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Seven times...Boy, oh boy, oh boy, oh boy, oh boy, oh boy, oh boy!

Are we proud? We're in seventh heaven.

Media experts in seven major cities were
asked which local radio stations they chose for
the bulk of their buying.*

In every city, the great majority chose the CBS
Owned radio station as one of the top three.

Seven out of seven can't be luck. So what’s
the reason?

The reason is programming. They find talk-
and-information programming a most effective
setting for their commercials. And they want the

kind of informative, responsible programming
that people in the community respect.

Because they live in the community them-
selves, they can make sure they get what they
want. They listen to the local stations. They talk
to people around town. They know that the CBS
Owned radio station delivers the programming
and the audience — both male and female —
that they want.

And they put their money where their choice
is. Boy, oh boy!

THE CBS OWNED RADIO STATIONS

Represented by CBS Radio Spot Sales
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WCBS New York, WBBM Chicago, WEEI Boston, WCAU Philadelphia, KMOX St. Louis, KNX Los Angeles, KCBS San Francisco

*Source: Study by Charles Harriman Smith/Associates, Inc. Available on request,
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Reach the whole market

Not ONE segment over and over —Whether
your product is food, drugs, gasoline, ap-
pliances, automotive, or general merchan-
dise—WGAL-TV SELLS because you reach
the whole market every time. No other
station or combination of stations in the
Channel 8 area can claim total-market reach.

WGAL-TV

Channel 8
Lancaster, Pa.

Representative: The MEEKER Company, Inc,
New York » Chicago « Los Angeles s San Francisco
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Network program control

One tough question FCC is expected
to face in next few months is whether
it should attempt to stimulate competi-
tion among TV program sources by
limiting network control over pro-
graming. Commission’s network study
staff has proposed limiting networks’
ownership of entertainment programs
to 50% of those shown in prime time.
It has also suggested prohibiting net-
works from engaging in syndication in
U. S. and has questioned whether they
should be permitted to engage in for-
eign syndication. Proposals, obviously,
contain potential for rip-roaring con-
troversy—which is probably one rea-
son why nothing much has been done
with them in two years since they first
appeared in staff report.

One indication commission hadn'’t
shelved idea entirely was given last
summer, when networks were asked to
update conunission on their financial
and propietary interests in programs
they carry (BROADCASTING, June 8).
Time has come, said one high conymis-
sion official last week, “for us to fish
or cut bait on this.”

Curve keeps climbing

Radio sets in U. S. may reach 228
million by Jan. 1. That's preliminary
estimate of Radio Advertising Bureau,
which anticipates this breakdown:
160,512,000 in homes, 56,772,000 in
cars, 10,716,000 in public places. New
total would be 13,647,000, or 6%,
above RAB estimate of 214,353,000
sets as of last Jan. 1.

Payola hunt

Still smarting over criticism leveled
at it five years ago by House Over-
sight Committee for failure to detect
payola to disc jockeys from record-
pluggers, FCC staff is avidly pursuing
complaints regarding outlawed prac-
tice. Complaints and Compliance Di-
vision, headed by William Ray, for-
mer Chicago broadcaster, reportedly
is seeking additional personnel to in-
tensify payola field work, feeling that
mere knowledge that Washington is
watching will reduce activity.

TV line rates

Suggestions made during common
carrier hearings at FCC past few
weeks seek to encourage increased
charges for television networking via
coaxial cable and microwaves as means
of getting lower tariffs for Telpak and
other industrial communications serv-
ices. AT&T witnesses were questioned
by opposing counsel, representing Na-
tional Association of Manufacturers
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and Xerox, among others, in regard to
TV long line rates, contending profit-
ability of television warranted “fully
compensatory” increases and implying
that TV now is getting bargain rates,

Some FCC members reportedly look
with favor on suggestions and feel that
each service should pay its own way,
including 7.8% return to carrier
(which AT&T wants increased to
8% ). It's presumed AT&T companies
will explore suggestions. Record shows
no opposition from networks or broad-
casters, who, of course, would bear
increased costs along with advertisers.

Ghost walks

Man whose prose has been heard
at many National Association of
Broadcasters conferences and annual
convention or two has been writing
speeches for President Johnson in last
month of campaign. John L. Perry,
administrative assistant to LeRoy Col-
lins when he was Florida governor and
NAB president, and author of many
of governor’s speeches, was called in
by White House as campaign headed
into final month. He was consultant
to Mr. Collins’ Community Relations
Service before LBJ called.

That NBC-WBC deal

RKO General, which originally had
deal to swap its Boston stations for
NBC's Philadelphia outlets, is prepar-
ing to ask U. S. Court of Appeals in
Washington to reverse FCC decision
July 30 which ordered NBC to swap
its wrcv-aM-Tv Philadelphia for West-
inghouse Broadcasting Co.’s Xyw-aM-
FM-TV Cleveland (BROADCASTNG, Aug.
3). RKO also plans to seek fresh FCC
look into NBC-WBC arrangements.
Both Philco, which precipitated hear-
ing by applying for network’s Phila-
delphia TV facility, and NBC have
dropped opposition to FCC ruling.

Network is under federal court order
to dispose of its Philadelphia stations
by Nov. 30. Consent order followed
government antitrust suit charging that
network coerced WBC into agreeing
in 1955 to swap of Philadelphia-
Cleveland stations by threatening to
withdraw affiliations.

Trend to games?

Game show pilot being considered
by CBS-TV for possible nighttime
slotting, if needed, is tentatively called
Nantepers and would employ audi-
ence participation. NBC-TV, mean-
time, is auditioning taped pilot of

January,

Inklings, half-hour game show for
across-board slotting in daytime peri-
od either as replacement or new en-
try. It stars Jan Murray as MC and
is being produced by Jerry Hammer.

Bigger board

Again in works at FCC is promo-
tion of Sylvia Kessler, chief of Opin-
ions and Review, to FCC’s Review
Board. Board, which has four mem-
bers but sits as three-member panel,
would be increased to five, leaving
two members free to write opinions.
Miss Kessler had been recommended
for appointment to board some months
ago. Her present Grade 15 carries
salary range from $16,460 to $21,590.
Review Board members are Grade 16
with range from $18,935 to $24,175.

Soft drinks, hard cash

One of the fastest growing users of
spot TV is relatively new Sprite bev-
erages, which is expected to allocate
$4 million or more to medium this
year. Introduced in early 1961 by
Fanta Beverages Co., division of Coca-
Cola, Sprite was promoted on spot TV
to tune of $700,000. Investment in
medium was raised to $2.5 million in
1963, according to Television Bureau
of Advertising, and on basis of present
spending, $4 million mark should be
reached or passed this year.

Ticket to Manhattan

Who has inside track to operate
CATYV system in New York City? Both
Sterling Information Services and Tele-
prompter Corp. have petitioned city’s
board of estimate for franchise there
and technically both could be granted.
As practical matter, some close to
problem think city might grant fran-
chise to only one for “interim” test
period of perhaps two years, giving
winner clear head start and possibly
leading to competitive position that
could not be challenged.

Question of program control raised
by CBS in New York CATV proceed-
ing (CLosep CIRCUIT, Oct. 26) brought
fast request from Sterling for clarifica-
tion by FCC. Sterling asked commis-
sion if CATV system, before picking
up signal of station, is required to ob-
tain “express authority of the originat-
ing station.” Return wire from FCC
General Counsel Henry Geller said
commission has not so ruled and in
fact has established precedent to con-
trary. Sterling has filed FCC answer
with city franchise bureau.

by DBroapcasting PusLicaTiONs Inc,,




MORE
PEOPLE

listen to

A\ [=Ic]Radio 99

6 AM to Midnight

than any other
Philadelphia Radio Station

IVIORE total [isteners IMIORE total homes in
MORE adult listeners IMORE time periods
All estimated and limited as shown in reports: Based on average audience estimates, Monday to Friday, 6 AM
to 12 PM, PULSE—dApril.-June, 1964; Adult Audience Age 18-35, Adult Audience Age 35 and over, PULSE

LQR—November, 1962; Leads all other Philadelphia stations in circulation, Day and Night, Metro and Total,
NCS '61; Share of Audience—Total Rated Time Periods, HOOPER—August-September, 1964,
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WEEK IN BRIEF

Political spending for elections estimated at $40 million,
up from $14.2 million in 1960. Money split about evenly
between national, state and local tickets. Sec. 315 may
be financial burden. See ...

$40 MILLION FROM POLITICOS ... 23

First “meaningful” national Nielsen shows ABC-TV lead-
ing rivals in ratings race. CBS-TV lags 1 point behind,
NBC-TV 2.3 points back of leader. Arbitrons show CBS
holding narrow lead. See ...

ABC LEADS NATIONAL NIELSEN ... 58

Networks ready to wind up $25-million campaign cover-
age with most expensive, sophisticated election-night
reporting in radio-TV histery. Million-dollar computers
poised for projection race. See...

HOW NETS WILL COVER ELECTION ... 30

Audience appeal of this fall's television offerings is on
par with last year, TVQ analysis finds. Study shows new
programs account for stability of TV popularity, with boost
from young viewers. See ...

YOUTH, NEW SHOWS HELP TV...59

Senator Dodd's long-awaited report reaches expected
conclusion—violence on television is harmful to children,
Senate subcommittee warns broadcasters to clean their
own house or Congress may act. See ...

WRAPS OFF DODD REPORT ... 56

WIFE-AM-TV Indianapolis slapped with short-term re-
newal by FCC because of “improper use of ratings." Com-
mission says investigation showed ratings were used by
salesmen without proper explanations. See . ..

RATINGS BRING SHORT RENEWAL ... 36

Regional meetings of National Association of Broad-
casters nearing end. FCC's Ford tells New Orleans meet-
ing Sec 315 should be repealed, new law adopted. Pinto
of RKO defends pay television. See ...

NAB MEETS IN HOME STRETCH ... 42B

Battered Emmy awards are polished by National Acad-
emy of Television Arts & Sciences, but new system does
not meet with universal approval. CBS News leads critics
of new awards structure. See ...

EMMYS REFURBISHED ... 67

Consumers not vitally concerned with advertising, na-
tionwide study by American Association of Advertising
Agences shows. Radio-TV advertising draws most public
attention, 4A meeting told. See . . .

AD APATHY DETAILED BY 4A’S... 38

National Association of Broadcasters asks FCC for full
protection from community antenna television systems.
NAB also wants protection from CATV “threat” in grade B
areas of TV station coverage. See...

NAB WANTS STRONG MEASURES ... 47
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Bristol (Conn.) Press photo by Tom Dully

““Let every eye negotiate for itself,
And trust no agent’’

In a more sophisticated world than William Shakespeare envisioned, television permits
virtually all people to heed his advice.

For this reason, in this political year, WTIC TV3-AM-FM has continued its policy of
airing debates between Connecticut candidates for the United States Senate and House
of Representatives. Presented at times when most voters are free to watch television, the
give and take of the debates provide the best opportunity for “every eye to negotiate for
itself” and thus to determine the relative merits of those seeking to serve in important
public office.

We believe this to be an excellent way to inform the electorate and further the demo-

cratic process. WTIC TV3 — AM —FM

HARTFORD, CONN.

BROADCAST-PLAZA, Inc.
BROADCASTING, November 2, 1964



Late news breaks on this page and on page 10
Complete coverage of week begins on page 23

AT DEADLINE

ASCAP, TV networks
find common ground

First break in long-drawn round of
broadcaster negotiations and litigations
with American Society of Composers,
Authors & Publishers has come with
informal agreement between ASCAP
and TV networks, calling for reduction
in music rates of networks and owned
TV stations. Formula sets up split-level
fees, with 1963 revenues (after certain
deductions) as base. Where owned sta-
tions have been paying 2.05% annually,
they'll now pay 1.9% on revenues up to
1963 level and 1.325% on amounts
over that. This is said to be about 7%
reduction, and stations also get 30%
cut in sustaining fees. TV networks will
continue to pay 2.5% on base, but when
revenues exceed 1963 levels rate will
drop to 2% . Deal would run five years
1o Dec. 31, 1969, but lower rates would
be retroactive to Jan. 1, 1964.

What effect agreement will have on
future course of all-industry committee

representing nonnetwork-owned TV sta-
tions appears moot, at least for present.
It could set pattern—or stations may go
for even larger reductions. All-industry
group is currently suing and intermit-
tently negotiating with ASCAP, and
representatives say they intend to *“‘get
the best rate we can.” New TV network
agreement—so0 new it hasn’t been put
into writing yet—also conceivably could
affect outcome of current ASCAP cases
involving radio networks and hundreds
of radio stations.

William B. Lodge, CBS-TV vice pres-
ident for affiliate relations and engineer-
ing, notified CBS-TV affiliates of deal
Friday night (Oct. 30). He called it
“proper and advantageous” because it
terminates long and costly litigation and
ends *‘continuing escalation of total
ASCAP fees under the old licenses
which have provided ASCAP with a
gradually increasing base.”

Mr. Lodge said owned stations’ sav-
ings under one-year retroactivity of low-
er terms would be refunded by ASCAP
50% this year and 50% spread over
next two years.

Caliber of campaign
linked to Congress

Failure of Congress to suspend Sec-
tion 315’s equal-time requirements not
only prevented “debates” but also led
to lower campaign standards and “a
deplorable retrogression in information
available to voters,” Frank Stanton,
CBS president, said Friday (Oct. 30).

Speaking at Hartford (Conn.) Cou-
ramt 200th anniversary symposium, Dr.
Stanton observed that in 1960, when
Section 315 was suspended, broadcast
debates “constituted a major reform in
political campaigning,” as content of
~political dialogue” was elevated, degree
of public interest heightened and what
had begun as “a very apathetic cam-
paign culminated with the highest per-
centage of eligible voters in all our
political history turning out at the polls.”

Dr. Stanton characterized 1964 cam-
paigning, with no Section 315 suspen-
sion, as “‘a throwback to some of the
least distinguished in our political an-
nals.”

Among effects of failure to repeal
Section 315 Dr. Stanton cited follow-
ing: absence of face-to-face confronta-
tions between candidates, and fact
broadcasters could not carry presiden-
tial news conferences without being sub-
ject to providing equal time for all

CRIADCASTING, November 2, 1964
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other legally qualified candidates for
Presidency.

He stressed that responsibility for
correcting this situation lies not with
FCC, courts, candidates or broadcast-
ers but “squarely with Congress.”

Political business
continues to pour in

New political orders revealed Friday
(Oct. 30) at CBS-TV and NBC-TV
represented additional outlays to pre-
election campaign expenditures for na-
tional tickets (see page 27).

Democratic business: Johnson for
President Committee pre-emption of
CBS-TV's What's My Line? at 10:30
p.m. Sunday (Nov. 1) and Women’s
Apparel Industries Committee to Elect
Johnson - Humphrey pre - emption of
Password on CBS-TV, today (Nov. 2),
2-2:30 p.m. EST. Both placed through
Doyle Dane Bernbach. Revised esti-
mate of Democratic TV network cam-
paign spending (Labor Day through
election eve): $1,671,800.

At NBC, National TV Goldwater-
Miller Committee, through PR Coun-
sellors, Hollywood, purchased two half
hours making up 8-9 p.m. EST period
on Saturday (Oct. 31) on TV network.
Pre-empted: Mr. Magoo and Kentucky
Jones. Republican TV network cam-

paign spending now comes to estimated
$1,985,000. Total network political
spending for national candidates over
campaign period: $3,656,800.

Committee on Political Education of
AFL-CIO also ordered 15-minute seg-
ment (Nov. 2, 7:45-8 p.m. EST) on
NBC Radio for address by former
President Harry S. Truman. Agency:
Furman, Feiner & Co., New York.

In another late move, sales managers
of about 4,400 commercial radio sta-
tions were enlisted by Democratic Na-
tional Committee to help sell election
day spots to local Democratic groups.

Each sales manager received tape of
spots featuring hourly countdown on
time left to vote for Democratic ticket
and letter requesting sales department
to contact local Democrats.

Lloyd Wright, media director of na-
tional committee, explained that sta-
tions had been asking his office who was
buying time in their area and where
they could obtain campaign materials.

Unequipped to deal individually with
so many stations, Mr. Wright felt sta-
tions would be willing to sell Demo-
crats on their own campaign. Maneuver
was not publicized in belief Republicans
might find it good enough to adopt.

Chris Craft earnings up
for nine months in '64

Chris Craft Industries Inc., diversified
West Coast firm that also owns three
television stations, reported lower reve-
nues but improved earnings for 1964’s
first nine months over same period last
year. Per-share earnings were up 17%
and pretax earnings jumped 34% to
$3,186,593.

Chris Craft owns xcop(tv) Los
Angeles, kpTv(TV) Portland, Ore., and
wTCN-Tv Minneapolis-St. Paul.

Nine months ended Sept. 30:

1963
Earned per share $1.16 $0.99
Consolidated sales 51,214,127 52,684,402
Federal income
taxes 1,510,000 940,000
Net income after
taxes 1,676,593 1,436,303

FCC holds Sat. session
on Republican complaint

FCC was to go into special meeting
Saturday (Oct. 31) to consider Senator
Barry Goldwater’s fairness doctrine
complaint against ABC, CBS and NBC
(see page 26).

Meeting had been tentatively set for
Friday, but was postponed to enable all
seven commissioners to participate in
person. Commissioners Robert E. Lee

more AT DEADLINE page 10
9



and Frederick W. Ford, both Republi-
cans, were out of Washington on Friday.

Controversy grows out of effort by
Republicans to obtain free network
time for GOP presidential candidate to
reply to President Johnson’s Oct. 18
foreign policy address.

Commission might have used confer-
ence telephone to enable absent com-
missioners to participate in meeting
Friday. This was procedure followed
two weeks ago when with three mem-
bers absent, commission was asked for
equal-time ruling on President’s speech
{BroADCASTING, Oct. 26). But officials
Friday said use of “squawk box” was
not regarded as satisfactory substitute
for face-to-face meeting.

ABC riding high on
crest of Nielsens

ABC continued to hold strong lead
over CBS and NBC in 30-market
Nielsen TV ratings for the 7:30-11 p.m.
periods during week of Oct. 18-25. In
report released Friday (Oct. 30), ABC-
TV’s average for nights in week was
21.4 rating and 33.3 share, while NBC-
TV continued to hold second place with
18.4 rating and 28.8 share. CBS-TV
had 17.7 rating and 27.6 share. ABC-
TV led on Monday, Tuesday, Thursday
and Friday, while NBC-TV was first on
Wednesday, Saturday and Sunday.
ABC-TV had 19 of the top 35 shows;
CBS-TV had 11 and NBC-TV had 5.
Top 35 shows are in rank order but
without individual ratings:

Rank
Oct, Oct,
18-25 12-18
1 2 Fugitive (ABC)
2 1 Bewitched (ABC)
3 8 Peyton Place | (ABC)
4 3 Bonanza (NBC)
5 8 Peyton Place 11 (ABC)
6 22 No Time for Sgts. (ABC)
7 20 Munsters (CBS)
8 10 My Favorite Martian (CBS)
9 13 Ed Sullivan (CBS)

10 6  Addams Family (ABC)
11 4 Combat (ABC)
12 30 Gilligan’s Island (CBS)
13 35 Voyage to Bottom of Sea (ABC)
14 5 My Three Sons (ABC)
14 14 Dick Van Dyke (CBS)
16 18 Patty Duke (ABC)
17 33 Beverly Hillbillies (CBS)
18 25  Wendy and Me (ABC)
18 —  0Qzzie & Harriet (ABC)
20 12 McHale’s Navy (ABC}
20 16  Saturday Night Movie (NBC)
22 10 Gomer Pyle (CBS)
23 23 Bing Crosby (ABC}
24 26 Tycoon (ABC)
24 28  Valentine's Day (ABC)
24 31 Red Skelton (CBS)
24— Kraft Theater (NBC)
28 31 Andy Griffith (CBS)
29 —  Walt Disney (NBC)
30 15 Wednesday Night Movie (NBC)
31 17 Sunday Night Movie (ABC)
32 — Lawrence Welk (ABC)
32 —  Ben Casey (ABC)
34 29  Lucy Show (CBS)
K L J— Perry Mason (CBS)
10

WEEK’S HEADLINERS

Peter H. Dailey, VP-account super-
visor, Foote, Cone & Belding, Los An-
geles, has been appointed VP and
manager of Los Angeles office of
Campbell-Ewald Co. Nelson Carter,
VP who has been serving in that capac-
ity, will continue to supervise key ac-
counts and will assume additional duties
as coordinator between agency’s West
Coast division and Detroit headquarters
as well as Campbell-Ewald offices in
Chicago and New York.

For other personnel changes
see FATES & FORTUNES

CATV pole policy
expected from AT&T

Word was expected from AT&T over
weekend or early this week clarifying
whether its Bell telephone companies,
seeking community antenna television
construction and leasing business with
new tariffs proposed in many states, will

permit private systems to use their tele- -

phone poles.

Ben Conroy Jr., chairman of National
Community Television Association pole
line committee, and Robert L’Heureux,
NCTA general counsel, met with AT&T
officials early last week on this, but re-
sults were not announced, although
phone firm said it would make public
statement shortly.

AT&T spokesman said previously that
policy was to give attachments, but at
same time Southern Bell Telephone, an
AT&T company, said it had just revised
position and wasn’t permitting pole con-
nections (BROADCASTING, Oct. 19).

Meanwhile, it has been learned that
public utilities commissions in Mississip-

pi and Alabama have, like North Caro-
lina’s, suspended new Southern Bell
CATV tariffs until next year, with
hearings in offing.

ABC-TV continues its
hold on Thursday

ABC-TV led Arbitrons in average
ratings Thursday night (Oct. 29), NBC-
TV 8 behind and CBS-TV trailing.
ABC had 17.0 average for 7:30-11 p.m.
EST period and led in three half-hours,
tieing with CBS in one; NBC had 16.2
and led in two half-hours; CBS had 14.9
and led in one, in addition to its tie
with ABC.

Networks noted profusion of political
pre-emptions as election campaigns
reached climax. Many of local pre-
emptions in particular have reduced
lineups and distorted rating picture.

