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WHIO-TV’S ncw kina of children’s program

The real kind. The kind that helps — forever. The children pictured here are living proof that WHIO-TV's
ADOPT-A-CHILD program works. Since last November, this special feature of the “Total News At Noon"
and the “Total News At Six’’ has presented 12 chitdren available for adoption. Of these 12, eight have been
placed with families. Just as significant, applications for adoption in the county increased 165% for a
three-month period. The ADOPT-A-CHILD program is coordinated with The Family and Children’s
Service {a part of the United Fund)}, The Catholic Charities, The Lutheran Social Service and The
Montgomery County Child Welfare Service.

“Total News’ . .. more than just a gathering and reporting of current events . . . a means for pubtic
service. And to WHIO-TV, public service can mean a new start in life for a child.

WHIOTelevision

A Communicotions Service of REBRCSER P ER TElERED

EBC) Cox Broadcasting Corporation

COX BROADCASTING CORPORATION STATIONS: WHI0 AM-FM-TV Oayton, WSB AM-FM.TV Atlanta, WSOC AM-FM.TV Charlotte, WIOD AM, WAIA FM Miami, WIIC.TV Pittsburgh, KTVU San Francisco-Oaktand



‘At the center of the fastest sales
in the history of television syndication.
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OUR MOST MODERN HIGH-SPEED DUPLI-

CATING EQUIPMENT WILL PRODUCE 3

COPIES OF A 60-MINUTE PROGRAM IN 6

MINUTES FLAT ... WHICH TRANSLATES

INTO FASTER DELIVERY AND BIGGER

SAVINGS TO VIDEO TAPE PRINT BUYERS.
VIDEO FACILITIES:

[J Small Studio With Lights.

[0 Two Norelco PC100 Color Studio Cameras.
® O Video Viewing Room.

[0 2 Ampex AVR-1 Video Recorders.
3 1 Ampex VTR-2000 Video Recorder.
[J 1 Ampex 1" 7800 Video Recorder.

\ (J 1IvVC 1” Video Recorder.

\ @ J 1 Sony ¥2” Video Recorder.

' (1 1 Sony 1” Video Recorder.

[0 Ampex AVR-1 Editor.
[J Editing Program Computer.

[ Norelco Telecine Chain.
® ] Norelco Audio Console.
] Grass Valley Double Re-entry
() 0 Special Effects Switcher.
{7 Electron Beam Recorder.
@ (] Vidtronics Video Color Film Recorder.
N ] Ampex Tape High-Speed Duplicator.

{1 CBS Color Corrector—
And Much, Much More.

byron s

ELECTRON BEAM RECORDING 45 K Street, Northeast, Washington, D.C. 20002 202/783-2700
i FOR BLACK AND WHITE World's Most Sophisticated Video Tope and film Laborateries




BroadcastinguMay22

CLOSED CIRCUIT

J. Paul Getty in new pay-cable network. AT DEADLINE 8

OPEN MIKE 14

DATEBOOK 16

MONDAY MEMOi.'g_

By whatever name, pay TV loomed imminently on
the cable horizon last week in Chicago. Two
methods—Optical Systems and Theatrevision—
announced deals for tests on systems owned by
broadcast-connected Cox Cable and Storer. LEAD STORY

Dismayed by advertising’s declining credibility,
but determined to resist tightened federal controls,
industry ponders its dilemma at AAF convention. BROADCAST ADVERTISING

Senator Moss opens hearings on his Truth in Advertising bill.

Broadcasters denied exemption from price controls.

Staggers chews out FCC over telephone-monitoring incident.

Full convention coverage of the NCTA, leading

with the question on most management minds:

Where can we find the billions in investment

capital cable will require in the next decade? cree 42

$500,000 test finds no link between TV violence and ‘antisocial’ acts. procraving G 7

The Emmy awards: CBS’s turn in the limelight. 50

Harley Staggers and his Investigations Subcommittee
produce smorgasbord of alleged news-staging incidents. 8ROADCAST JournaLis D1

How broadcast newsmen covered the Wallace shooting. 54

Sales optimism, improved gear pervade NCTA exhibits. EQUIPMENT & ENGINEERING 56

MUSIC 57

Good news time for ABC stockholders at annual meeting. FINANCE 58

FATES & FORTUNES 62

FOR THE RECORD 64

The broadcast-media-mindedness of Y&R’s Joseph Ostrow. PROFILE 73

EDITORIALS 74

Published 51 Mondays a year {combined issue at yearend) by Broadcasting Publications Inc., 1735 DeSales Street, N.W.. Washington 20036. Second-class postaga
paid at Washington and additional offices. Single issues $1. Subscriptions: one year $14, two years $27, three years $35. Add $52 yearly for special delivery,
$65 for air mail, $4 for Canada, $6 for gll other countries, Subscriber’'s occupation required. Annually: Broadcasting Yearbook $14.50, Cable Sourcebook $8.50,




ROKFER ROOM
LW -8

B e

§ Ay
"y

Miss Krls, teacher/hostess of Romper Room, answers the question Uncle Bruce and his poodle co-star, Co-Co, read a favorite story.
of an Interested guest.

The continuing policy at WTEV is to anticipate
Representative:

THE the needs of and keep close tabs on the likes

cg’,',,%f,t(yﬁﬁc, and dislikes of every facet of its audience,

-} So its small fry viewers are entertained and
d informed daily through two programs designed
exclusively for their age groups. WTEV believes
in being totally involved in the affairs of the

N : il - communities it serves,

s | WW IS W | Channel

Providence— New Bedford—Fall River
Rhode Island—-Massachusetts

Vance L. Eckersley, Sta. Mgr.

Senving the Greater Providence Area

e

STEINMAN TELEVISION STATIONS - Clair McCollough, Pres.

WTEV Providence, R. I./New Bedford-Fall River, Mass., s« WGAL-TV Lancaster-Harrisburg-York-Lebanon, Pa,



Third force

ABC News’s research analysts have fin-
ished going through 200-plus reports in
Nielsen February-March sweep, and
what they’ve found has their tub-thump-
ers thumping tubs. For first time, 4BC
Evening News with Howard K. Smith
and Harry Reasoner came out on top in
New York market, with 10 metro rating
and 18 share, as against 9 rating and 16
share for CBS Evening News with Wal-
ter Cronkite, and 7 rating and 12 share
for NBC Nightly News. What's more,
ABC says, Reasoner-Smith ranked first
in 12 other markets, too, among them
Philadelphia, Seattle, Milwaukee and
Buffalo, N.Y.

Big ones coming

FCC this week may give final instruc-
tions for drafting orders in two important
rulemakings—one setting domestic com-
munications-satellite policy, other dis-
posing of petitions for reconsideration of
new CATV rules. FCC is expected to
deny most petitions for changes in CATV
rules. And indications remain strong that
in satellite proceeding commission will
reject staff’s recommendation that appli-
cants proposing similar technologies be
forced into consortiums (BROADCASTING,
May 8).

However, question as to how far com-
mission goes beyond that toward ad-
ministration’s “open-entry” plan is al-
most matter of definition and of how
commission resolves remaining big ques-
tions. These deal with restrictions to be
imposed on major entitiess—AT&T and
Communications Satellite Corp.—and
criteria and policy to be adopted on
financial qualifications of those seeking
entry into new business.

Gap at the top

McGraw-Hill authorities say they have
not yet picked man to run broadcasting
operation they’ll have when McGraw-
Hill takes over four Time-Life television
stations first of next month. Within com-
pany, there's some speculation—uncon-
firmed—that they will go outside to re-
cruit operating head.

Two hats

Executive committee of Federal Commu-
nications Bar Association is working on
ways of providing representation before
FCC for persons who can't afford legal
fees. Proposal would cover wide range of
litigants, from citizen groups of type
now represented by foundation-supported
law firms to indigent individuals or back-
to-wall broadcast and nonbroadcast li-
censees. Committee had been considering
how to aid indigents against whom FCC

Closed Circuit.

initiates proceedings, expanded its pros-
pective role after Administrative Confer-
ence of the United States last December
recommended federal agencies make it
easier for public to participate in their
p;oce)edings (BrOADCASTING, Dec. 13,
1971).

It’s sticky problem for FCBA commit-
tee to figure out how members can go to
bat for indigent or underfinanced attack-
ers of establishment without arousing
anger of commercial clients who may be
objects of attack. Still, members of bar
committee think way may be found to
accommodate both interests.

Look alikes

Similarity of conventions of National
Association of Broadcasters and National
Cable Television Association is growing.
Within month of each other, both were
at Conrad Hilton hotel in Chicago, regis-
tration running over 5,000 for NAB,
almost 5,000 for NCTA,; exhibitors num-
bering 150 at NAB convention, 130 at
NCTA. NCTA is still behind in exhibit
revenue. NAB's exhibitors used 54,364
square feet of exhibition space, paying
$6 per square foot, bringing in $326,184
to NAB treasury. NCTA's exhibitors used
50,000 square feet, paid $5.50 per square
foot, for total of $275,000.

To the easel

Lester Cohen, senior meémber of Hogan &
Hartson, one of Washington’s best known
law firms, retires July 1 as firm’s senior
communications lawyer. Mr. Cohen, 61,
has been with firm for 40 years. He plans
to devote his time largely to his success-
ful avocation—painting. Lee Loevinger,
former FCC commissioner and former
assistant attorney general in charge of
antitrust, is expected to move into Mr.
Cohen’s chair.

Graceful way out

What will be upshot of House Investiga-
tions Subcommittee’s hearing on news
staging (see page 51)? There's no indi-
cation of legislation now. One observer
feels that subcommittee—or at least
Chairman Harley O. Staggers (D-W. Va)
—has already determined from testimony
that incidents of news staging have de-
clined as result of subcommittee’s investi-
gation. This finding would enable Mr.
Staggers to claim credit for correcting
situation and, at same time, neatly side-
step any First-Amendment confrontation
such as last year’s over CBS’s The Selling
of the Pentagon.

What’s in a name?

Does anyone have catchy synonym for
“pay TV"? That seems to be quest of
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cable operators testing climate for two-
way capability along with special chan-
nels for special features and services. At
national convention of National Cable
Television Association in Chicago last
week pay-TV thrust was evident (see
page 21), but term itself was generally
regarded as one to be avoided in view of
its past history. Such terms as “ticketed
telly” or “toll telly” (TT) were heard.

More per minute

Period of up-front, or early, buying for
fall in network television prime time is
about over. Advertising agencies estimate
that, in further fall buying, average cost-
per-thousand homes on commercial-min-
ute basis will go up in early June from
just under $4 on packages bought to date
to $4.50.

Welk expands

Line-up of stations carrying Lawrence
Welk Show in syndication has increased
from 185 in 1971-72 season to 221 for
next season. Don Fedderson Productions,
handling syndication, has replaced num-
ber of ABC-TV affiliates carrying show
for new total of more than 50 NBC-TV
and CBS-TV affiliates. Production value
will be added with remote origination
planned in Hawaii in July and couple
of other remotes in works. Welk Show,
for 16 years on ABC-TV, starts second
season in syndication Sept. 9, with 32
first-runs planned and 20 reruns.

Fedderson Productions, which pro-
duced show for network, lost last net-
work product, My Three Sons, and now,
for first time in some 20 years, has
nothing set for network-TV presentation.
But company is developing five different
projects for possible network series and
is hoping to produce two or three fea-
ture films for TV during 1972-73.

Apartness

Ideas aimed at wider separation of TV
and radio activities by National Asso-
ciation of Broadcasters continue to crop
up. Latest proposals, due for serious
hearing at next “goals committee” meet-
ing (May 24) in Washington look to-
ward reorientation of board meetings
and annual convention. As suggested by
number of broadcasters and committee
members, TV and radio boards would
each meet independently on same day
and decide own matters, without need
for authorization from joint board as
now is practice. Common problems
would, of course, be decided by joint
board at next day’'s meeting, if required.

Convention suggestions lean toward
consolidation of radio subjects first two
days, joint matters third day, and TV
matters last two days.



Getty’s getting
into pay-cable

Home Theatre Network set up
with billionaire as part owner

Third cable pay-TV firm, whose back-
ers include oil billionaire J. Paul Getty,
was announced last week—same week
that saw Theatrevision and Optical Sys-
tems announce CATYV tests of their pay
systems at National Cable TV Associa-
tion convention in Chicago (see page 20).

New entry is Home Theatre Network,
Los Angeles, capitalized at $1 million,
which aims at nationwide coverage and
use of telephone WATS lines for program
ordering and billing.

Company president is Richard Lubic,
former cable executive with Time-Life
and with Trans World Communications
(Columbia Pictures). Chairman is Calvin
Johnston, Los Angeles investment banker
with large real estate holdings. With
others, they own 70% of HTN. Other
30% is held by Getty-owned Financial
Communications Corp., whose chairman
is Roy Getty, son of J. Paul.

