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There's more where this came from.

This is a scene from “A Raisin in the Sun” starring
Sidney Poitier, Claudia McNeil and Ruby Dee in
one of Screen Gems’ Post 1960 features.

Others include “Barabbas”, “Ship of Fools”,
“Advise and Consent” and “The Bedford Incident”,
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Daria Semegen, 21, William David Noon, 21, Richard S. Ames, 24, ) Dennis
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Eastman Schoal of Music Pomona College Princeton University University of tllinois
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Stephen 5. Dank A Howard Lubtn, 14, Primous Fountain ItI, 18, Joseph C, Schwantner, 24,
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14 examples of how
BMI has encouraged
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University of Nebraska Michigan State University

These 14 composers are winners in the
16th annual Student Composers Awards
(SCA) competition. The awards are pre-
sented for original concert music and spon-
sored annually by Broadeast Music, Inc.
(BMI), an organization which licenses the
performing rights of music.

This year’s winners, aged from 14 to 23,
will share a total of $10,000 to be applied
toward their musical education. The SCA
project was established in 1951 by BMI in

Dennis Riley, 24,
of Urbana, Il

. o g Steph . 24,
cooperation with music educators and com- e Glencoe, 1N

University of lllinais

Brandeis University

posers. It makes annual cash awards to stu-
dent composers of the Western Hemisphere
who are under the age of 26. Thus far, 130
have shared in the awards.

Prizes totaling $11,200 will be available
for distribution in the 1968 competition.
Complete entry kits are available upon re-
quest. Inquiries should be addressed to
Oliver Daniel, Director, SCA Project, Broad-
cast Music, Inc., 589 Fifth Ave., N.Y. 10017.

Kathleen Solose, 16, Harley Gaber, 24,
of Niagra Fails, Ont, of New York, N.Y.

Royal Conservatory of Music, _studying privately
University of Toronto BROADCAST MUSIC, INC with William Sydeman




Let us build bridges

Are our cities coming unglued ? There is a rift between white and black,
between growing affluence and growing poverty. But the rift can begin
to narrow as we make an effort to communicate more.

And who can communicate better than the broadcaster ? Than the local
broadcaster?

Acting in that spirt, the Gilmore Broadcasting stations initiated a
Martin Luther King Memorial Fund in each of the station cities. This
was our response to the tragic assassination which threatened to widen
the gulf still further between white and black.

In our effort to help bridge that gulf and build understanding, we offered
our modest fund as seed money in our communities. Before investing it,
we counseled with local black leaders. We followed through with public
service announcements to our audiences.

The Memorial Funds are now hard at work. The $12,500 is being used
to open job opportunities for the undertrained; to rehabilitate slum
dwellings; to broaden services of community agencies; and to help set
up a library of black history and culture.

Many of our citizens—and notably many in business and industry—are
acting to close the gap in our economic and social foundations. Broad-
casting, network and local, is a growing part of that action. We must

continue to build bridges.
JAMES S. GILMORE, JR.,

President

GILMORE BROADCASTING CORPORATION
GENERAL OFFICES: 202 MICHIGAN BUILDING  KALAMAZOO, MICHIGAN 49006

WEHT-TV ' KODETV KGRIV © WSVATY KﬂlDE-AM b WSVAM WOVA-FM

Evansyille . loplin ] Tueson . Haniisgnburg oglin | Harisonburg  :  Harrisonburg

James S. Gimore, Jr.. president
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DAdTME
PPGFGPENCE

In the important Dallas-Ft. Worth
market, KRLD-TV is the housewives’
preferred station.

Channel 4 delivers 39.5% of the
total housewives viewing per aver-
age quarter-hour, 9:00 a.m., to 6:00
p.m., Monday through Friday —
leading the second station in the
market by 14.7%%*.

Contact your H-R representative
for complete details and choice
_availabilities.

*February/March 1968 ARB
Television Audlence Estimates

represented nationally by m@

The Dallas Times Herald Station

CLYDE W, REMBERT, President

|
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Plea for plank

Pitch for outright repeal of Sec-
tion 315 and of interrelated fairness
doctrine will ‘be made to platform
committee of Republican national
convention in Miami today (July 29)
by Grover C. Cobb, kvGB Great Bend,
Kan., chairman, and Vincent T. Was-
ilewski, president of National Asso-
ciation of Broadcasters. Arrangements
quietly were made last week for ap-
pearances, which presumably will be
duplicated before platform committee
of Democratic national convention in
Chicago next month.

In addition 1o repeal of imandatory
equal-time provision, leaving it to
judgment of licensees, NAB execulives
also will renew plea for amendment of
law to allow contimiing licenses for
broadcast stations (present limit is
three years) but with FCC authorized
to invoke revocation proceedings for
cause at any time. Dozen bills to ex-
tend licenses 1o five years are now
pending in Congress but haven't gotren
off gromnd.

Dispensable

Boast of newspaper sportswriters
that they're really doing ball teams
favor by covering games and running
scores and that without them teams
wouldn’t attract fans has proven to
be Jot of hot air, at least in Detroit.
There, American League-leading Ti-
gers, owned by broadcaster John E.
Fetzer, have already drawn 1.060.753
through gate in 43 home dates com-
pared with 851,167 last year in same
number of dates.

Biggest difference in two vears is
that Detroit's two dailies have been on
strike  since November 1967, that
sportswriters no longer travel with
ream and that Detroit residents are
getting their baseball information from
radio-TV and few out-of-town papers
that show up in Motor Ciiy.

Accidental freeze

That FCC freeze on new standard
broadcast stations (AM) (BROADCAST-
ING, July 22) didn’t come off as orig-
inally planned, at least by some policy-
makers at FCC. Objective was to stop
processing until staff caught up with
400-application backlog, as one way
of coping with economy drive cutting
back $6 billion in government appro-
priations.

Proposed riilemaking order designed
to implement what turned out 1o be
“freeze” probably won’t be ready for
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about month, Reason: lack of man-
power because cutback prévents hiring
additional help and legal siaff now
reportedhy loaded.

Traffic cops

McLendon Corp. is running into
more FCC problems in efforts to ac-
quire additional stations. Notified two
weeks ago it could not buy Kyx1t Ore-
gon City (Portland), Ore.. for $1.3
million without hearing on trafficking
issue, McLendon was turned down
last week by FCC on request for ex-
pedited proceeding. McLendon had
asked for unusual hearing, with full
commission or panel of members.
Sales contract for KyxI expires Aug.
20. However, FCC said it would con-
sider expediting more conventional
hearing if ‘McLendon could get rea-
sonable extention of deal.

Meanwhile. second so-called pre-
hearing letter is reporiedly being pre-
pared for McLendon, again on traf-
ficking issue. Property involved s
wcaM Camden, N.J., now owned by
citv of Camnden. Application for ap-
proval of McLendon purchase for
$1.35 million has heen pending since
April.

Red light

If present crackdown binge of FCC
continues. it's going to be awfully
tough for anyone to transfer station
property without full showing that
seller isn’t “trafficking” and that buyer
is motivated by public service consid-
erations rather than profit alone. That
line of argument cropped up several
times at last week's FCC meeting, with
Acting Chairman Robert T. Bartley
and Commissioners Kenneth Cox and
Nicholas Johnson taking hard line.
With Chairman Rosel Hyde away (in
Idaho on official business) and with
one vacancy, this sudden three-man
majority showed what might happen
if existing vacancy is filled by another
crackdowner.

Hard news

On theory that show isn't likely to
succeed big if it isn’t seen big, ABC-
TV officials have mounted effort to
improve station clearances of their
new ABC Evening News with Frank
Revnolds. Effort apparently has been
so determined that some affiliates have
impression their affiliations may be

. Second-class postage paid at

la" BROADCASTING PUBLICATIONS INC.,
ashington, D, C, and additional oﬁices

canceled if they don't clear. ABC
officials acknowledge they’re trying
hard to boost clearances but deny any
cancellation notices have been issued
—or are likely to be for nonclearance
of any one program. Reynolds news-
cast is currently said to be on about
120 of approximately [50 primary
affiliates.

Half a loaf

Educational broadcasters aren’t hap-
py with $4 million expected to be
approved this week by Senate Appro-
priations Committee for station con-
struction and facilities. Amount is
same as approved by House, but ETV
forces hoped Senate would up ante.
perhaps to full $12.5 million author-
ized. Lower figure was voted by Senate
subcommittee last week.

Comimittee, however, is expected to
approve patl-breaking $6 million (of
39 million authorized) approved by
suhconunittee for Corp. for Public
Broadcasting. CPB monev, providing
firsi federal subsidies for programing
and operations, was ignored in House
appropriations bill.

Showing both hands

Growing use of outside media spe-
cialists by advertising agencies in plac-
ing spot TV-radio campaigns (BROAD-
CASTING, July 15) has prompted RKO
Television National Sales to circulate
internal memorandum to all of its
offices. Memo says in part: “From
this point forward National Sales will,
on all requests involving more than
one agent (for example, advertising
agency of record and buying agency
or sub-contractor), address duplicate
presentations to both agents. Similarly,
and in order to avoid any possibility
of charge of ‘double billing,” all sta-
tions should submit duplicate invoices
to both buying agency and advertising
agency of record.”

Check of several leading advertising
agencies, which are concerned with ac-
tivities of these ‘“‘negotiators-buyers,”
show they favor RKQ Television's
move as Step toward “full disclosure.”
They pointed out that many outside
buyers pledge to bring in spot cain-
paign at reduced rates but will not
disclose cost of each spot on each sta-
tion bought. RKQ's move, they said,
will pinpoint where there inay be evi-
dence of rate cutting.

20036.

1735 DeSales Street. N. W.



SOME THOUGHTS IN PRAISE OF
PEOPLE 35 YEARS AND OVER.

Pity the poor 35-year-old in youth-mad
America, 1968. Scorned by the young,
overlooked by the mass media, the
35-year-old has seemingly been dispatched to
the scrap heap of senility at a very tender age.

And why? Because, a few years ago,

a simple statistic got out of hand.

Alittle bit of knowledge department.

The statistic: “Soon, half the population
of the U.S. will be under 25 years of age.”

That little bit of knowledge has
turned out to be very dangerous indeed.
Especially for companies whose livelihood
depends on selling products to the right
market. Not only is the statistic off by about
10%, it also overlooks the fact that the
under-25 population group includes everyone—
like newborn babies and pre-schoolers.

The big battalions.
Looking just at that

b .*%/ portion of the
L population 18 and
l over, latest available
;7 census data (July ’67)
, show the median
age to be 429. By any

reasonable standard,
the big battalions
are still in the 35 and over age groups.
They own more homes, buy more
products, have more children, do
more traveling, spend more money
than people under 35 do.

THE GBS OWNED

WCBS New York, KNX Los Angeles
WBBM Chicago, WCAU Philadelphia
KMOX St. Louis, WEE! Boston

KCBS San Francisco

A statistic of your own
(if you like to think statistically)

About 12 millionU.S. In83.5% of these g
families haveincomes families the household 4
of$10 000+ , account- hnadmjicrm'm

ing for49% of the ; .
total demand for
consumer praducks
and services. 3

.

How old is 35 and over anyway?

In today’s world, people
35 and over are much younger
than they used to be. They think
young. They set trends the
rest of the population follows.
The discothéque crowd,
the turtleneck swingers, the
“why don’t we try it” people
are mostly youthful without
actually being youths. .

The commercial.

With audiences up W
across the board, the 4 1: 3
CBS Owned radio stations =
can help you reach the big battalions
35 and over.We’d also like to reach you,
personally, with a free copy of
our 64-page study,

“The Crucial Customer,”
¢ "\ =0/ giving these and other facts
about over-35 consumers.
. Just call your station
salesman or CBS Radio Spot
Sales representative.



WEEK IN BRIEF

TV networks approach new fall season virtually sold
out, indicates record fourth-quarter sales are already
assured as prices are higher and firmer. Advertisers re-
ported turning now to national spot. See . ..

NETWORK SELL-OUT...19

TVB reports spot-TV advertisers spent $264.7 million
in first quarter 1968; top-100 client list reveals increased
advertiser interest in—and use of—30-second commer-
cials. See ...

SPOT TV RALLIES... 20

General Foods puts 57 syndicated TV programs off-
limits for its spot placements because GF “does not want
to be associated with vehicles which encourage violence
in any way.” See...

TABOO SHOWS... 24

FM broadcasters at NAFMB San Francisco seminar hear
upbeat report on medium from group's president Abe
Voron who says FM's more significant future may be in
FCC's current freeze on AM applications. See . ..