Thursday, Oct. 29

Arbitron
Rating Share
7:30
ABC Flintstones 12.1 22
CBS Munsters 18.8 35
NBC Daniel Boone 14.5 27
8:00
ABC Donna Reed 16.5 30
CBS Perry Mason 15.9 29
s'!i%c Daniel Boone 16.5 30
ABC My Three Sons 18.7 33
CBS Perry Mason 18.2 32
NBC Dr. Kildare 159 28
9:00
ABC Bewitched 237 40
CBS Password 124 21
NBC Dr. Kildare 17.3 29
9:30
ABC Peyton Place {! 235 4
CBS GOP Political 123 22
NBC Hazel 146 26
10:00
ABC Jimmy Dean 13.1 26
CBS Defenders 14.1 28
NBC Perry Como 172 34
10:30
ABC Jimmy Dean 113 25
CBS Defenders 127 28
NBC Perry Como 17.3 38

Majority of voters polled in Cali-
fornta congressional district said net-
works should be permitted to project
election outcome while polls are
open, Representative Alphonzo Bell
(R-Calif.) reported Friday (Oct. 30).

Fifty-six percent of first 10,000
constituents responding to his Sep-
tember poll said “no” to question,
“Do you believe in forbidding net-
works from projecting election re-
turns until all polls are closed?”’
Thirty-seven percent said *“yes” and
7% were undecided.

Calif. voters don't mind predictions

Ironically, issue of banning net-
work projections based on early re-
turns from East was raised because
of winner “declaration” by CBS
News in California primary before
all polls had closed in state. Legisla-
tive remedies have been proposed;
some would muzzle networks, others
would have uniform poll closing
time, but for Tuesday’s (Nov. 3)
election networks have free hand, al-
though outright “declarations” won’t
be made and projections will be
clearly labeled (see page 30).
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Television for young adults is one of 20 distinct categories of programming this year
on WPIX TV/11. The hour Clay Cole Shows and the hour Lloyd Thaxton Show is television
that turns young people on — exhilarates, delights, enchants. The Clay Cole Shows and The
Lioyd Thaxton Show...cone of 20 Different Worlds of Entertainment that give WPIX TV/11
the scope, quality and appeal of a network. WPIX TV/11, New York’s One-Station Network.

NEW YORK
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you will demand the extra
guality and precision of
Nortromics tape heads! Al
Mortronics heads featura:

and deposited guartz gap
for superior high fre-
quency response, and . . .

Replace worn
tape heads with
Nortronics factory rec-
ommended replacement
heads—available from
your local Electronics
Distributor!

For complete information on Nortronics
ReplaCeme_nt Heads for broadcast application,
write today for Form No. A-12.

8173 Tenth Ave. N., Minnaapolis, Minn. 55427
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A calendar of important meetings and
events in the field of communications.

uIndicates first or revised listing.

NAB FALL CONFERENCE SCHEDULE

Dates and places for balance of the
fall conferences of the National Asso-
ciation of Broadcasters:

8 Nov. 9-10—Statler hotel, Detroit.

® Nov. 12-13—Hotel Ten Eyck, Al-
bany, N. Y.

B Nov. 18-17—John Marshall hotel,
Richmond, Va.

DATEBOOK _

NOVEMBER

Nov. 2—Hollywood Advertising Club lunch-
eon, Sam Cooke Digges, president, Inter-
national Radio & Television Society, will
speak. Hollywood Roosevelt.

mNov. 3—Fourth quarterly meeting of Coun-
try Musjc Association. Capitol Park Inn,
Nashville.

mNov. 5—Annual membership meeting and
election of directors of Country Music Asso-
ciation. Andrew Jackson hotel, Nashville.

Nov. 5—Second Canadian Radic Commer-
cials Festival, sponsored by the Canadian
Radio Sales Bureau and the Radio & Tele-
vision Executives Club. Entries closed Sept.
19. Duplicate awards will be made for
English and French commercials. There are
three entry groups and four commercial
categories. Park Plaza hotel, Toronto.

Nov. 8-7—~Fall meeting of Maryland-D. C.-
Delaware Broadcasters Association, Wash-
ingtonian motel, Gaithersburg, Md.

Nov. 8-7 — W§SM's Grand Ole Opry 39th
birthday celebration. Nashville.

Nov. 6-8—Fourth annual conference of Ad-
vertising Federation of America’s second
district. Saturday program includes speech

“Freedom Must Advertise” by Thomas C.

Dillon, president, BBDOC. Panel members for
“How Well Has America Advertised Itself”
include: Josephine Foxworth, vice president,
Calkins & Holden; Melvin S. Hattwick, ad-
vertising director, Continental Oil Co.; Carl
W. Nichols Sr., president, Cunningham &
Walsh; Armando M. Sarmento, president,
McCann-Erickson; William E. Steers, chair-
man, Doherty, Clifford, Steers & Shenfield,
and Walter Weir, chairman, executive com-
mittee, West, Weir & Bartel. Pocono Manor
Inn, Pocono Manor.'l?a.

Nov. 7-8—Western area conference of
American Women in Radioc & Television,
Beverly Hilton hotel, Beverly Hills, Calif.

Nov. 8-11-——Annual meeting of Association
of National Advertisers. Opening business
session Monday will deal with professional
and managerial responsibilities of the ad-
vertising executive; Monday afternoon ses-
sion will study “important current advertis-
ing problems and issues,” including develop-
ments affecting broadcast advertising. Tues-
day session will deal with specific advertis-
ing and marketing concepts and case his-
tories. Wednesday program includes first full
report of American Association of Advertis.
ing Agencies’ findings in its consumer-atti-
tudes study, by Williamm Weilbacher, C. J.
LaRoche & Co.; and talks on “Are Your Ads
Affected by the Company They Xeep?' by
Lee Rich, Benton & Bowles, and “Do They
Go Out for Beer When Your Ads Appear?”
by Ken Snyder, creative consultant. The
Homestead, Hot Springs, Va.

Nov. § — Broadcasters Club reception for
members of Federal Trade Commission.
Broadcasters Club, Washington.

Nov. 10—ABC Radio regional affiliates meet-
ing, Detroit,

Nov. 10—Deadline for commenis on Fed-

eral Trade Commission’s proposed rulemak-
ing to define description of TV screen sizes.

Nov. 10-11—FEastern annual conference of
American Association of Advertising Agen-
cles meets in New York at Hotel Plaza.
Thomas C, Dillon, president of BBDO, is
chairman of region board of governors.

sNov. 11—Open membership meeting of New
York chapter of National Academy of Tele-
vision Arts & Sciences. Rod Serling, ATAS
president, will speak., Hotel Astor.

Nov. 11-14—Annual conference of Radio-
Television News Directors Association, Rice
hotel, Houston. Keynote speaker will be
John B. Connally, governor of Texas.

mNov. 12—New York chapter of National
Academy of Television Arts & Sciences pre-
sents “The Future Manpower of Television”
forum, produced by Westinghouse Broad-
casting’'s George Norford. Among" partici-
pants: Donald H. McGannon, president,
Westinghouse Broadcasting Co. and Louis
G. Cowan, former president of CBS-TV.
Hotel Astor.

Nov. 12—Public service workshop for per-
sonnel of civic, social and welfare organi-
zations in how to use radio most effectively.
All-day meeting sponsored under joint aus-
pices of the Southern California Broadcast-
ers Association and the University of South-
ern California at the university campus, Los
Angeles,

Nov. 13-ABC Radio regional affiliates meet-
ing, Albany, N, Y.

Nov. 13~0RK-CATV Association (Oklahoma
and Kansas) annual meeting. Sheraton-
Oklahoma, Oklahoma City.

Nov. 13-14—Board of trustees meeting of
educational foundation of American Wom-
en in Radio & Television, Washington.

ENov. 15—Meeting of National Community
Television Association committees on pole
lines, policy review and ETV. Madison hotel,
Washington.

aNov. 16—The Katz Agency’s meeting for its
client stations’ promotion managers, during
seminar of Broadcasters Promotion Associa-
tion. Pick-Congress hotel, Chicago.

Nov. 16—The Katz Agency’s meeting for its
garding common carrier eligibility and the
transfer of noncommon carrier stations
from the Business Radio Service to a new
Community Antenna Relay Service.

Nov. 16—Edward Petry & Co. annual pro-
motion seminar at Pick-Congress, Chicago.

Nov. 18-17—Fall meeting of Oregon Asso-
cliation of Broadcasters, featuring reception
éol; state legislators, Marion motor hotel,
aiem,

Nov. 18-18—Annual convention of the
Broadcasters’ Promotion Association, Pick-
Congress hotel, Chicago.

mNov. 16-18—Board of directors meeting of
National Community Television Association.
Madison hotel, Washington.

mNov. 18-19—Membership meeting of Tele-
vision Bureau of Advertising. New York
Hilton.

Nov. 17—First annual Georgia FM Day
seminar sponsored by Georgia Association
of Broadcasters. Riviera motel, Atlanta.

Nov. 17—ABC Radlo regional affiliates meet-
ing, Richmond, Va.

aNov. 17—First of eight seminars on media
research by New York chapter of American
Marketing Association. “The Function of
Media Research” will be discussed.

Nov. 17-18—Television Bureau of Advertis.
ing's 10th annual meeting, New York Hilton.

Nov. 19—East Central annual meeting of
American Association of Advertising Agen-
cies in Detroit at Hotel Sheraton-Cadillac,
John S. Pingel, president of Ross Roy Inc.,

BROADCASTING, November 2, 1964
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This little wafer of glass is one of the
most significant telephone advances since
the invention of the transistor.

Reason? It's a complete electrical circuit,
ready to be slipped into a piece of communi-
cations equipment.

In the years to come, as it finds its way
into new Bell System “hardware,” it il
save money and help hold down the cost of
vour telephone service.

We deposit thin films of metal only four
niillionths of an inch thick on a glass surface
like that shown in the picture above.

Because thin-Alm circuits are photo-etched
on the glass, they can be made economically.

And because a number of components
and connections can be consolidated into one
unit, thin-ilm circuitry is extremely reliable
and precise.

Thin-film technology has benefited from
many important contributions by Bell Tele-
phone Laboratories. It is now being applied
to a number of Bell System products manu-
factured by Western Electric. Among these
are a new Electronic Central Office, a new
high-speed data transmission system, and a
new switchboard.

Thin as the Alm is, its future is big in our
plans to keep improving your telephone ser-
vice while helping to hold down its cost.

Bell System
American Telephone and Telegraph Co. and Associated Companies
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A LEADER

Hit Central New York's rich 24 counties with com-
mercials delivered by WSYR-TV—thelcaderinthe
market year after year. I1t’s important to use the
leading station in a market that has:

Population of 2,508,700
Buying Power—385,4,84,133,000
Total Homes—740,870

TV Homes—689,800

Retail Sales—3$3,273,465,000
Food Sales——8789,846,000
Drug Sales—894,327,000

(Market Data Souree—SRDS, Jan/64)

WSYR-TV DOMINATES

. . . because of SEVEN YEARS of UNBROKEN
LEADERSHIP in the market, in ARB REPORTS.

NUMBER ONE in HOMES ==
DELIVERED . . . *20 PER b}
CENT over Station No. 2. .. |
*65 PER CENT over ¥
Station NO. 3. oot ]

"-lvu:un NY
nimrland

*ARB for March, 1964, Sign-on lo
Sign-off, Monday thru Sunday. |

NBC
AFFiliare

Get the Full Story from HARRINGTON, RIGHTER & PARSONS

Y A AFi R . A

Ef.il::ﬂ.i:f.-"'i . STHHHSE N. Y. 100 KW
Plus WSYE-TV chanael 18 ELMIRA, N. Y.
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that city, chairman of regional board of
governors, will preside.

Nov, 19-20—Fall convention of Ohio Asso-
ciation of Broadcasters. Speakers include
George Storer Jr., chairman of National
Association of Broadcasters-Radio Advertis-
ing Bureau Methodology Steering Commit-
tee and president of Storer Broadcasting
Co.; Charles Stone, manager of NAB radio
code; FCC Commissioner Kenneth A. Cox;
Robert J. Burton, president of Broadcast
Music Inc¢.,, and Robert Mason, chairman of
All-Industry Radio Music Licensing Commit-
tee. Christopher Inn, Columbus.

Nov. 20 — International Radio & Television
Soclety newsmaker luncheon. Juana Castro,
sister of Cuba’s Premier Fidel Castro, is
guest speaker., Waldorf Astoria, New York.

Nov. 23 — Comments are due on FCC’s
notice of inquiry and proposed rulemaking
regarding mutual funids and other invest-
ment houses that are in technical violation
of multiple ownership rules.

Nov. 25-28—Television Information Office
TV festival at 54th annual convention of
National Council of Teachers of English,
Cleveland.

OECEMBER

Dec. 2-5—Sigma Delta Chi national conven-
tion at Hotel Muehlebach, Kansas City,
Mo. Keynote address to be given by Ben-
jamin M. McKelway, Washington Star
(WMAL-AM-FM-TV Washington and WSVA-
AM-TV Harrisonburg, Va.).

Dec. 4—FCC deadline for reply comments
regarding common carrier eligibility and
the transfer of noncommon carrier stations
from the Business Radio Service to a new
Community Antenna Relay Service.

Dec. 7—Hollywood Advertising Club lunch-
eon. Selig Seligman, president of Selmur
Production, Los Angeles, will speak. Holly-
wood Roosevelt hotel.

Dec. 8 — Los Angeles Advertising Club
luncheon. Mayor Samuel Yorty will pay
tribute to city's broadcasters, Statler-Hilton.

Dec, 10 — Awards luticheon of the Art Di-
rectors Club of Los Angeles, announcing
winners of the 1964 competition of western
advertising and editorial art. Statler-Hilton,
Los Angeles.

Dec. 18 — Reply comments are due on
FCC’s notice of inquiry and proposed rule-
making regarding mutual funds and other
investment houses that are in technical
violation of multiple ownership rules.

JANUARY

Jan. 15-17—Board of directors meeting of
American Women in Radio & Television,
Hilton hotel, New York.

Jan, 22-23—Meeting of radio code board of
National Association of Broadcasters, Los
Angeles,

Jan, 22-24 — Advertising Association of the
West convention. World Trade Center, San
Francisco.

Jan. 25-20—Winter meeting of boards of
National Association of Broadcasters. Palm
Springs Riviera, Palm Springs, Calif.

Jan, 26-28—Twentieth annual Georgia Ra-
dio-TV Institute, University of Georgia,
Athens. Forum is sponsored by university
and Georglia Association of Broadcasters.

FEBRUARY

Feb. 2-3—Advertising Federation of Ameri-
ca/Advertising Association of the West con-
vention. Statler-Hilton, Washington.

Feb. 4-5—Annual conference of presidents
of state broadcasting associations under
auspices of National Association of Broad-
casters. Shoreham hotel, Washington,

windicates first or revised listing.
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We do “try harder”
for each of our stations
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TELEVISION

Because we don’t
represent too many

You may be sure each one of our TV stations means more to us. Each one gets
more interest, attention and effort — because we do not represent too many.

The group operators seem to think well of the short list too. When Westing-
house, Storer, Metromedia, R. K. O. General, A. B, C. Spot Sales and others set
up their own representation, they got more concentration of interest. You can
get almost all the advantages of this privately owned representation right now
through us. We can give it to you without the risk or cost of setting up your own
organization.

Your station has special features, special qualities that must be sold. If you are

on a “long list” they may not be getting the special interest and attention they
deserve.

Would you like us to tell you how to get better representation?

PAUL H. RAYMER COMPANY, INC.

Station Representatives Since 1932

NEW YORK CHICAGO DETROIT ATLANTA DALLAS SAN FRANCISCO HOLLYWOOD
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METRO-GOLDWYN-MAYER FEATURE FILMS HAVE THE STAR-POWEI
NATALIE WOOD / SPENCER TRACY /KIRK DOUGLAS / DEBBIE REYNOLD:
ROBERT TAYLOR /LANA TURNER / JAMES MASON / DOROTHY McGUIR
DEBORAH KERR /RED SKELTON / CYD CHARISSE / STEWART GRANGE
PIER ANGELI/ JEFFREY HUNTER /ARLENE DAHL /BARBARA STANWYC
JANE POWELL/ WALTER PIDGEON / RICHARD BOONE / LESLIE CAROI

S POTICTAON WO




THAT MEANS DRAW-POWER: ELIZABETH TAYLOR/DAVID NIVEN
PAT CROWLEY / FRED ASTAIRE/ GEORGE HAMILTON / ROBERT WAGNER
FRED MACMURRAY / JOAN FONTAINE /PETER LAWFORD / JANET LEIGH
ANN BLYTH/JEAN SIMMONS / CHARLES LAUGHTON /JOAN BENNETT
JOSEPH COTTON /VAN JOHNSON / GREER GARSON / ELEANOR PARKER
EDWARD G. ROBINSON. . ... ALL IN THE NEW MGM/5 FOR TELEVISION

Bo e D A R S e e SRR 3 EEkE

RSP i TN s ol i, R

AT R o) O ;
eST:FIRST-RUN-FOR
A .y .- ) ._".I s e '- 0y e
; g S isvet; Tl o S el
e o
i =

X

S/

.....



REPRINTS AVAILABLE

SPECIAL REPORT:

RADIO

Mossive research into radio’s audience
by Siadlinger shows 80 million odults listen
every day. Semple of almost 29,000 shows
biggest share of listeners are younger, bei-
ter educoted thon averoge. . . .

Those who ore considering buying time on
radio now have more, better documented
sources thon ever fo check where and when
fo sell their products. Audience statistics
and demographics abound.

Interest in “Special Report—Ra-
dio,” which appeared in the Sep-
tember 28 BROADCASTING, has

been great. For example:

“. .. We are most interested in
getting copies into the hands of
potential clients, agencies, ete.
in thisarea.—F. F. Mike Lynch,
KFDI Wichita, Kan.

“, . . To paraphrase, in our
hearts we know that radio is
right. Let us share this infor-
mation with others.—Lionel F'.
Baxter, vice president radio
div., Storer Broadcasting Co.,
Miamsi Beach.

“ .. It is done with BROAD-
CASTING’s customary excel-
lence and is truly a service to
all in the industry.—William
H. Steese, Edward Petry & Co.,

New York.

ORDER YOURS NOW

*50¢ each up to 25 copies
40¢ each for 26 to 100 copies
$35.00 3 100 for larger amounts

20 pages, 82" x 11”7

*on orders for less than 10 reprints,
please attach remittance.

Reader’s Service
B d .
THE BUSINESSWEEKLY OF TELEVISIDN IIND RADID

1735 DeSales Street, N.-W.,
Washington, D. C. 20036

8

OPEN MIKE® '

Neighbors

Ep1Ttor: ABC, CBS and NBC will be
rubbing elbows with other “‘elements of
the broadcasting business” when the res-
idency of the first two is accomplished
fact on the Avenue of the Americas
north of 30 Rockefeller Center (BROAD-
CASTING, Oct. 19).

Any others can speak for themselves.
From us, just a reminder that the New
York office of the National Association
of Broadcaster’s Code Authority has
been located in the Time and Life build-
ing, 1271 Avenue of the Americas, since
the building opened in 1960. As of
about two years ago, the same goes for
the NAB research department.

Minute of staff, compared with our
network and group station confreres, we
too are here, actively at work, and hope-
fully, meaningful for broadcast audi-
ences, broadcast advertisers and broad-
casters.—Stockton Helffrich, manager,
NAB Code Authority, New York.

Lessons from the past

Epitor: While the broadcasting indus-
try has an apparent built-in disinclina-
tion to look backwards before leaping
forward, in the midst of the current
misuse and perversion of the media—
radio as well as TV-——it might be well to
look back to the wisdom the late Ed
Klauber brought over from his desk at
the New York Times to CBS and the
National Association of Broadcasters,
when he recommended that broadcast-
ing permit no dramatizations of political
issues, either as spots or featured pro-
grams during a campaign.

He got through an interpretation of
the code that political issues must be
stated factually on the air in honest so-
licitations for or against candidates or
issues, lest the issues of the campaign,
hard enough for many to understand at
any time, be further confused or ob-
scured by clever and prejudiced appeals
to ignorance or latent bigotry.

This has nothing whatever to do with
the right of free speech anymore than
did the earlier code restraint against a
flushing sound from the bathroom on
radio during the early evening meal
hours deny the use of radio to legitimate
household chemical manufacturers.

It would seem that a deeper respect
and knowledge of the broadcasting me-
dia is needed by both political parties
and a quick look at the ugly creatures
they have exposed to daylight by the
stones of decency and restraint they
have cast asunder in the past few weeks.
—Edward M. Kirby, director of public
relations, USO Inc., New York.
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World’s greatest bridge tunnel, gigantic port
expansion, South’'s greatest urban redevelop-
ment, and other aspects of the Tidewater, Vir-
ginia, boom have been featured by virtually
every major news and business publication in
the U.S. From 1960 to 1963 Virginia surpassed
every state east of the Mississippi except Florida
in population growth rate—and most of Virgin-

ia's growth has been in Tidewater—metro Nor-
folk and Newport News!

WTAR-TV and Radio, in tempo with Tidewater,
are the media for motivation* of people in this
great market on the move! Tidewater, Va., is the
hottest spot in the U.S. today for a new business
dollar. TideWTAR is a better way to spell it, and
self it.

“For example, our 28-man news and public affairs staff is believed to be the largest in the entire South.
WTAR TELEVISION & RADIO—CBS AFFILIATES FOR NORFOLK-NEWPORT NEWS, VA.

Represented by The Original Station Representative




MON DAY MEMO from SAM ZAISS, Tidy House Products Co., Omaha

Tidy House, the company that radio built

There wouldn't be a Tidy House if
there had not been radio first. Radio
built our company. Let me go back to

explain how Tidy House grew from a -

basement to a multi-million dollar op-
eration—thanks to radio.

About 1940 a man selling a cleaner
over KMa Shenandoah, Iowa, came to
General Manager Cy Rapp and Com-
mercial Manager Al Ramsey with the
suggestion that they buy his product,
Perfex. He had been selling it over kMa
and because of the rather small success
enjoyed, he thought Cy and Al might
be interested on a “sideline” basis. They
were reluctant, but agreed on a royalty
basis.