HTN plans first test in Los Angeles in
August, Mr. Lubic said Friday (May 19).
If successful, he said, plan is to continue
expansion through Southern California
and westward to Texas. Mr. Lubic said
HTN has already talked microwave relay
contract with TeleCommunications Inc.,
Derver-based multiple CATV owner and
private microwave system operator. He
also said that HTN is negotiating with
major Hollywood film producer to pro-
vide 150-200 feature films yearly for
showing over HTN facilities.

Laser, Northrop project
to expand cable’s reach

Interconnection of cable-TV systems,
long discussed, moved step -closer to
reality last week in Chicago at National
Cable Television Association convention.

First was announcement of joint ven-
ture by Laser Link Corp., New York,
and Northrop Corp., Palos Verdes, Calif.,
to develop digital microwave system in
12.7-12.95 ghz band allocated for CATV
relay (CARS) Laser Link, affiliate of
Chromalloy American Corp., St. Louis,
is engineering firm that developed FDM/
FM  Airlink transmission technique.
Northrop, aircraft-communication-elec-
tronics firm, has developed quadriphase
shift-key modulation system. Combina-
tion of two is said to make possible
simultaneous carriage of more than five
TV channels, or equivalent in voice and
data, at cost lower than present terres-
trial relay systems.

Satellite interconnection for cable TV
was recommended by Dr. Peter Gold-

At Deadline

mark of Goldmark Communications
Corp. (affiliate of Warner Communica-
tions Corp.), at NCTA panel.

“The linkage of a domestic satellite
with cable systems across the country
to carry new types of programing to all
homes will launch cable TV as a truly
viable new national network offering
complete and essential services beyond
those now available,” he said.

And, he added, while this is on hori-
zon, higher color standards (between
800 and 1,000 lines, compared to U.S.’s
525 lines) should be established to pro-
vide quality definition. Announced today
(May 22) was appointment of K. Blair
Benson, CBS vice president for engineer-
ing development, as director of audio and
video engineering at Goldmark Com-
munications to work on this development.

Networks set schedules
to cover Nixon in Moscow

Plans for coverage of President Nixon's
visit to Soviet Union were announced by
TV networks Friday (May 19), with
schedules calling for reports starting to-
day (May 22) and continuing through
June 1 (early story page 53).

All three networks have scheduled spe-
cials today starting at 9 am. NYT and
running about one hour, centering on Mr.
Nixon’s artival in Moscow. In addition,
ABC expects to carry live, satellite re-
ports tomorrow (May 23), Saturday
(May 27) and May 29, 30, 31, and June
1

CBS-TV also plans to carry live, satel-
lite reports today, tomorrow and Maﬁ 29,
according to tentative plans. Daily high-
lights of President Nixon’s trip will be
carried on various CBS-TV newscasts.

NBC-TV’s special coverage after today
is to include reports tomorrow and Satur-
day and May 29 and May 31.

Network reports will be from half-hour
to one hour in length and spokesmen
stressed there may be additional cover-
age. Radio networks also planned to
carry developments on regular newscasts
and on special broadcasts.

Bob Considine, correspondent for King
Features Syndicate and Mutual. will also
provide special reports on President's
trip for Teleprompter Manhattan Cable
TV Cable system will also carry on Wed-
nesday (May 24) and Friday (May 26)
film titled “Russia,” said to be first un-
censored film about life in Soviet Union
© T O S F e T e A e T s T

Remote. President Nixon will ap-

pear on Sovie! television system in

address to Russian people on Sunday,

May 28, it was learned last Friday.

Broadcast will be made availabie for

plckup by American networks and

stations. No other details were avail-
able in first reports late last week.
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and reported by Teleprompter to have
been studied closely by White House in
preparing for trip.

Violence index due
by June 30 from HEW

Government experts expect to reach
judgment by June 30 on feasibility of
developing methods for monitoring vio-
lence on television.

Elliot L. Richardson, secretary of
Health, Education & Welfare, offered
that estimate in letter to Senator John
0. Pastore (D-R.1.), chairman of Sen-
ate Communications Subcommittee, who
has asked that violence index be de-
veloped

Mr. Richardson said that staff of Na-
tional Institute of Health is discussing
with experts issues involved in develop-
ing index, and that on June 2 it will
hold “intensive workshop” to address is-
sues and “to lay out directions for fur-
ther NIMH efforts in this area.” Work-
shop will follow two days of conferences
with outside consultants and FCC staff-
ers. FCC along with HEW and surgeon
general has been charged by Senator
Pastore with developing violence index.

He also reported that NIMH has al-
ready awarded two-year research grant
of $100,000 to Dr. George Gerbner of
Annenberg School of Communications,
University of Pennsylvania, to develop
indicators of trends in prime-time tele-
vision dramatic content and of their
efforts. He said Dr. Gerbner has been
asked to focus on development of meth-
odology that will permit meaningful
assessment of level of TV violence and
context in which it appears and its mean-
ing to viewer.

Two of networks’ 0&0’s
sign with N.Y. coalition

WnBC-Tv and waBc-Tv New York have
signed formal agreement with coalition
of black community organizations to hire
more blacks on all levels of station op-
eration and to program more black-
oriented news and entertainment shows.

Coalition, called Black Citizens for
Media (BCFM), earlier had petitioned
FCC to deny license of wcCBs-Tv New
York, which did not sign agreement be-
cause, in words of Robert L. Hosking, vice
president and general manager of station,
“to accede to all the demands of one or-
ganization would severely hamper the op-
erations of the station, place wCBS-TV
in a discriminatory position with regard
to the entire audience and other minority
groups, and give the BCFM a voice in
some aspects of station management
(BROADCASTING, May 8).”

Agreement is not viewed this way by
Lawrence E. Gershman, station man-
ager of WNBC-Tv, who said, “what this



Thirteen more laughs
from Viacom.

Big ones, as usual.

Thirteen hour-long
spectaculars that take Lucy
and Desi from a Mexican
fiesta to the Sun Valley
slopes to Tokyo's Ginza.

Along the way they're
joined by such great
comedy stars as Red
Skelton, Maurice Chevalier,
Edie Adams, Fred
MacMurray, Danny Thomas
and Bob Cummings.

In their network debuts,
the 13 hours drew a

phenomenal 52% average
share of the television
audience!

Now, these G-rated,
all-family favorites are
available for the first time
for syndication on your
station.

Another great sitcom from

Viacomt

Source: NTI share of audience
estimates, 1957-60. Subject to qualifications on request.




Host, Garry Moore

with all-star panel
including Kitty Carlisle,
Peggy Cass and Bill Cullen.
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new arrangement means is that the black
community now has direct access to the
station, that the door is open and we're
willing to listen to their advice on our
coverage of the black community”

Both Mr. Gershman and Kenneth
McQueen, vice president and general
manager of WABC-Tv, made it clear that
BCFM would have no veto power over
stations’ hiring practices. “We'll just be
intensifying what we're already doing in
the area of training and hiring of blacks,”
said Mr. McQueen. And Mr. Gershman
ticked off number of prime-time programs
devoted to matters of special interest to
blacks that have already been aired on
wNBC-Tv and others that are currently
in production.

BCFM will appoint 15-member black
advisory committee to meet with two
stations at least four times annually to
discuss ongoing progress in hiring of
blacks and in scheduling of black-
oriented programing. And each station
will create post of black community-
affairs director to, in words of Mrs.
Emma Bowen, president of BCFM, “work
directly with the community and with
the advisory committee and report di-
rectly to top station management.”

One example of kind of change Mrs.
Bowen would like to see is for wNBc-TV
to hire black theater critic because she's
very unhappy with station’s current critic,
Betty Rollin. “She’s a white woman,”
says Mrs. Bowen, “and she’s always mis-
interpreting plays by blacks because she
doesn’t know a damn thing about what
goes on in the black community, about
the black life style and black humor.”

ABC refused waiver
for Summer Olympics

ABC’s summer programing plans were
dealt setback last week when FCC denied
network’s request for waiver of prime-
time access rule to permit coverage of
Summer Olympics for three and one-half
hours each evening over 10-day period.

Network request had been resubmitted
to commission after agency turned down
original bid last October (BROADCASTING,
Oct. 11, 1971). ABC had claimed that
all arrangements for coverage and spon-
sorship of event—to take place in Mu-
nich, Germany, this September—had
been made prior to implementation of
prime-time rule, adopted in May 1970.

Grant of ABC request, commission
said, would mean “more of a network in-
cursion into prime time” and would thus
thwart objective of rule. It noted that
since most of ABC’s coverage (it plans
total of 66% hours, 47 in prime time)
would be prerecorded, it is not essential
that it be presented at any particular
time. Commission added that it would be
impossible, anyway, for ABC to cover all
Olympi¢ events and that it could present
more coverage later in evening.

In regard to ABC contention that
arrangements were already made when
rule went into effect, commission said
network should have been aware that
three-hour limitation was on tap, since
rule was proposed in 1969 and restric-
tions in network programing time had
been recommended as early as 1965.

$200,000 fee set
for Plough-Schering

Plough-Schering Corp. will soon get bill
of some $200,000 from FCC. It will
represent fee commission has finally de-
cided new corporation owes as result of
consolidation in which Plough Broadcast-
ing Corp.'s 10 AM and FM stations were
transferred to new corporation in which
Schering stockholders own 61%, Plough
stockholders 39%. Commission approved
transfers in December 1970, but had not
been able to figure out method of deter-
mining grant fee, since transfer was
effected through exchange of stock; no
money changed hands. Method was final-
ly decided on last week. Stations involved
are wcCAoO-AM-FM Baltimore, wCOP-AM-
FM Boston, wyJp-aM-FM Chicago, wmMps-
AM-FM Memphis and WpPLO-AM-FM At-
lanta.

Staggers to keep pushing
on news-staging issue

Representative Harley O. Staggers (D.-
W. Va.) and his Special Investigations
Subcommittee will wind up hearings on
alleged television news staging (see page
41) this Tuesday (May 22). And, ac-
cording to subcommittee spokesman,
there is possibility of further hearings on
subject at future date.

Tuesday's session will include testi-
mony from two representatives of In-

Week’s Headliners

- 1

Mr. Schachte Mr. Seymour
Henry M. Schachte, chairman of execu-
tive committee, J. Walter Thompson,
New York, elected agency's fifth presi-
dent in its 107-year history. He continues
as chairman of executive committee. Dan
Seymour, president of JWT since 1964,
elected board chairman and continues as
agency's chief executive officer. Mr.
Schachte joined Thompson in 1963 as
executive director of review boards. Mr.
Seymour joined agency in 1955. He sub-
sequently became chairman of executive
committee, preceding Mr. Schachte in
that post. He became chief executive offi-
cer in 1967,

Stan Blunt, head of Denver office of
Campbell-Mithun, Minneapolis, named
chairman and George Gruenwald, execu-
tive VP, Chicago, named president. Mr.
Blunt succeeds Robert Burton, who be
comes chairman of executive committee.
Ray O. Mithun continues as founder-
chairman.

For other industry developments
see "Fates & Fortunes,” page 62
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ternational Photographers Union, Gerald
Smith, of New York office, and Henry
Genkins, of Los Angeles. Conflict with
union meeting prevented them from being
present at hearings last Wednesday and
Thursday. IPU membership includes all
newsreel cameramen. Subcommittee will
also view clips of NBC documentary,
Say Goodbye.

In concluding remarks last week,
Chairman Staggers stated that all indi-
viduals mentioned in current hearing
testimony would be given opportunity to
appear before subcommittee. Spokesman
said Mr. Staggers has instructed staff to
contact those persons (including top net-
work officials and news correspondents)
and invite them to make statement and/
or be interviewed.

Syndicators lose round
to IRS on price exemption

Internal Revenue Service has ruled that
price exemptions cannot be applied to
syndicated TV programs sold in market
if they have been introduced in any other
market within past year. New programs
may be exempt, it said, but they must be
comparable in price to similar programs.

IRS also ruled that copyright exemp-
tions cannot be applied to sale of syndi-
cated product to individual stations if
rights are restricted.

Rulings, requested by Avco Broadcast-
ing, were made in connection with IRS
investigation of alleged violations of price
regulations by ABC Films Inc. in Los
Angeles.

TV stations had been furious over high
renewal prices asked by syndicators for
made-for-syndication programs that were
successful in prime time this past season
(*Closed Circuit,” May 8).

HHH challenges McGovern

First major political TV debate of presi-
dential election year is shaping up in
California where Senator Hubert H.
Humphrey has challenged Senator George
S. McGovern to series of television con-
frontations. Senator McGovern has ac-
cepted challenge. Debates due to take
place before June 6 California primary
between Democratic contenders. Senator
Humphrey indicated preference for three
debates. Dates, time and originating sta-
tion are yet to be determined.