FM'S BRIGHTER GLOW ... 30

Broadcast representatives warn that rate increases
AT&T has proposed for program transmission service would
well drive them to find alternatives to AT&T service in
private microwave. See . . .

RATES HIGH ENOUGH ... 34

Nation's capital, in the midst of newspaper strike, turns
to TV-radio stations for news as broadcasters beef up
staff. preempt regular programing, fall heir to print ad
dollars that promise to stay on after strike. See . ..

CAPITAL TURNS... 38

Broadcasters reflect more conciliatory attitude toward
FCC-proposed public notice requesting additional pro-
gram-reporting form information. Budget Bureau asked
to use offices for FCC and industry meeting. See . . .
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Hooper Inc. takes plunge in offering syndicated-TV
monthly reports showing household and people ratings for
afl prime-time network TV programs, beginning in October;
plans syndicated local TV service. See . . .

HOOPERS TV RATINGS ... 42

Two hundred women leaders get lesson from FCC's
Nicholas Johnson on how to bring pressure to bear to “im-
prove programing.” He recommends sponsor boycott, law-
suits, local FCC hearings at license renewal time. See. ..

PUTTING ON HEAT... 44

FCC's Robert Lee loses his even temper over commis-
sion's “swiping” of UHF channels to share with land-
mobile users, says his colleagues have ‘“broken faith”
with Congress. See. ..

UHF STEAL...50
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PRODUCED AT THE WNBC-TY STUDIOS IN NEW YORK CITY

Sold prior to production:

*WNBC-TV -KCOP

NEW YORK LOS ANGELES
. *WNHC-TV

KTNT-TV HARTFORD- -

ﬁégﬁ- NEW HAVEN : _‘.' 4
*KRON-TV  +use The funniest female in show

sarrancisco o K OAA-TV bu_5|n$55 todgy in a_t\_/vondelrfgl

mix of comedy, exciting celeb-

*WRC-TV PUERLD e rities and fascinating guests.

WASHINGTON, D.C. o w-TEN

*KOA-TV SCHENECTADY-
L JRANS-|UX

*WKBW-TV *KDTV TELEVISION CORPORATION

DALLAS-
BUFFALO FT. WORTH £25 MADISON AVE., NEW YORK, N.Y. 10022 - {212) PL 1-3110
CHICAGO - HOLLYWOOOD

Teans-Lux Television International Corporatian - Zurich, Switzerland

CALL, WIRE, WRITE . . . Jerry Liddiard, National Sales Manager (212) PLaza 1-3110
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Late news breaks on this page and on page 10
Complete coverage of week begins on page 19

AT DEADLINE

Disclose interest in
editorials, FCC says

WJiM-Tv Lansing. Mich.. has been
reprimanded by FCC for failing to noti-
ty viewers of financial interest in matter
on which station editorialized. Commis-
sion said editorials should have referred
to that interest.

At issue were editorials WJIM-Tv
carried on controversy between authori-
ties at Capital City Airport. in Lansing.
and airport restaurant which is wholly
owned and operated by Gross Telecast-
ing Inc.. licensee of WJIM-TV.

Commission used letter to Gross
Telecasting, which it made public. to
remind licensees of their special re-
sponsibilities to guard against use of
their facilities to promote their own
outside interests and those of station
e¢mployes.

“Broadcast stations are licensed to
serve the public interest rather than the
private interest of the licensee,” com-
mission said.

Case resulted from complaint of
James D. Ramsey. director of Michigan
Aeronautics Commission, that station
editerials did not reveal Gross Tele-
casting’s interest in restaurant. His com-
plaint involved what he regarded as
“concealed effort to solicit public sup-
port concerning an issue in which own-
ership of station was personally and
financially involved.”

Gross Telecasting had told commis-
sion that editorials were designed to
inform public of issues it regarded as
public rather than private. Licensee also
said editorials were needed to counter
“one-sided” story that appeared in Lan-
sing’s only daily newspaper.

Licensee said that it “did not conceal,
and had no reason to conceal” financia!
interest in matter. It said its ownership
of restaurant was irrelevant to public
nature of dispute and was matter of
public knowledge in Lansing.

But, commission said in its letter. li-
censees are obligated to exercise special
diligence to prevent improper use of
facilities by employe whose outside in-
terests may create conflict of interest
with his role at station.

And, commission said, licensees are
obligated “to refrain from using their
position as broadcasters to achieve a
personal advantage in other business
activities.”

Commission said licensees are not
precluded from editorializing on mat-
ters in which they have significant per-

sonal interest. But if they do. commis-
sion added, they have responsibility for
revealing to audience “the extent and
nature” of that interest.

Neither coverage of controversy by
local newspaper nor fact that station
carried news stories disclosing acqui-
sition of restaurant two years before
editorials “justifies the omission from
your editorials of reference to your
interest as concessionaire.” commission
said.

Commission said it does not regard
Gress Telecasting’s actions as measur-
ing up to standard of responsibility it
expects of licensees. Matter will be
considered further in connection with
next license-renewal application for
WI1IM-TV. commission added,

It adopted letter on 5-to-0 vote.
Chairman Rosel H, Hyde was absent.

Comsat board mix

Mix of stockholder-elected directors
of Communications Satellite Corp.—
presently divided six-six between public
shareholders and common carriers—
would be altered under terms of bill
that has been submitted by Senators
John O. Pastore (D-R. I.) and Clinton
P. Anderson (D-N. M.}.

Bill (S. 3884) would reflect changes
in balance as carriers sell stock and
shares become publicly owned. If car-
riers hold less than 45%, directors
would be split five-seven, Under sliding
scale. if carriers hold less than 8%,
public holders would elect all 12. Pres-
ident’s power to name three additional
directors would remain unchanged.

Pot party is now
FCC's dish of tea

House Investigations Subcommittee
is understood to be preparing to un-
leash FCC for resumption of its investi-
gation into allegations that pot party
film broadcast by waBM-Tv Chicago
last year was rigged,

Commission had been holding off
hearing in Chicago on charges at re-
quest of subcommittee, which has been
conducting its own probe and which
has sequestered key witnesses in case.

Representative Harley Staggers (D-
W. Va.}. chairman of subcommittee and
its parent Commerce Committee, last
week said next move in pot-party inves-
tigation was up to commission, indicat-
ing subcommittee had completed its
inquiry.

And on Friday (July 26) it was
learned that subcommittee was planning
to give commission formal go-ahead.
Subcommittee, according to some sourc-
es. will make available to commission
all witnesses it wants to question.

However, there was some uncertainty
on that point. since Representative
Staggers had indicated names of some
witnesses questioned by subcommittee
would not be revealed. Chief witnesses
in both subcommittee and commission
investigations include Northwestern Uni-
versity students who participated in
party that was filmed.

Commission hearing, which has been
postponed twice, is scheduled to begin

Candidate Hubert H. Humphrey
says if elected President he would
push for creation of over-all Office
of Consumer Affairs to coordinate
presently scattered federal consumer
programs. Priorities, he added. should
include disclosure of product infor-
mation now being compiled by agen-
cies engaged in heavy purchasing.

Vice President also said in letter
to Consumer Federation. which had
solicited his views, that he planned
to issue “comprehensive position
statement” on consumer affairs in
near future,

He said viewing government activ-
ity in consumer field “as threat to
business and free-enterprise system
is to miss completely the thrust of
consumer economics.”

Likes single consumer affairs office

In advocating consumer fact-bank
idea. broached by former Justice De-
partment antitrust chief Donald F.
Turner. Vice President indicated
government should not just “dis-
close” product information but ac-
tively insure consumer access to data,
hinting at distribution system to dis-
seminate data resulting from con-
sumer-goods studies conducted by
Defense Department and General
Services Administration, which buy
large quantities of almost all prod-
ucts on market.

Furthermore, Mr. Humphrey sug-
gested., such programs should be
granted immunity from budget-cut-
ting campaigns on grounds that
“programs affect those least able to
protect themselves.”

e S e e s ey more AT DEADLINE on page 10
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on Aug. I5. It wasn't clear at end of
week whether time remains for commis-
sion staff to locate witnesses and make
preparations before that date.

Puffing prize money
brings short license

Wcvs Springfield, 111., got short-term
license renewal in FCC decision an-
nounced Friday (July 26). One-year
grant will provide opportunity to in-
sure that there has been no recurrence
of what commission termed ‘“‘mislead-
ing advertisements.”

Questionable advertising was broad-
cast in connection with wcvs' “Lucky
Bucks” contest in summer of 1967,
Listeners were advised that they could
win up to $1,000 each, and that as
much as $100,000 “could be given
away.” Station had distributed 100 one-
dollar bills in greater Springfield area
and had kept records of serial num-
bers which were later announced on
air one by one. Listeners who called in
to match numbers of bills in their pos-
session with those announced would
win. According to commission, odds
in favor of $1.000 prize being given
were “infinitesimal,” and chances of
$100,000 total were “virtually non-exist-
ent.”

Basis for commission’s judgment was
trade regulation criterion of net im-
pression which advertising makes on
public, rather than technical or literal
truth of statements.

In concurring statement issued by
Commissioner James J. Wadsworth, in
which Commissioner Nicholas Johnson
joined, it was held that advertising was
so “blatantly misleading™ that more ap-
propriate action might have been to
designate station’s pending rerewal ap-
plication for hearing.

Offers studios

CBS News notified Vice Presi-
dent Hubert H. Humphrey and
Senator Eugene McCarthy Friday
(July 26) that broadcast studios
will be available to them at
wBBM-AM-Tv Chicago for appear-
ances thev may wish to make dur-
ing Democratic National Conven-
tion in that city later next month.

CBS News President Richard S.
Salant wired Democratic aspirants
that moratorium declared by In-
ternational Brotherhood of Elec-
trical Workers in its strike against
1llinois Bell Telephone Co. applies
only to amphitheater itself and
not to hotel and other locations
from which planned TV-radio
coverage might emanate.

10

Color TV, auto radio
sales continue upward

Color TV and auto radio sales to
dealers led in advances during May, and
for first five months of year, Electronic
Industries Association has reported.

Color TV sales for May were up
16.1% over corresponding month last
year, and up 13.7% for January-May
period over same five months in 1967.

Auto radio sales likewise showed in-
creases: up 20.4% in May, and 17.2%
for five months over corresponding
month and period last year.

Black and white TV sales slumped by
6.7% in May and were down 1.3% for
the five months compared with same
period last year. Home radio sales
also moved downward, by 14.1% in
May and by 5% for January-May com-
pared with same 1967 periods.

Sets sales for January-May as re-
ported by EIA:

Radio
1968 1967
Home 3,885,104 4,088,439
Auto 4,149,878 3,540,133
Total 8,034,982 7,628,572
Television
Color 1,924,083 1,692,081
Monochrome 2,001,081 2,027,802
Total 3,925,164 3,719,883

Tax relief for Hollywood

California legislature has approved
bill designed to give $2 million annual
tax break to Hollywood motion picture
and TV film industry. Bil! would ex-
empt exposed motion picture and TV
film negatives from Los Angeles coun-
ty’s business inventory tax. Purpose is
to stimulate local film industry employ-
ment. Measure awaits signature of Cali-
fornia Governor Ronald Reagan.

It’s backed by TV and movie film
labor unions ard by Association of Mo-
tion Picture & Television Producers. It's
opposed by many Southern California
politicians and property owners for be-
ing “highly discriminatory” and for
tending to erode current tax assessment
base. Gov. Reagan has said he will sign
bill.

Two-minute minute

Associated Press moved on its broad-
cast wire last Friday (July 26) one-
time-only “trial format” of news sum-
mary, consisting of two, two-and-one-
half minute paragraphs.

AP said station could use only first
paragraph for concise national and in-
ternational news roundup, or both if
additional details were required.

AP spokesman said this format was
exposed to stations because some out-
lets had expressed interest in carrying
news roundups of two or three minutes
in length. AP asked stations for com-

ments and will make no decision on
regular delivery of format until replies
are evaluated.

Soften San Diego CATV
ruling, cities ask FCC

Attorneys for two southern Califor-
nia cities have petitioned FCC for re-
consideration of commission decision
restricting importaton of Los Angeles
TV signals by San Diego CATV sys-
tems within grade-A contour of San
Diego stations (BROADCASTING, July 1).

