granted 

a franchise. The company will offer 7 chan- 
nels and FM stations. 

Farmingham, Mass. -Middlesex Cable- 
vision Inc. (John DeCollibus, president) has 
been granted a franchise. 

Great Barrington, Mass. -Communication 
Corp. of Pittsfield and Herman G. Morelli, 
president of Barrington Electric Co., have 
applied for the franchise relinquished by 
L. P. Cable Corp. of Springfield (BROAD- 
CASTING. Oct. 31). 

Lenox, Mass. -L. P. Cable TV Co. (Wallace 
Sawyer, president) has requested that the 
franchise granted to it be withdrawn be- 
cause of technical difficulties. 

Northampton, Mass. -Video Enterprises 
Inc., represented by the law firm of Resnic, 
Beauregard and Resnic, has applied for a 
franchise. 

Southbridge, Mass -Quinebaugh Valley 
Cablevision Inc. (Vincent A. Caplette) was 
granted a franchise. The company will pay 
the city 10.15% of their annual gross re- 
ceipts. 

East Lansing. Mich. - National Cable 
Inc., (a CATV multiple owner, Karl Kan - 
dell, representative) has been granted a 
franchise. Trie company will offer 8 chan- 
nels. 

Batesville, Miss. - Batesville Cablevision 
Inc. (Hiram S. Hudson, president) has been 
granted a franchise. The Batesville system 
will be part of the North Mississippi CATV 
Network. 

Deer Lodge, Mont. -Deer Lodge Cable 
TV Co. (Bob Schultz, manager) has been 
granted a franchise. Two channels from 
Salt Lake City, channels from Butte and 
Missoula and a channel from Canada will 
be offered. 

McCook, Neb. -Multi-Vue TV Systems 
Inc., Grand Island, Neb., has been granted 
a 20 -year franchise. The contract specifies 
a $25.00 maximum installation charge and 
a monthly charge of $6.95. Three network 
stations, ETV, two FM radio stations and 
weather scan will be carried. Multi -Vue 
has franchise agreements in Grand Island. 
Hastings. Kearney, Broken Bow, Lexington. 
North Platte, (all Nebraska), and Colby, 
Kan. 

North Platte. Neb. -Multi-Vue TV Sys- 
tems Inc., a multiple CATV owner, has 
been granted a 20 -year nonexclusive fran- 
chise. The city set a maximum monthly 
charge at $6.95. Three network stations, 
ETV, programing from independent stations 
in Omaha and Kansas City and weather 
scan will be offered. 

Freehold. N. J. Continental CATV Inc. 
(Viking Industries) has applied for a 15- 
year franchise. 

Espanola, N. M.- Transcontinental Tele- 
phone Co., proposing 3% of annual gross 

Loucks is in radio construction business. 
Mr. Switzer is presently employed with 
KWIZ -AM -FM Santa Ana. Calif. Considera- 
tion $50.000. Action Oct. 27, 

KLOK San Jose. Calif. -FCC granted 
transfer of control of licensee corporation, 
Radio KLOK Inc., from E. L. Barker and 
Florence S. Barker (100% before, none after) 
to P &T Davis Investment Co., owned 50% 
each by M. Philip Davis and W. Thomas 
Davis. Messrs. Davis are lawyers and in 
farming. They own Davis Broadcasting Co., 
licensee of KWIZ -AM -FM Santa Ana. Calif. 
Consideration $1,026,277. Action Oct. 31. 

WMBH Joplin, Mo. -FCC granted assign- 
ment of licenses to Joplin Broadcasting Inc. 
(David Fransen Sr., David Jr. and Carol 
Fransen), Consideration $95,000. Action Oct. 
31. 

WJAK Jackson. Tenn. -FCC granted as- 
signment of license from Dr. Alexander 
Leech to Jackson Broadcasting Enterprises 
Inc.. owned by Robert W. and Betty Bonds 
Blow (100 %). Mr. Blow is presently general 
manager of WJAK. Consideration $85.000 
with five -year agreement not to compete in radio broadcasting within Madison county, 
Tenn. Action Oct. 31. 

receipts to the city, and Chama Cable TV, 
offering 2 %, have each applied for fran- 
chises. 

Brookhaven, N. Y.- Continental CATV 
Corp., Hoboken, N. J., a division of Viking Industries Inc., has applied for a franchise. 
Installation fee will be $19.95 with a $4.95 monthly charge. Long Island Cablevision 
Corp., Greenport, L. I. (a multiple CATV owner), currently holds a Brookhaven fran- 
chise. 

