
efforts and I've got the scars to prove 
it." 

General Sarnoff's past, he said, is 
"worthy of his powerful talents and 
worthy, too, of the testimony of this 
notable company here tonight," but, 
"to us, David Sarnoff will always be 
broadcasting's Man of the Future." 

Dr. Wiesner, representing IEEE, said 
General Samoff's "prophetic visions of 
the enormous possibilities of wireless 
communications for commerce, public 
information and entertainment, com- 
bined with his knowledge of the tech- 
nical possibilities have provided the ob- 
jectives and challenges of a major seg- 
ment of the wireless communication in- 
dustry for more than half a century." 

General Samoff "forced us to invent 
and innovate," Dr. Wiesner continued, 
and the resulting new developments "in 
turn have made possible many other 
technical accomplishments, such as 
radar, aerial navigation, the digital com- 
puter, the electron microscope. The last 
is one of the truly great inventions of 
our time and has probably been the 
most important tool of modern-day life - 
sciences. Modem science is only pos- 
sible because of the electronic tools that 
flowed from communications research." 

What makes a 

station click 
RAB clinic told formulas 

of radio outlets 

that are faring well 

Suggestions on effective management 
of radio station operations were offered 
at the Radio Advertising Bureau's Man- 
agement Conference in San Francisco 
last Monday and Tuesday (Sept. 26- 
27). 

Miles David, RAB president, pre- 
dicted that radio stations of the future 
will draw increasingly upon the mar- 
keting field. He voiced the view that 
more radio executives will become stu- 
dents of marketing and officials often 
will be drawn from the current crop 
of product managers at such large cor- 
porations as General Motors, Procter 
& Gamble and R. J. Reynolds. Mr. 
David also forecast that radio sales 
staffs will become larger in the years 
ahead. 

Lee Morris, WSB -FM Atlanta, out- 
lined moves undertaken to sell FM 
radio, including a drive to educate 
local agencies and advertisers about the 
medium, and a sales approach that 
stresses ;'SB -FM is "a different buy" 
from its AM adjunct. Mr. Morris added 
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that research material is being issued 
to agencies to document the FM sta- 
tion's audience in terms of age, finan- 
cial ability and purchasing power. 

J. W. Killeen, wrMJ Milwaukee, pre- 
sented case histories from his station to 
illustrate his contention that "once in 
radio, advertisers can learn it is the most 
effective means of attracting customers." 
He provided brief descriptions of the 
use of radio by such diverse adver- 
tisers as a Milwaukee suburban res- 
taurant, a farm supplier and a furniture 
store. 

The Market First Gilbert L. Bond, 
Km Seattle, showed a 35mm color slide 
presentation that he said was valuable 
in selling the importance initially of 
the Seattle market and secondly of the 
radio station. It showed the city's nat- 
ural beauty, its growing economic im- 
portance, the future of its economy and 
the way taxi related to the market. He 
said the presentation already has been 
shown to agencies in San Francisco. 
New York, Detroit, Los Angeles and 
Portland, Ore. 

Tom Kelly, KARR Redding, Calif., 
traced the success of the station in the 
face of "a hotbed of competition" from 
five other radio outlets, two TV stations 
and several strong dailies and weeklies. 
The station's approach: a large in- 
formed sales staff that presents specific 
ideas to each prospect; a new promo- 
tion every month; a complete, specific 
presentation to every business in the 
coverage area at least once a year and 
consistent use of the telephone to reach 
prospects. 

James Wallace, KPQ, Wenatchee, 
Wash., said the surest way to success in 
radio station management is "to cut 
costs and increase sales." Mr. Wallace 
said that new salesmen on the station 
are trained to work closely with the 
traffic man, the newscasters and other 
key personnel so that they may grasp 
the workings of the station as a whole. 

Ira Laufer, KVEN Ventura, Calif., 
said the station's revenue had risen 
sharply in one year, attributable in part 
to an overhauling of its programing. 
The station went to a middle- of -the- 
road music approach; started editorial- 
izing; carried a program that focused 
on controversial subjects and brought 
"truly local weather reports" to the area. 

Happy Workers Michael O. Lareau, 
WOOD Grand Rapids, Mich., said radio 
management problems concern people. 
For people who work at the station, 
he said, WOOD keeps them happy by 
paying them "a little more than the 
going rate," reviewing salaries fre- 
quently and by having company picnics, 
a Christmas party and yearly golf out- 
ings. For the people who listen, WOOD 

tries to give them "good entertainment, 
information, friendship, empathy," Mr. 
Lareau stated. For the people who buy 
time, he continued. woof) provides a 

staff of four salesman who are given the 
best possible tools for presentations. 

Mr. David said that RAB regional 
sales clinics would be continued in Feb- 
ruary 1967. These meetings will be 
aimed at individual radio station sales- 
men and will not conflict with the bu- 
reau's annual management conferences. 
The management conferences, he said, 
are aimed at top station executives and 
deal with management techniques and 
problems. Three RAB conferences have 
been completed. Additional meetings 
will be held in Tarrytown, N. Y., Oct. 
6 -7; Detroit, Oct. 10 -11 and Chicago, 
Oct. 13 -14. 

NCTA regionals 
start next week 
FCC's new regulator 

of CATV will make first 
talk to the regulated 

Sol Schildhause, new chief of the 
FCC's community antenna television 
task force, makes his maiden bow to 
the industry he was appointed to regu- 
late next week. Mr. Schildhause is going 
to be the luncheon speaker at the Oct. 
10 New York regional meeting of the 
National Community Television Associ- 
ation. 

The New York meeting is the first 
of eight regional NCTA meetings 
throughout the country in the next 
four weeks. The second meeting takes 
place in Dallas on Oct. 14, the second 
day in the same city of the regional 
conference of the National Association 
of Broadcasters. 

High on the feature list for the New 
York meeting is a discussion of local 
origination for CATV between a cable 
representative and a broadcaster repre- 
senting the NAB. 

The agenda for the New York meet- 
ing calls for NCTA Chairman Alfred 
R. Stern, Television Communications 
Corp., New York, to discuss satellite 
broadcasting; Robert H. L'Heureux, 
NCTA general counsel, public utilities 
commission activities; Frederick W. 
Ford, NCTA president, the Washington 
scene; Bruce Lovett, NCTA assistant 
general counsel, CATV- telephone in- 
dustry relations to include a representa- 
tive of the telephone industry; Barry 
Crickmer, NCTA information director, 
the association's new public relations 
program; Sam Street, NCTA member- 
ship services director, member services. 

The meeting will conclude with a 
closed session for members only led by 
Wally Briscoe, NCTA administrative 
assistant. 
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