Petitions filed by Imperial Beach and
National City said that only CATV can
provide diverse programing and ade-
quate reception to cities on fringe of
major markets. Each had granted fran-
chise to ‘Mission TV Cable Inc., El
Cajon, Calif., firm, which had planned
to import Los Angeles signals into both
cities until commission imposed restric-
tions.

While FCC curbed distant-signal
importation in its decision, CATV’s
were given green light to originate pro-
graming. In addition, systems in Escon-
dido and Rancho San Bernardo, both
Calif., were permitted to continue car-
riage of Los Angeles signals. These
aspects of FCC ruling brought court
appeals by Midwest Television Inc., li-
censee of KFmB-Tv San Diego, and
three San Diego CATV firms (see page
40).

Approves sale of WSPT
stations to Sentry Corp.

Sale of wspT-aAM-FM Stevens Point,
Wis., from group headed by Peter A.
Barnard to Sentry Corp., affiliate of
Sentry Insurance Corp., Stevens Point,
for $462,000, has been approved by
FCC.

Agreement also calls for Mr. Barnard
to remain as president and general man-
ager of stations.

WspPT is daytimer on 1010 k¢ with
1 kw. WsPT-FM is on 97.9 mc¢ with 15
kw.

FCC also announced approval of
sale of construction permit for KDNL-TV
St. Louis by Boyd W. Fellows and as-
sociates to Thomas Evans for $40,500.

Mr. Evans, New York financier and
industrialist, last November entered in-
to agreement to purchase control of
three UHF construction permits (WUHF-
Tv Hartford, Conn.; wsau-Tv Buffalo.
N. Y., and wnTU-Tv Norfolk, Va,).
Agreement has since been canceled.

FCC said that $40,500 figure for out-
of-pocket expenses for KDNL-TV con-
struction permit appeared “reasonable
and prudent.”

KbpNL-Tv has CP for channel 30.
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The true objective of automation-—

SOUND THAT IS
“BETTER-THAN-LIVE”

Is “live’” sound, complete with limitations and inevitabile blunders, really the ul-
timate in radio programming? Should a station shift from: manual to automated pro-
gramming hoping merely to maintain its "’live” sound with fewer people?

The experience of several hundred stations who are customers of International
Cood Music proves that the right kind of automation does more—brings metropoli-
tan market quality to small markets; helps achieve higher ratings; stimulates enthusi-
astic listener response and results in higher gross revenue.

On the engineering side, an IGM Series 600 or Series 500 audio control system
enables any station to automate its chosen, individual format and reduce routine
operation to a virtually unattended basis. But more than this, an IGM system pro-
vides freedom to introduce more varied features, with greater community involve-
ment; 1o broadcast with greater accuracy and flexibility, fewer fluffs and fumbles.

On the programming side, good equipment plus IGM's taped music services permit
still further upgrading. IGM offers the most comprehensive musical resource available
to broadcasters—a million dollar library of over 18,500 hours on master tapes—from
contemporary to classical, announced or unannounced, monaural or stereo, all
selected with discrimination. You choose from a dozen different services, some pro-
fessionally announced and fully formatted, others unannounced and completely flexi-
ble. You buy only the types of music you want, in whatever quantity you need, on
library, bicycle or purchase plans.

Why not come to IGM for equipment or taped music, or both, and replace “live”
sound with "better-than-live”” sound, more consistently expressing your distinctive
air personality than ever before?

Immediate information is yours for the asking. So are specific recommendations
to meet your particular requirements, based on IGM's years of experience as broad-
caster, equipment manufacturer and world’s largest supplier of taped music to the
broadcast industry. Write or call International Good Music, Inc., Box 943, Bellingham,
Wash. 98225; Tel. (206) 733-4567.

IGM Series 500 audio
controls autornate pro-
gramming by schedul-
ing talk features at
pre-set time intervals,
muslc to Kil.

1GM Series 600 audio
conlrols. Actualed by
punched cards. Ran-
dom access lo all
sources. Verified log
aulomatically typed.

IGM aydio-video con-
trols aulomate and
monitor ETV mulu.
channel switching
Non-duplicating
CATV swilchers.

1GM laped music ser-
vices for radio. Con-

lemporary to classical.

announced or un

announced, Library,
bicycle_purchase plans.

1GM “"News" —I[ree, bi-
monthly bulletin of
new developments and
station experiences
with broadcast auto-
malion.
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A calendar of important meetings and
events in the field of communications.

sindlcates first or revised listing.

oLy

July 28-Aug. 9-—Eleventh annual seminar in
marketing management and advertising
sponsored by the American Advertising
Federation. Harvard Business School, Bos-
ton.

July 29 — Deadline for filing comments
on FCC's proposed rulemaking that would
permit standard broadcast stations operated
by remote control to transmit telemetry
signals by intermittent subsonic tones.

sJuly 29—Special meeting of stockholders
to act upon proposed exchange offers with
stockholders of Allis-Chalmers Manufactur-
ing Co.. Associates Investment Co. and
Brown Co. Meeting will also consider pro-
posal te approve incentive plan for key
personnel. Chase Manhattan Bank, New
York.

July 30—Deadline for filing reply com-
ments on FCC proposed rulemaking to per-
mit type-approval of AM modulation moni-
tors that do not incorporate indicating
meters.

AUGUST

Aug. 5-T—Association of National Adver-
tisers workshop on advanced administrative
and planning techniques, Drake Oak Brook
hotel, Chicago.

Aug. 5-9—Annual meeting, American Bar
Assoclation. Among principal speakers are
Senator Philip A. Hart (D-Mich.); U. 8. Cir-
cuit Judge Otto E. Kerner, former chair-
man of President’'s Commission on Civil
Disorders; Betty Furness, President's ad-
viser on consumer affairs; Commissioner
James M. Nicholson, Federal Trade Com-
mission. Civie Center, Philadelphia.

Aug. 8 — Deadline for filing reply com-
ments on FCC’s proposed rulemaking that
would permit standard broadcast stations
operated by remote control to transmit
ielemetry signals by intermittent subsonic
ones.

Aug. 8-11—Meeting of board of directors,
American Women in Radio ana Television.
New York Hilton, New York.

Aug. 9-10—Rocky Mountain CATV Associa-
tion rneeting. Teton Village, Jackson Hole,
Wyo.

mAug. 12—Seventh annual TV day, spon-
sored by Georgia Assoclation of Broadcast-
ers. Speaker: FCC Commissioner, Robert E.
Lee. Atlanta Marriott, Atlanta.

Aug. 16-183—Conference of the Educational
Television and Radio Association of Canada.
University of Calgary, Calgary. Alberta.

Aug. 22-23—Fall convention of the Arkan-
sas Broadcasters Association. Arlington ho-
tel, Hot Springs.

BAug. 24—Radio newsmen workshop spon-
sored by Pennsylvania News Broadcasters
Association. Penn Harris Motor Inn, Harris-
burg.

August 27—Annual stockholders’ meeting.
Rollins Inc., Atlanta, to elect board of di-
rectors and to act on proposed amendment
to articles of incorporation.

Aug. 30-Sept. 1 — 1963 International Radio-
TV-Press Exhibition, sponsored by Interna-
tional Broadcasters Society. Hotel Het Hof
Van Holland. Hilversum, The Netherlands.
For information: The Secretariat, Interna-
tional! Broadcasters Society, Zwaluwlaan 18,
Bussum (NH) The Netherlands.

SEPTEMBER

Sept. 8-13—Acoustics and Noise Control
Semina. sponsored by The Pennsylvania
State University College of Engineering,
University Park, Pa. Information: Howard
F. Kingsbury, 101 Engineering A, University

DATEBOOK

RAB MANAGEMENT CONFERENCE
Sept. 12-13—Atlanta Hilton, Atlanta.

Sept. 16-17—White Plains hotel, White
Plains, N. Y,

Sept. 19-20—Carrousel 1nn, Cincinnati.

Sept. 30-Oct. 1—Chicago Marriott,
Chicago.

Oct. 14-15—Dallas Marriott, Dallas.

Oct. 10-11—Burlingame Hyatt House,
San Francisco.

Park, 16802, (814) 865-7551.

Sept. 9—Deadline for comments on FCC’s
proposed rulemaking that would require
broadcast licensees to show nondiscrimina-
tion in their employment practices.

Sept. 9—Deadline for filing comments on
FCC’s proposed rulemaking that would
amend present rules on requirements for
identification of broadcast stations.

Sept. 9-11—Electronics and Aerospace Sys-
tems Convention (EASCON), sponsured by
Group on Aerospace and Electronic Systems,
Institute of Electrical and Electronics Engi-
neers. Sheraton-Park hotel, Washington.

Sept. 9-13—International Broadcasting Con-
vention, sponsored by Electronic Engineer-
ing Association; Institute of Electrical and
Electronics Engineers; Institution of Elec-
tronic and Radio Engineers; Royal Televi-
sion Society, and Society of Motion Picture
and Television Engineers. Registration forms:
International Broadcasting Convention, 1968,
Savoy Place, Victoria Embankment, London,
W. C. 2, Grosvenor House, London.

Sept. 12-14—Meeting of Louisiana Assocla-
tion of Broadcasters. Down Towner Motor
Inn, New Orleans.

Sept. 13-15—Meeting of the Maine Assocla-
tion of Broadcasters. Speakers include
Douglas Anello, National Association of
Broadcasters general counsel. Sebasco
Estates, Bath.

Sept. 15-17—International Aliiance of The-
atrical Stage Employes and Moving Picture
Machine Operators (IATSE) of U.S. and
Canada, convention, Kansas City, Mo.

sSept. 15-17—Meeting of the Nebraska
Broadcasters Assoclation. Cornhusker hotel,
Lincoln.

Sept. 16—New deadline for filing reply
comments on FCC’s proposed rulemaking
to specify, in lieu of existing MEOV con-
cept, a standard method for calculating ra-
diation for use in evaluating interference,
coverage and overlap of mutually prohibited
contours in standard broadcast service. Pre-
vious deadline was July 18.

Sept. 17-19—~Eighth annual conference of
the Institute of Broadcasting Financial Man-
agement. Doral Country Club and hotel.
Miami.

mSept. 18—FCC newsmaker luncheon spon-
sored by International Radio and Televi-
sion Soclety. Speaker: Rosel Hyde, FCC
chairman, Waldort-Astoria hotel, New York.

Sept. 18-20—Meeting of the Tennessee
Assoclation of Broadcasters. Ramada Inn,
Nashville,

Sept. 19-21—Fall broadcast symposium of
Institute of Electrical and Electronics Engl-
neers. Mayflower hotel, Washington,

Sept. 20-22 — Southwest area conference,
American Women in Radio and Television.
Menger hotel, San Antonio, Tex.

Sept. 20-22—East Central area conference,
American Women in Radio and Television.
Christopher inn, Columbus, Ohlo.

Sept. 23 — Deadline for filing comments
on FCC's proposed rulemaking that would
provide simplified procedures for class IV
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Give your
limiter
avacation
on us.

Try our
Volumax free

for 30 days!

Who knows?
You may retire your
old limiter altogether!

Write or call us collect —
before your vacation
(203) 327-2000

PROFESSIONAL
PRODUCTS

LABORATORIES

Stamford, Connecticut. A Division of
Columbia Broadcasting System, Inc.
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METP
Researches Your
Personality

Every television and radie station
has a personality which, like that
of a person, its audience can define
and articulate with amazing and
sometimes startling candor.

This personality (or image) is the
result of the effect of everything that
happens on the station. Each in-
dividual on the air is part of the call
letters or channel personality.

W e have completed over 130 market
studies, encompassing more than 60,
000 depth interviews, studying the
images of TV and radio stations
from coast to coast in the United
States as well as in Canada.

Our company uses the unique skills
of the social scientist to examine in
detail, program-by-program and per-
sonality-by-personality, the strengths
and weaknesses of your station and
the competing stations in your mar-
ket.

Our clients know where they stand,
and more importantly, they know
reasons why their ratings tabulate
the way they do, particularly for
the programs under their control—
news, weather, sports, documenta-
ries, women’s programs, maovies,
children’s programs, etc.

One of the principal reasons for our
contract renewals year after year is
that we do more than just supervise
a research project. We stay with the
station for a whole year to make
sure you understand the study and
that it works for you.

Our contribution has helped the ag-
gressive management effort of some
of our clients to move from third
to first place in several of the coun-
try’s most competitive markets. As
a matter of fact, over one-half of our
current clients are number one in
their markets. Why do they use us?
They want to know why they are in
first place and be sure they stay
there.