Middletown, N. Y.-GT &E Communica- 
tions, a subsidiary of General Telephone & 
Electronics (group CATV owner), and Nel- 
son's Communications of Highland (CATV 
multiple owner; William Fitzgerald, repre- 
sentative) have applied for a franchise. 
GT&E would charge $15 installation and $5 
monthly fees, and would provide 10 chan- 
nels and FM channels. Other applicants in- 
clude Continental CATS/ Corp. Hoboken. 
N. J., a division of Viking Industries. Inc.. 
and Better TV of Orange County Inc., Mon- 
roe, N. Y. 

Elkin. N. C. -Mount Airy Development 
Corp. and Northwestern CATV Corp. have 
applied for a franchise. 

Morgantown, N. C.- Morgantown Antenna 
Service Inc. and Burke County Cablevision 
have applied for a franchise. 

Mount Airy, N. C. -Mount Airy Develop- 
ment Corp. (A. B. Carter, president) and 
Northwestern CATV Corp. (Cullen O'Dell, 
president) have each applied for franchises. 
Both companies propose a 12- channel system. 
Mount Airy Development has offered the 
city 4% of the annual gross receipts; North- 
western CATV has offered 3 %. 

Onslow County, N. C.- Jacksonville Cable 
Television Co. (Fred W. Stegner, represen- 
tative) has applied for a franchise. The 
company will offer 7 channels, ETV and 
weather scan. The installation charge will 
be $19.95 with a monthly charge of $5.95. 

Smithfield, N. C. -The Jefferson -Carolina 
Corp. (group CATV owner) has been grant- 
ed a 20 -year franchise. 

Williston, N..11.- Community Service TV 
Corp. (Charles Scofield, president) has been 
granted a franchise. The installation charge 
will be $19.95 and the monthly service 
charge will be between $5 and $10. Four 
main channels, which include the three net- 
works, will be offered. 

Conewago, twp. Pa. -Radio Hanover Inc. 
(John D. Bare, president) has applied for 
a franchise. 

Coraopolis. Pa. -Dick Fabec CATV Co. 
has applied for a franchise. 

Lorain borough, Pa.- Johnstown Cable 
TV Inc. has been granted a 10 -year fran- 
chise. The firm will pay 3% to 41/2% of its 
gross receipts to the borough. 

Ontario, Ore. -Treasure Valley Telecable 
Inc. (represented by Vernon Toombs and 
Goldwyn Smith, both Ontario) and Boise 
Valley Broadcasters (a joint venture of 
KBOI -TV and KTVB[TV], both Boise) have 
applied for a franchise. 

Clinton, S. C.- Clinton TV Cable Co. 
(Tench P. Owens, representative) has ap- 
plied for a franchise. 

Seattle -Theta Communications of Cali- 
fornia, jointly owned by Hughes Aircraft 
Co. and Teleprompter Corp., has applied 
for a franchise. 

Charleston, W. Va.- Kanawha Television 
Cable Co., owned by local businessmen. has 
been granted a 15 -year franchise. The 
monthly charge will be $5 with an instal- 
lation charge of $10 (BROADCASTING, 
Oct. 17). 
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FOR about the first three dozen years 
of Arthur E. Meyerhoff's advertis- 

ing agency career he made a speech 
perhaps once a decade or so. But things 
are different now. 

Ever since Coward -McCann Inc. pub- 
lished his book, "The Strategy of Per- 
suasion," last year relating how the 
proper use of advertising skills could 
win the cold war with Communism, the 
proverbial cries of "author, author" 
have brought him to the rostrum of 
many organizations, including broad- 
caster groups and a congressional com- 
mittee. He tackles each appointment 
with the youthful enthusiasm that char- 
acterizes the broadcast advertising for a 
principal client, the Wm. Wrigley Jr. Co. 

It's the same enthusiasm he has prac- 
ticed so quietly and consistently through 
the years in applying the principles of 
advertising and public relations in be- 
half of agency clients and public- service 
organizations, those who know him well 
say. The big difference now, they 
explain, is that he is focusing his zeal 
on having the U. S. adopt this same 
degree of advertising professionalism in 
its foreign- relations programs. 

`Tell Plus Sell' Arthur Meyerhoff 
Associates Inc.'s board chairman pro- 
poses a completely new government 
agency, a Department of External Re- 
lations which "would be headed by an 
experienced advertising administrator 
who would have cabinet rank. He would 
be directly responsible to the President 
and would cooperate with all depart- 
ments of government on matters involv- 
ing propaganda and public relations." 