Northeast sets its merger

Civil Aeronautics Board Friday an-
nounced approval of merger of North-
east Airlines, 86% owned by Storer
Broadcasting Co., and Delta Air Lines.
Delta, fifth largest airline in U.S., will
take over routes and equipment of North-
east, smallest of the 11 trunk airlines.

Double jitters for O&M

New York advertising agency Ogilvy &
Mather had real interest in last week's
bomb threat to luxury liner Queen Eliza-
beth II. Not only was David Ogilvy,
chairman of Ogilvy & Mather Interna-
tional, on board, but Cunard Steamship
Co. is O&M client. Mr. Ogilvy was using
Cunard ship for extended visit abroad.




How television stacks up
in Minneapolis/St.Paul

(what you see is what you get)

The average 10 pm TV audience
in Minneapolis/St. Paul stacks
up as shown.

WCCO-TV’s “The Scene
Tonight” newscast (10-10:45
pm) leads with a seven-night
average of 324,000 viewers
(including the lion’s share of
men and women between
18 and 49).

While the next station is a
firm second with 214,000 viewers
for its half-hour newscast. The
third station follows with 119,000
for an entertainment series. The
4th station is left with 52,000
viewers for its half-hour newscast, *

In share of metro audience,
this means you get an
approximate average of 48%
share with “The Scene Tonight.” *
Making WCCO-TV unmistakably
the most-watched news station
in the Twin City market.

So, if anybody offers you
Minneapolis ‘St. Paul TV news
time at a cut rate, just remember:
What you get for less . . . is less.

For the r-e-e-ally big TV
News audience, call the
WCCO-TV sales, staff, or
Peters, Griffin, Woodward, Inc.

Audience ralings are eslimales only and
subject to qualifications in said survey.

*Feb-March '72 Nielsen
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and Leo A. Martin

Explores, in detail, all
management problems
In American radio and
television . . . including
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Open Mike.

Damnedif youdo...

EpiTor: One of the technicalities in the
so-called political “reform” law adds even
more confusion in the small market sta-
tion. If the candidate’s voice is used, he's
entitled to the lowest unit rate, If his
voice isn't used—if we use a staff an-
nouncer to extol his virtues—the candi-
date isn’t entitled to the lowest unit rate.
Obviously, the candidate, to save money,
will want his voice used.

This poses a problem. First of all, not
all the candidates in small markets are
all that big. And for most, the radio sta-
tion is the only source of taping facilities.
Many of these people are petrified by the
sight of a microphont. To get such taped
where it does the candidate any good can
require long taping sessions, equally un-
comfortable for station personnel and the
candidate.

For this reason our policy has to be the

" lowest unit rate, whether the candidate’s

voice is used or not. We feel we’re doing
the candidate a favor. It’s one of those
things that underscores the difficulty of
living with this new “reform’ law.—John
F. Hurlbut, president, wwMC(AM)-WSAB-
(FM) Mt. Carmel, HI.

Must reading

EbiTor: I read with great interest your
article on WMMR-FM [BROADCASTING,
May 1). For two years I had the oppor-
tunity to tune the station in, and for two
years scarched for the reason behind that
station’s great appeal to the Philadelphia
market. It was not until I received my
issuc of BROADCASTING that I finally un-
covered the underlying reasons behind
the phenomenal success of that station in
the fourth market. Your article and a
personal visit to’ Philadelphia (with the
radio tuned of course to 93.3 mhz)
should be made mandatory for any sta-
tion manager attempting to achieve the
success that has finally come to WMMR-
FM.—Donald E. Shook Jr., Minneapolis.

Off base

EprTor: In announcing William Eck-
ert's recent promotion to vice president
in charge of programing for Leo Burnett
Co. (BroADCASTING, May 8), vou as-
signed him to Kenyon & Eckhardt, a
good agency but not the right agency.
Kenneth E. Lane, who resides at Leo
Burnett and was made a vice president,
was also assigned to Kenyon & Eckhardt.
We would very much appreciate a change
in home bases for Messrs. Eckert and
Lane, back to Leo Burnett.—Harold W.
Gully, manager of public relations, Leo
Burnett Co., Chicago.
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New grudge

EpiTor: I would like to respond to Jack
Kahn [“Open Mike,” May 1]. Your as-
sessment of the value of pay TV leads
me to believe that you must spend most
of your time trying to buy buggy whip
stock and recruiting members for the
Flat Earth Society. Pay TV is in the same
position today as TV was in 1940. If no
one had given TV a chance, I doubt you
would be sitting on your duff in Florida
counting greenbacks!

Congratulations on your new format.
BROADCASTING is much easier to use now, -
thanks to the well-indexed contents page.
Keep up the good work!—Douglas Rook,
East Lansing, Mich.

More fans for format

EpiTor: Congratulations on the new
bright, light look of BRroaDCASTING. I
would only add to your proverbs and
comments about making new paths to-
gether that Lincoln once noted that
“Towering genius disdains a beaten
path. It seeks regions hitherto unex-
plored.” That comment also seems to re-
flect your views of broadcasting and
BROADCASTING.—John A. Schneider, pres-
ident, CBS/ Broadcast Group, New York.

Eprtor: My compliments on your new
“style.” As an admirer of clean design,
my eye was immediately attracted to
your new cover the moment BROADCAST-
ING landed in my in-box. Much to my
delight, I found that page by page I con-
tinued to be surprised by the new layout
which neatly housed your traditional de-
partments. As a weekly cover-to-cover
reader, you've made my assignment easier.
As an advertiser, you've given me a more
attention-getting medium.—Kenneth P.
Donnellon, corporate vice president, The
Katz Agency, New York.

Epitor: Congratulations on the hand-
some and dramatic new look. However,
by any format or design, BROADCASTING
continues as a great champion of free
and independent broadcasting and a
forum for the discussion of many differ-
ent and worthwhile viewpoints. All of us
who owe you so much rejoice in your
confident predictions for your maga-
zine and for our industry —William F.
O'Shaughnessy, president, Wv0X-AM-FM
New Rochelle, New York.

Epitor: Congratulations on the ‘“new”
BroADCaSTING! Your format is especially
pleasing—both esthetically and from an
ease-of-reading standpoint; I can now go
through the book and immediately pick
out the articles that are of prime interest
to me. It almost seems that your report-



age has picked up a certain “zing,” too.
Your new look reflects the current posi-
tive attitude of the industry you so capa-
bly represent.—Don Kader, vice presi-
dent, Allen, Dorsey & Hatfield Inc., Los
Angeles.

EpiTor: I would be remiss did I not tell
you of the remarkable improvement you
have made in the typography and layout
of the magazine, It has great style and
impact. First class, all the way.—Jack
Kent Cooke, California Sports Inc., Ingle-
wood, Calif.

EpITor: The new design of BROADCAST-
ING makes it exceptionally handsome.—
Reuven Frank, president, NBC News,
New York.

Epitor: You have achieved a splendid
result in the new format of BROADCAST-
ING. You have revitalized the publica-
tion and have brought it to a new impor-
tance. . . . Equally important, you have
successfully coped with the problem of
providing a table of contents in a form
which serves as a most useful guide in
digesting the contents of a magazine
whose influence transcends our own per-
sonal interests, because the end product
of broadcasting affects the lives of practi-
cally all the people of this nation.—Wil-
liam S. Hedges, Scarsdale, N.Y .

Ebitor: I couldn’t let the week pass with-
out letting you know how impressed I
was with your new graphic look of the
book. The contemporary attitude of the
medium is well reflected in the new look
of BROADCASTING.—Robert I. Crohan,
vice president-general manager, WIAR-TV
Providence, R.I.

Eprror: Congratulations on your new
format. It is much easier to read, and I
found it much quicker to scan to select
what 1 wanted to study in detail. Nice
going—Virgil V. Evans Jr., vice presi-
dent and national sales manager, WCSC-
Tv Charleston, S.C.

EpiTor: Congratulations are in store for
whoever thought of the new method by
which you depict the headlines through-
out BROADCASTING. The bold headlines
with “sub lines” are most attractive and
eye catching. Keep it up.—Robert T.
Pariee, news director, WNRK(AM) New-
ark, Del.

EprTor: As in any major change of for-
mat, yours was certainly an eye-catcher.
I decided to give it a couple of weeks to
see if, for my own taste, I thought it was
also a winner. Now, with a couple of
issues to go on, I think you have come
up with a really outstanding job of face-
lifting. Congratulations and good luck.—
Hamilton Shea, executive vice president,
Gilmore Broadcasting Corp., Harrison-
burg, Va.

Epitor: Thanks for your new format. I
can only say that in its first few trials in
my office, you have succeeded, It’s easier
to read, easier to find what I'm looking
for. It’s faster—and I'm grateful for that.
—Rich Hamilton, president and general
manager, KvFc(aM) Cortez, Colo.

Radiol
doesmorethancdil.

We echo.

Radio 1 is new. And we have some new approaches to selling
time. We think a rep shouldn't give up after a few calls. He should keep
going back. Extra effort brings good repercussions.

We've proved it in Atlanta, Cincinnati, Denver, Portland, New
York and L.A. And we'll soon be proving it in Charlotte and Jacksonville,
By persistently contacting all people involved in media buys and
researching unique demographics.

All that takes time and people. Radio 1 has both.

And that's why we can get completely involved with our
stations, their clients and their competition.

If you're interested in o rep who repeats his
calls to bring in the business, call
Lou Faust, our president. He'll
have some interesting feedback.

radio
representatives

437 Madison Avenue / New York,New York 10022 /(212) 421-3500
NEW YORK / CHICAGO / DETROIT / LOS ANGELES / SAN FRANCISCO

We meanbusiness.

Please send

SUBSCRIBER
SERVICE

0O 1 year $14
O 2 years $27
[1 3 years $35

Canada Add $4 Per Year
Foreign Add $6 Per Year

[] 1972-1973 Cable

Broadcastingu

The newsweeklv of broadcasting and allied arts

Name ROSitio Sourcebook $8.50
(If payment with
Company order: $7.50)
Business Address [ 1972 Yearbook $14.50
Home Address (If payment with
order: $13.)
City State Zip 3 Payment enclosed
3 Bill me

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

ADDRESS CHANGE: Print new address ahove and attach address label from a recent iSsue, or print old address

including zip code, Please allow two weeks for processing; mailing labels are addressed ane or twe issues in advance,
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M&ETrP

TENTH
ANNIVERSARY

We're pleased that this year we are
celebrating out tenth anniversary as
consultants to television and radio
stations in this country, Canada
and the Caribbean,

It's been a fast ten years, a decade
that has seen major improvements
in television news presentation, and
placed new demands on manage-
ment’s knowledge of programs and
people. A great burst of new prob-
lems related to the industry has
been seen at both local and govern-
ment levels,

Social Research and Analysis have
improved significantly. It’s possible
today for management to have
available far finer tools for solving
its audience problems than ever be-
fore. Computers alone can’t tell you
why things happen the way they
do.

Our company, that stood almost
alone in its use of the social scien-
tist and the idea of an annual work-
ing relationship with its clients ten
years ago, now has a variety of
competitors, This is healthy. It
makes the broadcast media con-
scious of the feelings of its audi-
ence and able to produce a far bet-
ter program product.

We feel our success as a company
is due to keeping not only abreast,
but well ahead of what’s going on
in our particular field. We believe
we are still unique, and we have
been able to prove the value of our
service many times over.

We are proud that our first five
clients are still with us, that we've
helped 61 clients in almost as many
markets, and that 85% of our
clients from last year have already
renewed for another year—many
on two year contracts.

Maybe we can help you—we’d like
to. For a presentation with no obli-
gation on your part, just give us a
call.

McHUGH axp HOFFMAN, INC.
Television & Adverlising Consullants
480 N. Woodward Arenue
Birmingham, Mich. L801!

Area Code 313
644-8200

Datebook.

This Week

May 22—'|dearama"” seminar for radlo salesmen,
sponsored by Radio Advertising Bureau. Hollday inn
airport, Lincoln, Neb.

May 23—"|dearama” seminar for radio salesmen,
sponsored by Aadio Advertising Bureau. Holiday inn,
Durham, N.C.

May 23—Senate Commerce Committee conlirmation
hearing on nominations of Judge Benjamin Hooks and
Richard Wiley to be FCC commissioners. 10 a.m.,
Room 1318, New Senate Office building, Washington.

May 23-24—Semiannval meeting, Teievision Code Re-
view Board, National Association of Broadcasters.
NAB building, Washington.

May 24—Cable TY and sducation conference, spon-
sored by Michigan DeFartmenl of Education. Con-
tact: Dr. Charles S. Rufting, instructional technologi-
calgouzn"' Michigan Department of Education, Lansing
48

May 24—Meeting, ad hoc committee on goals and
directions, National Association of Broadcasters. NAB
building, Washington.