If you are concerned about ratings
and would like a sound objective
look at your station and its relation-
ship to the market, give us @ call
for a presentation with absolutely
no obligation on your part.

McHUGH anp HOFFMAN, INC.

Television & Adveriising Consultanis

480 N. Woodward Avenue
Birmingham, Mich. 48011

Area Code 813
644-9200
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AM power increases, and promote for those
stations stricter compliance with minimum
separation rules.

Sept. 2¢—Deadline for filing reply com-
ments on FCC’s proposed rulemaking that
would amend present rules on requirements
for identification of broadcast stations.

Sept. 24-25—"Production '89: A Shirtsleeve
Workshop in Television Techniques” work-
shop in video-tape production sponsored by
Ampex Corp., Memorex Corp., 3M Co,,
Philips Breoadcast Equipment Corp.,, RCA
and Reeves Sound Studios. Hotel Roosevelt,
New York. Information: Grey Hodges, mar-
keting director, Reeves Sound Studios.

Sept. 25-26—Annual CBS Radio Affiliates
Association convention. New York Hilton.
New York.

Sept. 26-28—Annual fall meeting of New
York State Cable Television Association.
Castle Inn motel, Olean.

Sept. 26-27 — Fall conference, Minnesota
Broadcasters Association, Hotel Leamington,
Minneapolis.

Sept. 27-20 — Western area conference,
American Women in Radio and Television.
Sheraton-Portland, Portland, Ore.

Sept. 27-29—Meeting of the Hawaiian As-
soclation of Broadcasters. Surf hotel, Kaual.

Sept. 29-Oct. 2—Pacific Northwest CATV
Association fall meeting. Sheraton-Portland.
Portland, Ore.

OCTOBER

uOct. 3—Luncheon sponsored by Interna-
tional Radio and Television Society. Speak-
er: Alvin R. (Pete) Rozelle. commissioner
of major professional football, Waldorf-
Astoria hotel, New York.

Oct. 4-6—Southern area conference, Amer-
fcan Women in Radio and Television.

Oct, 5-6—Fall meeting Illinois News Broad-
casters Association. Decatur.

Oct, 5-7—Fall convention of Texas Associa-
tion of Broadcasters. Inn of Six Flags, Ar-

OPEN

Do we need middlemen?

EpiTor: I have been following with a
great deal of interest the development
of the so-called “middlemen” in broad-
cast timebuying [BROADCASTING, July
15].

When I was in the agency business
prior to my retirement three years ago,
I had followed the basic philosphy that
it is mandatory for the agency to at
all times spend its client’s money as
carefully as possible. Now I am on the
other side of the fence. I own and op-
erate three radio stations. It is my opin-
ion that a station owner is his own
worst enemy when he follows a rate-
cutting operation when there is no need
to do so.

If the raison d’'etre for the so-called
“middlemen” is to serve primarily as a
bargain hunter to cut rates, we would
be unable to do business with them. I
will do business with any agency that
wants to do business with us on the
same basis as we do across the board
for all with whom we do business.
Whether the “middlemen” agency can
or does perform a function that the
regular agency can’t is something that

lington.
Oct. 6-9—Michigan CATYV Association con-
vention. Boyne Highlands. Harbor Springs.

Oct. 7-8—Annual fall convention, New
Jersey Broadcasters Assocfation. Howard
Johnson Motor Lodge, Atlantic City.

#0ct. B—New deadline for filling comments
on FCC’'s proposed rulemaking concerning
television programs produced by nonnet-
work suppliers and not made available to
certain television stations. Previous dead-
line was July 8,

mOct. 9—Deadline for reply comments on
FCC’s proposed rulemaking that would re-
quire broadcast licensees to show nondis-
crimination in their employment practices.

Oct. 11-13 — Northeast area conference,
American Women in Radio and Television.
Jug End, Egremont, Mass.

80ct. 14-15—Third annual management semi-
nar sponsored by TV Stations In¢. New
York Hilton, New York.

Oct. 14-18—11th annual Internationat Film
& TV Festival of New York. Information:
Industrial Exhibitions Inc., 121 West 45th
Street, New York 10036.

®mOct. 17-19—43rd birthday celebration,
Grand Ole Opry. Municipal Auditorium.
Information: Lynn Orr, WSM, Box 100,
Nashville,

Oct. 18-19—Annual feeting of New York
State AP Broadcasters Assoclation. Buffalo.

Oct. 18-20—West Central area conference,
American Women in Radio and Television.
Midtown Motor Inn, Des Moines, Iowa.

Oct. 22 — Deadline for filing reply comments
on FCC’s proposed rulemaking that would
provide simplified procedure for class IV AM
power increases, and promote for those sta-
tions strieter compliance with minimum
separation rules.

sIndicates first or revised listing.

MIKE®_

only time will tell.

I think this whole situation should be
carefully evaluated by all interested
parties in order to determine whether
there is a place for these so-called *“mid-
dlemen.” T would like to hear whether
through your publication or directly
from other interested parties.—FEmil
Mogul, president, Basic Communrica-
tions Inc., New York.

Warnings in cigarette spots

Eprtor: If Congress rules that broad-
casters must include health warnings
in cigarette commercials to warn listen-
ers of the harmful effects of cigarette
smoking, it might as well also rule that
a line be included in every broadcast
antismoking public service message to
inform listeners of the enjoyable as
well as the harmful effects of smoking.
It would make just as much sense.
Automobile driving, for example, can
be hazardous to one’s health as can
cigarettes. Eventually, some crank will
propose that commercials by automobile
manufacturers be banned from the air.
In due course there will be no broadcast
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advertising at all.

Just as the public knows that auto-
bile driving can be dangerous, they
know that cigarette smoking can be
dangerous. The multitude of cancer
spots aired by all stations eRectively
emphasize this point hourly.

If Congress is silly enough to ban
cigarette commercials I'm moving to
Canada.—Curtis W. Hansen, wWTSA
Brartleboro, V.

Government at cross-purposes

Eprror: I can’t help but notice a rather
ironic development in recent steps to-
ward government regulation in broad-
casting.

1t seems that everyone in Washington
has become concerned with media mo-
nopoly (the threat to the free exchange
of information and opinion in this
country. as FCC Commissioner John-
son puts it). while at the same time
moving toward much stronger regula-
tion in broadcast programing.

How can anyone fear monopoly of
ideas by media barons when broadcast-
ers are finding it more and more diffi-
cult to express any kind of idea at all
without fear of some form of govern-
mental reprisal?

Perhaps Commissioner Johnson and
the others should look around. They
may find that the media barons they
fear are not the group owner but the
Justice Department, Congress and the
FCC.—Joe D. Buys, graduate student,
department of television and radio,
Michigan State University, East Lans-
ing.

Sold on sock

Epitor: I enjoyed very much your
cartoon in the July 1 issue. If possible.
I should like to have either the original
or a copy suitable for framing.

It may interest you to know that
wsal Cincinnati has a “Sock-it-to-me”
summer promotion with custom jingles,
etc—Jay Williams Ir., music director,

WAVI and WDAO(FM) Dayton, Ohio,
(Original has been forwarded)

Drawn for BROADCASTING by Sid Hix

“Between records he ke(?t uelung ‘Sock

ittome’ ...and t
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L. NEW PAKD
1 m== CINE PROCESSOR
AT WLAC-TV,
NASHVILLE,
TENNESSEE

, Ralph Hucaby,
Direcior of Engineering
g WLAC-TV,
Hashvwille, Tenmesses,
W imspecis the stabion's
ww Pako TIER

Cadar Cin T

“The Pako extras’ made our decision easy”

That's a quote from Ralph Hucaby,
Director of engineering at WLAC-TV.
Me continued; "Not only was this ma-
chine as fine as anything on the market,
and competitively priced, but those Pako
‘plus’ factors . . . service and training,
made it a natural choice for our opera-
tion. One of our senior technicians went
to a complete training school at Pako,
and their personnel conducted additional
training sessions here at the station. The

second 'plus’ is knowing there is a
trained Pako service representative at
our Distributors—just a phone call away.’
Pako Ciné processors offer modular
construction for adaptability. Models are
available for virtually all film processes.
For complete information on the model
to fit your specific requirements, contact
your local Pako Distributor or write Pako
Corporation, 6300 Olson Memorial High-
way, Minneapolis, Minnesota 55440.

PAKO CORPORATION Qm

'- q Processing Systems for the Photographic. Graphic Arts.
Motion Piclure, Medical and Industrial X-Ray Industries.

_it's  Blackstone

/in TV and Radio ...

IT'S

BROADCASTING

YEARBOOK!

A lawyer without his copy of Blackstone is
a little like a trombone player without a
trombone. For Sir William Blackstone's
famous "Commentaries on the Laws of
England™ has been the standard legal ret.
erence and textbook in its fisld for gener-
ations. Radio and TV are much newer
than jurisprudence — but in their field,
too, a recognized authority has emerged
as the standard source of information.
BROADCASTING YEARBOOK is read
each year {and saved all year} by thou-

= Broade

THE BUSINESSWEEKLY OF TELEVISION AND RADIO

sands of pecple whose jobs in broadcast
advertising demand a ready, accurate source
of TV-radic facts. The 1969 BROAD-
CASTING YEARBOOK—out in December
—will give some 20,000 of them the most
comprehensive round-up on the dimensions
of today's broadcast media. If you have
something to tell the decision-makers,
BROADCASTING YEARBOOK is the place
to testify on your own behalf. Witness the
deadlines: Oct. | for proofs; Oct. 15, final.
Call or wire collect to reserve space!

sting

1735 DeSales Street, N.W.
Washington, D. C. 20036
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MON DAY MEMO from WALTER S. DRISKILL, president, Dribeck Importers

Beck’s: the beer that came to dinner

We're the largest selling German beer
everywhere else in the world.

But in America hardly anybody knew
us.

This was the situation Dribeck Im-
porters faced back in 1965 when we
decided to mount the first major pro-
motional push here for Beck’s beer.
Beck’s is marketed in well over 140
countries, making it the world’s most
widely distributed German beer. We
easily outsell our competition in the
Caribbean, vacation haven for so many
Americans, and we have a dominant po-
sition in the cruise-line business.

But in the U. S.. Beck’s was virtually
unknown. Prior to 1965. when Dribeck
took over U. S. distribution. Beck's had
been sold through various geographical-
ly dispersed importers. The beer had
been introduced to the U. S. vyears
earlier, but had won little recognition at
the trade or consumer levels. And we
couldn’t gain acceptance at one level
without having it at the other. So, we
decided to turn to advertising.

Our first efforts were restricted to
print. Within a short time we were con-
vinced that we needed a dramatic and
exciting program to promote the vital
distribution that would make us a fac-
tor in the quality imported beer market.

Media Effort = Early in 1966 we ap-
pointed Warwick & Legler as our
advertising agency. The immediate
problem the agency had to tackle was
one of identity. Our chief Competitors.
Lowenbraun and Heineken, had been
spending advertising dollars for years
in various media whereas Beck’s had
made little or no effort.

We knew we had a quality beer.
Beck’s is made in Bremen, in the north
of Germany, where the quality of the
water makes for an extraordinary light
beer. The Germans know this. So do
people in over 140 countries.

How could we convince consumers,
who had been sold on the well-en-
trenched brands, that they should try
Beck’s? In New York alone beer drink-
ers can choose from approximately 300
different brands.

How could we tell retailers, with
limited shelf and display space, that
they needed another German beer?

Warwick & Legler set out to discover
if there was an as yet untapped market
for Beck's. A study of the beer market
confirmed the fact that the imported
beer market was limited for the most
part to higher income, better educated
consumers, This became one of the de-
termining factors in choosing what

16

would become our primary advertising
medium—radio.

Creative strategy arrived at by War-
wick & Legler takes the position thal
Beck's, because of its lightness, is par-
ticularly well suited for consumption
with meals. They dubbed it “The Din-
ner Beer,” thus pre-empting for Beck’s
this unique market position. The theory
is that Beck’s is light enough to enjoy
at mealtime without getting that stuffed
feeling and you can have several and
still feel comfortable, Moreover, the as-
sociation with food gives Beck’s extra
appetite appeal.

Equally important, this positioning
gave distributors a strong selling point
to help overcome the objections of food
siores that they did not need another
beer, let alone another imported beer.

Roughly a third of all imported beer
sold in the U. S. is sold in New York.
So we first concentrated in this market.

In 1966 we began a saturation radio
campaign on WwoR. The station was
chosen because of its adult audience.
For a 15-week period the following
spring and summer, WINS and WPAT in
the New York area were added to the
schedule. At the same time, to protect
our franchise in other markets. we
launched a print campaign in regionat
editions of national magazines.