Mr. Meyerhoff, for example, proposes 
that the U. S. Information Agency "get 
out of the news business and into the 
selling business." It is his belief that 
news emphasizes the negatives of Amer- 
ican society too much while advertising 
can point out the positives more effec- 
tively and still be factual and truthful. 

Often these opinions have placed him 
in the light of "fighting" the USIA, but 
as the agency's director, Leonard Marks, 
observes, "he's on our side. We just 
have differences over the details." Mr. 
Meyerhoff undertook an overseas mis- 
sion for the USIA earlier this year. 

He believes in action as well as 
words. This summer the American Uni- 
versity, Washington, dedicated what it 
described as "the first educational cen- 
ter designed to train students in the 
skills of political psychology and mass 
persuasion to combat Communist prop- 
aganda." Known as the Meyerhoff Cen- 
ter of Political Psychology and Commu- 
nication, this graduate facility is being 
underwritten by the Meyerhoff agency. 

Way of Life Selling has been in 
Mr. Meyerhoff's blood since childhood, 
whether it was promoting ideas for com- 
mercial products or ideals for patriotic 
and charitable causes. Arthur Meyer- 
hoff Associates has been deeply involved 
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An idea to sell: 
Foreign affairs 
need ad skills 
in helping advertise multiple education- 
al, religious, medical and other public - 
service causes all through the years as 
well as those of its regular clients. 

The agency's total billing presently 
is running about $21 million with over 
90% going into the broadcast media. 
Over two -thirds is invested in TV. Be- 
sides the Wrigley account the agency 
handles B. T. Babbitt Co., E. J. Brach 
& Sons, Gibraltar Foods, Krim -Ko 
Corp. and the STP Division of Stude- 
baker Corp. among others. 

"I believe radio and television have 
helped to dramatize products in a very 
important way and have contributed 
significantly to our economy by making 
people aware of products and what they 
could do for them," Mr. Meyerhoff 
says. Television especially, he holds, 

WEEK'S PROFILE 

Arthur Edward Meyerhoff -board cnair- 
man, Arthur Meyerhoff Associates Inc., 
Chicago; b. Chicago, March 12, 1895; 
Swift & Co., 1910; salesman, Hood Rubber 
Co., 1911.22; advertising salesman and 
circulation manager, 'Wisconsin News', 
Milwaukee, 1922 -29; partner, Neisser & 

Meyerhoff Advertising, Chicago, 1929 - 
1941; founder and head of his own agen- 
cy since 1941; served in Motor Transport 
Corps in France during World War I; di- 
rector -Santa Catalina Island Co. and 
Chicago National League Ball Club Inc. 
(Cubs); vice -president -director, Juvenile 
Protective Assn.; m. Madelaine H. Gold- 
man, 1921; 2d m. Elaine Clemens, Jan. 
27, 1945; children -Jane, Arthur Jr., Jo- 
anne, William, Judith Lynn; hobbies - 
show horses and flying own plane. 

"brings a product to life in a three - 
dimensional manner." 

Personal Impact Both radio and 
TV, Mr. Meyerhoff notes, are good be- 
cause "they are people talking to one 
another, the way that people really 
communicate with each other, and they 
make their point much more vividly 
than the printed page." 

Mr. Meyerhoff was born on Chi- 
cago's South Side in 1895 and during 
his youth sold papers and magazines 
around the stock yards area and worked 
in the Loop for retail stores "selling 
everything from shoes to fish." After 
his first year in high school he went to 
work fulltime for Swift & Co. The next 
year at age 16 he became a traveling 
salesman for the Hood Rubber Co. 

"My principal customer in Wauke- 
gan, Ill.," he recalls, "was Morris Ku- 
belsky who ran a general men's wear 
store. He always was quite busy so his 
son Bennie would take inventory for 
the order. Then Ben and I would do 
the town together. Later, on one trip, 
Morris told me with tears in his eyes 
that Bennie was a great disappointment 
to him - instead of following a classical 
music career he had taken his violin, 
started calling himself 'Jack,' and gone 
into vaudeville." 

After several years helping build up 
the circulation of Hearst's Wisconsin 
News, Mr. Meyerhoff in 1929 joined in 
partnership with Walter Neisser to form 
the Chicago agency bearing his name. 
It began with billings of about $100,- 
000. Mr. Neisser now is president of 
Wyler Soup Co., a Borden Co. division. 

The year 1932 is also significant to 
the Meyerhoff career. It is the year he 
won the Wrigley account with a bold 
presentation proposing advertising on 
the pages of the newspaper comic sec- 
tions, an innovation that long had been 
resisted by the papers. 