May 24-25—Meeting. Nationa! Association of Broad-
casters TV code-review board. Testimony will center
on reductions of commercial advertising and adver-
tising scheduled during children's programing. NAB
bullding, Washington.

May 25—'ldeerama' seminar for radio salesmen,
sponsored by Radio Advertising Bureau. Holiday inn
downtown, Topeka, Kan.

May 285—'Idearama’” seminar for radio salesmen,
sponsored by Radio Advertising Bureau, Holiday inn,
Spartanburg, S.C,

May 285—'Idearama” seminar for radio salesmen,
sponsored by Radio Advertising Bureau. Holiday inn.
Chicopee, Mass.

May 285—Annual spring managers meeting, New Jer-
sey Broadcasters Association. Among speakers will be
Rosel H. Hgde‘ Washington Iavaer and former FCC
chairman; R. Peter Straus, WMCA(AM) New York;
Philip Spencer, WCSS(AM) Amsterdam, N.Y., radio
board member, National Association of Broadcasters.
Wood Lawn, Rutgers University, New Brunswick.

May 25—Annual membership meeting and 'Broad-
caster of the Year" award, /nternational Radio and
Television Society. Hotef Plaza, New York.

May 25-26—Spring convention, Onlo Association of
Boradcasters. Hospitality motor inn, Tofedo,

May 26-27—Maeeting, Florida Associated Press Broad-
casters Association. Holiday inn, Jacksonville Beach.

Also in May

May 29-31—Black Careers in Communication Confer-
ence, co-sponsored by Black Journal, public TV
series, and_Howard University. Contact: Larry Still,
Schooi of Communications, Howard University, 2400
Fourth Street, N.W., Washington 20001. Howard Uni-
varsity and Washington Hilton hotel, Washington.

May 31—Senate Commerce Committee on National
institute of Advertising, Marketing and Socie% Act
{S. 1753). 9:30 a.m., Room 5110, New Senate Office
building, Washington.

June

June 1-3—Annual convention, Canadian Advertising
and Sales Association. Queen Elizabeth hotel, Mon-
treai.

June 1-4—Annual convention, Mississippi Broadcast-
ors Association. Sheraton inn motel, Biloxi.

June 2-3—Second national meeting, Associated Press
Broadcasters Assoclation. Speakers Include FCC Com-
missioner Richard Wiley. Dick Eimers, director, News
Elsction Service, will report on plans for coverage of
November national elections. Bill Small, VP and bu-
reau chief, CBS News, Washington, will be keynote
speaker. Sheraton-Blackstone, Chicago.

June @—Annual stockholders meeting,
Sheraton Blackstone hotel, Chicago.

June 8-8—Annual convention, Armed Forces Commu-
nications and Electronics Association. Featured speak-
ers: Irving K. Kessler, RCA: Dr. Eberhardt Rechtin,
assistant secretary of defense for telecommunica-
tions. Sheraton Park hotel, Washington.

June 8—Meeting, Tennessee Assoclated Press Broad-
casters Assoclation. Hollday inn, Gatlinburg,

June B-%—Policy conference, sponsored by New York
Law Journal and the Cabile Television information
Center. Topic will be tapping the potential of CATV.
Focus will be on new opportunities and problems for
CATV in light of recent FCC regulations. Gotham
hotel, New York.

MCA Inc,,
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Major meating dates in 1972

June 2-3—Second national meeting, AsSso-
clated Press Broadcasters Association. Speak-
ers include FCC Commissionet Richard Wiley.
Dick Eimers, director, News Election Service,
will report on plans _for coverage of November
national elections. Bill Small, VP and bureau
chief, CBS News, Washington, will be keynote
speaker. Sheraton-Biackstone, Chicago.

July 10-13—Democratic national convention.
Miami Convention Center, Miami Beach.

Aug. 21-28—Republican national convention.
Miami Convention Center, Miami Beach.

Sept. 25-28—Annual conference, institute of
Broadcasting Financial Management. Fairmont
hotel, San Francisco.

Oct. 29 - Nov. 1—Annual convention, Nationa!
Association of Educational Broadcasters. Hil-
ton Internatlonal, Las Vegas.

Nov. 12—16—An;1u| seminar, sponsored by
Broadcasters Promotion Association, Statler
Hilton hotel, Boston.

Nov. 14-18—Annual meeting, Telev/sion Bu-
((“’i’( of Advertising. Waldorl-Astoria hotel, New
ork.

Nov. 15-186—Sigma Delta Chi national con-
vention. Statler Hilton, Dallas.

Nov. 28-28—Annual meeting, Association of
IRV_arional Advertisers. Cerromar Beach, Puerto
ico.

June 8-11—Spring meeting, Missouri Broadcasters
Association. Featured speakers: Vincent T, Wasilew-
ski, president of National Association of Broadcast-
ers; Richard Chapin (Stvart Enterprises, Lincoln,
Neb.}, chairman of NAB board; Clint Formsby (KPAN-
AM-FM Hereford, Tex.), chairman, NAB small market
radio committee: John Tellegrin, Washington lawyer.
Rock Lane lodge, Table Rock Lake, Branson.

June B-13—Spring meeting, Norlh Carollna Associa-
tion of Broadcasters. Malia Castilla hotel, Madrid.

June 9-10—Meeting, New Mexico Associated Press
Broadcasters Association. Ramada Inn East, Albu-
querque.

June 11-14—Sixth annual Consumer Electronics
Show, sponsored by Electronics Industries Associa-
tion. McCormick Place, Chicago.

June 11-14—Spring meeting, Georgia Association of
Broadcasters. Principal speakers: Lee Loevinger,
Washington lawyer and former FCC commlssioner;
Vincent T. Wasilewski, president of Netional Asso-
ciation of Broadcasters; John Gwin, Cox Cable Com-
munications, chairman of National Cable Television
Association; John Torbet, FCC; Herbert G. Kiein,
White House director of communicetions, and Julian
Bond, member of Georgia legislature. Callaway Gar-
dens, Pine Mountain.

June 11-30—ANational Institute for Religious Commu-
nications, co-sponsored by Loyola Unlvessity and the
institute for Religious Communications. Loyola Uni-
versity, New Orleans.

June 14-18—Meeting, Virginia Assocfation of Broad-
casters. Americana motel, Virginia Beach.

June 1B-21—Annual conference, Association of In-
dustrial Advertisers. Sheraton-Boston, Boston.

June 19-21—I(nternational conference on communica-
tlons, Joinily sponsored by the Communications So-
ciety of the Institute of Electric and Electronic Engi-
neers and the Philadelphia section of {EEE, Marriott
motor hotel, Philadelphia.

June 19-23—Triannual meeting, board of directors,
National Association of Broadcasters. NAB building,
Washington.

June 19-24—19th international Advertising Fiim Festi-
vai. Venice, Italy,

June 20-22—Workshop-seminar on lighting for TV,
sponsored by Klieg! Bros. at KLZ-TV Denver. Fee is
$250. Contact: Wheeler Baird, Kliegl Bros, 32-32
48th Avenuse, Long Island City, New York 11101,

June 20-24—Sixth annual audio/recording seminar,
sponsored by Brigham Young University. First session
(classes) will be held at university, Provo, Hah:
second session (actual recording) wifl be held in Los
Angeles. Cost for first session is $100; for both ses-
sions $200. Contact: Ted Davis, 131 MORC, Brigham
Young University, Provo, Utah 84601.

June 23-35—Meeting, Texas Associated Press Broad-
casters Association. Sheraton-Marina, Corpus Christi,

June 25-28—Convention, Nationel Association of Farm
Broadcasters. Walt Disney Worid, Bay Lake, Fla.



Small town sheriff.
Big town attraction.

“The Andy Grlfflth Show’ ’1s capturmg
major market audiences up to 100% larger than
year-ago programming.

In Chicago and Los Angeles. Kansas City
and Miami. Hartford, Nashville, Birmingham,
Denver. And in other big cities cross country.

Like any big-time sheriff, Andy goes after
prime prospects:54% of his viewers are adults!

Andy Griffith could be the best sheriff
you ever had.

If your town is big enough.

Another great sitcom from

VIACOM

Source: ARB, Feb:Mar. 1972. Audience estimates are based on ADI ratings and are subject to qualificati
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Monday Memo

A broadcast advertising commentary from lrwin M. Barnett, president, Barnett, Zlotnick, New York

A must for station sales staffs:
Instruct local travel agents
on effective use of ad dollars

Many national advertisers suffer from a
blindness that costs radio and television
stations millions of dollars in billings
every year. But the stations will have to
find the cure—the advertisers are not go-
ing to provide it.

The travel industry, seemingly highly
organized on the surface, offers the clear-
est illustration of the basic weakness.
Tourism has a definite point-of-purchase,
though few seem to realize it.

The point-of-purchase is the local
travel agent’s office, the spot where the
potential tourist plunks down his money
and decides exactly where he will go, how
he will get there and where he will stay.
Tourism’s shelf space is the travel agent’s
office.

Big-budget advertisers—airlines, steam-
ship companies, hotel chains and even
tourist boards—spend large sums of
money each year in national campaigns.
Yet they permit a weak link to develop
in the chain between the national adver-
tising and the local sale.

Their disseminations of promotional
material and contacts on the local level
are infinitesimal, if not non-existent. The
local travel agent does not receive any
incentive to put his own money into local
promotion thereby augmenting the na-
tional and regional efforts of the big-
budget spenders.

A solution—insofar as the station sales
staff is concerned—does not demand any
particular ingenuity. It merely calls for
the application of common sense.

Retailers (and this includes the travel
agent) are vitally interested in the possi-
bilities broadcast media offer for stimu-
lation of sales activity.

Yet they are reluctant to take an initial
plunge into broadcast advertising. They
are unfamiliar with the medium. They
need direction in its use.

To some, there is still a mystique about
the tube and the mike that gives them
something of an inferiority complex.
They don’t know where to start. This is
unlike print advertising where they are
secure in their knowledge and rightfully
believe they have acquired an expertise.

Guidance is not about to come from
the big-budget advertisers. And for some
reason that may never be determined,
they appear to be too busy with other
things to recognize the problem.

The guidance will have to come from
station sales staffs. And the endeavor
could be highly rewarding.

Radio and TV stations can develop
impressive new sources of billings by
showing travel agents and tour brokers
how to go about creating local advertis-
ing that will be an extension of the big-
budget campaigns that bombard custom-

Irwin M. Barnett, former senior vice president
and a major stockholder of The Lampert
Agency in New York, founded Barnett, Zlot-
nick, New York, last September. Six months
after the agency opened its doors, its annual
billing rate was $4-million plus. Mr. Barnett
was resort and travel edilor for the New York
Post, advertising manager of £squire and
later of Ziff-Davis Publications before he
enlered the agency field with Tatham-Laird
& Kudner, joining Lampert in 1966. His cre-
dentials in the travel field include advisor to
the U.8. Travel Service, 1964-85, and work
on several tourism accounts.

ers in the national media.

The local agent need only make his
own campaign an extension of the na-
tional promotion. Station management
can educate the agent in this area.

As a first step, travel agents should be
required to show some initiative in con-
tacting the big-budget travel accounts to
ascertain where and when the national
commercials will run in the local areas.

Local spots can then be written as ex-
tensions of the advertised national theme.
The station can show the travel agent
how inexpensively this can be done.

Where only print is being used in a
particular area, the travel agent can be
shown how practically all consumer print
advertising lends itself to the radio com-
mercial or the TV storyboard.

The subtle factor in assuring success
in this approach is to look for adjacencies
to the big-budget commercials to be aired
locally. The result will be to present the
local promotion as an extension of the
thinking and creativity paid for by the
big-budget advertiser.

Opportunities for this strategy will be
widespread in the travel field in the near
future. New dollars are pouring into it
from the middle-income level. Travel not
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too long ago was something unique to the
monied leisure class or the individual
who denied himself everything else in life
for one fling at a posh vacation.

But in the past few years a new class
of traveler has emerged. He never could
afford tourism before, had never been to
Europe or Hawaii or closer to trans-
Atlantic travel than standing on the end
of a jetty on the Jersey shore.

Travel is one dream that is almost uni-
versal to man. Americans are now aware
of the fact they can fulfill their dreams.

The alert broadcaster will be extremely
aware of the possibilities that emanate
from this new class of traveler. He will
become a right hand to the local travel
agent who will be involved in seeking
avenues to reach these new customers
more quickly and more strongly than his
competitors.

This is where the opportunity lies for
the ambitious sales manager. And, of
course, the theory extends beyond the
field of travel advertising to almost every
area of retailing of national services or
products.

Every time a broadcaster sees or hears
national advertising for a big-budget
product or service, he should recognize
it as a new key to use in developing busi-
ness for his station.

What is the potential in dollars? There
are no figures available in the local adver-
tising expenditures of travel agents. But
the size of the market can be evaluated
in relation to dollar figures published in
the April 1 issue of ASTA Travel News
on foreign travel by U.S. residents. The
estimated total of expenditures in 1971
was $6,275,000,000.