Radio quickly built awareness and
demand. Beck's made inroads into lead-
ing supermarket chains such as A&P,
Food Fair, Grand Union, Gristede,
First National and others, and better
restaurants. By the end of 1966 our
sales had already jumped over the pre-
vious year.

In 1967 the schedule on woR was
stepped up to 52 weeks a year to in-
crease our awareness and we again
added wiNs and wPAT during the sum-
mer. In 1968 we also included WNEw

in our summer coverage. Personalities
at the stations were allowed to do the
commercial lead-ins in order to get the
extra plus of their “endotsement” of
the product,

Beer Tradition = Here is one of the
radio commercials. It immediately es-
tablishes the long tradition of the beer.
its German origins, striking up an as-
sociation with quality, and its specific
positioning as an accompaniment 10 a
meal.

ANNOUNCER: (Against background of German
dinner music)

We began making Beck's beer 500 years ago
in Bremen, Germany. ) .
Beck's started out as a dinner beer, and it's
still a dinner beer.

Before Beck’s came along, beer at dinner
time was anything but subtle. As a matter of
fact, a good wiener schnitzel didn't stand a
chance. But with Beck’s, you could enjoy every
bite. Beck's was also light enough so you
coutd finish off a pretty big meal and have
room left for the appfe strudel. A beer so dry
and light is going to go places. And Beck's
did. 1t became a household word all over
Germany. Before long Beck's beer was appear-
ing on dinner tables in over 100 countries,
including America. So if you haven't tried Beck’s
beer yet, you're in for a real treat. If you
have tried it, you know the great taste we've
been talking about is really a great taste.
Beck's: the beer that came to dinner.—Dribeck
Importers, New York.

Now in our third year in radio. we
quadrupled our radio budget and ex-
panded our campaign to three other
key markets: Los Angeles, Chicago and
Boston.

We expect that in these cities, as in
New York, we will continue to attract
new consumers to the brand. Beck’s
rate of growth has been at least twice
the industry rate. We expect to double
our sales this year. New York will con-
tinue to be our major target, and radio,
which has proved so successful for us,
will continue to play an important role
in our promotional program.

Walter S. Driskill, president of Dribeck B
Importers, New York, worked for several
brewing companies before joining Dribeck
in 1964. He was director of marketing at
Miller Brewing Co., Milwaukee, vice pres-
ident and director of marketing at Jacob
Ruppert, New York, and at Gunther Brew-
ing Co., Baltimore, after several years of
coaching athletics at various universities.
Mr. Driskill also served as president and
general manager of the Baltimore Colts
professional footbail club from 1948-50.
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radio station
in Chicago

delivers more

WGN Radio reaches more different adult listeners,

L— — —————
6 a.m. to midnight, Monday through Sunday, than
any other radio station west of the Hudson River—
more than 2,200,000 each week! e ——

RADIO -CHICAGO
A WGN Continental

American Research Bureau
are: DA Cauntion, OB Survey Group Station
BROAOCASTING, July 28, 1968 17
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Baltimore television’s most exciting
new programing line-up!

Steve Allen to wake up weekday morn-
ings at 9. John Gary to spark Sundays

at 10 p.m.
°
The lure of cash prizes—a new $1,000-

a-week Ring-a-Rino telephone game,
plus the new 6 p.m. Monday-through-
Friday strip, Duckpins and Dollars.

°
The “young sound” on the Saturday afternocon Kerby Scott Show. Hurdy
Gurdy and all that jazz, Sunday evenings at 7.

Provocative new concepts in TV reporting by Maryland’s Largest Broadcast

News Team,

Plus a great new NBC schedule and a strong roster of returning favorites.

No wonder Baltimore area viewers will be launching the LOOK-IN Sept. 9!

°
Isnt now the time for you to LOOK-IN on these
great new selling opportunities? See your Petry

man today.

WBAL>TY

BALTIMORE

Nationally represented by Edward Petry and Company

BROADCASTING, July 29, 1968
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Network sell-out seen for fall

Advertisers reported turning to national spot

as virtually every prime-time network commercial

is expected to be sold before season opening

The three television networks are
moving in on a new fall season that
promises to be virtually sold out before
it starts.

With the introduction of the 1968-69
prime-time schedules still almost two
months away, all three networks indi-
cate that record fourth-quarter sales are
already assured.

There appears littlc doubt that the
nighttime schedules of all three will be
about as close to sell-out as they could
be.

This assessment is based not only on
what cach network says about itself,
but also on what they say about each
other. Competitive salesmen keep close
tabs on who’s buying what where and
for how much, and they agree that new-
season business is exceptionally strong
all around—as indeed, second- and
third-quarter business has been, too.

Sell-Qut = As one network official
put it last week: “I can see no reason
why all three networks shouldn’t be
sold out to all intents and purposes in
prime time this fall.”

The strong network surge has also
been noted, not ruefully, by station
reps who feel it has been a factor in
this year’s resurgence in spot TV busi-
ness. As networks approach sell-out, ad-
ditional budgets originally ear-marked
for them may be redirected to spot,
and advertisers who complete their net-
work buying early can turn to mapping
out supporting spot campaigns.

Officials at all three networks note
that 1968-69 prime-time sales have been
consistently stronger this year than last,
starting with the opening of the selling
season in late February.

Not only has demand been heavier,
but prices have been higher and firmer.

The three networks are exceeding
last year’s sales pace by comfortable
margins—and, it was noted, last year’s
fourth-quarter sales for the three net-
works ran almost 5% higher than those
for the fourth quarter of the preceding
year. That wasn’t up to the 13% gain
achieved in the first quarter of 1967,
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but it was better than the 3% and less
than 2% gains measured in the second
and third quarters of 1967.

Surcharge No Problem = There had
been some speculation earlier this year
that the 10% tax surcharge enacted a
few week ago might bring some com-
pensatory cutbacks in advertising ap-
propriations. But authorities said last
week that advcrtisers apparently had
budgeted for the surcharge and that
offsctting cutbacks have not material-
ized.

They also said the older advertising
practice of delaying his buying in hopes
of obtaining bargain prices doesn’t work
so well any more—that in some cases
advertisers have delayed and wound up
paying more instead of less.

In addition to heavier demand by
regular advertisers, the networks—and
many stations—are experiencing un-
usually high levels of interest from po-

Spot increase impressive

While nighttime nctwork tele-
vision fall sales seem to be riding
a new crest, spot-TV advertising
as well showed definite signs of
improvement this year.

A first-quarter report released
today (July 29) by the Television
Bureau of Advertising, put the
total spent by spot TV advertisers
at $264,706,900. A special analy-
sis of 344 stations supplying data
for the same quarter in both 1968
and 1967 indicated an impressive
7.8% increase (see page 20).

TVB’s spot analysis pointed to
an increase in the use of the 30-
second commercial, pinpointed a
10.1% share of dollar volume by
piggybacks and reported several
product categories up substantial-
ly, automotives included.

litical candidates in this presidential
election year. This is expected to take
up what little slack remains in the sales
schedules this fall.

NBC-TV has taken the unprece-
dented step of creating additional min-
utes in one-hour and 90-minute night-
time participating programs for politi-
cal sale this fall (at 50% of card rate)
because otherwise there might not be
cnough unsold minutes available to ac-
commodate political candidates (BROAD-
CASTING, July 22).

Following is a network-by-network
rundown as reported by officials last
week. They relate to the prime-time
regular-schedule outlook. disregarding
both daytime sales and sales of specials.
The former have been continuing to
rise. and the latter will add substan-
tially to network revenues (NBC-TV
authorities, for instance, estimate their
1968-69 specials will account for $55
million in sales and that this figure will
probably increase during the season).

ABC-TV

ABC-TV is headed for a record
fourth quarter in prime-time sales with
approximately 95% of the evening
schedule sold out, according to Fred-
erick Pierce, vice president and direc-
tor of national sales for the network.
He indicated that the peak rate of sales
for this fall compares with about 90%
to 91% sold at this time last year.

“In terms of revenue, we have ex-
ceeded last year's figure by about 10%
at this juncture,” Mr. Pierce reported.
“We are quite bullish about the fourth
quarter and 1968 as a whole.”

He noted that the turning point in
sales developed in February leading to
sold-out positions in prime time in the
second and third quarters, and added:

“I have a strong feeling that there
just aren’t going to be any minutes left
soon in the fourth quarter for those
advertisers that have allocated expendi-
tures and still haven’t placed their busi-
ness. I don’t think I'm being unduly
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NETWORK SELL-OUT SEEN FOR FALL TV continued

optimistic.”

Another heartening aspect of ABC-
TVs fourth quarter is the rise in pro-
gram sponsors. Mr. Pierce estimated
that 40% of the prime schedule next
fall will be on a program sponsorship
basis, a comfortable but otherwise un-
specified increase over last year.

He underlined the trend toward pro-
gram sponsorship by pointing out that
for the first time next fall ABC-TV will
have the following advertisers in prime
time on a program basis: Oscar Mayer
& Co. (Flying Nun), Pontiac division
of General Motors (That's Life), East-
man Kodak (Flying Nun) and Noxell
(Mod Squad). Heading the list of re-
turning program sponsors are Ford
Motor Co. with FBI (full sponsorship)
and Chevrolet and Eastman Kodak with
co-sponsorship of Bewitched.

Bigger Spenders = Among categories
of advertisers that have increased their
investment on ABC-TV for the fail,
Mr. Pierce said, have been automotive,
airlines, insurance and auto accessories,
including tires. The level of detergent
and drug advertising will remain about
the same as in the fourth quarter of
1967 and there will be a slight increase
in food product business, he added.

Cigarette and tobacco advertising
continues on ABC-TV at a level similar

to that of last year, with spots running
after 8:30 p.m. Mr. Pierce said that
last year a minimal number of ciga-
rette announcements ran before 8:30

p.m.

ABC-TV begins the 1968-69 season
with eight new program series, the
lowest number in several years, accord-
ing to Mr. Pierce. This number repre-
sents one-third of the program sched-
ule, he stated, and these series have
attracted sponsors at about the same
rate as older properties. He explained
that approximately one-third of the re-
maining availabilities lie within the new
series and two-thirds on returning pres-
entations.

The ABC management to date has
not formulated a policy with respect to
political TV advertising. There have
been inquiries from political advertis-
ers but they have been accommodated
on the same basis as other sponsors,
Mr. Pierce said. There have been in-
stances of political organizations ac-
quiring specific time periods of regular
advertisers that have been willing to
“sell-ofi” segments at the same rates
for which they had contracted.

“The majority of our prime-time pro-
grams are now on a sold-out basis,”
Mr. Pierce observed., “We have scat-
tered availabilities in 10 programs in

the 7:30-11 p.m. period.”

The motion picture segments have
attracted a large number of advertisers,
many of which have bought for short
flights. The Sunday-night feature period
has almost 50 advertisers and the
Wednesday night, 42. Advertisers who
have bought into both movie nights in-
clude R. J. Reynolds, Colgate-Palm-
olive, Bristol-Myers, National Biscuit
Co., Ford Motor, Quaker Oats, Loril-
lard, Sterling Drug and Noxell.

One advertiser, Brown & Williamson
Tobacco Co., is placing the bulk of its
TV advertising schedule on ABC-TV
next fall. Through Ted Bates & Co.,
New York, Brown & Williamson will be
a sponsor on seven prime-time pro-
grams, plus The Evening News with
Frank Reynolds and ABC's Wide
World of Sports. The tobacco compa-
ny’s schedule includes four hold-over
programs—>Peyton Place (Wednesday-
evening chapter), The Guns of Will
Sonnett, Judd for the Defense and The
Hollywood Palace—and three new se-
ries—The OQutcasts, That’s Life and
Journey to the Unknown.

CBSs-TV

CBS-TV confidently expects its fourth
quarter this year to be the best in CBS
history.

Officials don’t say so, but it seems
clear they expect to be virtually sold

Spot TV rallies in first quarter of '68

TVB REPORT ON TOP-100 CLIENTS REVEALS INCREASED USE OF 30'S

Spot-TV advertisers on 344 stations
spent $264,706,900 in the first quarter
of 1968, Television Bureau of Advertis-
ing reported today (July 29). TVB
said that a special analysis of 344 sta-
tions reporting data for the same quar-
ter in both 1968 and 1967 showed a
spot increase of 7.8%.