Things moved along pretty well. A
few orders came in every day—and
Mrs. Rapp and Mrs. Ramsey mixed and
packaged Perfex in the Rapp basement
and mailed each package at the Shenan-
doah post office.

Nothing spectacular, but a nice side
income. But one day they reasoned:
“If we can do this with one station,
why couldn’t we do twice as well with
two stations?’ They tried—and it
worked. And so did a third and a
fourth station. Within a few years they
were selling more than 7 million per
year from a regional operation. A true
Horatio Alger story with appropriate
credits to radio.

When I joined Tidy House some ten
years ago, we were spending $1.5 mil-
lion yearly in advertising and well over
90% of that was in radio.

Told We Were Wrong = Feeling
flushed with our success, we did what
a good many before us had done: We
hired experts to tell us why we had
done what we had done. And we
learned that all of the things we were
doing were wrong. We learned that we
were terribly out of date using an old
out-of-date medium called radio. Worse
than that, we were using a homemaker
show. It was talking to all of the wrong
people—people with not enough educa-
tion . . . people without enough kids,
or with too many kids . . . etc., etc.

So what do we do? First we took that
old radio money and put in into a real
modern medium, television, and then hit
them in Chicago, Philadelphia, Cleve-
land and Detroit. We did . . . and we
fell flat on our puss!

Sure, Chicago can offer more heavy
users and maybe more and better socio-
economics, too. But can it offer all of
that and frequency and impact at the
same time? Let’s find out: we could
spend, and we did, $100,000 a year in
Chicago on TV (about 7% of our

20

budget) and we could get less than
four spots per week on a TV station . . .
and daytime at that! Now, how do you
divide five’ key products into fewer
than four TV spots? And sleep nights
when you know your well-heeled com-
petitors are buying at the end rate and
you don’t qualify for that with your
schedule?

Backfired = So, after many years of
Tidy House covering its 22-state area
with radio, we found ourselves more
than a little uncovered using television.
Television is the most effective sales-
producing medium for most products,
but let’s not overlook the cost. With a
budget of our size against our product
line and our area of distribution, we
could not get either frequency or im-
pact through any medium except radio.

After several years, we concluded
that Tidy House was just too darn little
to fight all those big bullies, so we went
out and got ourselves merged. We got
a big brother to help us fight. But, for
various reasons, that didn’t work either.
So we got divorced.

In June of this year Tidy House
again struck out on its own and the first
thing we did was to get back on radio

. on a 52-week basis. We probably
never would have revived the Tidy
House brands if radio had not been
available and if we did not know first-
hand what radio could do. We needed
something we could get into fast—to
pump nourishment into our moribund
products. We needed flexibility—a me-
dium we could tailor. We needed a me-
dium which could give us an aura of
dominance—even if only apparent. We
needed a medium that wouldn’t break
us with production costs. And so, to-
day in almost all of our key markets we
sponsor morning news, weathercasts
and the Martha Bohlsen Show. We are
back with the kind of frequency that
built Tidy House originally, utilizing

Angeles.

the medium that built Tidy House.

What’s so creative about that? Maybe
not much—and then again perhaps
quite a little.

How many people truly recognize the
personalized nature of radio? Radio
stations by varied programing ap-
proaches have specific appeals. And,
of course, radio’s extreme flexibility is
well known to all.

For targeting on potential customers,
personalized radio gives an almost-un-
surpassed opportunity. Radio is the
way the relatively small advertiser can
speak to an audience—perhaps not the
biggest mass audience, but his audience
because he speaks to it daily.

I saw the other day that the Purex
Corporation, which trails the big three
soapers by at least several light years,
turned up with a profit of $8 million.
Now, that’s one heck of a profit for
running a lousy fourth. The point is,
there are several ways to make money.
And it does not necessarily follow that
following the leader is the best way.

Resurgence Through Radio = Tidy
House today is back in business for
itself and has been since June. We
are back at the same old stand using
radio—and we’re using it to just about
the same degree we were 10 years ago.
And what’s happening? Keep in mind
that prior to June 1, Tidy House
Products for several years had been
on an uninterrupted downhill course.
But I am pleased to report that the Tidy
House downtrend has been arrested. ..
in fact, we are undergoing a very strong
resurgence. So much so that today the
biggest problem we have is preventing
out-of-stock conditions at retail.

Radio must receive a very large
amount of the credit for this comeback.
We have used no other medium to date.
And I can assure you that radio will
continue to figure very prominently in
Tidy House marketing plans.

Sam Zaiss, for many years an advertising
copy writer and editor, at one time was
public relations director for Rexall in Los
In addition to his associations

with Tidy House, he has been division

marketing manager of Pillsbury Co. At
present Mr. Zaiss is vice president and
marketing director of Tidy House Prod-
ucts. Herewith are excerpts of his address
to the NAB program clinic in Omaha, one
of the strongest testimonials ever ac-
corded radio’s selling power.
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Campaign radio-TV $40 million

Total, about evenly divided between national

tickets and state and local slates, compares
with $14 million spent for 1960 broadcasts

The elections tomorrow will mark
the end of a frenzied season of free-
spending political campaigns that in-
vested an estimated record total of $40
million in television and radio.

This estimate, compiled by BRroAD-
CASTING from unofficial but authorita-
tive sources last week, represents
nearly three times the $14.2 million
spent in the 1960 campaigns, at that
time a record in itself.

The $40 million estimate does not
include production costs, and it would
be swelled by additional millions if
data on pre-convention primary cam-
paign expenditures were available.

Half for National Ticket = Approxi-
mately half of the total was spent in
support of the national tickets of Pres-
ident Lyndon B. Johnson and Senator
Hubert Humphrey for the Democrats
and Senator Barry Goldwater and Rep-

presidential campaigns said last week
that a change in equal-time require-
ments would help bring costs down.

Their purpose is to make candi-
dates independent of large contribu-
tors with special interests. but they
recognize the record-breaking use of
the broadcast media (see above) as
a major factor in rocketing campaign
costs.

The present campaign has seen a
“literally obscene expenditure,” Paul
Porter, former FCC chairman and
now a Washington attorney, said in

Dr. Herbert E. Alexander, a polit-
ical scientist whose study of cam-
paign finances has been his central
work for many years, said in-a sep-
arate interview that 196(’s temoorary
suspension of Section 315 demon-
strated that media costs can be re-
duced measurably when hroadcasters
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an interview Wednesday (Oct. 28). .

resentative William Miller for the Re-
publicans.

The other half, approximately $20
million, went into television and radio
campaigning for state and local candi-
dates.

Spokesmen for both the Democratic
and the Republican national commit-
tees estimated they will have spent
about $4.5 million each in broadcast-
ing in their coordinated national effort
on behalf of their respective national
tickets.

These estimates cover television and
radio time and production costs. They
cover not only the business underwrit-
ten by the national committees but also
the orders paid for by related organiza-
tions—Citizens for Johnson, Citizens
for Goldwater, etc.—but coordinated
through the national committees.

Both Network and Spot s The na-

Is Section 315 to blame for soaring campaign costs?

Two authorities on the costs of

are able 1) to offer free time to
candidates and 2) to broaden their
news coverage without equal-time
inhibitions.

The report of the President’s Com-
mission on Campaign Costs in 1962
was in part responsible for President
Kennedy's recommendation to Con-
gress that equal-time requirements
for this year’s presidential and vice
presidential campaigns be suspended.

Both Mr. Porter, who was a mem-
ber of the commission, and Dr. Alex-
ander, who was executive director,
say they hope Congress will take up
their report, and they hope whoever
is elected President tomorrow will be
behind them.

The commission went out of busi-
ness when it delivered its report
(BROADCASTING, April 24, 1962), but
those who worked on it believe firm-
ly in the document. Mr. Porter said
that, for example, Walter N. Thayer,

T ] R iy =R

TV spending in 1960 was about $3

responsihle.

tional committee figures cover both net-
work spending and the national spot or-
.ders placed through the committees’
advertising agencies—Doyle Dane Bern-
bach for the Democrats, Erwin Wasey,
Ruthrauff & Ryan for the Republicans.
Some sources estimated that network
television alone would add close to $7
million to the Johnson and Goldwater
campaigns this year. But estimates
from the networks last week indicated
that orders from Labor Day through
tonight (election eve)-—traditionally
the period of heaviest campaigning—
totaled $3,356,800 for network televi-
sion, with network radio orders bring-
ing this total to about $3.5 million.
Although the figures were still sub-
ject to last-minute schedule revisions,
cancellations or additional purchases,
the $3.3 million for network television
represented a relatively modest gain

a former member of the President’s
commission and a broadcaster (Cor-
inthian Stations), and he have gen-
erally agreed to do something about
it after the election.

How would Mr. Porter overcome
the congressman’s often-stated fear
that but for Section 315 he might be
at the mercy of a biased broadcaster
during some future campaign? That
isn’t really the question, Mr. Porter
replied. “I'd rather see something
done to protect the public.” Saturat-
ing the air with campaign spots “just
drives the public batty and degrades
the office of the President,” he said.

Dr. Alexander notes that network

million, but says indications are that
spending for the presidential tickets
this year is likely to double, and he
feels it is clear that failing to sus-
pend Section 315 is to some extent
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from the $2.9 million spent by the two
major parties on network TV in 1960.

More Radio » Total network radio
expenditures by the major parties ap-
peared to be higher this year than in
1960, when they totaled $78,876.

The 1964 network estimates, like the
1960 network figures, do not include
production costs. The 1960 figures are
from official reports compiled by the
FCC in 1960-61.

The network estimates indicated that
the Republicans as of last Thursday
were investing over 20% more on
the three TV networks than were the
Democrats. Totals showed the GOP
spending an estimated $1,850,000 as
against approximately $1,506,800 by
the Democrats.

All of these expenditures were for
the presidential and vice presidential
candidates. They bought an estimated
22 hours 4 minutes on the TV net-
works, plus several hours on radio net-
works. They do not take into account
regional and national spot campaigns
on behalf of the candidates.

GOP Bought Most = GOP network
TV orders totaled 13 hours 46 minutes
and the Democrats’ 8 hours 18 minutes.
Distribution of time and money among
the TV networks were estimated as
follows:

On CBS-TV.—Republicans 4 hours
10 minutes, $650,000; Democrats 3

"hours 5 minutes, $510,000.

On ABC-TV.—Republicans 2 hours
15 minutes, $305,000; Democrats, 3
hours 25 minutes, $511,800. (The
Democratic time estimate was com-
puted on the basis that a one-minute
participation is equivalent to 10 pro-
gram minutes. }

On NBC-TV.—Republicans 7 hours
2] minutes, $895,000; Democrats, 1
hour 48 minutes, $485,000.

Dr. Herbert E. Alexander

While GOP network TV expendi-
tures were running about 20% ahead
of the Democrats, GOP network hours
were greater than those of the Johnson-
Humphrey forces. The reason: much of
the Republican network political sched-
ule, especially on NBC-TV, was in the
less expensive daytime hours.

State, Local Spending = Aside from
the approximately $4.5 million spent in
radio-TV through each of the major-
party national committees for their re-
spective national tickets, it was esti-
mated that roughly similar or even larg-

The use by television of political
survey research and of political an-
alysis are going to change radically
the way elections are covered by the
TV, radio and the press, Louis Har-
ris, president of Louis Harris & As-
sociates Inc., told a newsmaker
luncheon of the International Ra-
dio & Television Society in New
York last Wednesday (Oct. 28)

“It is my firm belief that just as
foreign policy might become the
dominant determinant of how we
choose our Presidents in the future,
so after this election the perform-
ance of the jobs networks do will be
judged on the soundness, depth and

Harris thinks research will change coverage

keenness of analysis in all future elec-
tions,” Mr. Harris declared. “Wheth-
er this means making political sci-
entists out of broadcasters or broad-
casters of political scientists is a
moot point.”

Mr. Harris, whose research firm
and IBM will work with CBS News
on coverage of election night re-
sults, cautioned that TV networks
must assure the American people
that the “revolution in reporting”
will leave intact the right and proc-
ess of casting votes. He noted that
this year networks will not report a
man has been elected until he receives
an indicated 270 electoral votes.
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er amounts were invested in political
broadcasts by state and local groups—
also in support of the national tickets.

That would bring total spending for
the two presidential tickets to about $10
million each, or close to $20 million
for the two parties.

To be added to those figures are the
TV-radio investments of state and lo-
cal groups in support of state and local
candidates. While few observers would
venture more than a guess, it was con-
sidered likely that this figure might
reach or exceed $20 million for the
major parties.

This estimate is supported by official
figures showing the sharply rising TV-
radio campaign expenditures in the
past few years (also see separate story).

In 1960, according to FCC figures,
the Republicans spent $7,558,809 on
television and radio and the Demo-
crats spent $6,204,986, for a two-party
total of $13,763,795. Minor-party ex-
penditures came to $431,483 to bring
the 1960 total political investment in
broadcasting to $14,195,278 (figures
are before commissions and after dis-
counts).

Off-Year Totals = In 1962—an off-
year election, with no national cam-
paign to stimulate the outlays—the ra-
dio-TV spending in the general-election
drives for state and local offices roughly
approximated the overall total for pres-
idential-year 1960. And on top of that,
an estimated $6 million in primary-
election campaigning brought the 1962
total to $20 million.

If the upward trend in TV-radio has
continued into 1960—and experts ap-
parently have detected no sign that it
hasn’t—this year’s state and local poli-
ticking on TV and radio could easily
reach the $20 million level, particularly
if primary spending is taken into con-
sideration.

Dr. Herbert E. Alexander, director
of The Citizens Research Foundation
in Princeton, N. J. and former execu-
tive director of the President’s commis-
sion on campaign costs, has estimated
that Republicans alone spent at least
$10 million in the primary and conven-
tion campaigns for the nomination that
Senator Goldwater won, and TV and
radio got a sizable share. The Demo-
crats, with no challenger to incumbent
Johnson for the presidential nomina-
tion, presumably spent less.

Dr. Alexander estimated that actual
cash outlay, excluding the value of cam-
paign work by public officials and other
volunteers not paid from campaign
funds would total $200 million in this
campaign. This total was about $25
million higher than campaign spending
in 1960 and about $60 million more
than in 1956, the expert estimated.

The research foundation headed by
Dr. Alexander, monitors and assesses
political fund-raising and spending.
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The 1964 presidential election
campaign, regarded as one of the
most bitterly fought in memory, was
not only rough on the candidates and
on the American people; it was ex-
ceedingly rough on Section 315 of
the Communications Act.

Indeed, the battering the equal-
time law took as the result of three
FCC rulings may have left it so
weakened as to impair its ability to
last out another presidential cam-
paign, at least in its present form.

There was the most recent, and
the most controversial, FCC ruling
affecting the presidential race, in
which the commission held that Sen-
ator Barry Goldwater was not en-
titled to free network time to reply
to President Johnson's extraordinary
Oct. 18 address on foreign affairs
(see story page 26). That address,
the commission said, was an “act of
office,” which was outside the scope
of the law,

The courts upheld the commission,
but the manner in which they did—
the court of appeals affirming on a 3-
3 split and the Supreme Court refus-
ing to review the case—is hardly
likely to inspire the public’s confi-
dence in the commission’s wisdom.

Earlier, there was the commission
ruling that presidential news con-
ferences during campaigns are not

90 southern TV’s
carry Goldwater show

A one-hour political telecast featur-
ing Republican presidential candidate
Senator Barry Goldwater {(Ariz.) and
Senator Strom Thurmond (R-S.C.) was
set to be seen on 90 stations in 14
southern states last Saturday (Oct. 31).

Time and line costs for the prime-
time program, sponsored by the Solid
South Speaks for Goldwater Commit-
tee, cost about $72,000. The network
was arranged by Bradley, Graham &
Hamby Advertising, Columbia, S. C.
BG&H arranged a 10-state, 33-station
network for Senator Thurmond’s an-
nouncement to support the GOP can-
didate and become a Republican
(BROADCASTING, Sept. 21).

Last Saturday's telecast was to have
originated from the Township audi-
torium in Columbia, where Senator
Goldwater was scheduled to speak. The
pickup was provided by wis-tv Colum-
bia.

The speech was set for 7:30-8:30
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‘Section 315 may never be the same again

exempt from the equal-time law. FCC
Commissioner Lee Loevinger’s re-
marks, in his dissenting statement,
that the ruling defied common sense
and was an appropriate addition to
the commission’s “inventory of idio-
cies” received wide circulation in the
press {BroaDCASTING, Oct. 5).

FCC as Heavy » And before that,
the networks maneuvered the com-
mission into playing the role of a
heavy. They wanted a ruling on
whether they would lay themselves
open to equal-time requests by all
other presidential candidates if they
carried President Johnson in a spe-
cial appeal in behalf of the United
Fund and the Community Chest cam-
paigns. The commission, interpret-
ing the equal-time law literally, said
they would (BROADCASTING, Sept. 7),
and a special program featuring the
President was promptly scrubbed by
the networks.

The three rulings, of course, ac-
count only for the smallest fraction
of requests for Section 315 interpre-
tations the commission received dur-
ing the campaign. On an average
day, two dozen queries were re-
ceived. But most could be answered
by the staft simply by referring to
previous rulings.

National Ticket Worst » It's the
questions  affecting the national

p.m. EST, and according to the agen-
cy, Republicans in each state were pay-
ing for the time on stations in their
state.

Among the stations purchased was
KTBC-Tv Austin, Tex., owned through
trusts by President Johnson’s family.
Time was bought on 18 stations in
Texas; eight in Mississippi and South
Carolina; seven in North Carolina,
Louisiana and West Virginia; six in
Tennessee, Georgia and Florida; four
in Alabama, Arkansas and Virginia;
three in Kentucky, and two in Okla-
homa.

KNXT doesn’t wait for
FCC on equal time

KnxT(Tv) Los Angeles beat the FCC
to the draw last week.

On Oct. 5, XNXT originated an hour
debate between Democratic Senator
Pierre Salinger and Republican George
Murphy, who is challenging Mr. Sal-
inger for his Senate seat. The Socialist
Workers Party and the Socialist Labor
Party asked for equal time, but before

candidates that cause the most
trouble, and the ones that are drain-
ing the substance of the law. For the
surprising thing is that it isn’t the
commission that’s been the target of
most of the resentment the three rul-
ings have triggered; it’s the law it-
self.

And an encouraging development
—encouraging to broadcasters who
want more freedom to perform as
journalists—is that the resentment is
mirrored in an increasing number of
newspapers. Editorial writers and
columnists are attacking the law as
a bar to creative journalism.

Congress, of course, was ready to
suspend Section 315 for the current
presidential campaign. It didn’t do
so only because President Johnson
preferred to keep the law intact. He
is generally regarded as wanting to
avoid the pressure for a TV debate
with Senator Goldwater that a sus-
pension would have generated.

But those who seek the law’s sus-
pension or repeal in the next Con-
gress will have more ammunition
with which to wage their fight. In
the last session, all they had to sup-
port their case was the historic Ken-
nedy-Nixon debates of 1960. Next
time, they'll have those three FCC
rulings of 1964. And they may well
prove more persuasive.

the FCC acted knxT’s legal department
made its own decision.

The station decided that the SWP’s
nominee is not a legally qualified candi-
date under the FCC’s definition as he
has not conducted an active campaign.
KNXT gave time, however, to John P.
Quinn, the SLP candidate, Oct. 28, be-
fore the FCC ruled Mr. Quinn eligible
for equal time. The commission with-
held judgment on the SWP’s plea be-
cause it lacked information it needed to
determine whether the nominee was a
legally qualified candidate.

The FCC ruling that Mr. Quinn is en-
titled to equal time applies to eight other
stations t0 which XNXT made the Saling-
er-Murphy program available. KNxT
said the debate was aired by KPIX(TV)
San Francisco, kXTv(Tv) Sacramento,
KNTV(TV) San Jose, KFMB-TV San Diego,
xoGo-Tv San Diego, Kcoy-Tv Santa
Maria, KMEX-Tv Los Angeles and XBAK-
Tv Bakersfield. The debate was on 12
radio stations.

Knxt did not have the complete
roster of stations that carried Mr.
Quinn’s broadcast.
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Radio-TV helped
GOP ticket

Guylay says 100,000 sent
replies to Burch appeal,

million contributed overall

Whatever the outcome of Tuesday’s
(Nov. 3) presidential election, the Re-
publican party feels that its heavy use
of television was effective, both in fund
raising and in forcing newspapers to
provide balanced coverage.

L. Richard Guylay, public relations
director of the Republican National
Committee, last Wednesday (Oct. 28)
went so far as to predict that the
GOP’s unprecedented use of the elec-
tronic media will bring a “surprise vic-
tory’” for the Goldwater-Miller ticket.
But he was the only one of six panelists
at a Sigma Delta Chi (professional
journalistic society) meeting in Wash-
ington who thought so, particularly in
- the light of polls overwhelmingly favor-

ing the Johnson-Humphrey ticket.

Mr. Guylay said that the heavy use
of television by Senator Barry Gold-
water had changed the attitude of the
printed-page press from one of being
weighted in favor of the Democrats at
the start of the campaign to balanced
news coverage and editorial comments
at the end. Stating that the press atti-
tude had become ‘“progressively better,”
he said newspapers “inevitably had to
express that which the public saw for

itself.”

The swing to the GOP, according to
Mr. Guylay, was detected not only in
the receptions given Senator Goldwater
during his campaigning but in the num-
ber of contributions made by the ap-
peal for funds by GOP Chairman Dean
Burch on his Oct. 19 appearance on
NBC-TV using free time given in a
“gpirit of fairness” ostensibly to an-
swer President Johnson the preceding
day.

Replies to Burch = Mr. Guylay said
“more than 100,000 replies” were re-
ceived from the Burch plea and that
the total number of contributors to the
GOP campaign overall will exceed the
phenomenal figure of one million. This,
he said, was in contrast to some 45,000
contributions in 1956.

Samuel Brightman, Mr. Guylay’s op-
posite number at the Democratic Na-
tional Committee, said it was unusual
for the Democrats to be the “overdog”
in contrast to the GOP-oriented “one-
party press” of other campaigns. Al-
though pleased with the polls predict-
ing a Johnson-Humphrey landslide, Mr.
Brightman said that the Democrats were
taking nothing for granted and working
full-tilt until election day.