Predictions on 1972 travel are extreme-
ly optimistic. Typica!l is the forecast of
the Federal Aviation Administration for
an 8.5% increase in domestic air travel
and 12% in international air travel.

Other indicators for optimism are the
increases in charter and group sales, the
activity of the Discover America Travel
Organization (a government agency with
a million-dollar budget), the appointment
of the new Senate Subcommittee on For-
eign Commerce and Tourism, the high-
priority attention to tourism by European
interests and the underwriting of the U.S.
passenger railways by the government
through operation of AMTRAK.

Obviously, such expenditures must gen-
erate a desire to invest in promotion on
the local level. To capitalize on this, sta-
tions must invest in an intensive educa-
tional effort, teaching local travel retail-
ers how to ride the coattails of big-budget
advertisers and showing them how to
adopt the themes of the big national cam-
paigns as their own sales messages.

Handled wisely, the approach will
spawn new local budgets that at present
are just a gleam in the ambitious retail-
er's eye.



_ Howbiga
morning drive-time audience
does WGN have?

" Bigger than any

radio station in Chicago
has ever had.

For a five-day period, WGN’'s
quarter-hour morning drive-time
audiences averaged over 400,000
persons.*

LD
Radio 720 INGN is Chicago
&

*Source: ARB, Chicago, JAN.-FEB. 1972, AQH TSA Audience Estimates, MON.-FRI., 6 to 10am. Data subject
to qualifications listed in report.




The coming
box office
incable TV

Pay service is talk of NCTA convention
as cable systems owned by Storer, Cox
sign up for Florida, Caiifornia tests

They were calling it by several names in
Chicago last week at the convention of
the National Cable Television Associa-
tion: “premium TV,” “public-choice
TV.” Some came right out and said it:
“pay TV.” But by whatever name, it
emerged as the expected wave of cable’s
future.

Hardware suppliers featured it in their
exhibits. Venture companies were solicit-
ing cable systems to exploit it. Indeed
two firms, Optical Systems Inc., Los An-
geles, and Theatrevision Inc., New
York, announced arrangements for the
early introduction of a box office in
homes on major cable systems in San
Diego, Sarasota, Fla.,, and Vancouver,
B.C. The venturers made no effort to
underplay the ownership connections of
two of the systems with established and
respected broadcasting companies, Sara-
sota with Storer and San Diego with Cox.

During the same convention Jack Va-
lenti, president of the Motion Picture
Association of America, told the cable
operators that movie distributors would
welcome the opening of pay channels to
the home (see page 44).

Theatrevision, a venture of Laser Link
Corp. and Chromalloy American Corp.,
with Dore Schary, prominent motion-
picture executive, as president, is to
introduce its pay system on Storer
Broadcasting Co.'s Sarasota system next
fall. It is regarded as a test to run for
12 to 14 weeks in some 1,000 of the
20,000 subscribers’ homes, The homes
will be chosen by Storer as a cross sec-
tion of the system’s subscribers. An addi-
tional 500 decoders will be placed in
hotels, motels and hospitals in the Sara-
sota area.

Each of the test homes must agree to
purchase at least one strip of seven tick-
ets for various types of programs at a
cost of §15.

The Theatrevision system will provide
two pay programs on a single, special
channel. A subscriber tuning to this chan-
nel will receive trailer and “barker” in-
formation until a plastic, electronically-
encoded “ticket” is inserted into a de-
coding box to switch on the program.

The two programs will run continu-
ously during the day, and are expected

Brioadecasting

First of 1,000. Dore Schary, president of
Theater Vision, admires a decoder of type
to be instalied in 1,000 homes on Storer's
Sarasota, Fla., cable system.

to be changed twice weekly. Once a sub-
scriber has inserted his ticket, that chan-
nel will continue to show the special
program, even though the customer may,
during the day, tune to conventional
channels for free programing. Whenever
he tunes back to the special program dur-
ing its showing, it will be there.

Terry Lee, vice president of Storer’s
television and cable divisions, said the
company had decided to experiment with
pay TV on the cable “just as we felt an
obligation to get into TV when radio was
our primary business and into CATV
when television had succeeded.” He said
Storer regarded the newest development
as “complementary, not competitive, with
our broadcast and CATV operations.”

The Optical Systems ‘announcement of
its cable deals was coupled with another
of an agreement signed by that firm and
Cor-Plex International Corp., a Chicago
closed-circuit TV firm already supplying
special TV fare to hotels, to transmit cur-
rent motion pictures, sporting events and
other entertainment to Chicago hotels
and apartment buildings.

The Optical pay-TV test on cable will
begin this summer in San Diego and Van-
couver, according to Geoffrey M. Nath-
anson, Optical president. The agreement
with Cox, he said, includes future ex-
tension of the pay TV service to Cox
systems in Santa Barbara and Bakers-
field, Calif. The one with Premier Tele-
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Movie screen. That's how Jack Valenti (r),
president of Motion Picture Association of
America, sees pay TV. With him is Geoffrey
Nathanson, president of Optical Systams.

vision, owner of the Vancouver system,
also envisages Optical pay-TV systems in
Montreal, Toronto, Victoria and other
Canadian cities where Premier operates
cable systems.

Both the Optical and Theatrevision
systems use a coded “ticket” to open the
barrier to a pay program on the home
TV receiver. eatrevision (TVN) uses
an electronically coded, plastic slip that
resembles a regular theater ticket. Optical
uses a plastic, credit-card type of ticket,
and hole-punched in coded arrangements.

Tickets are expected to be distributed
through a variety of outlets, including
Ticketron offices, supermarkets, drug
stores, TVN in strips of seven shows;
Optical on 13-week cycles.

Neither Mr. Schary nor Mr. Nathan-
son would identify proposed program
fare, although both were showing recent
movies in their NCTA exhibits: “The
Twelve Chairs” (TVN) and “The French
Connection” (Optical).

In both cases, the channels are being
leased from the cable operator, who is
being paid a percentage of the gross.

Hotel pay-television systems were also
subjects of interest at the NCTA conven-
tion, and there was promise of an exten-
sion of their operations to cable TV.

Transworld Communications, a divi-
sion of Columbia Pictures, is now de-
livering motion pictures for pay to At-
lanta hotel rooms. William Butters of



Transworld told a panel on leased chan-
nels at the convention that his company
has $2.5 million ready to spend with 10
multiple-system operators to put pay
movies on cables.

James T. Ragan of Athena Communi-
cations Corp., a division of Gulf & West-
ern, told the same audience that a pay-
TV channel must be like a basket with
a lot of products in it. Each might
appeal only to a small segment of the
audience, he said, but together those seg-
ments are substantial. “Forget about
blockbuster programs,” he said. “Regular
TV does that better than CATV can.”
Athena is in hotel television in Little
Rock, Ark., as well as cable TV,

The pay-TV moves were part of a
general trend toward two-way, interactive
TV systems shown at the NCTA meet-
ings. Such systems include pay as one of
several services. One of the most ex-
tensive shown was Theta-Com of Cali-
fornia’s Subscriber Response System.

SRS is a two-way system that provides
facilities not only for pay TV, but also
for a number of other services, such as
opinion polling, merchandise sales, emer-
gency medical, burglary and fire protec-
tion and surveillance.

Key to the SRS system is a computer
at the headend of the cablc company, or
at a central location, plus a small, com-
puter-type console in the home. Through
special combinations, the subscriber can

punch up a variety of console services.

The first installation of Theta-Com’s
two-way system is being made in a Tele-
prompter cable system now under con-
struction in El Segundo, Calif. (Theta-
Com is owned by Hughes Aircraft which
has minority holding in Teleprompter.)

Also showing two-way, interactive cable
systems at the NCTA convention last
week were Electronic Industrial Engi-
neering Inc., North Hollywood, Calif.
(recently acquired by RCA); Scientific-
Atlanta, of Atlanta, and Vicom Manu-
facturing Co., Dexter, Mich.

The special interactive TV method also
was stressed by Oak Industries Inc.,
Crystal City, IIl,, manufacturer of the
CATV converters that are needed to ac-
commodate the extra channels that cable
systems are capable of providing.

Oak showed a new 26-channel con-
verter that includes for the first time a
decoding element that can be used to
unscramble special programs. A similar
unscrambler converter was announced by
Athena Communications.

The apparent onrush of two-way
cable-distribution systems was evident in
other displays at the convention. Among
them: Jerrold, with its new two-way, mid-
split distribution system that provides a
maximum of 30 channels; Magnavox’s
new trunk-line amplifier for two-way
service, and Vikoa, with its new dual-
direction amplifier series.

Burch’s charge
to cable systems

FCC chairman says their future
depends on delivery of new services
under rules that he admits have bugs

Will cable television develop into a mere
conduit for over-the-air broadcast signals,
or will it assume the competitive position
of an alternate medium of communica-
tions?

That was a question FCC Chairman
Dean Burch posed at last year’s conven-
tion of the National Cable Television
Association. He said it was up to the
cable industry. Last week, as the opening
luncheon speaker at the 1972 NCTA
convention in Chicago, Mr. Burch played
it again: “It still is [up to the industry],”
he said.

Mr. Burch acknowledged that the
FCC’s new CATV rules are filled with
“bugs”—some the “size of elephants”—
but he said he anticipated no radical re-
visions. He mentioned the still-hazy areas
of copyright legislation, federal versus
state and local jurisdiction and technical
standards. But, he added: “Deliberately,
the rules do not tie down all the loose
ends. That would freeze cable into a
single mold, and it would represent a case
of ‘decision first, evidence later.””

He said that “the obvious danger . . .
is that both free-channel bonanzas and
excessive franchise fees are likely to be-
come bargaining chips in the bidding and
franchising process. The temptation will
be ‘promise now,’ . .. and worry later
about the consequences.”

Mr. Burch warned cable operators and

Chairman Burch

franchising authorities not to “play
games” and expect the FCC “to bail you
out.” But he promised that the commis-
sion would try to be reasonable in apply-
ing its new regulations and is “prepared
to revisit them as we accumulate experi-
ence.” And, he confessed: "“We're as
perplexed as you are.”

If the FCC has, for the time being,
done all it can, what can CATV systems
do—in Mr. Burch’s words—*“now that
the ball is in cable’s court’?

The FCC chairman said “there is no
Burch plan for the guaranteed future of
cable television. For that matter, there
can be no NCTA plan either. But I feel
confident . . . there is some combination
of services that will get cable under way,
sell it and establish it as a permanent
feature of the landscape. Your job, and
mine, is to find and effectuate that win-
ning combination.”
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AAF takes on
real world

of advertising,
findsita

hard choice

Evidence that advertising credibility
is in a bad way evokes no enthusiasm
for suggestions to improve it

The advertising industry—dismayed by
its own drooping credibility with con-
sumers, yet determined to resist tightened
federal controls—faced the tension be-
tween those two realities last week in
Washington at the annual convention of
the American Advertising Federation.

On one hand, there was Tom Benham,
president of Opinion Research Center in
Princeton, N.J,, telling delegates that
public confidence in all businesses, lead-
ers and institutions has nosedived in the
last decade to the point where only 11%
firmly approve of what business is doing
and a bare majority of 51% agree with
the "statement that industry’s profits
“make life better for everyone.” There
was Don Cunningham, of Cunningham
& Walsh, warning: “Without believability
advertising as we know it will die. There
is shocking evidence that advertising is
not believed—and that credibility trends
are not running in our favor.”

On another, there were the rallying
cries of such industry spokesmen as John
Elliott, chairman of Ogilvy & Mather,
who dismissed much consumerism as
“carping” but also said agencies could
be held in higher esteem, and be happier
with themselves if they were to “feel a
responsibility for presenting the consumer
point of view to their clients—in a can-
did and unafraid way.”

On yet another, there was Senator
Frank E. Moss (D-Utah), chairman of
the Senate Consumer Subcommittee, who
praised the Federal Trade Commission
for offering “a modest, in my judgment,
a sound proposal—urging its sister agen-
cy, the FCC, to provide access to the
broadcast media for counteradvertising,
including some free time.” That proposal
has won for the FTC the outrage of vir-
tually everyone in advertising and broad-
casting, but Senator Moss called it the
result of “an admirable sense of consti-
tutional conservatism on the part of the
trade commission,” because the FTC
asked for widened access instead of advo-
cating “regulatory censorship of adver-
tising.”

On balance, the advertising people con-
tinued to demonstrate either acceptance
or active support of the public goals that
find expression in the consumer move-
ment, while continuing to reject drastic
federal attacks on the same problems.

Perhaps the strongest attack on a spe-




cific FTC doctrine came. from Dr. Yale
Brozen, a University of Chicago econo-
mist. Dr. Brozen, who has sharply criti-
cized the trade commission on several
recent occasions—and who has served as
a consultant to ITT Continental, one of
the FTC's targets—blasted the concept of
“implied uniqueness,” which the FTC
has found to be a form of deception.