However. TVB said that the num-
ber of stations reporting in this year’s
quarter represented 56 stations fewer
than the 400 which reported in the
first quarter of 1967.

Thus, a quick reading of the total
figures—the $264.7 million in 1968 as
against $295.8 million on the larger
number of stations in 1967—might give
the impression of a substantial drop in
spot billing. N. C. Rorabaugh Co.
(LNA/Rorabaugh spot TV service com-
piles the figures for TVB) had earlier
reported the sharp reduction in the
number of stations heard from in the
first quarter.

Busy Possibility » Thomas H. Miller,
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president of the Rorabaugh firm, had
then speculated that the drop off may
have come about because of significant
increases realized in spot TV at the
turn of the year, with the result that
personnel at stations were too busy to
make out reports.

Authorities said they couldn’t deter-
mine just how much spot television
was ‘“short-changed” by the reduced
number of stations reporting. Despite
this fewer number, substantial increases
were scored in dollar volume by several
advertiser categories, including automo-
tives, entertainment-amusement and
drugs-remedies, among others, It is
stressed that these product groups would
undoubtedly have been still greater had
all 400 stations reported in first-quarter
1968 as they had in the comparable
period in 1967.

Executives familiar with spot activ-
ities agreed that the TVB estimate of
an overall 8% increase in total spot
billings seemed reasonable.

Many television categories which

showed some slippage or stayed even
with last year most likely would have
been up, and many individual adver-
tisers’ dollar figures would of necessity
have been greater if more stations had
reported.

It was a good quarter for spot, but in
total dollar figures, based on the fewer
station replies, the volume was down
$39 million.

Several trends, indicated earlier this
summer, were affirmed in the report.
Among them:

» Advertisers are showing an in-
creased interest in—and use of-—the
30-second commercial. TVB, which
groups the 30-second commercial with
the 20-second message, said the com-
bined category represented 24% of total
spot dollars in the first quarter 1968
compared to 18% in the like period last
year. _

» A first-time zero-in on piggyback
use was included in the TVB analysis.
Piggybacks were responsible for more
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out in prime time when the new season
starts.

They do say the new-season sales
pace is running comfortably ahead of
last year's—and has been ahead ever
since the fall selling season opened in
February.

More advertisers put more money
“up front” this year, they say, and both
the demand and the dollars have con-
sistently been heavier throughout the
sales season than was the case a year
ago. “Up-front” buying refers to firm
new-season commitments made in Feb-
ruary and March, early in the sales
season.

It has been apparent from the start
of the 1968-69 selling period, officials
say, that advertisers have regained the
bullishness about their own businesses
that many of them seemed to have lost
late last year.

Program advertisers, as distinguished
from advertisers buying single minutes,
are said to be on the increase.

Program Sales * Defining “program
advertisers” as those committed to two
or more commercial minutes in a single
broadcast, CBS-TV can list 18 prime-
time programs with that kind of under-
writing—many of them completely sold
to a single sponsor, or to no more than
two.

The list:

Amateur Hour has J. B. Williams
Co., 2Ist Century Union Carbide.

than $26.7 million, or 10.1% of the
whole. This was nearly twice the per-
centage accounted for by ID’s (5.6%).
One-minute lengths totaled the most,
$147,473,900, or 55.7%.

= Automotives in the quarterly com-
parison increased from $15.9 million to
$16.8 million, a 6.2% gain. Other prod-
uct classifications reporting gains: en-
tertainment and amusement up 39.4%;
TV, radio and records, up 35.7%;
household equipment and supplies, up
17.1%; insurance, up 8.1% and drugs-
remedies, up 7.6%.

= Procter & Gamble, king-pin user
of spot TV, put $17,468,700 into the
medium in the first quarter, while six
advertisers increased their spot TV
more than $1 million. The six included
General Foods, which with $10.4 mil-
lion spent for spot in the quarter,
boosted its spending $3.9 million over
the same period a year ago. The other
five advertisers were American Tobac-
co, National Dairy, Richardson-Mer-
rell, Pillsbury and American Home.

TVB noted that General Telephone
& Blectronics appeared in its top-100
advertiser list (which follows) as the
major newcomer in the first quarter.
GT&E spent $882,200 in spot. Also in
for the first time were Jiffee Chemical,
American Dairy Association and Castle

BROADCASTING, luly 29, 1968

Lassie Campbell Soup, Mission Impos-
sible Philip Morris, Here's Luck Lever
Brothers and Toni Co., Mayberry RFD
General Foods and Philip Morris,
Family Affair Philip Morris and Proc-
ter & Gamble, Carol Burnetr Show
Colgate, Red Skelton Show Philip Mor-
ris, Doris Day Show P&G and Bristol-
Myers.

Also. 70 Minutes has Bulova, Dak-
tari P&G, Beverly Hillbillies Kellogg
and Campbell Soup, Green Acres P&G
and Philip Morris, Wild, Wild West
P&G, Gomer Pyle General Foods, My
Three Sons Bristol-Myers and Kellogg
and Hogan’s Herces Philip Morris.

Officials won’t say how much prime
time remains to be sold but indications
are that more of it is in early-evening
programs than in the periods after 9
o’clock.

To the extent that minutes remain
unsold this fall they’ll be availabie for
political advertising-—generally at the
lowest rate-card price, not at the half-
price rate that NBC-TV has announced
(BROADCASTING, July 22).

CBS-TV authorities also report that
they have created a number of five-
minute prime-time periods, mostly at
the end of movies and in some cases
hour shows, to accommodate orders
from political advertisers, and that they
also are blocking out some 30-minute
periods in response to political-adver-
tising demand.,

& Cooke. TVPR’s analysis pointed out
that National Dairy’s boost in spot rep-
resented a shift from newspaper ad-
vertising.

Estimated expenditures of top-100 national and
regional spot TV advertisers in 1st quarter

Rank

81. Aamco Transmissions $ 690,300
14, Alberto-Culver 3,115,500
69. American Bakeries 849,900
28. American Can 2,015,600
78. American Dairy Assn. 717,300
11. American Home Products 4,091,300
83. American Motors 670,800
37. American Tel & Tel. 1,714,700
7. American Tobacco Co. 4,996,700
90. Associated Products 629,200
39, Avon Products 1,643,300
49. Beatrice Foods 1,318,600
67. H. & R. Block 880,000
31. Borden Co. 1,897,000
6. Bristol-Myers 5,051,500
18. Campbell Soup 2,371,300
91. Canadian Breweries 623,500
35. Carnation Co. 1,812,900
58. Carter-Wallace 1,009,700
99, Castle & Cooke 566,700
42. Chesebrough-Pond's 1,613,000
22. Chrysler Corp., dealers 2,072,400
3. Coca-Cola 5,978,300
4. Colgate-Palmolive 5,949,200
5. Continental Baking 5,321,600
20. Corn Products 2,157,000
44, Del Monte Corp. 1,469,900
97. Dow Chemical 583,600
72. Eastern Air Lines 792,500
54, Falstaff Brewing 1,071,500
61. Florida Citrus Comm., 978,500

Cigarette advertising appears to be
moving later into the evening, but ac-
cording to some sources the reason may
be linked more directly to program con-
tent than to simple clock time. The
tobacco companies generally seek to
avoid programs with high appeal to
teen-agers and children, and these for
the most part are in early evening.

NBC-TV

NBC officials said that on the basis of
business now on the books for the
fourth quarter, they could expect the
network to have its “best fourth quar-
ter” in NBC history.

According to Jon M. Otter, vice
president, sales, NBC-TV network,
NBC’s second- and third-quarter sales
this year have registered highs for
those periods. And it's expected the
momentum of the fourth-quarter sales
will carry over into the January-through-
March period of 1969.

As of last Thursday (July 25), NBC’s
sales level for the fourth quarter re-
flected a 13% improvement over the
same date of a year ago, and including
higher pricing and higher sales, rep-
resented a 25% improvement. (Accord-
ing to network estimates, there’s an ap-
proximate 9% “improvement” in the
price per average minute in nighttime

(Continued on page 22)

52, Ford Motor $ 1,168,800
10. Ford Motor, dealers 4,362,000
84. E. & J. Gallo Winery 658,800
2. General Foods 10,484,900
17. General Mills 3,031,600
15, General Motors 3,085,300
13. General Motors, dealers 3,308,600
66. General Telephone & Electronics 882,200
34. Gillette Co. 1,866,900

80. W. R. Grace & Co. 696,500

47. H, J. Heinz Co. 1,375,400
95, Hoffman-La Roche 594,400
55. Hunt Foods & Industries 1,046,600
86. International Coffee Org. 644,900
89. ITT 634,700
77, leffrey Martin Labs. 738,500
73. Andrew Jergens 774,600
75. liffee Chemical 739,500
65. Johnson & Johnsen 896,700
45, Kellogg Co. 1,452,800
96. Kimberly-Clark 583,700
8. Lever Bros. 4,749,600
50. Liggett & Myers 1,258,200
74. P, Lorillard 768,300
92. Ludens 615,700
33, Mars 1,868,200
85. Merck & Co. 653,300
25. Miles Labs. 2,050,800
88. National Airlines 635,300
43. National Biscuit 1,472,300
21. National Dairy Products 2,130,000
41. Nestle Co. ,621,200
71. Norwich Pharmacal 835,800
70. Noxelt Corp. 839,800
76. Olympia Brewing 739,500
60. Pabst Brewing 938,900
93. Pan American World Airways 607,400
19. Pepsico 2,315,000
68, Pet Inc. 865,700

(Continued on page 22)
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programs.)

Though NBC’s sales position was de-
scribed in glowing terms, officials cau-
tioned that this did not necessarily
presage huge profits. One must be
aware, it was pointed up, that networks
costs have increased by as big a per-
centage ratio as have sales,

Mr. Otter said that “despite the an-
ticipated extra costs of gavel-to-gavel
convention and election coverage this
year and despite the unanticipated costs
and extra loss” in network coverage fol-
lowing the assassinations of Dr. Martin
Luther King Jr. and Senator Robert F.
Kennedy, NBC could expect to have
“an excellent business year” in 1968.

Nighttime Sales s NBC's rundown of

over-all nighttime business for the
fourth quarter includes:
» The news shows are “sold out.”

The exceptions: a minute availability in
late December in the Phyllis Diller Sun-
day night program; one in the Outsider

= The quick-moving sales picture was
also reported for NBC’s three movie
nights, of which Monday’s is an addi-
tional motion picture night next season.
For the fourth quarter all movie nights
are sold with the exception of two min-
utes available Monday, Dec. 23; two
minutes both Tuesdays, New Years Eve,
Dec. 31, and Christmas Eve, Dec. 24,
There is not a single minute availability
in Saturday movies for the fourth quar-
ter.

» Firm 52-week contracts and firm
sales through “run of originals” on
NBC’s fall schedule were reported to be
running greater this year than at this
time last year. All of Procter & Gam-
ble’s business for 1968-69 on NBC was
placed for 52 weeks. (P&G and Colgate-
Palmolive are the biggest NBC clients
in the soaps. P&G alone has full spon-
sorship of the half-hour Mothers-in-Law
and two minutes per week in Monday
Night at the Movies, among other mo-
vies, Colgate, among its buys, has an
alternate half-hour sponsorship of The

Biggest NBC customers in the anal-
gesic group are Whitehall Laboratories
division of American Home Products
and Miles Laboratories; Chrysler and
Chevrolet in automotives; Kraft Foods
and General Foods in foods, and R. J.
Reynolds Tobacco and American To-
bacco in tobaccos.

Mainstay program sponsorship (all
52 weeks firm) include RCA, Gulf Oil
and Miracle Whip in Walt Disney; P&G
in Mothers-in-Law; Chevrolet, R. J,
Reynolds and American Home in Bo-
nanza; Kraft in The Kraft Music Hall.
On “through originals” Breck has an
alternate half-hour in Rowan and Mar-
tin; General Foods two minutes in
Julia (GF's first nighttime sponsorship
buy on NBC-TV in years), Burlington
Mills an alternate half of Dean Martin
Show and Colgate alternate half-hour
of Ghost and Mrs. Muir.