Mr. Guylay said the Goldwater tele-
vision campaign had been deliberately
and carefully planned to prove that
their candidate was not a “raving dema-
gogue.” He also argued for shorter
campaigns, contending that the present
practice is wasteful and exhausting. Jet
transportation and instantaneous elec-
tronic communications, he said, make
the long campaign undesirable and old-
fashioned. He thought the three-week
campaign in Great Britain was too short
and that perhaps six weeks would be

Broadcasters get pat on

The broad- =
cast industry
was praised
last week by
Thomas D’Ar-
cy Brophy,
president of
the American
Heritage Foun-
dation, for its
public service
contribution to
the 1964 non-
partisan “vote on an informed basis”
campaign being sponsored by the
foundation in cooperation with The
Advertising Council.

Last August, the foundation noted,
Donald H. McGannon, president of
Westinghouse Broadcasting Co., Brig-
adier General David Sarnoff, chair-
man of RCA, Dr. Frank Stanton,
president of CBS Inc., and George

Mr. Brophy

back from Brophy

B. Stcrer Jr., president of Storer
Broadcasting Co., were among a
group who met with President John-
son at the White House, to discuss
the project.

Since September, radio and TV
stations have been carrying an-
nouncements prepared by Grey Ad-
vertising, New York, for the founda-
tion and the council. These spots
remind people of their voting obliga-
tions. The appeals were supplied to
TV stations by the Motion Picture
Association of America. RCA Re-
corded Program Services distributed
to all radio stations the “Amazing
but True” series of messages empha-
sizing the many occasions when one
vote has changed the course of his-
tory.

In addition CBS-TV also prepared
regional “Election Guide” booklets
for schools and civic groups.
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the answer here. Mr. Brightman said
the Democrats had no desire to have
long campaigns and in fact scheduled
their national convention late this year
to shorten the span.

Other participants in the panel were:
Newbold Noyes, Washington Star
(WMAL-AM-FM-TV Washington; wsva-
AM-FM-Tv Harrisonburg, Va.); Godfrey
Hodgson, The London Observer; Jules
Witcover, Newhouse Newspapers, and
Pat Munroe, president, Washington
chapter, SDX, moderator.

GOP goes back
to FCC for aid

Judicial appeals end as
Supreme Court refuses to

review lower court vote

Senator Barry Goldwater exhausted
his judicial remedies last week and was
back before the FCC, almost on the
eve of the election, in his bid for free
network time to reply to President
Johnson’s foreign policy speech of Oct.
18.

In swift succession, there were these
developments:

The U. S. Court of Appeals in Wash-
ington, by a 3-3 vote on Tuesday, let
stand the commission’s ruling that the
President’s broadcast did not entitle
Senator Goldwater or any other pres-
idential hopeful to equal time (BroaD-
CASTING, Sept. 26).

The Supreme Court on Wednesday
refused to review the lower court’s de-
cision. The high court acted within
hours of a request by the senator’s at-
torneys to hear oral argument on Thurs-
day. The vote was not announced, but
it was apparently 6-2. The court said
that Justices Arthur J. Goldberg and
Hugo L. Black dissented, and trat Jus-
tice Byron R. White did not participate.

The senator’s attorneys on Thursday
returned to the commission with a re-
quest that it direct the ABC, CBS and
NBC radio and television networks to
make time available to the senator on
the basis of the fairness doctrine. The
networks late Wednesday had rejected
an appeal for time that the Republican
National Committee had pegged to
fairness. The networks said they al-
ready were presenting the senator’s
views in their news programs.

The commission was to go into a
special meeting Friday (Oct. 30) to
consider the GOP request.

Lawyers Dissatisfied = As the week
drew to a close, commission lawyers
appeared almost as dissatisfied with the
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manner in which the case was develop-
ing as the attorneys for the Republican
candidate. For if the senator had lost
in his bid to overturn the commission’s
ruling, the two court decisions did lit-
tle to support the position taken by the
commission.

The ruling survived the appeals courl
only because the six judges who heard
the case on Oct. 22 divided equally.
No statements were issued. And while
the Supreme Court, in accord with cus-
tom, announced no reason for refusing
to review the case, Justice Goldberg
issued a statement declaring that the
question raised by the senator’s peti-
tion for a review is a “‘substantial” one
and that the court should hear argu-
ments on it. Justice Black joined in
the statement.

Justice Goldberg said that the equal-
time law “on its face” requires licensees
to afford equal opportunities to all can-
didates for the same office. “No exemp-
tion is made for a legally qualified can-
didate who is the incumbent President
of the United States,” Justice Goldberg
said.

He also ticked off a series of com-
mission rulings on Section 315 which,
he said, “have not been wholly consist-

ent.” Then he said, “These varied hold-
ings of the commission and the express
language of the act confirm my view
of the substantiality of the question
and the need for full immediate argu-
ment and speedy decision of this case.”

President’s Address x The controversy
began when the networks granted time
to the President to discuss the upheaval
in the Kremlin leadership and the ex-
plosion of a nuclear device by Com-
munist China, and then denied Senator
Goldwater's request for equal time—
about 19 minutes.

The commission upheld the networks
on the ground that the President’s ad-
dress was “an act of office,” which was
exempt from the working of Section
315. The commission, in its brief filed
with the court of appeals, said the
program was the kind of event Congress
had in mind in 1959 when it exempted
spot news events from the equal-time
law.

The commission also said the ruling
followed a precedent set during the
1956 campaign when it held that a
broadcast by President Eisenhower on
the Suez crisis did not entitle other
candidates to equal time.

The senator’s attorneys, however, ar-

A

Indiana

Home-stretch political campaign-
ing last week and today (Nov. 2)
included a saturation television drive
in Indiana by the Democratic guber-
natorial candidate, Roger Branigan.
The television campaign, prepared
by the Ruben Advertising Agency,
Indianapolis, was based on a series
of commercials combining live ac-
tion with graphics linked to music.

The commercial segments were
filmed in 10- and 20-second sections

Saturation TV used in drive for wire

for broadcast individually or in com-
bination as a full-minute spot.

The musical score was keyed to
the theme: “Walk right in. Stand
right up. Win with Branigan.” The
candidate was shown talking to vot-
ers during his campaign. There was
no announcer’s voice on the sound-
track over the pictorial action.
Graphics were used to implement
the words sung in the vocal portion
of the soundtrack.
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gued that the commission had never
before ruled that a speech was the
kind of news event Congress intended
to exempt from the equal-time law.
They added that the commission’s de-
cision in the Suez case had never been
reviewed by a court and that “at most”
it is “a naked attempt by the commis-
sion to carve out an exception-to Sec-
tion 315 never authorized by Congress.”

In seeking review by the Supreme
Court, the senator’s attorneys said that
the case is “of transcendent importance,
involving as it does the election of a
President of the United States and the
right of the electorate to be informed
concerning the issues in the campaign.”

Fairness Invoked = Even before the
senators’s advisers decided to take an
appeal to the Supreme Court, GOP
National Chairman Dean Burch had
asked the networks for time on the
basis of fairness.

His telegrams to the networks Tues-
day evening noted that the commission,
in its brief, had held that the “‘fairness
doctrine rather than the equal oppor-
tunities section” of the law is applicable
to the President’s broadcast. “Accord-
ingly,” he added, “we hereby request

. . equal time for discussion of con-
flicting views by Senator Goldwater.”

Other Reasons = The three networks,
each held its response until after the
Supreme Court’s decision was an-
nounced. And each had reasons for re-
fusing the request beyond the fact its
news programs were presenting the
senator’s views.

CBS’s vice president and general
counsel, Leon Brooks, said if the net-
work granted time to Senator Gold-
water on the basis of fairness, it would,
under Section 315, be obligated to pro-
vide free time to all other presidential
candidates. Mr. Brooks said the net-
work already had requests for time
from five minor party -candidates
(CrLosep CrrcuiT, Oct. 26). He added
that the FCC, in suggesting the appli-
cability of the fairness doctrine, didn’t
say Senator Goldwater’s appearance
would be exempt from Section 315.

ABC, in a wire signed by Mortimer
Weinbach, vice president, said the
essence of the fairness doctrine is the
public’s right to be informed, “not the
right of a candidate or his spokesman
to be heard.” The network added that
the senator appeared on its facilities
(although on a paid program) Oct. 21
to present his views on the events dis-
cussed by the President.

NBC's vice president for news, Wil-
liam R. McAndrew, noted that the net-
work had already given Mr. Burch
time to reply to President Johnson. The
network gave 15 minutes to Mr. Burch
“in a spirit of fairness” after it had
denied Senator Goldwater’s initial re-
quest for equal time (BROADCASTING,
Oct. 26).

BROADCASTING, November 2, 1964



L[]

el

hS

2

< RS

aEES
N

£ sl o N
b, o=
[

Bringing home the bacon

And bread and shoes and toys and you name it. Retail sales sparkle
in Atlanta. One reason is its high employment—over half a million
non-farm workers and one of America's lowest jobless rates. Let
your product enjoy Atlanta's prosperity by advertising on WSB Radio.
It's the pioneer in Dixie, most decorated in the country and proven
Atlanta leader for moving goods and services.

MB RADIO/ATLANTA

NBC affiliate. Reprasented by Edward Petry & Co., Inc.

COX BROADCASTING CORPORATION stations: WSB AM-FM-TV, Atlanta; WHIO AM-FI-Tv, Dayton. WSOC AM-FW-TV, Charlotte; WI0D AM-FM, iiami; KIVU, San Francisce-Gakland,
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The six CBS News correspondents
who will play key roles during the
network’s coverage of the election are
(I to r) Harry Reasoner and Roger
Mudd (seated) who will man the presi-

dential desk; Eric Sevareid, national
znalysis; Mike Wallace, gubernatorial
races; Robert Trout, congressional
contests and Walter Cronkite, national
editor in charge of the national desk.

How networks plan
to cover election

Will bring to an end $25 million coverage which

started with New Hampshire primary |a'st March

The radio and television networks
bring to a conclusion tomorrow (Nov,
3) $25 million worth of 1964 political
coverage with the most thorough and
expensive election-night plans ever un-
dertaken in electronic journalism.

The $25 million figure is a conserva-
tive estimate of how much the networks
have thrown into their competitive poli-
tical reportage since the primary elec-
tions began in New Hampshire last
March. Millions have been spent by the
networks on computer systems that will
vie with one another for projection ac-
curacy and speed and that may allow
the networks an advantage of four or
five hours in predicting the election out-
come before it is confirmed by tabula-
tion of the actual vote.

Tomorrow night over 15,600 network
employes will be in studios, at remote
locations and in key voting precincts,
feeding and analyzing returns, exclusive
of the thousands of precinct reporters
hired by the networks and wire services
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to provide the raw vote information to
the Network Election Service pool.
The television networks plan a total
of 53 remote camera locations—many
of them overlapping—but their main
election night camera targets will be
their lavishly outfitted central election
studios in New York, where computer
equipment is installed, vote boards con-
structed, and where analysts of the
night’s developments will be presented.

Pooling at NES » There are tentative
plans for pooled camera coverage of
NES headquarters—both the national
center in Manhattan's Edison hotel and
the New York State center in the New
York Hilton—but no other cooperative
camera work is expected.

ABC News, whose overall budget has
been increased by some $9 million to
an estimated $21 million for 1964, will
be spending in the neighborhood of
$1.8 million for election night alone.
It’s reported that the network’s news
division has already laid out $6.5 mil-

lion on political coverage this year.

The ABC election night staff num-
bers around 2,200; 1,300 in key pre-
cincts supplying vote totals for its com-
puterized projection system, about 500
at 23 remote locations and 400 at New
York headquarters.

The network is using a Burroughs
Corp. computer setup: twin B 5500
units programed with past voting his-
tory and late information from national
public opinion polls reported by Oliver
Quayle Associates (see page 31).

ABC-TV’s election-night program be-
ginning at 7 p.m. and running to con-
clusion, will be sponsored by Xerox
through Papert, Koenig, Lois, and by
Bristol-Myers, through Young & Rubi-
cam.

CBS-TV’s election proceedings begin
officially at 6:30 p.m. EST with the net-
work’s Walter Cronkite evening news
program.

CBS will be using 2,000 of its own
vote reporters in the 1,960 key precincts
on which its Vote Profile Analysis sys-
tem is built, and 350 other personnel.
The network plans 12 remote setups,
four of them covering the principal na-
tional candidates, two at Democratic
and Republican national headquarters,
two covering the New York senatorial
campaign and others placed in areas of
particular political concern. For in-
stance, a CBS spokesman said the net-
work expected to have a remote setup
in Atlanta, with the purpose of keeping
close tabs on Negro voting there.

CBS commentators will be reporting
the election by type of race rather than
state-by-state, a departure from its past
election coverage practice (BROADCAST-
ING, Sept. 21, Oct. 26).

Its sponsors will be Institute of Life
Insurance through J. Walter Thompson,
American Tobacco through BBDO, and
Socony Mobil through Ted Bates.

NBC has spent approximately $12
million on its election-year news opera-
tion since the March 10 New Hamp-
shire primary and says a final count of
its election-night expenses will not be
known for several weeks anyway.

The network claims the largest num-
ber of Nov. 3 employes—some 10,000
people, with 6,000 of them in key pre-
cincts feeding the data which will be
absorbed by its Electronic Vote Analy-
sis system (BROADCASTING, Oct. 26).
NBC will originate portions of its cov-
erage from 14 remote locations in addi-
tion to its central New York studio. Re-
mote cameras will follow proceedings
in congressiona! races in California,
Ohio, New York and Pennsylvania and
gubernatorial contests in Michigan and
linois.

Election night on NBC-TV is being
sponsored by Guif Oil Corp. through
Young & Rubicam.

The Radio Networks s ABC Radio
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will cover the night’s events with an in-
dependent news operation beginning at
6:05 p.m. EST and running to con-
clusion. It will have a corps of corres-
pondents at more than 20 remote loca-
tions throughout the country. In New
York, more than 40 newsmen will re-
port exclusively for radio.

Radio correspondents will be sta-
tioned at election-night headquarters of
the major presidential and vice-presi-
dential candidates; at Democratic and
Republican national headquarters in
Washington; and at candidates’ head-
quarters in New York; Hartford, Conn_;
Cleveland; Detroit; Little Rock, Ark.;
Montgomery, Ala.; San Francisco; Los
Angeles and in other locations for key
senatorial or gubernatorial contests.

Correspondents Don Gardiner and
Keith McBee will be anchormen for
the network.

CBS Radio will draw on the resources
of the CBS News television team of re-
porters and analysts on election night.
However, a special radio news desk will
be manned by Richard C. Hottelet and
Dallas Towsend. Results of CBS News’
Vote Profile Analysis will also be avail-
able.

Coverage by the network will start
at 6:45 p.m. EST and run until the pres-
idential race is definitely decided.

NBC Radio’s coverage will begin at
7 p.m., EST and will draw upon the
facilities of NBC News for its commen-
tary and analysis.

Gulf will sponsor NBC Radio eclec-
tion programing.

No sponsorship has been announced
for the radio networks of ABC and CBS.

Mutual will use a staff of 50 news-

The Peacock Studio is NBC-TV's elec-
tion center. Among the newsmen who
will make the réport are (I to r) Frank
McGee, Chet Huntley, Edwin Newman
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ABC-TV executives look over the net-
work's election headquarters as the
Tuesday deadline nears. Shown (I to
r) are Arnold Snyder, national man-
ager election coverage; Robert Sam-
mon, manager election and conven-
tion coverage; Leonard H. Goldenson,
president American Broadcasting-Par-
2mount Theaters; Thomas W. Moore,

men and 40 special correspondents in
strategic locations to cover the returns
on election night. Coverage will start at
7:35 p.m. and will continue until there
is a clear presidential winner.

Jack Allen and Charles Batchelder
will serve as anchormen in New York.
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and John Chancellor. David Brinkley,
not pictured, will be another election
night reporter, serving as anchorman
aleng with Mr. Huntley.
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president ABC-TV; Simon B. Siegel,
executive vice president AB-PT and
executive vice president of ABC; EI-
mer W. Lower, president ABC News,
Special Events and Public Affairs;
Jesse Zousmer, vice president and
director of TV news and Stephen Rid-
dleberger, vice president and general
manager, ABC News.

Other staff correspondents will be sta-
tioned with both major party presiden-
tial hopefuls, and at Republican and
Democratic national committee head-
quarters in Washington.

The sponsor will be Curtis Publishing
Co., New York, which sponsored Mu-
tual’s national political convention cov-
erage.

NBC-TV has scheduled transmission
of its four-day television coverage of
the elections to virtually all of Europe
by Relay satellite today through Thurs-
day (Nov. 2-5).

Coverage of the conclusion of cam-
paigns, clection-night returns and final
results will be sent by NBC-TV, network
satellite coordinator for November, to
the European Broadcasting Union,
British Broadcasting Corp., Independent
Television Network (Great Britain)
and Radio-Televisjon Francaisc.

ABC to join other nets
in labeling projections

ABC on election night will adhere to
the policy of the two other major net-
works by carefully labeling projections
as such and not making flat statements
about a winning candidate early in the
evening,

Elmer W. Lower, president of ABC
News, Special Events and Puhlic Affairs,
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said last week that the computer was
not a gimmick but “an invaluable re-
porting tool, which will help ABC News
correspondents and analysts make in-
formed judgments and projections.” He
said, “when we do make projections,
however, we will label them as such,
and make clear to our radio listeners
and television viewers that they are pro-
jections.”

The network’s independent research
team is a group of mathematicians and
computer specialists from C-E-I-R,
(Corporation for Economical Industrial
Research) which describes itself as the
oldest and largest analytical research
and computer service in the country.

The C-E-I-R specialists have con-
structed a mathematical model of the
electorate. The model will be used in
twin Burroughs B 5500 computers to
project early returns on a national scale,
enabling ABC commentators to predict
the winner of the presidential contest
and other key races early in the evening.
The computers are housed in the ABC
News election headquarters, 7 West 66
Street. The TV-1 and TV-2 combined
election studio was shown to newsmen
Jast week.

Supplementing the work of the ma-
chines will be Oliver Quayle, head of a
firm of public opinion poll-takers. Mr.
Quayle’s last-minute poll information
will be added to the past voting patterns
in the computers to provide a “base-line
projection.” According to the Bur-
roughs Corp., the base line projection
is “a highly educated guess as to the
outcome of this year’s major contests.”

Information coming to ABC election
headquarters will be converted to

punched code cards and fed into the
computers which will print at 700 lines
a minute—a continuous flow of infor-

L il

Charles Batchelder, Mutual commen-
tator, will figure prominently in that
network’s election night coverage. He
will be backed by a squad of veteran
Mutual newsmen.
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mation on the actual vote, the pro-
jected popular and electoral vote, state-
by-state votes, and detailed analyses of
key precincts.

The human experts who will discuss
the meaning of the computers’ flood of
information include anchor men Edward
P. Morgan and Howard K. Smith, and
three corresondents in charge of sec-
tional areas—Frank Reynolds (mid-
western states), Bob Young (southern
states}, and Roger Grimsby (West Coast
states). In additior to newsmen in 20
key locations around the country, ABC
will have three special on-the-air con-
sultants—Senator Sam J. Ervin (D-N.
C.), Clare Boothe Luce, and former
White House advisor Arthur M. Schles.
inger Jr.

Prenomination speech
doesn’t need equal time

The FCC had to step in where New
York state officials declined to tread be-
fore it could issue a decision in an
equal-time case last week.

The issue was raised by Eleanor C.
French, congressional candidate of the
Liberal and Democratic parties from
New York’s 17th district, who com-
plained about being denied time by
WOR-TV New York.

She wanted time equal to that given
her opponent, Representative John Lind-
say (R), on May 3, for one of his regu-
lar reports from Congress for which the
station made time available as a public
service.

The issue turned on whether Repre-
sentative Lindsay was a candidate for re-
election or for renomination at the time
of the May 3 broadcast. The filing
deadline for persons seeking their par-
ties’ nominations was April 28.

But there was a second deadline,
May 5. This was for the filing of peti-
tions for write-in candidates. No one
other than Representative Lindsay and
Mrs. French filed as candidates for the
nomination of the Republican, Demo-
cratic or Liberal parties, and they were
nominated without opposition.

The commission was uncertain as to
whether Reépresentative Lindsay, under
New York state law, was considered a
candidate for re-election for his party’s
nomination on May 3, and neither the
commission nor Mrs. French was able
to obtain an interpretation of the law
from New York state officials. The
state attorney general and board of elec-
tions said they couldn’t issue interpre-
tative rulings for citizens.

Accordingly, the commission made

its own decision—since his nomination -

could have been opposed at the time of
his broadcast, Representative Lindsay
was a candidate at that time not for his
House seat but for nomination. The
complaint, therefore, was denied.

No rule against
empty chair

FCC takes no action on
Yarborough complaint on

opponent’s TV ‘debate’

A political candidate may not like
it when an opponent goes on television
and employs the “empty chair” debate
technique. But
that doesn’t mean
the FCC wil
move against the
station  carrying
the program—
even if tapes of
the offended can-
didate’s voice are
used.

This was the
substance of the
response the FCC
sent last week to

Senator Yarborough Senator Ralph
Yarborough (D-Tex.), who had pro-
tested an empty chair debate, which was
staged by George Bush, his Republican
opponent in the Senate race. The pro-
gram was carried by 13 Texas television
stations.

Mr. Bush, for a half-hour broadcast
Tuesday (Oct. 27) put together tapes of
Senator Yarborough speaking on vari-
ous topics, together with his own views
on those issues.

Senator Yarborough, shortly before
the program was carried, fired off tele-
grams to all of the stations involved (in-
cluding kTBC-TV Austin, which is owned
by the family of President Johnson),
protesting the use of his voice.

He alleged that the tapes were made
from his broadcasts and warned that
their use without permission would vio-
late the Communications Act.

In a wire to the commission, he said
that the tapes contained sentences lifted
from his speeches and broadcasts for
“the obvious purpose” of distorting his
views. .

The senator asked for speedy action
on his complaint, asserting that the
Bush program might be rebroadcast
before the election. The program, how-
ever, was planned as a one-shot affair,
according to representatives of the Re-
publican candidate.