Implied uniqueness—the suggestion in
an advertisement that a product has
unique qualities, when those qualities are
actually shared by other products—is an
“obvious bit of foolishness,” Dr. Brozen
said. “Only if an advertiser proclaims that
other products also do what his does can
he advertise the virtues of his product
and escape a charge of deception.”

The FTC invoked that doctrine in a
complaint against ITT Continental’s
Wonder Bread, for asserting that the
product “helps build strong bodies 12
ways.” According to Dr. Brozen, the doc.
trine of implied uniqueness would require
that the line read: “*“Wonder Bread helps
build strong bodies 12 ways—and so does
Tastee.”

That characterization was strongly
challenged at a later session by Robert
Pitofsky, head of the FTC's Consumer
Protection Bureau. He said the trade
commission has explicitly stated that
standard product claims do not fall with-
in this doctrine unless the advertisement
leaves the false impression that no other
product could make a similar claim.

Mr. Pitofsky also defended the FTC’s
requirement that “corrective” advertising
be employed to counteract the effect of
claims that are found to be deceptive.
“The fact is,”” he said, “that a cease-and-
desist order doesn’t work. Ad campaigns
are fairly short. By the time an order was
handed down, the advertising campaign
was long over. Worse than that, we all
know that ad campaigns live after they're
over. People buy products on the basis of
a campaign that stopped running long
ago.”

Additionally, he said, “the fellows who
were honest have to have a way to get
their market shares back or the pressure
to match, or exceed, the false or decep-
tive claims is almost insurmountable.”

Mr. Pitofsky, who appeared on an
“Advertising and the Law” panel, heard
the stiffest challenges to his own and the
FTC's view when the subject of counter-
advertising came up. One of those chal-
lenges was specifically directed to the
broadcaster’s plight.

“We keep talking about the networks,”
said William Rogal, Dow, Lohnes & Al-
bertson. “The (broadcasting] industry con-
sists of many small stations, They are not,
contrary to popular belief, rolling in
money. They are locked in a tremendous
battle for the advertising dollar.” The in-
troduction of counteradvertising would
severely hurt these stations, he said.

And a clear indication of the audi-
ence’s attitude was heard when the panel’s
moderator, John Reilly of the Washing-
ton law firm of Pierson, Ball & Dowd,
turned to Mr. Pitofsky and asked:
“Would you regulate counteradvertising?”’
Mr. Pitofsky’s affirmative reply was al-
most lost in an eruption of laughter.
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Dr. Brozen

Although the threats to advertising are
often portrayed as a group of “issues,”
such as the counteradvertising issue, a
broader reality beneath those individual
guestions was noted in an overview of
the current scene by AAF President
Howard Bell and Executive Vice Presi-
dent Jonah Gitlitz. “An influential array
of government and social leaders are
questioning advertising’s social, behav-
ioral and economic impact as never be-
fore,” Mr, Gitlitz said. “These challenges
to advertising’s role in society represent
the harshest reality of all that must be
confronted.”

The industry’s main tangible response
to that challenge has been the formation
of the National Advertising Review
Board. Ambassador Charles W. Yost,
the man chosen to head that organization,
delivered a review of the organization’s
structure and purposes, and pronounced
it “well launched and hard at work.” He
reported that six panels have so far been
constituted by NARB to examine appeals
from the Council of Better Business Bu-
reaus, which has initial jurisdiction under
the advertising self-regulatory apparatus.

However, Ambassador Yost also cau-
tioned that some areas, such as the vol-
ume of -advertising, are not part of
NARDB’s mission and require independ-
ent action.

That same general problem also occu-
pied part of the attention of Kenneth
Mason, group vice president of the
Quaker Qats Co. As part of a Quaker
study on the effectiveness of its TV spe-
cials, Mr. Mason said, the company con-
ducted a telephone survey to ask viewers
of competing programs if they could re-
member what commercials they had seen
the night before. The programs were all
network series shown during the 1970-
71 season: The Beverly Hillbillies, Green
Acres, Mod Squad, The Brady Bunch,
Nanny and the Professor and The In-
terns. According to Mr. Mason, 97% of
the viewers could remember no brands
that were advertised on those programs.

“From a strictly business point of
view,” he said, “this has te be considered
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a shockingly unacceptable performance
for which some alternative must be
found.” His solution: “Reduce advertis-
ing clutter. . . . How? By demanding what
advertisers used to get automatically
when I was a boy—a little white space
around your ad whether it was in a news-
paper, a broadcast or a magazine.

“If they teil you we have to keep ad-
vertising clutter in order to keep costs
down, remember that 97% of your audi-
ence may not know your commercial
runs in their favorite show. There’s no
way to keep costs down low enough to
make that situation a good buy.”

Nixon praises ad review hoard,
AAF cooperation with government

President Nixon last week commended
the American Advertising Federation for
its “leadership and dedication in meeting
consumer expectations of truth and accu-
racy in advertising.”

In a message to the AAF convention in
Washington, the President praised the
formation of the National Advertising
Review Board. He said that self-regula-
tory efforts such as NARB “serve to
strengthen the consumer confidence that
is essential to the non-inflationary growth
of our national economy.” Mr, Nixon
also commended AAF for helping to
open “new lines of communication and
cooperation between your profession and
government at all levels.”

Compton’s Cummings
new chairman of AAF

Barton A. Cummings of Compton Adver-
tising was elected board chairman of the
American Advertising Federation at a
business meeting during its convention
last week in Washington (see page 22).
He succeeds Frederick E. Baker, chair-
man of N, W. Ayer/F. E. Baker Inc.,
Seattle.

Also elected to the AAF board were:

Agency representatives—Myra Janco
Daniels, president of Draper Daniels Inc.;
Paul C. Harper, chairman of the board



"Lion's Share”

The May 7th New York Times headlined, “NBC Takes the
Lion's Share of Emmys in News Categories.” The night
before, NBC News had carried off ten Emmys, a figure
that topped the combined total received by the news de-
partments of the other two major networks.

THIS CHILD IS RATED X SUFFER THE LITTLE CHILDREN




CHRONOLOG

"NBC Nightly News," with four Emmys, was the No. 1
award-winner among news programs. The NBC News
special “"Venice Be Damned!” received two Emmys. And
single Emmys were awarded to "Chronolog”; to "This
Child Is Rated X" (an NBC News White Paper about jus-
tice for the young); to "Suffer The Little Children” (a White
Paper about Northern Ireland); and to a special about
the Supreme Court and the Pentagon Papers.

Nor is the National Academy of Television Arts and Sci-
ences alone in honoring this season's NBC News achieve-
ments. The George Foster Peabody Awards won by us
in broadcast journalism, for example, were as many
as the combined total of the other two major networks.
And a similar pattern held at the awards ceremonies of
the Overseas Press Club, Alfred [. duPont — Columbia
University, the San Francisco International Film Festival
and the National Press Photographers Association.

Lion's share? We like to think of it as the peacock’s share.

NSC NEWS



of Needham, Harper & Steers; Don Cun-
ningham, senior vice president and gen-
eral manager, Foote, Cone & Belding,
Los Angeles.

Advertiser representatives — William
MacFarland, vice president - marketing,
Campbell Soup Co.; Gar Ingraham, ad-
vertising manager, Sears, Roebuck & Co.;
Donald J. Martin, director of corporate
relations, Kraftco Corp.

Media representatives — Donald A.
Macdonald, vice president - advertising
sales, Dow Jones & Co.; A. W. Dannen-
baum senior vice president, Westinghouse
Broadcasting Co.; Robert Nelson, execu-
tive vice presndent Los Angeles Times.

At-large representatives—James Fish,
vice president-advertising and marketing,
General Mills; Carl Nichols Jr., chair-
man of the board, Cunningham & Walsh;
Lydia Reeve, vice president-media direc-
tor, Honig-Cooper & Harrington.

Regional vice chairman (elected by
their respective constituencies) are as
follows: John R. McCarty, vice presi-
dent-public relations, Frito-Lay Inc.—
vice chairman, central region and senior
vice chairman; Raymond J. Peterson,
publisher of Good Housekeeping, vice
chairman, Eastern region; Robert Hilton,
vice president-regional manager of BBDO
—vice chairman, Western region; Roland
P. Campbell, director of creative serv-
ices for General Foods, is secretary-
treasurer.

One thing at a time

A single subject for AAAA meeting:
supplying proof of advertising ciaims

The American Association of Advertis-
ing Agencies said last week it would de-
vote its Eastern conference on June 5 in
New York to one “timely” topic: “The
Substantiation of Advertising Claims.” It
has scheduled speakers from agencies, cli-
ents, the law, government and universities.

The AAAA said it skipped the Eastern
region meeting last year because of the
need for the industry to prepare for the
then imminent Federal Trade Commis-
sion hearings on advertising practices.
Moreover, in the years prior to 1971, at-
tendance at the regional conference had
been slipping, with some agencies at-
tributing the drop in interest to the “phil-
osophical and general nature” of the
meetings, while others said they were re-
luctant to permit staff people to take time
off from business “unless the meeting con-
tent was topical and informative.”

Next month’s conference will include
the following speakers (and a period for
questions from the audience): William J.
Collihan, senior vice president of AAAA’s
Washington office; Felix Kent of Lawler,
Sterling & Kent, a law firm; F. Kent
Mitchell, vice president and director of
marketing services, General Foods; Roger
Purdon of the Better Business Bureau's
national advertising division; Allen Ros-
enshine, vice president and associate cre-
ative director at BBDO; Robert A. Ski-
tol, assistant to the director of the Fed-
eral Trade Commission’s Bureau of Con-
sumer Protection, and Chicago University
Professor Yale Brozen.

AAAA head hits
fault-finding

Urges news media to give better balance
in reporting complaints on advertising;
says FTC should be more careful

before making public castigations

Advertising’s leadership is in a fighting
mood on consumer issues. A strong re-
minder that it will persist in pressing
news media for what it feels has been a
failure to provide balanced coverage on
consumerism was issued last week by
James J. McCaffrey, board chairman,
McCaffrey & McCall, New York, and
chairman of the American Association of
Advertising Agencies.

Mr. McCaffrey, a participant at a con-
sumer journalism conference held in New
York by Columbia University’s Graduate
School of Journalism, said that advertis-
ing’s “thesis is that, perhaps inadvertently
but nevertheless realistically, we're being
hurt by unbalanced news coverage of
consumer issues.” He said: “We have
every right to expect media to adopt a
more professional and critical attitude to-
ward the almost daily appearance of new
charges against business and proposals re-
lating to the consumer welfare” and thus,
he said, give the public the “opportunity
to decide for themselves if they think
they’'re the benefactor or the victim of
such attacks or proposals.”

As an example of what he said was a
failure to seek balanced evaluation or
“even a hint of another side,” Mr. Mc-
Caffrey pointed to a news story published
in the New York Times last week on an
analysis made at the Federal Trade Com-
mission relative to the commission's pro-
gram on documentation and verification
of advertising claims.

In effect, Mr. McCaffrey was picking
up as AAAA’s spokesman where its 1971
leadership—then Chairman Edward M.
Thiele (vice chairman, Leo Burnett Co.)
and Dan Seymour, board chairman of J.
Walter Thompson Co.—had left off in
remarks critical of the news media at
AAAA’s annual meeting (BROADCASTING,
March 27).

Mr. McCaffrey said that ad leaders
were continuing to meet with publishers
on the consumer coverage issue. MTr.

Mr. McCaffrey
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Thiele at AAAA’s annual meeting had
disclosed that several AAAA top officers
had met with “two publishers of impor-
tant metropolitan newspapers” to impart
their belief that the news media were
“perhaps inadvertently . . , fanning the
fires of consumerism by unbalanced cov-
erage of consumer issues.”

The McCaffrey & McCall chairman
also was critical of FTC's practice of
issuing “proposed complaints™ against ad-
vertisers for possible false and misleading
advertising claims.

He said that the FTC would appear to
be using the news media to “correct™ so-
called “mistaken messages . . . before any
adjudicatory proceeding has determined
that they are in fact mistaken.”

Mr. McCaffrey said he could not ac-
cept the view he said FTC Chairman
Miles Kirkpatrick had expressed in pub-
lic to the effect that the commissioni had
made some mistakes in issuing complaints
which, in receiving publicity, were injuri-
ous to respondents, though later the FTC
found the complaints were “not well
founded.” He quoted Mr. Kirkpatrick as
then asking: ““What prosecutor (or plain-
tiff) has not?” Said Mr. McCaffrey: “To
which my answer is: ‘Not enough, old
boy. You guys aren’t down there to make
such mistakes, particularly when they’re
so obviously avoidable.””