Project: The U.S.A. During World 
War II Mr. Meyerhoff supervised public 
service radio advertising, financed by 
Wrigley, in behalf of the Army, Navy, 
maritime service and the government's 
manpower program. It was the start of 
extensive public- service work leading 
up to his book and present efforts for 
propaganda reform by the U. S. 

"Our agency recognized early the 
lack of understanding and the resistance 
that government departments and pub- 
lic- service agencies have toward using 
people skilled in advertising and sell- 
ing," Mr. Meyerhoff says. This resist- 
ance has always come from the "intel- 
lectual elite," he notes, and for this 
reason efforts for greater advertising 
professionalism in government contin- 
ues to be opposed because of the "Madi- 
son Avenue myth." 

For this reason Mr. Meyerhoff feels 
the time is long past for advertising to 
sell itself as well as it has been selling 
its clients. 
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EDITORIALS 

Gut issue of 1967 

U ¡natter what the outcome of this week's elections, the 
next Congress is destined to take some very hard and 

long looks at the journalistic function of radio and televi- 
sion. Wise broadcasters will begin preparing now to make a 
positive assertion of their rights as purveyors of news and 
commentary. 

Last week the Senate Subcommittee on Communications 
sent to every broadcast licensee a detailed questionnaire in- 
quiring into policies and practices in the broadcast of all 
kinds of news, editorial and public affairs programs. The 
returns, which promise to provide the most comprehensive 
survey ever taken in this field of broadcasting, are intended 
to provide the basis for an extensive investigation of gov- 
ernment regulatory policy. 

On a much narrower scale, the House Commerce Com- 
mittee is all but committed to get into an investigation of 
broadcast editorializing. Representative Harley O. Staggers 
(D -W. Va.), chairman of the committee, with the reported 
backing of House Speaker John W. McCormack (D- Mass.). 
has challenged the right of broadcasters to take editorial 
positions favoring specific candidates. Mr. Staggers has 
promised that if he wins reelection for a 10th term he will 
call for an investigation. 

In neither the Senate nor the House may broadcasters ex- 
pect to find a very friendly forum. As more and more sta- 
tions invigorate their news coverage and their editorializing, 
more and more politicians become alarmed. It is the nat- 
ural reaction of all politicians to fear a loss of control over 
media with the power and penetration of TV and radio. 

When the action starts next year, broadcasters may be in 
deep trouble if they have not prepared a persuasive case 
for more freedom rather than for less. 

Undue interference 

ANYONE familiar with the folkways of Washington 
knows that senators do not erupt spontaneously on 

such prosaic matters as company mergers. 
Yet that's precisely the scene in the capital where the 

FCC is considering the ITT -ABC merger. Three senators 
have written half -a -dozen letters to the commission pro- 
testing what they imply would be hasty action if the FCC 
approves the merger now. 

The facts are that the merger agreement has been wide- 
ly publicized for a year and the actual transfer applications 
were filed eight months ago. After due public notice an 
oral hearing was held in September, satisfying the require- 
ments of FCC procedures. The antitrust division of the 
Department of Justice was practically implored to partici- 
pate in the proceedings but didn't. Its statement of last 
week that it is studying the matter came a little late and 
only after prodding from the Hill. 

Then why all the tumult after the record had been closed? 
The legal fact is that those senators, obviously goaded by 
one or more members of the professional staff involved in 
antitrust matters, actually are in violation of the rules of 
conduct. If other than members of Congress were involved, 
there would have been no question about what the FCC 
would have done routinely; the letters would have been 
returned as "untimely filed." 

But, ex -parte or not, the letters obviously have had an 
upsetting effect. Contrary to some news reports, less than 
one in a thousand transfer cases goes to hearing. Most are 
decided on the basis of appropriately filed transfer appli- 
cations. Because of the magnitude of the ABC -ITT trans- 

action, the FCC went to the unusual extreme of holding an 
oral hearing providing more than customary time for any 
parties in opposition to come forward. Since both ITT 
(in the international field) and ABC are qualified licensees, 
no question of qualifications can be raised. Assurances 
were given that ABC would function autonomously. 

The only possible issue remaining was any tendency to- 
ward monopoly. The antitrust division had its chance. It 
can have another, we assume, by going to court if it's so 
minded, after the FCC approves the transfer, which it 
should do forthwith. 

Aliens shouldn't vote 

THERE should be a simple, tidy way out of situations 
such as that posed by the acquisition of stock in broad- 

cast licensee companies by aliens beyond the limitations 
imposed in the Communications Law. 