The stations, in response to a query
from the commission, said the tapes of
the senator’s voice had not been made
from previous broadcasts. They said
they had been made during in-person
appearances by the senator or off public-
address system amplifications of tele-
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You meet more people in the Golden Triangle
The WSJS Television Market—No. 1 in North Carolina

In WSJS Television's Golden Triangle of 3 metro cities and 33 Wg@‘g @
progressive counties there are more people and more households - )

than in any other single market in North Carolina. It's North T E L EVI S I o 12

Carolina's No. 1 in the nation's No. 12 state.

WINSTON-SALEM / GREENSBORO / HIGH POINT
Represented by Peters, Griffin, Woodward
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A tempest in a TV pot erupted
last week when Senator Kenneth B.
Keating (R-N. Y.) “debated” an
empty chair on a wces-Tv New York
program while his Democratic op-
ponent, Robert F. Kennedy, tried in
vain to appear on the telecast for
which Mr. Keating’s supporters paid
an estimated $5,400,

The contretemps developed after
several weeks of discussion between
strategists of Senator Keating, the
incumbent, and of Mr. Kennedy to
arrange a debate on TV. But they
could not agree on ground rules be-
cause the Keating camp insisted on
a debate with only the candidates in-
volved while Kennedy strategists held
out for a format that would include
questioning by reporters.

On Oct. 24 wcas-Tv offered free

Knock, knock ... Who's there? ... Bobby...Forget it!

time for a debate on Tuesday (Oct.
28). Senator Keating promptly ac-
cepted the proposal. The station set
a deadline of 3:30 p.m. on accept-
ance of its offer and, by that time,
had not been given a go-ahead by
Mr. Kennedy. With the passing of
the deadline, Senator Keating bought
time for the 7:30-8 p.m. segment
that night on the station.

Shortly after Senator Keating be-
gan his paid telecast, in which he
addressed the empty chair {presum-
ably the one that Mr. Kennedy was
to have occupied), the Democratic
candidate appeared in the hallway
outside the studio. !’e sought to gain
entrance to the studio to appear on
the telecasts but was restrained by
CB3 guards and officials who ex-

Outside:

Robert Kennedy and a sign

JEARF KEEP

{nside: Senator Keating and a chair

plained that Senator Keating had
paid for the telecast.

Mr. Kennedy then appeared on a
paid telecast on the station that same
night in the 8-8:30 p.m. period. It
was learned he had bought this time
at 4 p.m., after the offer of free time
had expired.

Democratic supporters claimed
they had tried to reach Senator
Keating’s advisors throughout the
weekend to lay the ground rules for
the debate on wCBs-Tv but said that
GOP strategists had stalled on hold-
ing this meeting. This charge was
denied by Mr. Keating’s supporters.

Senator Keating purchased 7:30-
8:30 p.m. Friday (Oct. 30) on wnBC-
Tv and told Mr. Kennedy he could
occupy “the chair,” but Mr. Kennedy
refused to appear.

phone calls he made to public gather-
ings.

Furthermore, they told the commis-
sion, they did not think it appropriate to
censor the program. They said they
felt the senator’s views had not been
distorted. And they also questioned
whether they had authority to edit the
tapes, in view of the Communications
Act’s bar against censoring broadcasts
of political candidates.

The commission, accordingly, inform-
ed the senator late Thursday it would
take no action. It said he had not pro-
vided any reason for it to question the
reasonableness of the broadcasters’
judgment.
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Quaal calls political
ads ‘disgraceful’

Political campaign advertising this
year is disgraceful and should be sub-
ject to the same radio-TV codes as
other advertising, Ward L. Quaal, ex-
ecutive vice president and general man-
ager of WoN Inc., said last week in a
talk before the Atlanta chapter of
American Women in Radio and Tele-
vision.

“The spot announcements carried in
the current presidential campaign are
viciously distorted and represent a piti-
ful reflection upon our political leaders

and a demonstration of total irrespon-
sibility by all concerned,” Mr. Quaal
charged. He said there is a need for
the implementation of sections in the
codes dealing with political broadcast
advertising.

His criticism extended to those of
both political parties who developed
the campaigns for candidates for Pres-
ident, Vice President and officers at
state and local levels. He said won-
AM-Tv Chicago refused to air political
spots because no candidate or issue can
be properly presented in 60 seconds.
The stations also have not sold time
for discussions of controversy but give
it free for discussion by all sides, a
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RCA-58204 3-INCHIMAGE ORTHICON

Today’s Most Popular General Purpose Camera Tube

i@ HIGHER SIGNAL-TO-NOISE RATIO than the original 5820: 45:1 at 4.5 Me.
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policy which has been in effect for
more than eight years.

He contended it is rather silly “if we
apply certain standards for shaving
creams, dentifrices, gasoline, detergents,
pharmaceutical products and intimate
apparel and ignore an area which in-
volves the election to office of the man
who will lead this great Republic in
the months and years to come.”

Metromedia, ILGWU
get same-day ruling

Metromedia and the International
Ladies Garment Workers Union pushed
the frontier of uncertainty that bounds
the FCC’s political broadcast rules back
a step last week, asking for and getting
a same-day ruling on the status of a
special-situation political broadcast.

The problem arose with a request for
paid political time by the ILGWU
campaign committee on Metromedia’s
WNEW-TV New York and on wces-Tv

Ratings bring
short renewal

WIFE-AM-FM gets one-year
renewal for what FCC calls
‘improper use of ratings’

The FCC has handed wIFE-AM-FM
Indianapolis short-term license renewals
because of what it called “improper use
of broadcast ratings.”

The sanction—a one-year renewal
to Aug. 1, 1965—was the first imposed
in connection with ratings since the
commission warned stations about im-
proper use of that type of data (BROAD-
CASTING, June 17, 1963). That warn-
ing, in turn, came in the wake of con-
gressional investigations into how rat-
ings are compiled and used.

In correspondence made public last
week, the commission held that the In-
dianapolis outlets, owned by the Don
Burden stations, used “fragmentary” re-
sults of an audience survey “in a man-
ner which appears to have been irre-
sponsible and inconsistent with the com-
-mission’s public notice. . , .”

The Federal Trade Commission has
also warned stations about the use of
ratings, and an FTC investigator ac-
companied FCC representatives in their
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New York, wnsc New York, and on
I1 New York State radio stations.

The ILGWU program was a 15-
minute tape of a Democratic rally orig-
inally expected to feature President
Johnson, but which turned out with
Democratic vice presidential candidate
Hubert Humphrey in the key spot
when Mr. Johnson could not appear.

The other stations accepted the or-
der, but wNEW-Tv originally refused it,
pending an FCC ruling, on the ground
that since the ILGWU rather than
the candidate would be paying for the
broadcast, the station might be open
to equal-time requests from other can-
didates at no cost. In support of this
view, Metromedia assistant general
counsel Thomas Dougherty, cited ques-
tion 60 of the commission’s political
broadcast primer of 1962,

(In the primer, the commission said,
“If candidates are permitted to appear
without cost to themselves, on pro-
grams sponsored by commercial adver-
tisers, opposing candidates are entitled
to receive comparable time also at no
cost.’”)

M. S. Novik, radio-TV consultant to

BROADCAST ADVERTISING

investigation of the complaints that led
to last week’s action. But FTC officials
last week would not say what, if any,
action that agency was contemplating.

The FCC'’s basic allegations were
contained in a July 29 letter to the sta-
tions that the agency made public last
week. The letter said that WIFE sales-
men, in their selling efforts, used rat-
ings based on 134 days of a survey by
C. E. Hooper Co. last January, when
the stations were conducting a giveaway
contest with prizes totalling $119,000.

Salesmen Not Careful = The FCC said
the salesmen were not cautioned by
management to be candid about the fig-
ures and did, in fact, leave “some time-
buyers with the impression that the sur-
vey figures . . . represented at least a
month’s survey.”

The commission said that the Hooper
company had conducted a month’s sur-
vey consisting of five days of telephone
calls that was completed on Jan. 11.
But on Jan. 10, the commission said,
Don Burden, the licensee’s president,
obtained the figures then available—-
which were for 134 days.

Beginning Jan. 11, 1964, and “for a
considerable period thereafter,” the
tabulation was used in sales solicitation
among Indianapolis retailers and among
advertising agencies in New York City,
Chicago and Indianapolis, the FCC said.

It added that although the Hooper
survey, as originally ordered, might be
regarded as “properly conceived,” the
fragment used “cannot be said to con-

the ILGWU and also special assistant
and radio-TV coordinator for the Hu-
bert Humphrey Campaign Committee,
challenged this interpretation, and he
and Mr. Dougherty both asked the
FCC for a ruling.

In the same connection Metromedia
asked the commission what its obliga-
tions to opposing candidates might be
if the National Association of Manu-
facturers, a committee of some church
group or some similar group should
purchase time for a particular candi-
date.

In its answer the commission ruled
that the ILGWU case would be con-
sidered “use” under the meaning of
the political-time rules. However it
further held that the question cited in
question 60 of the primer “is not ap-
plicable in these circumstances where
a political committee of an organiza-
tion such as here purchases time spe-
cifically on behalf of candidates. There-
fore, in the present sitnation, opposing
candidates are not entitled to free time,”
the FCC concluded.

On the basis of the ruling wNEW-TV
accepted the ILGWU order.

stitute a properly conceived survey.”

Additional doubt on the survey’s valid-
ity stems from the giveaway contest
conducted while the research was being
compiled, the commission said. * ‘Hypo-
ing’ ratings by promotional activity dur-
ing survey periods,” it noted, “quite ob-
viously results in ratings of doubtful
validity.”

Its investigation indicates, the com-
mission said, that the survey during the
134 days involved telephone calls com-
pleted to less than 145 “coincidental lis-
teners.” Considering the size of the In-
dianapolis market, the commission add-
ed, the stations should have used “spe-
cial care in disclosing the figures to ad-
vertisers.”

Mr. Burden’s Reply = Mr. Burden
told the commission its letter of July
29 “contained a great number of factual
errors on critical points and either com-
pletely ignores or violently distorts™ in-
formation supplied by the stations or
which the FCC staff developed.

In a letter last week notifying Mr.
Burden of its action, the FCC said it
has found “no instance in which ({its]
previous letter contained a factual error
on a material point or in which it ig-
nored or distorted any information pre-
viously obtained. . . .”

Another factor in the decision to
grant one-year license renewals was the
operation of the Burden-owned KiSN
Vancouver, Wash., which the commis-
sion fined $2,000 in January 1963 for
improper station identification.
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c.. and now sold again by
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cleveland,

The Pioneer Good Music Station
in the nation’s sth radio market
proudly re-appoints
H-R Representatives, Inc. as
exclusive national representatives
effective immediately
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Ads are secondary to consumers

4-A study shows only 15% feel immediate changes

are needed in advertising; complaints about

radio-TV rank highest with this group

Advertising is not a matter of pti-
mary concern to most Americans. But
when it is, it's radio and television com-
mercials that draw the most attention
—and the most criticism.

The American Association of Adver-
tising Agencies discovered this in its
nationwide study of consumer judgment
of advertising, it was reported last week
at the AAAA western region meeting
in Los Angeles.

This was the second report on the
survey of American attitudes about ad-
vertising, which involved two in-depth
interviews with 2,300 consumers in all
parts of the country. The studies were
made by the Opinion Research Corp.
of Princeton, N. J., for the AAAA.

The first report was given last spring
at the national AAAA convention
(BROADCASTING, April 27). It revealed
that eight out of every ten advertise-
ments deemed “noteworthy” by the pub-
lic fall in the broadcast advertising cate-
gory. It found radio-TV commercials
tend to irritate more than “noteworthy”
ads in the print media.

In-Depth Study ® The information
collected by the interviewers is now be-
ing analyzed in depth by an ad hoc
academic review committee composed
of professors from Harvard and Massa-
chusetts Institute of Technology, Alfred
J. Seaman, president of Sullivan, Stauf-
fer, Colwell & Bayles, said.

Seven major conclusions about the
general consumer response to advertis-
ing have been drawn from the study,
William M. Weilbacher, senior vice
president for marketing, media and re-
search, C. J. LaRoche & Co., reported.
They are:

“1. Advertising is not a central is-
sue in the day-to-day lives of con-
sumers; they are more immediately con-
cerned with other things.” From a check
list of 10 items that ranged from gov-
ernment, big business and labor unions
to education, religion, family life, sports
and fashions, the most talked about were
bringing up children, family life and re-
ligion, with advertising and big busi-
ness at the tail end of the list.

Advertising Fifth » When asked which
things on the list most need immediate
attention and change, the respondents
named public education first, followed
by government, unions and bringing
up children. But advertising ranked
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fifth, with 15% expressing the need for
immediate attention to and change of
advertising.

“2. There is a clear consensus among
consumers that advertising is a general-
ly benevolent force. It may not save
consumers money but it does help—in

Mr. Weilbacher

their view—to raise the standard of
living.”

Summarizing this reaction, Mr. Weil-
bacher said: “It is clear that the con-
sumers are quite sure that advertising
benefits them in a general way; it is es-
sential; it helps raise the standard of
living; it helps make better products.
The major reasons for this general
benefit seem to be concerned with ad-
vertising as a communicative force and
as an economic activity in its own right.
But even if there are strong consumer
convictions of these general benefits,
there is much less conviction of a di-
rect return in terms of lower prices,
and there is general agreement that ad-
vertising will often, presumably in its
very effectiveness and efficaciousness for
the economy, cause consumers to buy

products which they really do not want.

*“3. Consumers do state objections to
advertising and some believe that
changes should be made in it.”

The 15% mentioned earlier who feel
that advertising needs immediate changes
were asked what they would do about
it. “Generalized complaints about the
electronic media were given by about
one third of this group,” to rank first,
Mr. Weilbacher said. The need for
more truthfulness in advertising was
also called for by about a third of this
group and one in four suggested that
there should be less advertising.

“Other specific suggestions were giv-
en by about 10% of our respondents:
they included less stress on sex, a ban
of advertising on harmful and dangerous
products, a desire for more realistic ads
and a desire that some ads be made
adult.

“4. A great many of the physical
opportunities which consumers have for
exposure to advertising pass them by.”

Asked to keep track of all ads they
saw or heard in television, radio, news-
papers and magazines for a half-day, the
average count was 37.9, which projects
to 75.8 ads a person per day. Women
counted slightly more ads then men;
the 35-49 age group was the most ad
conscious; the over-65 group the least.

“5. When an advertisement does en-
gage the consumer’s attention it is very
likely not to strike him as offensive or
annoying, but it is not very likely to
strike him as enjoyable or informative,
either.”

Little Irritation = The responses to
exact reactions, Mr. Weilbacher said,
led to the conclusion that “the average
consumer sees or hears something less
than three advertisements in a day that
annoy him in one way or another and
that he sees or hears one advertisement
about every two days that he considers
offensive. In contrast, he sees about
four-and-a-half advertisements a day
that inform him and about four adver-
tisements a day that entertain him.

“6. What a person is and what he
thinks about advertising may affect his
reaction to specific advertisements, to
at least some degree.”

Women find more enjoyable and
fewer annoying or offensive ads than
men; the 50-64 year-olds enjoy adver-
tising more and are less annoyed or
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offended by it than any other age group;
people favorably inclined towards ad-
vertising categorize more ads than do
those definitely unfavorable to advertis-
ing and like more and dislike less of
what they see and hear.

“7. The analysis of consumer re-
sponse to advertising as an institution
and to individual advertisements is al-
ready sufficiently complete to suggest
definite directions and implications for
creative work.”

Mr. Weilbacher gave seven creative
guideposts derived from the study:

“Successful advertising does not make
its beholders think that the creator be-
lieves them to be gullible.

“Successful advertising does not con-
tradict consumer experience with, or
knowledge of, the advertised product.

“Successful advertising says things
that are informative and useful.

“Successful advertising is distinctive.

“Successful advertising does not re-
peat itself to extinction or tune-out.

“Successful advertising creates real-
istic consumer identification with the
product or situation.

“Successful advertising does not lead
to boredom, is not repetitious, and is
not addy.”

Subconscious Effect s Comparing the
survey statistics with the common esti-
mate that the average metropolitan male
American is exposed to about 1,600 ad-
vertising messages a day, Charles F.
Adams, executive vice president, Mac-
Manus, John & Adams, pointed out
that of the total exposure of 1,600 ads,
80 were noticed, 12 provoked some re-
action and nine provoked a positive
reaction. “If these figures are to be be-
lieved,” he observed, “about six-tenths
of one percent of our ads are doing an
effective job.

“Obviously this is a gross over-
simplification—if not a lie. Because we
have no way of measuring the number
of ads that have a subconscious effect—
or that have an accumulative effect
from repeat exposure. But, it does un-
derscore a fact we have all known or
at least suspected: That the job of get-
ting worthwhile attention in the adver-
tising marketplace is getting tougher
and tougher.”

The public critics of advertising “do
not speak for groups which are very
like themselves,” Raymond A. Bauer,
professor of business administration at
the Harvard Graduate School, com-
mented. While analysis is not com-
pleted, the indication, he said, is that
it will probably not disclose “any sizable
subgroup in the population that is simi-
lar to the articulate militant public
critics.”

The group termed “unfavorable” to-
wards advertising find it a “part of their
environment to which they attach spe-
cial irritation, but this irritation is not
very intense nor are they as a group
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likely to be especially intense about
things in general . . . they are not like-
ly 1o offer militant opposition.”

The group to take seriously is that
with mixed attitudes, Mr. Bauer stated.

“From the evidence we have so far
been able to bring to bear this is a
more informed and active group. What
is also important is that while it tends
to align itself with the favorable group
on general issues, such as whether or
not advertising is essential, it peels off
and comes close to the unfavorable
group on some key specific problems
such as whether or not advertising in-
sults the intelligence of the average
person, whether or not it persuades peo-
ple to buy things they don’t need; etc.

“This mixed group should serve as

all the competitive differences between
products have disappeared,” Ray Mith-
un, board chairman, Campbell-Mithun,
Minneapolis, stated.

“When that situation develops—the
advertising man has to create a special
atmosphere for his product that sets it
apart and gives it added attraction, or
he'd better help his client create some-
thing new that’s inherent in the product
itself.

“Then it becomes much easier to
create great advertising—and you’re al-
most sure to hit the jackpot.”

“Product planning sounds so simple,
but it can be frustratingly complex,”
Donald H. Arvold, vice president, mar-
keting, grocery products division, Purex
Corp., declared. His company makes

Some may suspect there is some-
thing tongue-in-cheek about Alberto-
Culver’s new TV commercial jam-
ming five prod-
ucts into 60
seconds. But
there isn’t. The
spot hijt the
air last week.

Although
the firm’s ad-
vertising direc-
tor, George
Polk, likes to
joke about his
new ‘“piggy-
back” commercial, the fact is that
it has qualified as an “integrated”
spot and is not piggyback at all, he
says.

Mr. Polk reported that both the
Natjonal Association of Broadcast-
ers and CBS-TV have rated the spot
as integrated. The commercial uses
a special jingle theme and blends five
VOS5 products into a single promo-
tion.

The new commercial has varia-
tions with three to five products in-
tegrated in one sequence, Mr. Polk
explained, and probably will be only
the first of a series of such spots.
The firm’s agencies are J. Walter
Thompson Co., Compton Advertis-
ing and BBDQO, all Chicago.

The new five-in-one spot is not

%
Mr. Polk

Alberto-Culver has 5-in-1 integrated spot

meant to suggest that Alberto-Culver
is giving up its use of piggybacks,
Mr. Polk emphasized, because these
spots can do an important special-
ized job. The advertiser, he added,
is continuing to boycott spot mar-
kets where there is a station piggy-
back ban in effect and where
Alberto-Culver’s alternative station
choices do not permit the saturation
deemed necessary.

Alberto-Culver continues to place
virtually. all of its annual $40 mil-
lion budget in TV but is slowly in-
creasing its relatively small print
schedule in magazines. Through
Compton it is now scheduling six
magazines starting in 1965 for New
Dawn hair coloring and Get Set
hair setting lotion. New Dawn is a
10-month old product backed by a
total all-media budget of about $10
million.

The advertiser also has scheduled
a heavy network and spot TV drive
through JWT, for the introduction
of its newest product, Rinse Away
dandruff shampoo, effective Nov. 2.

Alberto-Culver’s President Leon-
ard Lavin, reports September sales
were the highest in the company’s
nine-and-one-half year history. He
predicted that gross sales for fiscal
year 1964 ending Nov. 30 will top
the $100 million mark, up from
$80.2 million for 1963.

a very valuable barometer of the indus-
try’s vulnerabilities. They appear to
be ‘critical’ not so much in the sense
of being ‘opposed,” but in the sense of
being ‘discriminating,” ”

“Perhaps the toughest job . . . is to
produce great advertising . . . where

itself available for suggestions from
outside its own organization,.then adds
“the woman’s touch” of its consuming
public to other research in approaching
the decision as to whether the new prod-
uct is worth adding to the Purex line.
Mr. Arvold cited the example of
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Network TV billings for August
Network TV %ross time billings
$000)
August January-August
1963 1964 %, Chg. 1963 1964 %, Chg.
ABC-TV $16,271.6  $17,038.1 + 4.7 | $141,2254 $1446290 4 24
CBS-TV 26,883.7 29,4630 4+ 9.6 212,194.7 233,446.2  410.0
NBC-TV 23,002.3 26,833.2 4123 190,549.6 216542.7 4136
Totals $66,157.6  $73,334.3  4+10.8 | $543,969.7 $594,6179 4 9.3
Network television net time and program billings
by day parts
(Source: TVB/LNA-BAR)
August January-August
1963 1964 % Chg. 1963 1964 % Chg.
Daytime $17,6723  $18,1924 4+ 29 | $176,634.8 $184,081.2 + 42
Mon.Fri. 13,669.3 14,1437 4 35 136,308.8 141,237.8 4+ 36
_Sat.-Sun. 4,003.0 40487 4+ 1.1 40,326.0 42,8434 + 6.2
Nighttime 48,898.9 49,429.1 + 11 482,653.2 5223754  + 8.2
Total $66,571.2  $67.6215 4+ 16 | $659,288.0 $706,4566 4 7.2
Network television gross time billings by network
month-by-month 1964
(Source: TVB/LNA-BAR)
ABG CBS NBC Total
January $18,474.6 $29,134.7 $26,801.0 $74,410.3
February 18,3304 27,716.2 25,822.4 ,869.
March 18,980.2 30,051.9 28,966.4 77,998.5
April 18,159.0 28,852.3 27,467.4 74,478.7
May 17,859.4 30,189.9 27,290.4 75,339.7
June 18,153.4 28,199.3 25,8204 72,173.1
July 17,633.9 29,8389 27,541.5 75,014.3
August 17,038.1 29,463.0 26,833.2 73,3343
Corrected figures for July
($000)
July January-July
1963 1964 %, Chg. 1963 1964 % Chg.
ABC-TV $159278  $17,6339 4107 | $124,9538 $127,5909 4 21
CBS-TV 27,4019 29,8389 4 838 185,311.0 203,983.2 4101
NBC-TY 23,333.8 27,541.5 +18 0 167,547.3 189,7095  413.2
Totals $66,663.5  $750143 4125 | $477,8121 $521.283.6 4+ 91

block pumice, a form of lava so light
it floats. When wet it can be used to
remove rust stains from toilet bowls,
clean tile, cast iron and rusty tools and
to take bobby pin rust marks off the
bottoms of swimming pools. Lab re-
ports, however, “showed that this prod-
uct scratched many surfaces badly. An
outside lab reported that pumice was
available at relatively low cost and
didn’t recognize that this pumice was
different.