The new trends
incompensation

ANA reports advertisers lean more
to fees for specific services;
15% still stands, but it’s on low side

Advertising agency use of fee methods
for services is increasing, partly because
of a greater reliance by the advertisers
themselves on “partial services.”

This trend and an inching upward of
the commission percentage an agency
earns on media billings are pointed up in
a report being released today (May 22)
by the Association of National Advertis-
ers (“Closed Circuit,” May 15).

The ANA survey report, “ANA Mem-
ber Practices and Views on Advertising
Agency Compensation,” follows closely
an mdependent study of advertising-
agency pricing of services made by the
accounting firm of Price Waterhouse &
Co., New York, and also circulated to the
ANA membership (BROADCASTING, May
8).

ANA’s survey was based on responses
from 181 companies — though one half
of the ANA’s 455 company membership
was represented in the survey—and cov-
ered 50 agency services or functions. The
report is currently being circulated also
to members of the American Association
of Advertising Agencies.

Among the highlights:

* One out of four respondents reported
a significant change in compensation prac-
tices during the past two years. ANA said
that most such changes involved a switch
to a fee method of compensation or great-
er use of agencies on a partial service ar-
rangement. (A total of 162 responses



Washington has
“Radio RelOi,” o
English lessons,/i s i@

Embassy Row Aazlis
&WFAN-TM [

Because it's a seat of govern-

ment with a lot of international

flavor, Washington is a collec-
tion of communities comprising
a city. One of the most important

of these is the Pan American com-
munity. That’s why WFAN-FM takes
a few extra steps in its special Pan
American programming. Qur morning
drive time is known as ‘“Radio Reloj"—
clock radio—and features news of importance
to the Pan American community approximately every
three minutes . We keep time with events that are im-
portant to our listeners and go into depth with special
programming at the right time . . . like a special on
Ecuaderean Independence Day when it's that time of
year. We keep our audience aware of the U.S. Govern-
ment's Project ADELANTE, because this plan to assist
Spanish-speaking people in learning English was so
important to Washington’s Pan American residents.

in Washington enables us to provide cultural pro-

Allegory of the
Pan American Union

Cooperation and assistance from the many embassiei/ =

grams of interest. WFAN has become Washington’s

only good-will ambassador to the Pan American

community and we’re proud to be here.

“. . . | would like to express appreciation for your unselfish
efforts in the direction of establishing and maintaining com-
municative ties in order to bring to bear a more closely knit
Spanish community . . ."

CARLOS M. ROSARIOS, Execulive Secretary

D.C. Community Advisory Committee

Washington, D.C.
“. .. | have received a great many favorable responses to the
broadcast. Yours has been one of the finest examples of
public service . . ."

ALFRED ORTIZ, Direclor

Project ADELANTE

washington, D.C.
*, .. | want to take the opportunity to congratulate you for
the excellent informative coverage of newsworthy. refevant
events, cultura! and musical broadcasts . . ."”

FERNANDO ANTELO GIL, Secretary

Embassy of Bolivia
*. .. | want to extend to you my congratulations on the ex-
cellence of ‘La Grande.' | can assure you that it fulfills the
varied needs and functions of the Spanish-speaking com-
munity . . ."

WALTER !. FERNANDEZ ILLA

Embassy of Uruguay

. . . the presence of the Spanish culture and language is
maintained, | believe, instrumentally through WFAN-FM, con-
tributing to the presence of Spanish values in this coun-
t L
& LUIS JAVIER CASANOVA

Cultural Attache

Embassy of Spain
. .. the metropolitan area has so few outlets for communica-
tion to the Spanish-speaking community and the fact that your
station has been most generous to our organization is a most
valuable and helpful contribution to our efforts . . ."

CONSUMER PROTECTION CENTER

The George washinglon University
Washington, D.C.

La Grande... Dial 100.3

WFAN-FM

Washington, D.C.
Another United Broadcasting

Company, Inc. Station
Richard Eaton, President



were received in this compensation area).
= Median agency gross income on re-
spondents’ accounts—expressed as a per-
centage of media billings—was estimated
to be 16%-18%. Packaged goods com-
panies in the over-$10 million ad expendi-
ture category tended toward the lower
figure, while 25% of industrial adver-
tisers exceeded 20% with a median of
18%. Individual arrangements ranged
from a low of 8% to a high of 55%.

" There has been a steady trend upward
toward the use of 17.65% instead of 15%
as the mark-up factor to be applied to
production costs and to other purchases
of supplies and services). With four out
of five agency compensation arrange-
ments at the 17-plus percentage, the 15%
factor was found the most often in long-
standing contracts of packaged goods
companies or consumer durables com-
panies.

® Of particular broadcast interest: Many
of the fee arrangements and a total of 11
media commission arrangements provided
for a “fixed schedule of charges for prep-
aration of print and broadcast advertis-
ing. Thirteen companies paid for story-
boards on an hourly rate, negotiated fee
or other basis.”

® The ANA report took note of inordinate
interest in the broadcast service phase of
the report, putting this down to the “large
sums of money involved, the complexity
of handling and the gains to be realized
through increased efficiency.”

The survey report found that noncom-
missionable media and collateral services
(special fees, service charges, production
mark-ups etc.) “continue to make up an
increasing percentage of agency income.”
ANA cited AAAA figures that showed
37% of agency income derived from sup-
plemental charges in 1965, and 41% in
1970. ANA said jts survey “indicates”
that this trend will continue.”

Advertisers are paying more of re-
search costs, the survey found, with the
number of arrangements in which re-
search is included as part of full service
and compensated by media commissions,

contmumg to decrease “with each ANA
survey.” Agencies cost of copy-testing in
35% of the survey arrangements, and in
but 5% of package-testing projects.

In noting the use of fee arrangements,
ANA found that, nevertheless, most agen-
cies use the media commission system “as
a benchmark in evaluating the dollar ef-
fect of such alternative approaches.”

A few packaged goods companies, said
ANA, appeared the most active in mov-
ing to fee arrangements in negotiating an-
nual fees that more specifically relate
agency services to advertiser requirements
or in using agencies on “partial services”
(as in handling media through a buying
service or handling certain functions
themselves).

FTC chairman urges
challenge to ad claims

It’s to advertisers’ advantage
to foin in hollering copper on their
rivals, Kirkpatrick advises AAF

The chairman of the Federal Trade Com-
mission last week encouraged advertisers
to challenge each other's advertising
claims if they think the claims are in-
sufficiently documented.

Miles W, Kirkpatrick told a luncheon
audience at the American Advertising
Federation convention in Washington that
the reluctance of advertisers to question
their competitors’ sales pitches in this
way is “unfortunate.” He said such direct
tactics would encourage ‘‘economically
meaningful” competition in the areas of
quality and price.

“How is a consumer to know that a
few advertisers had virtually no sub-
stantiation for certain claims if no one
tells him?”’ Chairman Kirpatrick asked.
“Why should not a competitor of the ad-
vertiser who had literally no substantia-
tion for certain claims take fair advantage
of his competitor's lapses?”

The chairman’s speech was devoted
largely to the FTC's program of requir-

BAR reports: television-network sales as of May 7
CBS $230,168,600 (36.6%); NBC $206,422,400 (32.9%); ABC $191,516,200 (30.5%)"

Total Total
minutes dotlars
week week
ended anded 1972 total 1972 total 1971 total
Day parts May 7 May 7 minutes dollars dollars
Monday-Friday
Sign-on-10 a.m. 82 $ 466,900 1,263 $ 7832500 $ 7,772,400
Monday-Friday
10 a.m.-6 p.m. 984 6,828,000 16,845 122,809,500 114,511,900
Saturday-Sunday
Sign-on-6 p.m. 345 3,752,800 5,789 77,423,800 60,862,000
Monday-Saturday
6 p.m.-7:30 p.m. 94 1,548,000 1,648 32,625.200 27,351,900
Sunday
6 p.m.-7:30 p.m, 12 172,400 261 6,270,900 10,373,800
Monday-Sunday
7:30 p.m.-11 p.m. 397 16,515,000 7,134 348,614,600 340,551,200
Monday-Sunday
11 p.m.-Sign-oft 161 2,108,900 2,493 32,530,700 22,913,600
Total 2,075 $31,392,000 35,433 $628,107,200 $584,336,800

* Source: Broadcast Advertisers Reports network-TV doliar revenues estimates.
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ing selected industries to submit data
that would substantiate their claims, so
that the information could be considered
by the trade commission and then re-
leased for public inspection. He said the
program was designed to “assist con-
sumers in making rational choices among
competing claims for similar products”;
to increase the likelihood that advertisers
will “think twice” about making claims
before they have documentation, and to
encourage challenges by competitors,
thereby enhancing competition generally.

Although the substantiation scheme is
not fostering such challenges, Mr. Kirk-
patrick noted with approval that the
television networks now permit, “on a
pilot basis,” direct comparisons in com-
mercials. He called this development “an
important complement to the possibilities
opened by the [FTC] program.”

However, the 'chairman acknowledged
that the substantiation program is not,
and probably could not be, more than a
limited tool in furnishing effective prod-
uct information to consumers. Noting
that substantiation brings into play “only
those product characteristics which the
advertiser chooses to promote in his ad-
vertising,” he said that it is therefore “an
inappropriate ‘trigger’ for a program de-
signed to furnish the consumer with rel-
evant product information.” Even worse,
he said, advertisers may duck demands
for substantiation of claims by avoiding
all claims that could be subjected to ob-
jective testing.

He said, however, that the FTC is in
the early stages of devising a pilot pro-
gram aimed at increasing the amount of
available relevant product information.

T R
FCC wants to unmask
buyers of political ads

Sources of payment would be announced
under new sponsor-identification rule

In a delayed reaction to a court case
it lost in 1967, the FCC last week in-
itiated a rulemakmg aimed at preventing
political-campaign committees from hid-
ing their sponsorshxp of polmcal pro-
grams behind a “straw entity.”

Under its proposal, the term “spon-
sored” would be defined as “paid for,”
in accordance with its accepted use. Also,
the FCC would permit the term’s use
only to identify the person or group pay-
ing for the material broadcast.

Five years ago the commission held
that wHas-Tv Louisville, Ky., had vio-
lated the sponsorship-identification rules
when it identified the sponsor of a politi-
cal program simply as the Committee for
Good Government even though, the com-
mission said, the station should have
known that the political organization of
one of the gubernatorial candidates had
prepared the program and paid for its
presentation on the air. However, WHAS-
Tv contested a $1,000 forfeiture that the
FCC sought to impose, and first a U.S.
district court in Kentucky and then the
U.S. Court of Appeals for the sixth cir-
cuit ruled in the station’s favor (BrRoAD-
CASTING, Dec. 11, 1967).

The effect of the decision, the com-



Did your station look a little different to you
when vou came back from NAB?

Did you get the feeling your present
equipment might be trying to tell
you something? That you really
don’t have to put up with the frustra-
tions that outdated equipment can
cause? And that now is the time to
do something about it?

If this begins to sound familiar, it
wouldn’t be surprising. Not after
what you saw at the NAB.

There was a lot to see and a lot of
new ideas to think about—a lot of
highly innovative equipment on ex-
hibit for the first time.

Station owners, managers and en-
gineers were doing more than just
looking. They wanted to see the
equipment in action. They were ask-
ing very specific questions, making
comparisons and getting involved in
equipment demonstrations.

They were examining the latest in
automation techniques, looking for
new ways to expand local production
capabilities and searching out the
cost-performance advantages of each
new equipment offering.

“Future compatibility” was an im-
portant consideration. They wanted
assurance that an investment in
cameras, transmitters, VTR’s and
other equipment today would fit into
their plans for tomorrow.

So when they came to the RCA
exhibit, they found that a lot of their
interests had been anticipated.

TCR-100 cartridge recorders were
demonstrating station break auto-
mation—and reporting the experi-
ences of a growing number of users.
Operational simplicity was empha-
sized in hands-on demonstrations.

New color cameras for both studio
and telecine operations incorporated
several automatic features—suggest-
ing opportunities for better picture
quality with less reliance on manual
operation.

A new concept in video switching
—a versatile multi-mix switcher,
showed some new dimensions in cre-
ative production.

And a computerized tv transmitter
control system highlighted a display
of the most completely solid state tv
transmitters ever made—transmitters
with such tomorrow advantages as
cleaner signals, lower maintenance
requirements and more reliability.

‘Which helps explain why the RCA
exhibit was named “Tomorrow Sys-
tems. .. Today”.




Presenting the “Telecine” generation...
superb film quality... automatically.

Audiences in the telecine area, wit-
nessed a demonstration of a new
color film camera that finally does
something about improvingcolor film
reproduction. The TK-28 color film
camera was programmed with se-
quences of filim that deliberately
presented typical picture quality
problems—involving variations in
density and contrast range, problems
with low color saturation, film base
errors and scene matching. And with
color fidelity.

The TK-28 solved them all—auto-
matically.