Tobacco buys include Reynolds in
Bonanza, Virginian, Dean Martin, mo-
vies and Dragnet; American Tobacco in
Rowan and Martin, movies, High Chap-
arral, Ouftsider and lronside, and Liggett
& Myers in Name of the Game, Out-
sider and the movies. The cigarette firms

(Wed., 10-11 p.m.} on Christmas Day;  Ghost and Mrs. Muir firm through run-  appeared to be avoiding shows with
one in the Dec. 28 episode of Adam 12  of-originals. Ghost is set for Sat., 8:30- straight “kid appeal,” sales officials
{Sat. 7:30-8 p.m.). 9 p.m.). noted.
SPOT TV RALLIES IN FIRST QUARTER continued Desserts & dessert ingredients §$2,456,800
Flour & baking mixes 1,292,800
30. Philip Morris $ 1,957,700  AUTOMOTIVE $16,899,000 Food stores . 1,959,600
26. Pillsbury 2,033,500 Anti-freeze & additives 42,100 Fruit & vegetable juices 1,797,800
51. Piough Inc. 1,241,800 Auto parts, batteries & accessories 57,300 Fruits & vegetables 2,308,000
1. Procter & Gamble 17,468,700 Car cleaners, waxes & polishes 9,300 Health & dietary foods 2,296,400
36. Quaker Oats 1,782,400 Passenger cars 15,580,900 Infants’ foods 730,100
40. Raiston Purina 1,635,700 Tires & tubes 1,178,500 Meat, pouitry & fish 3,682,100
§7. Rexall Drug & Chemical 1,009,900 Trucks & mobile homes 30,400 Pasta products & dinners 2,514,400
16. R. ). Reynolds 3,062,200  BEER & WINE 11,792,200 Prepared dinners & dishes 2,774,100
38. Richardson-Merrell 1,665,300 Beer & ale 10,426,900 Salad dressings & mayonnaise 808,300
48. Royal Crown Cola /358600 1,365,800 Shortening & oil ol
46, Jos. Schitz Brewing 300800  BUILDING MATERIALS, EQUIPMENT Soups . 1,185,600
32. Scott Paper 1,878,600 & FIXTURES 478,200 Sugars, syrups & jellies 921,000
29, Sears, Roebuck 198,900 Building materials 48,900 Miscellaneous 7,892,000
63. SevenUp 916,400 Equipment, fixtures & systems 349,800 GARDEN SUPPLIES & EQUIPMENT § 328,300
23. Shell 0il 2,064,400 Paints, varnishes & misc. coatings 79,500  GASOLINE, LUBRICANTS & FUELS 8,747,300
59. Smith, Kline & French 993 900 CONFECTIONERY & SOFT DRINKS 20,440,500 Gasoline & oil 8,441 600
gg ggulgb, ngechaNul ;.(llg% ‘ls(()l(ol ga;!dyd & l(gum 1?}2%‘;}188 Lubricants & fuels 305,700
. Standard Brands ) ,030, oft drinks ,616, HOTELS, RESORTS & TRAVEL 684,300
64. Standard Qll Co. of Calif. 904,500 CONSUMER SERVICES 7,177,900 HOUSEHOLD EQUIPMENT & SUSPEFBL‘{IE%ES 8,067,000
56. Standard 0il Co. of Ind. 1,027,600 Engineering & professional Deodorizers & air fresheners 7,600
24. Sterling Drug 2,058,300 services 1,173,700 Disinfectants 47.100
98. Storer Broadcasting 576,600 Financial 2,586,900 Food wraps & foils 671,500
79. Trans World Airlines 700,000 Public utilities & telephone Household paper products 5,385,200
87. Union Q! Co. of Calif. 637,600 service 3,056,500 Insecticides 7,000
100. Uniroyal 566,600 Schools & colleges 360,800 Major appliances 1,436,400
62. United Air Lines 963,200  DRUGS & REMEDIES $20,266,200 Small appliances & equipment 178,300
82. U.S. Borax & Chemical 678,800 Cold, cough, & sinus remedies 5,831,600 Misc. accessories & supplies 333,900
94. Wallace & Tiernan ] 599,300 Digestive aids & antacids 3,756,900  HousEHOLD FURNISHINGS 873.400
12. Warner-Lambert Pharmaceutical 3,462,500 Headache remedies & sedatives 5,146,900 Floor covering 69,600
9. William Wrigley Jr., Co. 4,747,300 b.lax;ﬁvfs ) . ! gggggg Furniture 379,600
. , . . edical equipment & supplies I i - i
S et G O HELE] ) 0 SKin products & finiments. 2,206,800 iR e R <o
e quarer y product classification | Vitamins 685,100 |NDUSTRIAL MATERIALS 202,100
Miscellaneous 1,871,800  |NSURANCE 9959 400
Rank ENTERTAINMENT & AMUSEMENT 2,841,200  JEWELRY, OPTICAL GOODS o
AGRICULTURE & FARMING $ 1,577,700 Amusements & events 235,300 & CAMERAS 133,500
APPAREL, FOOTWEAR & Motion pictures 1,343,700 Cameras & photographic supplies 22,800
ACCESSORIES . 3,938,700 Restaurants & drive ins 1,262,200 Jewelry & watches 3,100
Apparel, fabrics & finishes 263,300 FOOD & FOOD PRODUCTS 75,225,400 Optical goods & precision
Footwear & shoe care products 725,800 Appetizers, snacks & nuts 2,475,700 instruments 107,600
Hosiery 1,031,800 Bakery goods 11,428900  LAUNDRY SOAPS CLEANSERS
Ready-to-wear 62,700 Cereals 6,601,700 & POLISHES 20,743,900
Undergarments i 1,799,600 Coffee, tea & cocoa 10,389,700 Cleaners, cleansers, polishes &
Misc. apparel, accessories & Condiments 2,907,000 waxes 7.803,000
notions 55,500 Dairy products 4,679,000 Laundry preparations 4,546,100
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KTVE, Phoenix furns
on more different
people than any other
station during the

folal viewing week.




Laundry soaps & detergents  $ 8,394,800

OFFICE EQUIPMENT, STATIONERY

& WRITING SUPPLIES 183,700
Office machines, furniture
& accessories 1,100
Pens, pencils & stationery 182,600
PET PRODUCTS $ 4,499,100
Pet foods 4,497,700
Pet supplies 1,400
PUBLISHING & MEDIA 1,169,600
TELEVISION, RADIO, MUSICAL
INSTRUMENTS & RECORDS 2,423,300
Musical instruments 18,800
Records & tape recordings 624,100
TV sets, radios, phonographs
& recorders 1,757,700
Miscellaneous 22,700
TOBACCO PRODUCTS & SUPPLIES 11,791,900
Cigarettes 11,449,400
Cigars & tobacco 341,900
Smoking accessories 600

SPOT TV BILLINGS BY DAY PART FIRST QUARTER

Time of Day Amount Percent Length of commercial Amount Percent

Day $ 56,945,000 215 60's $147,473,900  55.7

Early Evening 70,431,100 26.6 Piggybacks 26,719,400 10.1

Night 98,049,900  37.1 20's and 30's 64,085,100 24.2

Late Night 39,280,900 14.8 ID's 14,739,900 5.6

Total $264,706,900  100.0 Programs 11,688,600 44

Total $264,706,900 100.0
TOILETRIES & TOILET GOODS $25,839,300  TOYS & SPORTING GOODS $ 1,970,100
Cosmetics & beauty aids 4,358,100 ?gortir;g geomg A 1938'300

Dental supplies & mouthwashes 5,904,100 ys, games ycra 9,
Depilatories & deodorants 2,245,400 TRANSPORTATION & TRAVEL 1,080,000
Hal Airlines 5,760,100
air pdeUCtS 7,733,000 Buses 524 200
Razors & blades 618,600 Car rental 592,700
Shaving creams, lotions Railroads 187,900
& men's toiletries 886,400 Steamship lines 15,100
Toilet soaps 1,818,300  MISCELLANEQUS 7,073,700
Misc. toilet goods 2,275,400 TOTAL $264,706,900

B&B issues list of taboo shows

GENERAL FOODS TELLS AGENCIES ‘KEEP AWAY FROM VIOLENCE’

A list of 57 syndicated programs, in-
cluding some of the most popular on
television, has been put off-limits for
General Foods spot placements. The
ban is to avoid associating GF advertis-
ing with programs containing violence.

The list was prepared and has been
distributed by one of General Foods’
agencies, Benton & Bowles. It was
drawn up in response to a GF memo
instructing the company’s several agen-
cies that it “does not want to be as-
sociated with vehicles which encourage
violence in any way."”

As an indication of the restraint that
B&B, at least, has read into its client’s
intentions. one of the programs on the
forbidden list is Profiles in Courage, a
series based on the late President John

Color still packs punch

Schwerin Research Corp. re-
ports that a diminishing trend in
the relative effectiveness of color
in commercials has been “sharply
reversed” during 1968. Schwerin’s
monthly bulletin notes that “the
average 1968 color version has
been scoring one-third higher than
its black-and-white counterpart.”
compared with a one-eighth dif-
ference in 1965. The research
company cites two reasons for the
upturn: an increase in color set
sales, providing novelty value on
the part of new owners, and in-
creased knowledge of “what
works and what doesn’t work in
making a commercial that will be
seen in color in one out of four
households and not in color in the
rest.”
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F. Kennedy’s book of the same name.
The book recounted historical exam-
ples of personal valor,

Among other series that have been
embargoed for General Foods are Per-
ry Mason, The Untouchables and Mar-
shall Dillion (the syndicated title of
Gunsmoke).

The list is described by B&B as a
basic “but not complete” guide to pro-
grams that General Foods wants to
avoid.

The Word = The General Foods
memo, from A. O. Knowlton, media
services director, was dated July 11 and
went to Young & Rubicam, Ogilvy &
Mather. Grey Advertising and Doyle
Dane Bernbach as well as B&B. Mr.
Knowlton told the agencies that “it is
especially important that your people
exercise good judgment in buying spot
TV™ and asked that a checking system
be set up covering daily purchases, “to
see that this request is complied with.”

Programs carrying General Foods
commercials. the GF memo said. “must
be characterized by decency and good
taste. and their basic appeal must be
to those instincts and desires which
have contributed to the building of a
civilized society.”

The Benton & Bowles list, dated July
17, names 57 programs currently “avail-
able for local participating spots,” ad-
judged not suitable for GF commercials,
The accompanying memo also indicated
that if GF messages are now running
in any of them, they should be with-
drawn. Buyers having questions about
other programs were advised to con-
sult “the appropriate assistant media
director.”

The list:

Anthologies — Profiles in Courage,

Favorite Story, Alfred Hitchcock, Twi-
light Zone, Death Valley Days.

Action/adventure — Ripcord, Sea-
spray, Blue Angels, Whirlybirds, Bai-
iman, Green Hornet, Foreign Legion-
aire, Yancy Derringer, Jonny Quest
(cartoon), Thunderbirds (cartoon).

Police dramas—M Squad, Highway
Patrol, 1 Am the Law, Naked City,
Racket Squad, Code Three.

War dramas-—Gallant Men, Big At-
rack, Combat, 12 O’Clock High.

Mysteries—The Cheaters, The Thin
Man, The Rogues, Dangerous Assign-
ment, Surfside Six, Burke’s Law, 77
Sunset Strip, Secret Agent, Danger
Man, Gideon's Way, Hawaiian Eye,
Checkmate, Perry Mason.

Dramas — Untouchables, Route 66,
Outer Limits (science fiction), Science
Fiction Theater.

Westerns — Marshall Dillon, Cisco
Kid, Lone Ranger, Bronco, Roy Rogers,
Gene Auwry, Branded, Bat Masterson,
Laramie, Cheyenne, Rawhide, The
Westerners, Stories of the Century,
Range Rider, Broken Arrow.

Rep appointments. ..

a Kiev Glendale. Calif.; wBry Mariet-
ta, Ohio; xBMR Bismarck, N, D.; krGo
Salt Lake City, and xcms-aM-FM Colo-
rado Springs, Colo.: Radio Time Sales,
New York.

s WExI(FM) Arlington Heights, Tll.:
National Time Sales, New York.

s WHis Bluefield, W. Va.: Avery-Kno-
del, New York.

s WENY-AM-FM Elmira, N. Y.: wonD
Pleasantville-Atlantic City, and wMGw-
FM Atlantic City: Adam Young Inc.,
New York.
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One thing
that grows faster

than the
Atlanta market:

WSB’s share
of it.

According to trends, WSB’s
share ol the Atlanta radio
audience should someday be
larger than the total number
of Atlanta Radio Households.
Fact is, Pulse Surveys* show
that in this last five years
WSB’s share of the Atlanta
Metro audience has increased
51% while the total number
of Atlanta Metropolitan radio
houscholds has increased
25%.

Anyhow, we figured that if
something is growing faster
than Atlanta, you’d probably
like to know about it.