The product was sent out to house-
wives and 60% of them reported that
it worked better than anything they had
ever tried for cleaning toilet bowls and
the hard porcelain surfaces inside ovens.
And they said they wanted it. Most
negative reports showed misuse.

“At this ‘point what do you do?” Mr.
Arvold asked. “Believe the technical
male expert and quit, or the fuzzy
headed female and start spending
money?” Purex, he said, believes “wom-
en can evaluate products, and we made
a deal for those rocks. The product is
now in hard and soft water test markets
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and initial results look good.

“If we didn’t have faith in the wom-
an’s touch approach, if we had listened
to the lab experts on this subject, we’d
never be off the ground with this prod-
uct. This is a limited use-item and it
may not work, but the profit potential is
well worth the risk.”

Rep. appointments ...

s WERE-AM-FM Cleveland and wnNus
Chicago: Peters, Griffin, Woodward,
New York.

» Wpok Cleveland: H-R Representa-
tives, New York.

= WEXL Royal Oak, Mich.: Vic Piano
Associates, New York.

s WJIER Dover-New Philadelphia, Ohio:
Gill-Perna Inc., New York.

= KoKE Austin, xCaD Abilene, both
Texas, and xMyc Marysville, Calif.:
Grant Webb & Co., New York.

= WLR(FM) Garden City, N. Y.:
Frederick W. Smith, New York.

13 toy ads pass
NAB inspection

The code authority of thc National
Association of Broadcasters has ap-
proved 13 more toy commercials, add-
ing them to the initial listing of 141
advertisements that have been cleared
for the Christmas season (BROADCAST-
ING, Oct. 12).

The new list was carried in the code
authority’s October TV Code News. All
the commercials were judged to be in
accordance with code standards and
the top advertising guidelines.

The publication also warned code
subscribers to send to the code for
rulings any questionable ads they en-
counter. It was pointed out that com-
mercials should not show a doll standing
upright if the product cannot, and if
a stand is needed this should be stated.
Subscribers also were cautioned that
ads should not show a child pointing a
toy gun at a pet or another child.

The 13 newly classified toy spots are
for products of nine companies. Multi-
ple-product announcements are marked
by one asterisk (*) if judged piggy-
backs, two asterisks (**) if integrated.

This is the NAB code authority list:

BLAZON INC.: () #1, Sno-Wing/Horse (with
guarantee information sllde) (") #2, Horse/
no-Wing (with guarantee information slide).

COLORFORMS: RT-5435-60 Rev., Miss Ballerina.

DELUXE READING: BA-1-60, Baby Brite “Jingle";
35-X-60, Crusader 101; 43-X-60, Betty's Beauty

Parlor.
EMBREE MANUFACTURING CO.: (**}—, Koppee-

fun

GABRIEL U-2 Spy Plane.

IDEAL TOY CORP 1G-148, Hands Down.

LIONEL TOY CORP.: Helios 21 twith source of
power slide),

MATTEL: HRE-3-33, Hot Rodder Engine #3;
HRE-4-60, Hot Rodder Engine #4.

Oltinlo ART CO.. Carnival Shooting Gallery (Re-
vise

NAFMB, GAB join chorus
against SRDS proposal

There were more complaints last
week against a plan by Standard Rate
Data Service Inc. to change its meth-
od of station listing. The National As-
sociation of FM Broadcasters and the
Georgia Association of Broadcasters
lodged protests, the latter offering an
alternate plan.

The row was touched off by the
Pennsylvania Association of Broadcast-
ers when SRDS announced its intention
of continuing its monthly listing of
major-market AM stations but relegat-
ing FM's and smaller-market AM’s,
previously included in the monthly pub-
lication, to a twice-a-year listing
(BROADCASTING, Oct. 26). The PAB
last week also offered an alternate pro-
posal, and the National Association of
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VICE-PRESIDENTIAL NOMIN.E_E" SEN, HU&R PHREY
: ey

JALK RASSEWIE
ki

FLORIDA SEN. HOLLAND — L& SEC. OF COM )

.. . The list is long and imposing. Key people of government and politic whose position and phil-
osophy have impact on South Florida! Each week they're confronted by our panelists on the oldest
program of its type: WLBW-TV's Miami Press Conference, the most talked-about, most written-
about public service program in ali of Florida. Yes, it's on Channel 10 where you find that acknow-
ledged authority for the first and the final word!

... Shall we continue the list? There's former Vice-President Richard M. Nixon; OAS Ambassador
Delesseps Morrison; AFL-CIO President George Meany; Ex-Ambassador Eari T. Smith; Teamsters
President Jimmy Hoffa; former Attorney General Robert Kennedy; Congressman Claude Pepper. ..
and oh! so many more! . . . How about monitoring us for other important figures with major pro-
nouncements, on Miami Press Conference! This coming week, perhaps?

Represented by
M Television, Ine.

~ MIAMI,FLORIDA
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Broadcasters arranged to meet with the
SRDS to discuss the problem. Vincent
T. Wasilewski, NAB executive vice
president, had earlier protested the
SRDS decision.

"PAB’s initial attack against SRDS
was an emergency executive meeting.
where a committee was named to make
recommendations to SRDS. The com-
mittee last week asked SRDS to aban-
don its plan for separate publication
and suggested that “a reasonable limit
be placed on the amount of free listing
space, with a reasonable charge being
imposed for any additional space over
the maximum [and that] a reasonable
charge be made for making an unrea-
sonable number of listing changes in
any one year.” SRDS is now studying
the proposals.

- Although the NAFMB registered on-
ly a complaint, offering no counter-
proposals, the GAB suggested SRDS
continue its present methods. The GAB
offered to offset the costs involved by
supplying SRDS with necessary infor-
mation for changing the monthly list-
ings. This would keep only Georgia
stations current, but the GAB said oth-
er groups might adopt similar tech-
niques.

Sherril Taylor, NAB’s vice president
for radio, said he had made tentative
plans to meet with Harvey Harkaway,
assistant to the SRDS publisher, in New
York Thursday (Nov. 5). Mr. Wasi-
lewski will probably attend the meet-
ing also, Mr. Taylor said, and other
prospective conferees are FEdmund
Bunker, president, and Miles David, ad-
ministrative vice president, of the Ra-
dio Advertising Bureau.

Mr. Taylor said he was aware of the
alternate proposals offered by the PAB
and GAB, but that they involved de-
tails that would have to be worked
out in conference.

Changes considered
in cigarette ad code

Robert Meyner, administrator of the
cigarette advertising code, last week re-
portedly was considering “significant”
changes that may have to be made in
the claims found on cigarette packages
and in cigarette advertising.

Mr. Meyner’s principal concern ap-
parently was in the area of health
claims, and it was speculated that cer-
tain descriptive phrases about filters
might be in for deletion or alteration.

Mr. Meyner was named by the cig-
arette makers June 7 to administer the
code which had been issued April 27.
The code itself had been described by
Mr. Meyner as “rather strict.” By its
rules all cigarette advertising will have
to be submitted to Mr. Meyner for ap-
proval, and any violations could cost
up to $100,000.

42 (BROADCAST ADVERTISING)

Multiproduct list
gets 24 additions

The running list of multiple-product
announcements kept by the code au-
thority of the National Association of
Broadcasters has been expanded by 24
commercials, 13 classified as integrated
and 11 as piggybacks.

The additions, listed in the NAB’s
TV Code News for October, bring to
204 the number of multiple-product an-
nouncements the code has classified
through Oct. 8. The other 180 com-
mercials were listed last month (BrROAD-
CASTING, Oct. 12).

The newly classified commercials,
complete with company name, code
designation and products advertised,
are:

INTEGRATED
BUXTON, INC: BU-62-02-6(209R), Keytainer/Or-

ganizer,

EMBREE MANUFACTURING CO.: Koppeeful/Full-
0-Fun Kit.

HELENE RUBENSTEIN, INC.: R-60-511-64 T,
Long Lash/Fashion Stick; R-60-515-64 T, Long
Lash/Tintillate.

0 IJOLLOWAY CANDY: HSR-1-60, Sio-Poke/Milk
uds.

PETER PAUL, INC.: PPM-3.64-B, Mounds Candy
Bar/Almond Joy Candy Bar.

STANDARD BRANDS, INC.: SBI-1E, Chase & San-
born Coffee/Fleischmann's Margarine; SBI-2E,
Chase & Sanborn Instant Coffee/Fleischmann’s
Margarine; SBI-4E, Royal Dessert/Burger Bits;
SBI-5, Royal Dessert/Chase & Sanborn Instant
Coffee; SBI-16E, Fleischmann’'s Margarine/Royal

Dessert,

UNITED BISCUIT CO. of AMERICA: UBF-36K,
Keebler Cookies/Saitines; UBF-37K, Keebler
Cookies/Saltines; UBF-38K, Keebler Cookies/

Saltines.
PIGGYBACK

GENERAL MILLS, INC.: CH-147/LC-3R, Cheerios
/Lucky Charms; CH-148/LC-3R, Cheerios/Lucky
Charms; CH-149/LC-3R, Cheerios/Lucky Charms;
LC-19R/CH-188, Lucky Charms/Cheerios; LC-20R
CH-188, Lucky Charms/Cheerios; 202-CCF/GMKT-
CCF-58/KTF-197, Country Corn Flakes/Gold Medal
Flour; 205-CCF/Layer Cakes-CCF-58/M-EL-F-26R1,
Country Corn Flakes/Betty Crocker Cake Mixes;
215-GMKT /Layer Cakes-KTF-197 / M-EL-F-26R1,
Gold Medal Flour/Betty Crocker Cake Mixes.

PILLSBURY CO0.: 1289 Double Dutch CB-60,
Eﬂquble Dutch Devils Food Cake/Fudge Brownie

ix,

SAUTER LABS, INC.: 4-60-8, Romilar CF/
Children’s Romilar; 4-60-10, Romilar CF/Chil-
dren’s Romilar.

American Home defends
Preparation H ads

The American Home Products Corp.,
New York, has slapped back at the
Federal Trade Commission’s complaint
that the firm’s Preparation H ointment
and suppository advertising has been
misleading (BROADCASTING, Sept. 14).

American Home said its commercials
through Ted Bates & Co., New York,
for the hemorrhoid treatment, did not
misrepresent that Preparation H will
shrink hemorrhoids or relieve all pain.

4 ' L]
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The firm also denied claiming the drug
would make surgery for piles unneces-
sary and said that_it had adjusted its
advertising following an FTC complaint
in 1954 It was then advised, American
Home said, that the FTC would take no
further action on Preparation H, and
the firm has made “no significant change
in its advertising” since then.
Preparation H has long been involved
with broadcast advertising, although the
television code review board of the
National Association of Broadcasters
banned its commercials five years ago,
primarily for reasons of taste. The
treatment is still advertised on radio-TV.
The FTC’s complaint regarding Prep-
aration H also cited four other hem-
orrhoid remedy advertisers. Among
them was Humphreys Medicine Inc,,
New York, maker of Humphreys Oint-
ment, another broadcast advertiser.
Humphreys also denied FTC charges,
and along with American Home asked
that the complaints be dismissed. The
FTC plans to hold a hearing on the
complaint at an undetermined date.

ABC Films, Seeger join
to form Channel Films

The formation of Channel Film Pro-
ductions Inc., New York, by ABC Films
in partnership with Hal Seeger Produc-
tions, New York, was announced last
week by Henry Plitt, president of ABC
Films. The new company will provide
on-premise animation, optical, editing
and sound facilities for on-the-air pro-
motional spots,” commercials, shorts,
features and industrial films and open-
ings to shows, trailers and station breaks.

Channel Films is located at 48 West
48th Street. The officers are Mr. Plitt,
president; Harold J. Klein and Raymond
Fox, vice presidents; Hal Seeger, treas-
urer, and Beverly Seeger, secretary.

Business briefly ...

Old London Foods Inc., through Rich-
ard K. Manoff, both New York, will be
participating sponsor in NBC-TV’s
Dennis the Menace (Saturday, 11-11:30
a.m. EST). Old London will also use
spot TV in selected markets.

The Bonomo Candy Division of Gold
Medal Candy Corp., through Hicks &
Greist, both New York, is sponsoring
the largest fall TV advertising campaign
in its history. Bonomo will run 247
spots weekly on 46 stations in the coun-
try’s top markets—a 200% increase in
number of spots and a 100% increase
in number of stations over last year.

Scheniey Imports Co., through Nor-
man, Craig & Kummel, both New York,
began a 26-week campaign on CBS
Radio’s The Arthur Godfrey Show
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(Monday-Friday 9:10-10 a.m. EST)
for its Dubonnet aperitif wine.

Shields Inc., through Edward M.
Meyers Associates, both New York, will
run a TV spot campaign beginning Dec.
1 in the 25 top markets for its Dante
Cologne and after shave lotion.

Mrs. Peterson cancels
her date with AFA

A flurry of angry exchanges involving
the Advertising Federation of America
and Esther Peterson, President John-
son’s special assistant for consumer af-
fairs, has led Mrs. Peterson to cancel a
Nov. 7 speech before the AFA., Instead,
she has accepted an invitation to address
a regional conference of the American
Association of Advertising Agencies in
New York Nov. 11, where she is ex-
pected to present her side of the AFA
squabble.

AFA President Mark Cooper prompt-
ed Mrs. Peterson’s cancellation when he
sent a memorandum to AFA members
criticizing her for “doing irreparable
damage to the reputation of American
businessmen and the advertising indus-
try—perhaps unwittingly.” He enclosed
an editorial, with which he said the
AFA agreed completely, from Printers’
Ink, a trade magazine. The editorial
declared, in part, that “Mrs. Peterson
and her new office represent the most
pernicious threat to advertising today.”

Following the mailing, Mrs. Peterson
cancelled her speech, refusing to ad-
dress a group that supports a position
“rejecting the two-way exchange be-
tween business and government. . . .”
Several AFA members also said they
did not support the criticism, and the
AFA executive committee met last week
and issued this terse statement: *“We
unanimously endorse Mark Cooper’s
action in alerting AFA members to
matters which might be inimicable to
advertising and business in general.
However, we do not necessarily endorse
all of the opinions expressed in the edi-
torial which accompained Mr. Cooper’s
memo.”

Phillips buys TV basketball

Phillips Petroleum Co., Bartlesville,
Okla., through J. Walter Thompson Co.,
New York, will be one-quarter sponsor
of TV coverage of the Missouri Valley
Conference basketball season of 10
games on a midwestern special TV
hookup of 14 stations. Season will start
the first week in January, with the games
being broadcast live on Saturdays, start-
ing at 1:30 p.m. and continuing to con-
clusion. Tom Vickers Productions,
headed by a Wichita investment banker
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Hot item from Schick

More than $2 million, the lion’s
share of the fourth-quarter adver-
tising budget of Schick Safety
Razor Co., has been earmarked
for the new Schick Hot Lather
Shave Cream. Campaign, to in-
clude spot and network TV as
well as network radio, will use the
theme that the new product gives
“rich, hot lather from a push-
button can” -— barbershop style.
Christmas packages of the shave
cream with other Schick products
are being stressed.

In the TV commercials being
produced by Filmways Inc. for
agency Compton Advertising, ac-
tors depict barber and customers
in a steaming barbership.

Bruce Altman (1) of Compton
and James L. Badgett, vice presi-
dent in charge of advertising for
Schick, examine one of the over-
sized props used to give the illu-
sion of a barber half the size of
the aerosol can.

and oil man, is handling the basketbail
package, with John Vrba, president of
The Fourth Network, sports program
organization, acting as national sales
representative.

Maxon to close in Chicago

Maxon Communications Inc., New
York, last week announced the closing
of its Chicago office, effective Jan. 1,
1965. The management, creative and
media services for the A. E. Staley Man-
ufacturing Co., the Chicago office’s sin-
gle account, have been served by the
New York office for several months.
Mr. Haakon Groseth, senior vice presi-

dent of the Chicago office, will be trans-
ferred to New York immediately with
other members of the staff essential to
the Staley operation. Mr. Raymond
Stricker, vice president in charge of the
Chicago office, will become a consultant
to the New York office, effective Jan. 1.

FTC tells NRC to stop
‘false’ Enurol claims

The Federal Trade Commission last
week ordered National Research Corp.
to stop making, what the FTC thinks,
are false therapeutic claims for NRC’s
Enurol, a medicinal product that has
been advertised on radio-TV.

The FTC’s action essentially backed
an earlier recommendation by a hear-
ing examiner (BROADCASTING, July 27),
but overturned his stand that the La-
fayette, La., firm should not be re-
quired to delete the word “research”
as part of any trade name in its adver-
tisements. The FTC said NRC “is not
engaged in scientific or any other kind
of research” and such advertising could
mislead the public.

Enurol won’t prevent, relieve or cure
“arthritis, bursitis, rheumatism or any
other degenerative disease,” the FTC
said, although its radio-TV advertising
had made these claims.

Commercials in
production. ..

Listings include new commercials be-
ing made for national or large regional
radio or television campaigns. Appear-
ing in sequence are names of advertiser,
product, number, length and type ot
commercials, production manager, di-
rector, agency with its account executive
and production manager.

Jefferson Productions, One Julian Price Place,
Charlotte, N. C.

Delta Air Lines, Atlanta; twenty-one 20's for
TV, live on tape. Jim Rogers, production man-
dger. Agency: Burke Dowling Adams, Atlanta.
Heyward Siddons, agency producer.

St. Regis Paper Co., New York (notebooks);
one 60 for TV, live on tape. Jim Rogers, produc-
tion manager. Agency: Cunningham & Walsh,
New York. Ed Kogan, agency producer.

Coca-Cold Co., Atlanta (Coke); two 30's for TV,
live on tape. Jim Rogers, production manager.
Agency: McCann-Erickson, Atlanta. Don Naylor,
agency producer.

Brown & Williamson Tobacco Corr., Louisville,
Ky. (Tube Snuff); one 60 for TV, live on tape.
Jim Rogers, production manager. Agency: Ted

Bates, New York. Bob North, agency producer.

Standard Qil Co. of Kentucky, Louisville (oil);
one 60 for TV; live on tape. Jim Rogers, produc-
tion manager. Agency: Burke Dowling Adams,
Atlantd. Bob Hendrickson, agency producer.’

Poss Canned Products, Charlotte; one 60 and
three 20's for TV, live on tape. Jim Rogers, pro-
duction manager. Agency: Sonny Smith, Char-
lotte. Bob Hicks, account executive. Sonny
Smith, agency producer.
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NAB meets enter home stretch

New Orleans gathering hears FCC's Ford call for

repeal of Section 315, defend fairness doctrine

The last leg of the regional meetings
of the National Association of Broad-
casters begins next Monday (Nov. 9)
in Detroit, to be followed by meetings
in Albany, N. Y. (Nov. 12-13), and
Richmond, Va. (Nov, 16-17).

Already completed are the first five
of this year’s fall conferences, with the
fifth taking place in New Orleans last
week,

John F. Dille Jr., Communicana Sta-
tions, vice chairman of the television
board, will be the principal board
speaker in Detroit and in Albany. Jack
W. Lee, wsaz-AM-FM-TV Huntington,
W. Va., vice chairman of the radio
board, will be the board speaker in
Richmond.

FCC Commissioner Kenneth A. Cox
will represent the commission at the
Detroit and the Albany meetings; Com.
missioner Robert E, Lee will appear at
the Richmond meeting.

Meanwhile, one commissioner's
opinion of whether or not broadcasters
should own community antenna TV sys-
tems was made known Jast week. Speak-
ing to the New Orleans conference,
Commissioner Frederick W. Ford said
that he favors broadcasters owning ca-
ble systems and vice versa. Mr. Ford
said he agrees that urban areas should
have a choice of TV signals through
the medium of CATYV, but, he added,
he’s against CATV when it destroys
local TV service to rural areas. Rural
areas, he maintains, must be protected.

. Discussing the problems of Section
315 Mr. Ford urged that it be repealed.

A quintet of broadcasters pays atten-
tion at the National Association of
Broadcasters' regional conference in
New Orleans. (L-r): Eugene B. Dodson,
WTVT(TV) Tampa-St. Petersburg, Fla.;
Carter Hardwick, WSFA-TV Montgom-
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But, he added, a new section of the
Communications Act should be adopted
by Congress giving the FCC the power
to establish rules to govern political
broadcasting.

These rules, he said, should be drawn
up in consultation with congressmen.
the national commitiees of the two
major political parties, communications
lawyers, broadcasters and other inter-
ested parties.

Section 315, Mr. Ford said, has given
rise to “a whole host of problems that
seem to be limited only by the ingenuity
of campaign managers.”

Weigh All Factors » Mr, Ford also
contended that the FCC should not take
any action to limit the number of com-
mercials on the air; he would let the
“marketplace” decide. But, he added,
he thought this would require the FCC
to publicize the amount of commercial
time carried by each station so that the
public would know.