The question has arisen most recently in contested nego- 
tiations of a French bank for more than a 30% interest in 
Columbia Pictures Corp., which owns control of Screen 
Gems Inc. SG is the licensee of radio and television sta- 
tions in New Orleans, Salt Lake City and in Puerto Rico. 
Under the law aliens may hold up to 25% of holding com- 
panies, but only 20% of licensees. 

Without discussing the merits of the Columbia fight and 
without regard to its conclusion, the way out, it would seem, 
would be to provide that stock held by aliens be non- voting, 
thus eliminating the prospect that licenses, whether broad- 
cast or common carrier, might fall under foreign control. 

The FCC coped with a somewhat analagous situation 
arising under its multiple- ownership rules, which specify 
that even as little as 1% holding in a licensee company is 
considered a "unit" in determining whether a group owner 
exceeds legal limits. The problem was presented by holdings 
of mutual funds in public licensee companies. The FCC, 
on an ad hoc basis, merely required commitments from 
mutual funds entities that they would not vote their stock 
in the licensee companies. 

The alien- ownership issue raises a different legal issue 
since the law itself spells out the limits of holdings. Routine 
amendments to the Communications Act of 1934 are en- 
acted at nearly every session of Congress. 

c. 
AccQuNT 
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Drawn for BROADCASTING by Sid Aix 
"It's so you won't have to type it on the invoices so much. 

It says: `Pre -empted by LBI!' " 
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Talent - Texas Style 

Portrait By Gittings 
Neiman -Marcus 

Frank Mills, Drake University '36, is a thirty -year veteran of broadcast com- 

munications. Frank is equally at ease doing news, weather, sports, public 
affairs documentaries, interviews, and commercial messages. Frank is an 

anchor man in communication by design at WBAP AM- FM -TV. 

WBAP Tv 
Fort Worth Dallas le 
Peters, Griffin, Woodward, Inc., National Representatives 



fits any type 
of programming format 

Why not listen to our audition tape of 
SUPERFUN 
and then stop laughing long enough 
to figure how it can hypo your 
sales and ratings. 

SUPERFUN is hundreds of comedy 
capsules timed to cure the common 
sound. 

1/ 

Among the many radio stations, with 
different programming formats, that 
have already purchased SUPERFUN 
are these 12 fine stations: 

WJBK Detroit, Michigan 
WJW Cleveland, Ohio 

WIBG Philadelphia, Pennsylvania 
KPRC Houston, Texas 
KIRO Seattle, Washington 
KIFM Bakersfield, California 
WHIO Dayton, Ohio 
KBAT San Antonio, Texas 
KDWB Minneapolis, Minnesota 
WRTA Altoona, Pennsylvania 
KXOK St. Louis, Missouri 

WQAM Miami, Florida 

SUPERFUN is created and produced 
by MEL BLANC ASSOCIATES 

and performed by a cast that tops 
the list of who's ha in Hollywood. 

SUPERFUN is tiny chunks of hilarity 
(from 10 to 150 side -splitting seconds) 
that cover the gamut of radio comedy. 

SUPERFUN is the nonsense of 
"Return to Paper Plates." 
SUPERFUN is the parody of Creative 
Homemaking With Rebecca 

.Sunnybrook. SUPERFUN is the zany 
OPEN FORUM, Boyd Poindexter's 
off -beat interviews. The Sweat shop 
With George and DeDe, and 
"The Story Lady." 

And SUPERFUN is custom -made 
promos for your station, and only 
for your station. 

SUPERFUN does for radio what 
çartoons do for such magazines as 
New Yorker, Post and Playboy. 

SUPERFUN can change your station's 
sound or sparkle it where it 
needs sparkling. 

SUPERFUN creates total audience 
involvement, from the go -go 
housewife to the long -gone motorist 
to the way out teenager. 

And SUPERFUN fits, 
no matter what your 
format. 

SUPERFUN IS AVAILABLE 
TO ONLY ONE STATION 
IN EACH MARKET. 
SO A WORD TO THE WISE: 

CALL! 

DON'T WRITE. DON'T WIRE. 

Call Dick Morrison for your 
FREE AUDITION TAPE OF SUPERFUN 

You'll find him giggling at 
SPOT PRODUCTIONS 
P.O. BOX 9360, FT. WORTH, TEXAS 
AREA CODE: 817, PHONE: 336 -8151 

CALL COLLECT 
And call today. Just for laughs. 

fol 
PRODUCTIONS 