We really don't expect our
cut of the pie to ever be bigger
than the pie. But we’re work-
ing on it. nenetheless.

WSB Radio

Atlanta/AM 750/FM 98.5
NBC Affiliate/Petry & Co. Inc.

‘Pufse studies. 1961-1967."Any figures quoted or derived from audience surveys are esftimates subject to sampling and other eriors. The original reporls can be reviewed for details on methodology.
G‘ ‘:{ COX BOQADGAGIING CORFCRATION STATISNI: W38 M. MTY, Anasty 0N AMTH i Ard. TR " WIOD AM.FR, Ry KT/JATV), San Franceco.Qubland: WIIC.TV, Pitiaburgh
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Banzhaf wrong
in NBC view

His monitoring called
inaccurate, his petition

not filed in good faith

John F. Banzhaf, the New York at-
torney whose complaint lead the FCC
to apply the fairness doctrine to ciga-
rette commercials, was wrong on his
facts, and on his interpretation of the
anticigarette-commercial ruling, in peti-
tioning the commission last month to
revoke the license of wNBC-Tv New
York. This was the thrust of the re-
sponse NBC made last week in urging
the commission to dismiss the petition.

The case is the first under the com-
mission’s controversial ruling—which is
now being challenged in the courts—
and could help resolve with more pre-
cision the question of what is cxpected
of broadcasters who carry cigarcite
commercials.

Mr. Banzhaf, in what he told a news
conference at the time was a move to
force stations to carry more antismok-
ing messages—as a means of guarding
against similar revocation petitions—
had asked the commission to revoke
WNBC-TV's license on the ground that
it had not carried, what he considered.
a “significant” amount of antismoking
announcements (BROADCASTING. June
17).

In his news conference he referred to
the statement by the commission’s gen-
eral counsel, Henry Geller, that a one-

to-three ratio of antismoking spots to
commercials would be acceptable. The
Geller statement came on June 3, 1967,
at the time the commission announced
its new policy in a letter to WCBS-TV
New York (BROADCASTING, June 5,
1967). The station had been the sub-
ject of a fairness-doctrine complaint by
Mr. Banzhaf, who said it had refused
him time to present antismoking mes-
sages.

And wNBc-Tv, the petition said, had
devoted an “inconsequential and mini-
mal” amount of time to antismoking
messages, in comparison with the time
given to cigarette commercials, during
the two weeks in which it was moni-
tored.

NBC’s Position = But NBC, which
said it has complied with the com-
mission’s ruling, asserted that the rul-
ing itself establishes that a “mathemat-
ical ratio is not the standard for com-
pliance under the fairness doctrine.”

NBC noted that the commission’s
Sept. 13. 1967. order affirming the
Junc 3 ruling stressed that, in the mat-
ter of anticigarette spots. as in other
lairness-doctrine matters, the type and
amount of programing would be mat-
ters for “the good faith, reasonablc
judgment of the licensee,” on the par-
ticular facts of the situation.

NBC also rcferred to an carlier rul-
ing in which the commission had held
that a licensee carrying a sponsored
programing espousing one side of a con-
troversial issue of public importance
may have to give time for the presenta-
tion of the other side. The test of
whether the licensee in that situation
is meeting his fairness-doctrine obliga-
tions, NBC noted, was “whether the
public was being ‘left uninformed’ as
1o the other view.”

It added that wnsC-Tv presented 26

anticigarette announcements during the
two weeks involved in Mr. Banzhaf’s
petition. And this record, NBC said,
leaves “no doubt that the audience to
wNBC-TV was not ‘left uninformed’ as
to the view that cigarette smoking may
be a hazard to health.”

Wrong on Numbers s In discussing
the numbers of antismoking spots it
carried, NBC said Mr. Banzhaf had
come up with incorrect figures although
there was no claim that the station had
met the one-to-three ratio mentioned
by Mr. Geller.

Mr. Banzhaf’s petition had said that
the station between 5:30 and 11:30
p.m. during the week of April 1, had
carried 59 cigarette commercials and
six antismoking spots, for a ratio of
9.1:1. NBC said the correct figures
were 53 commercials and six antismok-
ing spots for a ratio of 8.8:1.

The petition had also said that mon-
itoring between 5:30 and 11:30 p.m.
during the six days beginning Apri! 15,
and extending into the early morning
hours and into the afternoon programs
on Saturday, revealed 62 cigarette com-
mercials. The petition didn’t report how
many antismoking spots were carried,
saying only that the number was “in-
consequential and minimal.” NBC said
its logs showed that 55 commercials and
11 antismoking spots were carried dur-
ing the period monitored. for a ratio of
5.0:1,

NBC also said that its analysis of the
logs for the entire two-week period
monitored (including Sunday, April
21). showed that the station carried
65 commercials and 11 antismoking
spots, for a 5.9:1 ratio, for the first
week, and 57 commercials and 15
spots, for a 3.8:1 ratio, for the second.

NBC said one reason for the differ-
ence between it and Mr. Banzhaf in

BAR network TV-billing report for week ended July 14

Broadcast Advertisers Reports’ network-TV dollar revenue estimate—week ended July 14, 1968 (net time and talent charges in thousands of dollars)

ABC
Week
ended
July 14

Cume
Jan, 1

Day parts July 14

Monday-Friday

Sign-on-10 a.m. $
Monday-Friday

10 am.-6 p.m. 850.5
Saturday-Sunday

Sign-on-6 p.m, 805.2
Monday-Saturday

6 p.m.-7:30 p.m. 200.1
Sunday

6 p.m.7:30 p.m 479
Monday-Sunday

7:30 pm.-11 pm.  3,500.4
Monday-Sunday

1t p.m.-Sign-off 217.1
$5,621.2

Total
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145.8
32,8741
27,825.3

8335.6
29659
132,388.3
92181
$213,753.1

CBS
Week
ended
July 14

NBC
Week Cume
ended Jan. 1-
July14  July 14

Cume
Jan, 1.
July 14

$ 492
2,208.1
395.4
384.6
117.7
4,156.3
159.0
$7.470.1

$ 20402
80,783.5
24,035.6
15.705.8

5.632.1
167,151.4
1,366.7
$296,715.3

$ 3237
16517
504.8
3949
71.8
4734.2
3732
$8,054.3

$ 92288
60,380.5
12,647.8
16,522.3

5291.8
163,476.2
12,0120
$279,559.4

Total
dollars

week
ended
July 14

Total
minutes
week
ended
July 14

1698
total
minutes

1968
total
dollars

68 § 3729
47103

1,705.2

979.2

2374

12,3909

7493

$21,145.6

1,933
25361
6,572
2454
575
12,067
2,059
51,021

$ 11,4148
174,038.1
64,508.7
40,563.7
13.889.8
463,015.9
22.596.8
$790,027.8
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the number of commercials is that he
appears to count sponsorship identifica-
tion (billboard) for a program as if it
were a commercial announcement, in
addition to one actual commercial mes-
sage within the program.

Followed Guide = In making its argu-
ment that the commission did not in-
tend to establish a mechanical ratio,
NBC said that the “only specific guide
established by the commission” is that
stations carrving commercials must al-
locate “a significant amount of time,
also ‘on a regular basis (e.g., each
week)' to antismoking material.” WNBC-
Tv “clearly” followed that guide, NBC
said,

NBC attacked the petition on grounds
other than those related to the question
of antismoking spots carried by WNacC-
Tv. The response said that “there is no
statutory or other basis for the filing of
a petition to revoke a license.” Revoca-
tion proceedings. it said. can be initi-
ated only by the commission.

Mr. Banzhaf's petition had listed a
number of complaints concerning wNBC-
Tv programing. But NBC said it “spe-
cifically and categorically denies all the
allegations made in the petition con-
cerning ‘additional areas” in which
wnBC-Tv allegedlv fails to serve the
public interest.” Tt said the “conclusion-
ary allegations are invalid. unsupported
and contrary to the WNBC-TV's actual
performance.”

NBC also said the petition to revoke
constitutes an attempted abuse of the
commission’s processes, since its prin-
cipal aim was to “threaten all broadcast
licensees with litigation and fear of
loss of license.”

“This stated purpose demonstrates
that the petition has not been filed in
good faith to accomplish what it pur-
ports to seek.” NBC said.

The petition 1o revoke the license for
wNBC-TV was filed in the name of ASH
as well as Mr. Banzhaf. ASH (Action
on Smoking and Health), an organiza-
tion which Mr. Banzhaf founded and
heads, did the monitoring of WNBC-TV.

Agency appointments ...

= Bank of America. National Trust &
Savings Association. San Francisco, is
switching an estimated $3 million share
of its $8.5 million annual ad budget
from D'Arcv Advertising, San Francisco,
to Grey Advertising. Los Angeles. effec-
tive Jan. 1. 1969. Grey gets deposit
services and consumer loans. Among
other items D'Arcy retains BankAmeri-
card.

» Emery Advertising Corp., Baltimore,
named area agency for McDonald’s
Corp., Chicago, national restaurant
chain.
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FCC examines
Roden group ads

Radio renewals deferred
while commission checks on

stations’ commercial plans

The FCC won’t accept without ques-
tion identical policies and justifications
from broadcasters proposing to exceed
the commercial time standards of the
National Asosciation of Broadcasters
code on two or more of their stations.

E. O. Roden, who with his brother,
Zane, owns or controls seven radio sta-
tions in Mississippi, Florida, Alabama
and Tennessee, found that out last week.

He had proposed a policy for the
entire group that would have permitted
the stations to carry as much as 36%
of commercial matter in an hour.

And the commission said it was de-
ferring action on Roden applications
for renewal of wacm Gulfport, wTup
Tupelo, and weip Booneville, all Missis-
sippi, and wgop Pensacola, Fla. The
commission, in a letter to Mr. Roden,
said it wants more information on the
stations” commercial policies.

Other Stations = The other stations
in the Roden group are wrtuc Tusca-
loosa, Ala., and worl-AM-FM Bristol.
Tenn. The licenses of these stations are
not up for renewal.

Commission practice since March
1967 has been to require renewal ap-
plicants who propose to exceed the
NAB commercial time standards and
whose justifications do not appear rea-
sonable to supply a report on their com-
mercial practices half-way through their
new license period (BROADCASTING,
March 6, 1967). The code limits com-
mercials on radio to 18 minutes per
hour and on television to 16 minutes.

Commission officials said Mr. Roden
did not get off with a so-called 18-
month letter because the policies and
justifications he submitted for the seven
stations were virtually identical. (How-
ever, wApF McComb. Miss., is on the
deferred list simply because of what
officials consider an extremely high pro-
posal—22 minutes of commercials per
hour normally, up to 32 minutes dur-
ing substantial periods of the time.)

Not a First = They also disclosed
that the letter to Mr. Roden was not
the first of its kind. The commission in
April had requested additional infor-
mation on commercial policy from an-
other Mississippi broadcaster. Birney
Imes Jr. He had given the same justi-
fication for proposals to carry up to
25 minutes of commercials per hour

on weLe Tupelo and wcsr Columbus, .
both Mississippi.

Mr. Roden, in amendments to the-
renewal applications for the Mississippi
and Florida stations, said general policy"
for all the outlets calls for an hourly
maximum of 20 minutes of commer-.
cials “as a general rule,” with excep--
tions up to 22 minutes, or more than
36% of commercial matter per hour.

The commission, in a letter to MTr.
Roden, said it could not conclude that
the reasons given “are sufficient to justi.
fy the high commercial policy which
you propose.”

Identical Policies = It said that al--
though Mr. Roden notes that the com-
petitive situations in each of the cities
vary, “the only reason justifying your-
policy in each instance is advertiser
demand.”

The commission observed, also, that
the policies for all of the stations are
identical. except for a special 22-minute
ceiling for weop and wTuG, which are:
daytime-only stations.

“Your statement does not adequately"
explain how your commercial proposals
meet the needs and interests of six.
disparate principal cities.” the commis--
sion added.

The commission told Mr. Roden he-
is free to submit any studies which
“formed the basis for concluding” that
the commercial proposal *is consonant
with the needs and interests of these
communities.”

Compton to WRG
for P&G's Gleem

Procter & Gamble will move its.
Gleem toothpaste to Wells, Rich,
Greene. New York, from Compton Ad--
vertising. there, on Nov. 1. The ac--
count bills approximately $5 million,
of which about $4.5 million is in TV-
radio.

P&G said that Compton will continue
to handle 11 other company products,
including Ivory Soap. Cri