Although he said he was loathe to
suggest an optimum limit on commer-
cial time, Mr. Ford pointed out that in
the “golden age” of radio, the most
popular program, Amos 'n Andy, was
about 25% commercial.

Alluding to the controversy over the
FCC's fairness doctrine, Mr. Ford noted
that at no time has any station been
set down for hearing for being unfair,
and, in fact, he observed, no station has
ever been censured for violating the
policy.

“The commission is convinced,” he
said, “that 98% of all broadcasters

T

ery, Ala.; Marshall H. Pengra, KLTV
(TV) Tyler and KTRE-AM-TV Lufkin,
both Texas; Jack Harris, KPRC-AM-TV
Houston, and George Whitney, KFMB-
AM-FM-TV San Diego. Detroit is next
on the NAB circuit.

South will rise again

It was too good to miss, and
the National Association of
Breadcasters couldn’t resist: For
the Richmond, Va., regional con-
ference, scheduled to be held Nov.
16 and 17 in that former capital
of the Confederacy, the board
speaker will be Jack W. Lee,
WSAZ-AM-FM-Tv Huntington, W.
Va., vice chairman of the radio
board, and the FCC speaker will
be Commissioner Robert E. Lee.

Missing from the agenda is
Traveler, General Robert E. Lee’s
horse.

want to be fair. It isn’t a serious
problem.”

Highlight of the New Orleans meet-
ing, as it has been at all of the NAB
regional meets, was the panel on CATV
and pay TV.

The first out and out advocate for
pay TV at the NAB meetings was John
Pinto, vice president of RKO General’s
wHCT(Tv) Hartford, Conn., which has
been operating as a pay-TV station for
the last two-and-a-half years.

Answering attacks that are based on
the fear that if successful subscription
television will wean away standard pro-
grams now on free TV, Mr. Pinto
stated categorically that RKO General
wouldn’t be in pay TV if it would harm
free television. Pay television, he said,
is supplementary to free TV, and will
use programs not on regular broadcast-
ing schedules—such as current movies,
Broadway plays, sports and other such
fare.

Responding to an inquiry on why he
included sports in his list, Mr. Pinto
observed that many sports programs al-
ready have left regular TV fare .for
theater television circuits.

Mr. Pinto’s position was challenged
by Dwight W. Martin, wpsu-Tv New
Orleans and chairman of the NARB’s
Future of Television in America Com-
mittee, That committee, Mr. Martin
said, is opposed to pay TV, both wired
and wireless, because it is fearful that
subscription broadcasting will take pro-
graming from free TV. Notwithstand-
ing the argument that pay TV is only
interested in programs not now on f{ree
TV, Mr. Martin stated, proponents of
pay TV will find that “there are more
dollars in appealing to the mass audi-
ence than to a limited audience.” At
that point, he said, free TV will begin
to lose programs.

Mr. Martin also emphasized that the
Future of TV in America Committee has
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The new General Electric TT-59-A
UHF-TV transmitter sets new stan-
dards for stability, economy and per-
formance. The TT-59-A provides 50 kw
peak synchronizing-video signal and a
28 kW aural signal. A major factor in
the excellence of these new GE trans-
mitters is the use of Eimac four-cavity
klystrons in both visual and aural
power amplifiers. The Eimac 4KM150
series of tubes features low random
AM noise — more than 60 db below
black level. Linearity is excellent, Large
cathode with loading less than 150 mA
per cm? means long life. If your trans-
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four-cavity amplifier
klystrons power new GE
UHF-TV 50 kw transmitter

mitter requirements include easy cool-
ing, low rf drive power, simple tuning,
and operating economy, contact Eimac.
We have, or can design, the tube for you.

EITEL-McCULLOUGH, INC., San Carlos, Calif. 2

In Europe contact Eitel-McCullough, S.A.,
15 rue du Jeu-de-{'Arc, Geneva, Switz.

4KM150 SER!ES TYPICAL CHARACTERISTICS

Freguency (4KM150LA) 470:610 Mc
(4KM150LF) 590.720 Mc
(4KMI150LH) 700-890 Mc
Output Power 50 kw

Drive Power 20W

Heater Voltage 26 Vdc
Heater Current 11.5 Adc
1 db Bandwidth 8 Mc
Cooling Liquid and Forced Air
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“Equal Time: The Private Broad-
caster and the Public Interest,” by
Newton N. Minow. Edited by Law-
rence Laurent. Atheneum Press, New
York, 316 pp. $5.95.

It was no accident that Newton N.
Minow was probably the most con-
troversial chairman in the FCC’s his-
tory. In a sense, he planned it that
way, For when he accepted Presi-
dent Kennedy's call in 1961, he did
so0, he indicates in Equal Time: The
Private Broadcaster and the Public
Interest, with a sense of mission.
Quite simply, he wanted to uplift
broadcasting, particularly television,
whose potential for education and
entertainment he recognized as im-
mense. And the technique he chose
was public speeches—blistering, elo-
quent speeches that would arouse
public opinion and goad broadcast-
ers.

Equal Time, which will be pub-
lished Nov. 9, is a collection of the
major speeches and writings pro-
duced by Mr. Minow (with the help
of a stable of assistants whose aid he
acknowledges) during his 28 months
as chairman. Lawrence Laurent, ra-
dio-TV editor of the Washington
Post, has edited the speeches and
provided comment to set the stage,
in time, place and atmosphere, for
each of the Minow offerings, and to

Minow revisited:

Ex-chairman Minow
Broadcasting’s uplifter

describe the aftermath.

Included, of course, is Mr. Min-
ow's first address to the National
Association of Broadcasters, at its
1961 convention, in Washington. It
was then that he invited the broad-
casters to sit down in front of their
television sets for a full day. “I can
assure you,” he said, leading into a
phrase that has proven durable if not
memorable, “that you will observe a

vast wasteland.”

Another Speech to NAB » There
is also the speech, before another
NAB convention, this one in Chi-
cago, in which he advocated enact-
ment of legislation that would not
only compel broadcasters to join the
NAB but would give the association
authority to enforce its own com-
mercial time standards.

There are also speeches in which
he called on broadcasters to put on
more news, to do more editorializing
and to do it more aggressively, to do
more public service programing and
to produce more and better children’s
shows. The book also contains essays
restating positions Mr. Minow held
as chairman—on the need for freeing
broadcasting’s “creative forces” from
advertiser influence (by separating
advertising material from editorial
content, as in newspapers and maga-
zines) and for providing political
candidates greater access to radio
and television (by requiring broad-
casters to make free time available)
(BROADCASTING, Sept. 7).

View from the Bridge = In all of
this, there is more than the lifted
eyebrow technique of regulation.
Mr. Minow was, quite frankly, using
the office of FCC chairman as a
platform from which to command
attention for his views, on the kind

not determined if it should seek legis-
lation to outlaw pay TV, or if it should
support such legislation if it is intro-
duced.

Marcus Bartlett, wsB-Tv Atlanta, Ga.,
urged broadcasters to get into the
ownership of CATV, while Marshall H.
Pengra, KLTV(Tv) Tyler, Tex., re-
counted what he termed were some of
the dangers of CATV to broadcasters.

Rochester ch. 13 case
won't be reopened

The FCC denied a joint request by
eight of the original eleven applicants
for channel 13 in Rochester, N. Y., to
postpone the oral argument in the case
scheduled for today (Nov. 2) and to
reopen the record and remand the
proceedings to the hearing examiner
for further evidence.

The initial decision had recommended
granting the share-time application of
Rochestel; Area Educational Television
Association and Rochester Telecasters
Inc. (BroaDCASTING, Feb. 3). The
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eleventh applicant, Rochester Broad-
casting Corp., was subsequently dropped
from the proceeding by default.

The eight petitioners—Flower City
Television Corp., Star Television Inc.,
Citizens Television Corp., Genesee Val-
ley Television Corp., Community Broad-
casting Corp.,, Federal Broadcasting
System Inc., Heritage Radio & Televi-
sion Broadcasting Inc. and Main Broad-
casting Inc.—in support of their re-
quest for a new hearing had informed
the commission that the Rochester
school district, the largest school dis-
trict in the area proposed to be served
by RAETA, was planning to construct
and operate an instructional television
system of the type established by a com-
mission rulemaking last year (Broap-
CASTING, July 29, 1963). In further sup-
port of their request, the petitioners
said that it now appears unlikely the
Rochester school " district would con-
tribute 50% of RAETA’s operating
funds as had been determined in the
initial hearing.

In a separate order, the commission
granted a request by ABC to participate
in the channel 13 oral argument on

Nov. 2 as friend of the court and
alloted the network 5 minutes to make
its presentation (BROADCASTING, Oct.
21).

USIA’'s Rowan headlines
educational meeting

About 650 persons attended the 40th
annual convention of the National As-
sociation of Educational Broadcasters
in Austin, Tex., last week (QOct. 25-28).
Delegates heard an explanation of the
activities of the broadcasting arm of
the U. S. Information Agency by its
director, Carl T. Rowan, featured guest
speaker.

William G. Harley, president, and
Harold E. Hill, vice president and treas-
urer, were reappointed by the board of
directors, as was Board Chairman Rich-
ard B. Hull, director of radio and TV
broadcasting at Ohio State University.

The group adopted a new constitu-
tion and bylaws designed to facilitate
its reorganization into four operating
divisions—Educational Television Sta-
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of service broadcasters should pro-
vide. Many broadcasters—and some
civil libertians, too, for that matter
—complained that by urging partic-
ular kinds of programing Mr. Minow
was moving dangerously close to the
line—indeed, if he hadn’t already
stepped over it—which is supposed
to restrain government from censor-
ship. But Mr. Minow had two an-
swers—censorship involves prior re-
straint; and (2) the commission, if
it is to do its job, must examine the
record of a broadcaster before deter-
mining whether to grant him a re-
newal of license.

But if being chairman of the FCC
assured him of an audience for his
views, it was still a frustrating ex-
perience. He saw the commission be-
ing drowned in.paper work, and un-
able to move fast enough to meet its
responsibilities. He felt, too, that the
commissijoners should not both make
rules and interpret them. Accord-
ingly, on leaving the commission, on
May 31, 1963, he wrote President
Kennedy recommending a proposal
that had been made in part before he
joined the agency—that the commis-
sion be split in two. He suggested
that the FCC be replaced by a single
administrator-policy maker, appoint-
ed by the President, and an adminis-
trative court. The present members

of the commission are still shooting
at that idea.

History’s Role = There remains to
be assessed his reign as chairman.
And while one may not agree that
Mr. Minow played as large a role as
Mr. Laurent suggests that he did in
the enactment of the all-channel re-
ceiver, aid to educational television,
and communications satellite bills, it
is true his speeches helped in their
passage.

It's true, too, of course, that many
broadcasters disagreed violently with
the former chairman’s views on pro-
graming. But still, many are pro-
graming’ now along lines he sug-
gested. It seems, then, that his ideas,
expressed with clarity of style and
forcefulness, had an impact. And
for that reason, they are worth re-
reading.

In view of the furor Mr. Minow
created in broadcasting, however, it’s
ironic to read, in his introduction to
Equal Time, what he regards as his
single most important achievement as
chairman—the $1, after-9 p.m. long-
distance telephone rates for three-
minute, station-to-station calls,

The book is dedicated to the late
President, “For whom there was so
little time,” and a royalty from the
sale is being contributed to the John
F. Kennedy Memorial Library.

tions, National Educational Radio, In-
structional, and Individual Member.

Resolutions passed by the delegates
recognized - the “timely and effective”
coverage of national and international
events by the broadcasting industry as
“a contribution of immeasurable value
10 the American people,” dedicated the
convention to the memory of the late
Herbert Hoover and the contribution
he made to the structure of the Ameri-
can broadcasting, and expressed appre-
ciation for the efforts of the federal ad-
ministration, the 88th Congress and
the FCC in behalf of educational broad-
casting.

Review board wants both
applicants to stay in

The FCC'’s review board has turned
down a proposed agreement which
would have paved the way for TVue
Associates Inc. to remove itself from
the proceedings for channel 23 in Hous-
ton.

The proposal, between TVue and
BROADCASTING, Novemher 2, 1964

United Artists Broadcasting, the other
applicant for the channel, called for
payment by United of $27,500 in ex-
penses incurred by TVue in seeking the
channel. TVue could then have asked
that its application be amended to
specify operation on another channel in
Houston.

If the petition to amend had not
been granted, the agreement provided
that TVue “agrees to immediately peti-
tion the commission to dismiss its appli-
cation” for the construction permit on
channel 23. TVue then, reportedly, in-
tended to apply for either channel 29
or 68 in Houston or channel 17 in
Rosenberg, Tex.

The Broadcast Bureau earlier refused
to approve the agreement between the
two companies for reason of the amount
of reimbursement involved.

In refusing to allow TVue to with-
draw from the proceedings, the board
said the case includes issues that could
disqualify United Artists, and the net
effect of the approval of the agreement
might be that no service could be in-
stituted on the television channel for
some time.

What to do with
the 1% interests

15 group owners to ask FCC
for more time on duopoly,

multiple-ownership inquiry

Representatives of 15 publicly owned
companies, whose assets include mil-
lions of dollars in AM, FM and TV
properties, met in New York last week
to consider a multimillion-dollar ques-
tion—what to do about the FCC’s re-
cent inquiry and proposed rulemaking
relating to its multiple-ownership and
duopoly rules.

They plan to ask the FCC for more
time to work on the problem.

The commission, which has grown
increasingly concerned about incomplete
information on ownership of corpora-
tions which operate broadcast facilities,
and consequently is at a loss in enforc-
ing its 1% multiple-ownership rule, last
month called for comment on how to
meet the problem and proposed that it
be allowed to-move against stockholders
who violate the rule (BROADCASTING,
Sept. 21). At present the FCC is
limited to action against station licensees
for enforcement of the ownership limit.

The problem is potentially explosive,
involving possible detrimental effects on
investments in broadcasting companies
by institutions, especially mutual funds;
limitations on acquisition of stations by
broadcasters who do not exceed owner-
ship limitations but who might become
involved through the common owner-
ship of broadcasting properties of one
of their stockholders, and the possibility
of forced divestiture of stockholders
who are already in violation of the
rule.

Executives or legal counsel of the 15
companies gathered at Metromedia’s
New York headquarters last Tuesday
(Oct. 27) to discuss the issue and pos-
sibly to determine some common reply
to the commission request. No position
was formulated but it was decided to
ask this week for a 90-day extension of
the Nov. 23 deadline for filing com-
ments. The group will reconvene some-
time this month.

Companies participating were Capital
Cities, Cox, Crosley, Meredith, Metro-
media, RKO General, Storer, Taft,
Time-Life, Wometco, Rollins, Chris-
Craft, Crowell-Collier, 20th Century-
Fox and Plough.

Robert A. Dreyer, Metromedia vice
president and general counsel, who or-
ganized the meeting, said there was
absolutely no criterion for participation
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future

It belongs to Les Crane, a bright and bold young man who
started talking to radio audiences on KGO in San Francisco.
People listened. When he moved to KGO-TV more people
listened, and locked. A year ago he came to New York and
repeated his success on WABC-TV. But it didn’t stop there.
Backed by a unique Program Development Plan, the ABC
OWNED TELEVISION STATIONS then got together and gave Les
an exciting new format, an important new time period and an
audience in five great cities. Result. Smash hit, and now Les
and the show are a vital part of the ABC TELEVISION NETWORK.
Another station-developed program has made good. Like
SHINDIG. Like BABE RUTH : A LOOK BEHIND THE LEGEND. RUN
TO DAYLIGHT, REQUIEM FOR AN ARENA, PINOCCHIO. Like THE
PHYLLIS DILLER SHOW and MAKING OF THE ALL-STARS. And,
of course, THE LES CRANE SHOW—a local show you’ll soon be
able to see almost anywhere.

WABC-TV New York * WXYZ-TV Detroit - WBKB Chicago
KABC-TV Los Angeles - KGO-TV San Francisco

ABG Owned Television StationsE




in the discussion beyond that of being
a publicly held broadcaster and that any
such group not represented at the meet-
ing is perfectly free to join in the co-
operative effort to meet the problems
posed by the commission.

Questions Raised = Research projects
directed at gathering information re-
quested by the FCC were “parceled
out” among the participants.

According to the FCC’s duopoly rule
no ownership of two stations within the
same service area and within the same
band—AM, FM or TV—is allowed,
and its multiple-ownership rule limits
station ownership to seven AM, FM and
TV properties, with a 1% holding or
more considered ownership. But pub-
licly owned broadcasting companies in
recent years have often found it a prac-
tical impossibility to inform the com-
mission of stockholders who own 1%
or more of their companies.

The problem is aggravated by “bene-
ficial” owners of stock whose names
are not actually on record as the own-
ers. For instance an actual owner may
have his holdings in a broadcasting
company in the “street name” of his
broker, or a trust fund may own stock
for an unidentified beneficiary. Banks
hold stocks as custodians for mutual
funds.

Among the problems to be studied by

the participating station operators: de-
termination of “street name” holdings
and beneficial owners, attributed owner-
ship (that is, to family members), vot-
ing trusts, the position of the New York
Stock Exchange, feasibility of the 1%
limitation in light of growing mutual
fund investment and the problems of
duopoly.

It is widely felt within the financial
community and among many Sstation
owners that the commission’s current
ownership rules are completely unwork-
able, especially in the ducpoly area. By
the letter of the duopoly rule, for ex-
ample, a man owning just one share of
RCA, one share of American Broadcast-
ing-Paramount Theaters and one share
of CBS would have interests—though
infinitesimal—in three AM, three FM
and three TV stations within the same
service areas.

Changing hands

ANNOUNCED = The following sale of
station interests were reported last week
subject to FCC approval:

= WKIs-AM-FMm Orlando, Fla.: Scld by
Mrs. Naomi T. Murrell to T. K. Cassel
for $300,000 plus $50,000 for covenant
not to compete, Mr. Cassel owns WBIL
Leesburg, Fla., and is the former own-
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er of wars Sayre, Pa. Wkis is fulltime
on 740 kc with 5 kw day and 1 kw
night. Wkis-FM is on 100.3 mc with
5.5 kw. Broker: Blackburn & Co.

APPROVED = The following transfers
of station interesis were among those
approved by the FCC last week (FOR
THE RECORD, page 76).

= Wicu-aM-Tv Erie, Pa.: Sold by
Gibraltar Enterprises Inc. to Dispatch
Inc. for $6,385,687. Both companies
are owned by Edward H. Lamb and
family. Transaction required valuations
because of sale of assets from one cor-
poration to another. Wicu is fulltime
on 1330 kc with 5 kw. Wicu-Tv is on
channel 12.

= WFAs-AM-FM White Plains, N. Y.:
Sold by Valentine and Everett Macy to
Westchester Corp. for $850,000. West-
chester Corp. group of Cleveland in-
vestors, including Norman Wain, Rob-
ert C. Weiss, Joseph T. Zingale, former
members of the sales staff of wiak Cleve-
land, and Frank P. Celese, Nick J.
Mileti and Mrs. Harrv H. Stone. WFas
is fulltime on 1230 kc with 1 kw day
and 250 w night. WFAs-FM is on 103.9
mc with 120 w.

= WrtMP Tampa, Fla.: Sold by Robert
W. Rounsaville to Joe Speidel III for
$250,000. Mr. Speidel owns woic Co-
lumbia, wyNN Florence and WPAL
Charleston, all South Carolina; wHiIH
Portsmouth, Va., and wsok Savannah,
Ga. Rounsaville stations are wLou and
WTAM-TV Louisville, Ky.; wruN South
Miami, Fla.; wciN Cincinnati; wvoL
Berry Hill, Tenn.; wyrp New Orleans,
and WATL-TV Atlanta. WTMP is a §
kw fulltimer on 1150 kc. See WDAE-
AM-FM Tampa below.

= WDAE-aAM-FM Tampa, Fla.: Sold by
the estate of David E. Smiley to Robert
W. Rounsaville for $375,000 and $240,-
000 for covenant not to compete. WDAE
is fulltime on 1250 kc with 5 kw, WDAE-
FM operates on 100.7 mc with 64 kw.
See wrMP Tampa above.

COMMUNITY ANTENNA TELEVISION

= Collier Community TV Co.s six
systems, four to Community TV Inc.
for $1,920,000 and two to Multi-Pix
Inc. for $340,000 and Collier’s micro-
wave assets serving five of these
CATV’s to Mountain Microwave Corp.
for $90,000, all pending FCC approval
of microwave transfer (see page 50).

= System with about 600 subscribers
serving West Monroe and Monroe, La.,
sold for in excess of $250,000 by David
Weiner and Max Rhulen of Ellenville
and Monticello, N. Y., respectively, to
Louisiana CATVY Inc., owned princi-
pally by Narragansett Capital Corp.,
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Providence, R. I. (see page 48).
Brokers: Daniels & Associates, Denver.

s Vestal Video Inc., Vestal township,
N. Y., system serving 750 subscribers
with a potential of 5,000 was sold Oct.
24 to Larry Flynn of New York for an
undisclosed price. Mr. Flynn owns
50% of Video Cable Inc.,, CATV in
Waynesville, N. C., and has an interest
in development of a CATV in Washing-
ton, N. J.

Supreme Court asked
to rule on FCC fees

The U. S. Supreme Court has been
asked to rule on the legality of the
FCC’s policy of charging fees for appli-
cations.

Seeking Supreme Court review of the
commission’s right to impose filing fees
——upheld last July by a federal appeals
court in Chicago—were a group of
aeronautical interests and WISM-AM-FM
Madison, Wis.

They charged that the basis on which
- the FCC began to charge for applica-
tions—a rider to the 1952 appropria-
tions bill—was illegal and did not repre-
sent legislative authority.

In a unanimous decision by a three-
judge panel of the U. S. Court of Ap-
peals for the Seventh Circuit, the FCC’s
right to collect fees for processing ap-
plications was upheld (BROADCASTING,
July 20). The commission instituted
its fee policy last March.

In addition to the Madison broadcast-
er, other parties are: Aeronautical Ra-
dio Inc., Air Transport Association of
America, Aircraft Owners & Pilots As-
sociation, Braniff Airways Inc., David
Ingle Jr., Lake Central Airlines Inc.,
North Central Airlines Inc., Northwest
Airlines Inc. and United Air Lines Inc.

Intervenors are the National Associa-
tion of Broadcasters, the American
Trucking Association, American Mer-
chant Marine Institute and the Ameri-
can Radio Relay League.

WHZN renewal set for hearing

The FCC last week set for hearing
the renewal application of wHzN Hazel-
ton, Pa. The points in question in-
clude violations of the licensee, Ra-
dio 13 Inc., pertaining to first-class op-
erator and log-keeping rules, failure to
comply with the rebroadcast provisions
of the Communications Act and the
commission’s rules, and misrepresenta-
tion.

The order included a notice of ap-
parent liability and based on the hear-
ing record, the commission will decide
whether a $10,000 fine or refusal to
renew the station’s license would best
serve the public’s interest.
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NAB wants no partial measures

Tells FCC broadcasters need full protection from

CATV ‘threat’; urges safeguards for grade B areas

The “threat of CATV to public serv-
ice programing and the future develop-
ment of local broadcasting” precludes
anything less than the full protection
provided by the FCC’s proposed rules,
the National Association of Broadcast-
ers told the commission last week.

The NAB, a growing number of
whose members own CATV’s, thus
placed itself squarely behind those
broadcasters who have appealed for
FCC protection from cable systems.

The association’s views were sub-
mitted last Monday (Oct. 26) in reply
comments on the commission’s pro-
posed rulemaking to require micro-
wave-fed CATV’s to protect local tele-
vision stations.

The NAB based its comments on a
study of the impact of CATV competi-
tion on local TV stations made by Dr.
Franklin M. Fisher, associate professor
of economics.at Massachusetts Institute
of Technology, which the association
said provides for the first time actual
dollar losses a television station suffers
in areas served by CATV’s (BROADCAST-

ING, Oct. 26).

Cites Need = The rate of growth of
CATV’s, their steady advance into larger
cities and their gradual movement from
fringe areas into primary areas, the
NAB said, clearly demonstrates the
urgent need for the proposed rules, Tele-
vision stations, NAB said, cannot long
survive the competitive assault of
CATV’s and continue high-cost public
service programing.

The NAB said that the FCC’s rule-
making, as now proposed, falls short in
two respects. With reference to Dr.
Fisher’s study, which showed that small-
market stations depend heavily for sur-
vival on their entire audience, the NAB
recommended that the commission
amend its proposed rules to provide
protection to the perimeter of a sta-
tion’s grade B contour. It also pointed
out that the rules, as proposed now,
must be amended to provide protection
to satellite stations.

The association said that many com-
munities which are not large enough to
support a local TV facility do provide
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sufficient audience to make a satellite
operation feasible. And the likely source
of new local programing in areas which
at present receive none is existing satel-
lites, not new stations.

The NAB said the FCC has the legal
right to regulate CATV’s and cited the
court of appeals’ decision in the Carter
Mountain case which affirmed the
FCC's imposition of those conditions
that it now proposes to enact as rules
(BROADCASTING, Dec. 18, 1961). The
Carter Mountain case, NAB said, offers
a “sweeping affirmation” of the commis-
sion’s authority to impose conditions
in connection with the licensing of
microwave facilities.

Effect on UHF s The NAB also
pointed out the harsh impact of
CATV’s on UHF’s. Contrary to the
arguments of the National Community
Television Association, the NAB said,
CATYV systems have a discouraging af-
fect on UHF development. The NAB
likened CATV’s “assistance” to UHF,
as claimed by the NCTA, to a Trojan
horse.

Among others filing reply comments
last week were the Television Acces-
sory Manufacturers’ Institute (TAME)
and the National Association of Educa-
tional Broadcasters, both favoring regu-
lation; Meredith Broadcasting Co., in
opposition, and Fortnightly Corp.,
which directed its comments to the
single area of copyright and other pro-
prietary interests.

TAME said that it was in full sup-
port of the comments filed by ABC two
weeks ago that favored the proposed
rulemaking and indicated that the com-
mission has both the authority and the
responstbility to regulate all CATV’s in-
cluding those not served by microwave
relay.

No Local Urging » However, TAME
said it disagrees with the ABC sugges-
tion that local officials be urged to give
preference to broadcasters for CATV
franchises. TAME said that any such
urging by the FCC could only be inter-
preted as an invitation from the FCC
for all broadcasters to enter the CATV
field and, in effect, be a confession from
the commission that it is unable or un-
willing to protect the present system of
free off-the-air TV from the incursions
of CATV.

The NAEB said it fully recognizes
the valuable service CATV’s render,
but their rapid growth and develop-
ment can only be allowed to proceed
under continuing vigilance and regula-
tion.

Meredith, a broadcast licensee and
CATYV operator, said the adoption of
any rule having as its object the eco-
nomic protection of television through
the imposition of restrictions on CATV
systems' is clearly outside the meaning
and authority of the FCC. The com-
pany said it shares the concern ex-
pressed by Commissioner Lee Loevinger
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On top of oI’ Hogback

The radiant smile here belongs
to Walter J. Brown, president of
wsPA-Tv Spartanburg, S. C. It is
prompted by the document he
holds in his right hand—a licensz
to transmit from Hogback Moun-
tain. His left arm is draped over
a stack of legal papers that rep-
resents a decade of litigation with
the FCC over the location of the
station’s transmitter.

In 1953 wspa-Tv received FCC
permission to operate from Hog-
back, then asked to move to Paris
Mountain and the litigation be-
gan. The station later asked to
move to Caesar’s Head Mountain,
and the fight continued, both with
the FCC and in the courts, pro-
ducing the mountainous legal doc-
uments pictured here. Last year
the FCC granted the station’s re-
quest to clear the books and gave
it a permit for Hogback (BROAD-
CASTING, July 1, 1963).

Wspa-Tv now has its license—
and the first thing Mr. Brown did
was to head up Hogback to per-
sonally tack it on the wall of the
station’s building.

that the proposed rules are designed
only to restrict the freedom of operation
of CATV’s, and appear to prejudge the
outcome of the proceedings or assume
that CATV’s must be limited.
Fortnightly, licensee of wsoY-TV
Clarksburg, W. Va., and owner-operator
of the Clarksburg TV Cable Co. (9,200
subscribers) and the Fairmont (W. Va.)
TV Cable Co. (5,200 subscribers), asked
the commission to refrain from making
any reference in its proposed rules to
the existence or nonexistence of copy-
right material in the program content
of TV signals relayed to CATV systems.
Fortnightly is a defendent in a law
suit now pending with United Artists

Associated before the U. S. Disirict
Court for the Southern District of New
York. The suit, instituted by United
Artists in June 1960, seeks injunctive
relief and charges that Fortnightly vio-
lated copyright laws by carrying on its
CATV system, without permission,
copyrighted motion pictures that were
broadcast by a television station.

Fortnightly told the commission that
the adoption of any rule regarding copy-
right or other proprietary interests will
adversely affect the rights of either
United Artists or itself in the private
litigation.

The FCC rulemaking, as initiated in
December 1963, proposes that a CATV
system within the grade A contour of
a regular TV station not duplicate si-
multaneously, or 15 days before and
after, a program broadcast by the TV
station, but that the CATV system
would carry the station’s program at the
latter’s request. Also, that a CATYV sys-
tem located within the grade B contour
of any TV station would be required to
notify in writing all such stations of the
filing of its application for microwave
relay facilities in either the domestic
public point-to-point microwave radio
service or the business radio service.

New York; La. CATV's
soid for $325,000

David E. Weiner and Max Rhulen, of
Ellenville and Monticello, N. Y., owners
of community antenna TV systems, last
week sold two CATV’s in New York
and Louisiana to separate buyers for
more than $325,000.

According to Bill Daniels & Associ-
ates, Denver, media brokers, a system
serving 600 subscribers in Monroe and
West Monroe, La., was sold to Louisi-
ana CATV Inc. for more than $250,000.
More than 125 miles of additional lines
will be constructed to serve a potential
20,000 homes, the broker said.

Louisiana CATV is owned principally
by Narragansett Capital Corp., which
sold six CATV’s to American Cablevi-
sion Co. (owned by Jack Kent Cooke)
for $4.6 million two weeks ago (Broap-
CASTING, Oct. 26).

An Ogdensburg, N. Y., CATV was
sold for $75,000 to W. J. Calsam and
A. E. Farone, who own systems in New
York, and Eastern Microwave. Mr. Cal-
sam said he planned to spend another
$250,000 to improve the Ogdensburg
plant, which has a potential of 4,000
subscribers but hasn’t been in full op-
eration.

The Ogdensburg system will be oper-
ated by Ogdensburg Video which, like
Carthage Video (Carthage, N. Y.), is a
division of Oneonta Video Inc. (One-
onta, N. Y.). Messrs. Calsam and
Farone also have CATV’s in Delhi, Sid-
ney and Endicott-Union, all New York.
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A whole new line of the finest in FM transmitters
5-kw...10-kw...20-kw...designed for Stereo

RCA gives you the FM Transmitter you want . . . with
everything that is new and éxciting ... new-improved
stability, simplified operation, space-age styling, full-
fidelity sound. Designed for the exacting requirements
of FM stereo. Provides excellent performance in monaural
and multiplex as well. Ready for remote control and
automatic logging.

IMPROVED STABILITY. New circuitry means a new kind of stereo and
multiplex performance, with stability never before possible.

SIMPLER OPERATION. New simplified exciter eases operation and
maintenance, resulting in greater dependability.

NEW STYLING. Convenient new height, with eye-level metering
and space-age colors, combines operating convenience with
modern decor.

POWER EXPANSION. All three transmitters are housed in identical
enclosures. Field modification of a 5-kw or 10-kw to higher power
requires changes only in the basic power-determining parts.

FULL FIDELITY DIRECT FM. The famous RCA direct FM principle,
first used in FM transmitters built in 1941, is your assurance
of full-fidelity sound.

These are the exciting new transmitters to put your station
ahead in FM. Be the first in your market to own one! RCA
Broadcast and Television Equipment, Bldg. 15-5, Camden, N.J.

THE MOST TRUSTED NAME IN RADIO
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Future of TV unit sets timetable

NAB group sets target date for position on CATV

legislation; TV board to get proposal by January

The broadcasters’ position on com-
munity antenna legislation should be
known next month. This is the target
date set by the Future of TV in Amer-
ica Committee of the National As-
sociation of Broadcasters at a meeting
in New Orleans last week.

The group sketched out this time-
table: (1) a meeting next week be-
tween Douglas A. Anello, general coun-
sel of the NAB, and E. Stratford
Smith, counsel for the National Com-
munity Television Association; (2) a
meeting between special subcommittees
of the Future of TV in America Com-
mittee and of the NCTA; (3) a full
meeting of the NAB committee, and
(4) the presentation of the NAB
group’s recommendation to the televi-
sion board of the association—either
at the January board meeting in Palm
Springs, Calif., or at a special meeting
earlier.

Members of the CATV subcommit-
tee are C. Howard Lane, KoIN-Tv Port-
land, Ore.; Willard E. Walbridge, KTRK-
Tv Houston, and Dwight W. Martin,
wpDsU-TvV New Orleans, chairman of the

Immaturity has passed

Vincent T. Wasilewski, execu-
tive vice president of the Nation-
al Association of Broadcasters,
has a better appreciation of the
political maturity of broadcasters.

Back at his Washington desk
after being chairman at the first
five of this year’s eight NAB re-
gional conferences, Mr. Wasilew-
ski expressed this point as the
most distinct impression he has
gained in the three weeks with
broadcasters in their home terri-
tories.

“In years past,” Mr. Wasilew-
ski said, “anywhere from a fourth
to a third of one day at the re-
gional meetings was taken up
answering questions on Section
315. This year, in the first five
meetings, we spent little time on
the subject. And this in a pres-
. idential election year. We antici-
pated much more discussion this
year than ever before, but it
failed to materialize. It proves
that broadcasters now have a ma-
ture grasp of this problem, even
in the height of a campaign, I'm
happy to note.”
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NAB committee. Their NCTA counter-
parts: Bruce Merrill, chairman of
NCTA, president of Ameco Inc.,
CATV equipment manufacturer, owner
of CATV and microwave systems;
Fred Stevenson, immediate past NCTA
chairman and CATV operator; Al
Stern, chairman of Television Commu-
nications Corp., CATV operator.

All Day CATYV » The NAB commit-
tee meeting in New Orleans was con-
cerned solely with the CATV question.

Three major questions remain in the
attempt to meld the NAB position on
legislation with the NCTA’: (1) a
duplication ban to protect local TV
stations; (2) a prohibition on bringing
in TV signals from distant cities for
CATYV systems through the use of long-
line-microwave-relay systems, and (3)
a ban on origination of programs by
CATV’s, except for a weather-time
channel.

Other elements of the broadcasters’
thinking on CATV legislation, which
are believed acceptable to NCTA offi-
cials: (1) that CATV’s carry local sta-
tions without degradation of signals,
and (2) engineering standards.

Collier's 6 CATV's
bring $2,350,000

Community TV Inc., one of the na-
tion’s largest multiple owners of com-
munity antenna television systems, last
week purchased four of six CATV’s
being sold for $2,350,000 by the Collier
Community TV Co., pending FCC ap-
proval of a microwave transfer involved
in the transactions. Multi-Pix Inc. of
New York is buying Collier’s remaining
two CATV’s.

The Collier systems serve about 10,-
725 subscribers.

Community TV is buying Collier’s
systems in Sterling, Colo.; Laramie,
Wyo., and Sidney and Scottsbluff coun-
ties, both Nebraska, for $1,920,000.
Community TV owns and operates
CATV’s in Montana, Wyoming, Nevada
and California. George Hatch, vice pres-
ident, is related to the A. L. Glasman
family which owns stations and a news-
paper in Utah, Idaho and Montana.

Multi-Pix Inc. is buying Collier’s sys-
tems in Alliance and Kimball, both
Nebraska, for $340,000. Multi-Pix is
a newly formed corporation owned by
Edwin Tornberg and Douglas D. Kahle,
principals in Edwin Tornberg & Co.,

station brokers. Messrs. Tornberg and
Kahle have ownership in weri India-
napolis. Mr. Kahle owns KLMR Lamar,
Colo., and a CATV there.

Mountain Microwave Corp. is pur-
chasing Collier’s microwave assets for
$90,000 and has requested FCC per-
mission to provide two more channels
of service to the Collier CATV’s in
Colorado and Nebraska. Bob Magness,
president of Mountain Microwave, is
president of Community Television Inc.

The Collier organization will continue
to operate its systems pending FCC ap-
proval of the microwave transfer, said
J. E. Collier, president.

Cascade backs CATV
station ownership

Cascade Broadcasting Co. last week
told the FCC that there is less possi-
bility of conflict of interest problems in
common ownership of community an-
tenna TV systems by television licensees
than presently exists as to common own-
ership interests in TV stations and news-
papers, or AM and FM, or any com-
bination of them.

Cascade’s views were submitted last
Monday (Oct. 26) in reply comments
to the commission’s inquiry into tele-
vision licensee acquisition of commun-
ity antenna television systems. Com-
ments filed have predominantly urged
the FCC not to adopt any rule that
would prohibit broadcasters from enter-
ing the CATV field (BROADCASTING,
Oct. 26).

Cascade, which owns KIMA-TV Yaki-
ma and KEPR-TV Pasco, both Washing-
ton, and KLEwW-Tv Lewiston, Idaho, said
a case-by-case basis would be the only
proper approach to solving any prob-
lems arising from joint ownership. How-
ever, the company said, if the commis-
sion deems regulations are required, the
only road to follow would be by way
of rulemaking.

Fortnightly Corp., licensee of wgoy-
Tv Clarksburg, W. Va., and owner of
the Clarksburg Cable TV Co. and the
Fairmont (W. Va.) TV Cable Co., said
there is nothing inherent in common
ownership of CATV’s and stations serv-
ing the same community that would
justify prohibiting such joint ownership
as a matter of rule or policy. Moreover,
Fortnightly said, it doubted that such
issues as may from time to time arise
as a result of common ownership could
be resolved by any general rule.

Comments stibmitted jointly by Knorr
Broadcasting Corp., Reeves Broadcast-
ing Corp. and six other broadcaster-
CATV companies, advised the FCC
that any rule precluding local broad-
casters from having the option of own-
ing a CATV system in his community
would be discretionary and punitive.

BROABCASTING, November 2, 1964



P
fLY

please do it carefully.

i We are delighted to hear our name mentioned. So if you have occasion to mention us, please
: Or see it in print. But not when it’s applied to  say “BAND-AID Brand Adhesive Bandages.” !
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No protection for translators

TV stations need‘n't ask for protection from
CATV systems for translators in remote areas

The FCC indicated last week that
television stations can’t expect protec-
tion from community antenna television
systems in distant areas where their
programs are beamed in by translators.

At the same time, the commission
took the position that translators, like
CATV’s, might be harmful to local TV
stations and should, therefore, protect
them.

In one action, the commission denied
a petition by KiFi-Tv Idaho Falls, Idaho,
opposing the grant of a license for a
microwave station to serve a CATV in
Burley, Idaho. The commission noted

that Burley is outside of KIFI-TV’s grade .

B service area. The station’s programs
are carried in Burley by a locally owned
translator but the FCC held that since
the service wasn’t direct, KIFI-Tv had no
grounds for complaint.

The commission made the grant of
the facility to Idaho Microwave Inc.,
conditional on the Burley CATV pro-
tecting kmMvT(Tv) Twin Falls, Idaho,
which furnishes a grade A signal over
Burley.

As in all such cases, during the
pendency of a rulemaking to afford sta-
tions protection from CATV’s, the
Burley CATV is required to refrain
from carrying xmvr programs for 15
days before and after they are broad-
cast and must carry XMVT’s programs, if
requested.

In another case involving a trans-
lator, the commission granted an appli-
cation for one to KCKT-Tv (ch. 2)
Great Bend, Kan. The translator, op-
erating on channel 74, is to rebroadcast
the station’s programs in Salina. But

the FCC conditioned the grant on the.

translator refraining from duplicating,
15 days before and after, the program-
ing of stations in whose grade A con-
tour it operates.

Meanwhile, it was learned last week
that the commission two weeks ago
granted an application of Northco
Microwave Co. for a microwave sta-
tion to carry the programs of wrix(Tv)
New York to a CATV in Bennington,
Vt., a distance of about 150 miles.

The commission split on the vote,
and the announcement is being held up
while Commissioner Kenneth A. Cox
writes a dissent. The grant had been
opposed by Springfield Television Broad-
casting Corp., which operates wrLp
(tv) (ch. 32), in Greenfield, Mass.,
about 38 miles from Bennington. The
commission reportedly held that Spring-
field had not demonstrated that a sub-
stantial amount of the station’s service
in Bennington would be adversely affect-
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ed by the grant. WRLP is a satellite of
wwLP(Tv} (ch. 22) Springfield.

In another CATV matter last week,
the FCC dismissed a petition by KCRL
(Tv) Reno. The station opposed
the grant of microwaves to Television
Microwave Inc. to transmit the pro-
grams of five San Francisco-Oakland
stations to cable companies in Orland,
Willows and Redding, all California.
The commission said KCRL made no
showing as to how the grant could
adversely affect it. The CATV’s are
outside the station’s normal service area.

The grant to Television Microwave
permits it to increase its service to seven
channels.

Texas, N.Y. move on
criminal case guides

Moves to establish guidelines for
newsmen and lawyers in the coverage
of criminal law cases took place in two
states last week.

In New York, a special committee
of the New York City Bar Association
outlined procedures for its investigation
of the effect of radio and television on
“the administration of justice.”

In Texas, a special subcommittee of
the Texas Bar Association has been
formed of lawyers and newsmen to
work out a code for pretrial coverage.

On the subcommittee, which will
meet formally for the first time in mid-
December are Eddie Barker, KRI.D-AM-
FM-TV Dallas-Fort Worth; James A.
Byron, wBap-aM-FM-Tv Fort Worth-
Dallas; Joe Brake, KONO-AM-FM-TV San
Antonio, Beverly E. Brown, xoca Kil-
gore, and Ken Dunnigan, krIG Odessa.

Talbott Rains, Dallas attorney, is
chairman of the subcommittee, which
also contains four representatives of
newspapers.

The group hopes to recommend a
canon of ethics for the Texas bar which
would govern a lawyer’s comments to
newsmen before and during a trial. The
code would have to be approved by the
full membership of the Texas associa-
tion.

Retired federal Judge Harold R.
Medina, chairman of the committee,
has said that the committee will pre-
pare a preliminary survey of back-
ground material, but will not hold pub-
lic hearings at present.

Robert D. Wachs, research assistant
to the committee, and Murray Laulicht,

law clerk for Judge Medina, are using
written material and accounts by in-
terested lawyers to develop a survey of
alleged abuses by radio and television
in covering the legal contests, as well
as apparent constructive uses of radio-
TV facilities in this area.

The survey will be made public after
study by Judge Medina’s 10-member
committee, and will be the basis for
further investigations by the law group.

The committee is expected also to
hold public hearings, with representa-
tives of the radio and television indus-
tries invited to appear, once the initial
survey phase is completed.

Voters to decide
STV’s future

Subscription Television Inc. is con-
ducting a last-minute election-eve cam-
paign to defeat Proposition 15 on the
California ballot. The measure would
outlaw pay TV in the state and bring
an abrupt halt to STV’s operations. STV
began closed-circuit program service to
subscribers in Los Angeles and San
Francisco last summer.

Sunday night (Nov. 1) STV spon-
sored a 2%-hour television ‘“Phona-
thon” on kHJ-Tv Los Angeles (10:30
p.m.-1 a.m.). An array of Hollywood
stars and other notables were to take
phone calls from viewers to explain how
pay television operates and why it is
no threat to free TV, but merely a new
additional service. -

Today (Nov. 2), newspapers in Los
Angeles, San Francisco, Oakland, San
Jose, Sacramento and ‘San Diego are to
carry 1,000-line advertisements in which
STV will explain the reasons why read-
ers should vote “no” on Proposition 15.
The same papers will also carry 600-line
ads placed by William R, Staats & Co.,
Los Angeles brokerage firm which han-
dled the initial distribution of STV
stock when it was put on public sale