This is the kind of performance
needed to achieve continuously uni-
form picture quality from beginning
to end—even in difficult multi-source
sequences such as the news.

How does the TK-28 do it? With
instant automatic level control, pre-
selectable Chromacomp, and an ex-
clusive automatic color corrector.

A new order of circuit simplicity

with a three-tube (vidicon or lead-  quality performance, approaching
oxide) design and precision prism  that previously associated only with
optics contribute to its dependable  live cameras such as the TK-44B.

.

On display was a unigque multiplex system with one TK-28 installed internally and
the other, externally—prouviding a two-output color system in the same floor space
normally required for a single output system.

In a grueling test of reliability...
the “Cart” plays on.

For ten hours a day—day after day—
two TCR-100’s were in action almost
continuously. One carried taped
reports from KIRO-TV, Seattle;
WWL-TV, New Orleans; WJAR-
TV, Providence; KSLA-TV, Shreve-
port; and WUTYV, Buffalo—talking
of cost savings, manpower utilization,
and reliability of their new machines.
Another permitted hands-on opera-
tion by the numerous visitors inter-
ested in checking and comparing
TCR-100 operations in light of their
particular needs.

A rough workout, certainly! But
the two machines just ran and ran
and ran, which makes the “Cart” a
real winner, especially under these
somewhat abnormal operating con-
ditions.

Response to the hands-on demon-
strations was enthusiastic. As one
chief engineer put it, “The logic is
just about foolproof. If you try to set
up a sequence that is impossible, the
machine just waits and asks for more
instructions.”

As a result of TCR-100 exposure An accelerated program is, therefore,
at the convention, 1972's initial pro- planned to handle the influx of new
duction has already been c£o0ld out. orders.

On-the-job performance in 17 tv stations has already proved the dependability and
efficiency of the TCR-100. Quer 400,000 on-the-air plays have been chalked up
since last October. And on the average, an RCA video cartridge is broadcast every

26 ds.
seconds RCA PRIME TIME



“Studio of Tomorrow"” Accents Profitability
in Local Production

“Automatic” TK-44B Color Camera
A demonstration, sans video opera-
tor, revealed three new automatic
features of the TK-44B—automatic
white balance, automatic black bal-
ance and automatic iris,

As crowds looked on, show after
show, the camera operator would set
up the TK-44B by merely capping
thelens—which automatically ad-
justed black balance. He'd then focus
on a white area of the scene and
touch a button to automatically es-
tablish white balance. And automa-
tic iris control permitted the presen-
tation to proceed without a video
operator.

While they watched, the same
composition was exposed alternately
to drastically different light sources.
And each time, white balance was re-
stored instantly—holding a consist-
ent colorimetry from scene to scene.

They witnessed an end to the can-
dle power race as all studio lights
were extinguished and a color pic-
ture built from scratch with flash-
lights. And they saw how scene con-
trast compression could pick out
important detail in the shadows of
high contrast television scenes.

These new techniques make the

Middle-Priced TK-630
Color Camera
A new color camera in the “less-than-
$40,000” price range was introduced
in the RCA studio.

It uses three 25 mm, separate mesh,
lead-oxide pick-up tubes—one with
extended red. Its sealed prism opti-
cal system is much the same as that

The middle-priced TK-630 produces
top quality pictures and makes an ideal
primary camera in many situations, an
excellent utility camera in others.

TK-44B easier to set up and operate.
They bring it closer than ever to the
automated camera of the future

where finest quality pictures can be
produced with little or no technical
manipulation,

A look at @ white card or any white area of a scene allows the cameraman to auto-
matically adjust TK-44B white balance for consistent scene-to-scene colorimetry.

used in premium quality broadcast
cameras such as the TK-44B. And &
totally solid-state design includes ex-
tensive use of integrated circuits for
compactness and extended reliabil-
ity.

The TK-630 represents an out-
standing value in terms of perform-
ance.

New multi-mix switcher
Kickoff to the camera presentations
was a short preview of a new RCA
multi-mix switcher with exclusive
first-time features,

Operation of the switcher is like
that of an audio console, with a linear
fader on each of six inputs and the
capability of mixing as many as six
scenes simultaneously.

The switcher, TS-52, was coupled
with a new TA/TE-70 special effects
system—also with & number of first-
of-its-kind features: (1) a halo effect,
(2) C-insert capability for changing

backgrounds behind titles with
wipes, fades or dissolves, (3) non-re-
peat patterns, and (4) mask key for
wiping inserts on or off.

Valuable benefits of the TS-52 are
ease of entry to the effects buses and
attendant new opportunities for in-
novative production,

Versatile, easy to operate and innova-
tive, the new RCA multi-mix switcher
introduces a whole new dimension in
production flexibility.

RCA PRIME TIME



New highband and lowband transmitters
protect today’s uwestment in the tuture.

Two new RCA VHFE-TV transmit-
ters were shown at the NAB for the
first time—the 50-kilowatt highband
TT-50FH and the 25-kilowatt low-
band TT-25FL.

The TT-50FH is a fully parallel
system to protect against transmitter
outages. It features solid-state diode
modulation, only two tuned video
amplifier stages, and it's the most
completely solid-state transmitter of
its kind ever made. Only two tube
types are needed.

The TT-25FL features solid-state
electronics to the IPA level and re-
quires only three tube types. Low
cost and compact design make it
highly suitable for alternate-main
operations. Two complete TT-25FLs
require less floor space than most
single 25-kilowatt transmitters in op-
eration today.

Used in pairs, it offers utmost pro-
tection against costly off air time
and permits routine ‘“nine-to-five”
maintenance on both units.

Both the TT-50FH and T'T-25FL
are future-compatible equipment and
are designed for unattended opera-
tion and computer control.

1TV

A major point of interest for visitors was the advanced solid-state circuiiry of the
TT-50FH and its payoff in maximum reliability and performance, minimum oper-
ating costs and longer operating lije. The first is already in operation at WHO-TV,

Des Moines, Iowa. RCA PRIME TIME

Computer control of transmitters...
a preview of the future.

RCA’s “Tomorrow Transmitting Sys-
tems...Today” exhibit demonstrated
how a computer can be used in unat-
tended transmitter operations.

Broadcasters were able to see the
computer in action in a simulated
operation.

They saw how a computer could
monitor, display and log not only the
parameters now regulated by the
FCC, but also many others needed
for maintenance and performance
evaluation. They saw the computer
issue warnings when it spotted po-
tential trouble areas. They also saw
it take corrective action on specific
problems.

Computer control is adaptable to
individual requirements. Assign-
ments can range from warning of
tower light failure to computing and
automatically adjusting such critical
parameters as VSWR. And it’s ca-
pable of handling one or more trans-
mitters.

RCA Computer Control System—another part of the future, available to RCA
transmitters today.

Future-compatible broadcast equipment...Tomorrow Systems Today



mission said in jts notice of proposed
rulemaking last week, was to “allow a
committee that was only a straw entity
for a political-campaign organization to
lend its name to that organization so that
the ostensibly nonpartisan committee
could be identified as the sponsor of the
political program broadcast.”

The rulemaking also contains a pro-
posed clarification of existing rules re-
quiring stations to maintain lists of of-
ficers, members of executive committees
or directors of groups that pay for pro-
gram material other than commercial or
service announcements.

The commission’s proposed rules would
require stations to keep such lists on file
for two years for political broadcasts or
material involving controversy. Stations
also would be required to announce the
name of the organization or committee
at the beginning and end of the broad-
casts involved, although only one an-
nouncement would be required in pro-
grams not exceeding five minutes.

Comments on the proposed rules are
due by June 26, with replies due by
July 10.

LS na s =i =
Whose responsibility
to identify sponsor?

That’s question at !ssue in broadcast
of medical PSA that drug firm underwrote

The FCC is considering a complaint
against wsvaA-Tv Harrisonburg, Va,, alleg-
ing that the station broadcast a public-
service announcement without revealing
that the spot was financed by a commer-
cial entity.

The National Welfare Rights Organi-
zation asked the commission to take re-
medial action against the station for
broadcast in the latter part of 1971 of a
60-second PSA supplied by the Ameri-
can Academy of Pediatrics. The spot,
which dealt with hyperactivity in chil-
dren, was funded by a $7,400 grant from
Ciba Pharmaceutical Co.

The NWRO complaint, which was pre-
pared by Geoffrey Cowan of the Center
for Law and Social Policy, alleged that
wsVA-TV's failure to obtain information
from AAP regarding Ciba’s involvement
in the announcement, and its failure to
identify Ciba as the sponsor of the spot,
were violations of the Communications
Act.

It claimed that the message could have
the effect of encouraging parents to seek
medication for hyperactive children, thus
fostering a self-serving interest by Ciba,
the manufacturer of Ritalin, a drug pre-
scribed by physicians to treat hyper-
activity.

Gilmore Broadcasting, licensee of
wSVA-TV, replied that it had never been
informed by either AAP or National
Television News, a Detroit firm that pro-
duced the spot, about Ciba's underwriting
of the campaign. Tt contended that its
failure to seek out that information did
not constitute a violation of the Commu-
nications Act, claiming that it was not
Congress's intention to impose liability on
licensees who unknowingly broadcast
material without the proper sponsorship

identification as a result of the failure of
others to furnish it with that information.

AAP also filed an objection to the
NWRO complaint, claiming that Ciba
had no control over the content or pro-
duction of the announcement and that its
involvement in the campaign was limited
to the underwriting function.
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The Profile case
in retrospect

First advertiser to use remedial ads
tells of painful decline in sales

ITT Continental Baking Co.’s corrective
advertising for its Profile bread may have
cost the company heavily. Sales have
declined ‘“substantially” since the onset
of Federal Trade Commission charges
against the ITT baking division and the
subsequent settlement agreement between
the advertiser and FTC, a company offi-
cial said.

It was in that agreement, announced
last July (BROADCASTING, July 5, 1971),
that ITT Continental said it would devote
25% of its Profile ad budget for one
year to ads designed to offset previous
Profile advertising. The corrective adver-
tising (featuring Julia Meade in a one-
minute filmed commercial) has been run-
ning in Profile markets on a staggered
schedule since last September.

Arthur Ostrove, general advertising
manager for Continental Baking prod-
ucts, disclosed the sales decline when
questioned last week as to the general
effectiveness of his company’s corrective
advertising. Mr. Ostrove, who would not
specify the extent of Profile’s sales drop,
told BROADCASTING that an “incorrect im-
pression” had been circulated to the ef-
fect that corrective ads were responsible
for a positive increase in sales. He said:
“Profile sales have not been at all favor-
able this year. It is not true that our cor-

rective advertising has increased sales
positively for Profile bread.”

Mr. Ostrove said that Profile had de-
voted 25% of its media budget to the
corrective ads, which have run concur-
rently with its conventional advertising.
The conventional ads on TV also feature
Julia Meade and stress the theme, “De-
licious Taste Makes Profile a Family Af-
fair"—the concluding line spoken by her
in the corrective TV ad.

The Continental Baking official said he
was “not sure of the posture” Profile
will assume in its advertising and media
plans once the current corrective adver-
tising is off the air (the schedule will be
concluded in all Profile markets on vari-
ous dates this summer). He specified,
however, that the .company will be plan-
ning a “new campaign” for Profile. Ted
Bates & Co., New York, is the agency for
ITT Continental, Rye, N.Y.

Industry sources, however, indicated
there had been some reduction in budget
but it was believed that there was a much
greater reduction in frequency because
Profile switched from 30’s to 60’s in the
belief that the corrective ads could not be
handled as well in 30’s. Virtually all of
Profile’s advertising is in spot television.

The Profile-FTC agreement had been
recognized at the time by the FTC as a
“landmark decision,” the first time any
company had agreed to a corrective ad-
vertising provision of a consent order.

The agreement followed FTC charges
that the baking company had made false
weight-reduction claims in its TV com-
mercials and in other advertising.

Mr. Ostrove indicated his company
traced the declined in sales as beginning
last July, “about the time the agreement
with FTC was announced.” Earlier, a Ted
Bates official said that reports of sales in-
creases tied to the corrective ads were
not true to the best of his knowledge, and
that he had heard the company expound
on this at length in the past few months,

Network TV chalks up its highest April billings

Advertiser spending in network television
during April hit $145.4 million, the high-
est billing ever posted for that month,
according to the Television Bureau of
Advertising. The month’s total was 9.3%
ahead of April 1971 and 3.9% over the
previous all-time high for April (1969
when spending was $140 million).

In the four-month period, January-
April this year, the increase over the
like period in 1971 was 9%, and about
2% behind 1970’s first four months
whose total billing included cigarette ad-
vertising and was registered before the
effective date of the FCC's prime-time
access rule.

Nelwork television time and program billing estimates by day parts and by network (add $000)

April January-Aprif
1971 1972 % change 1971 1972 % change
Daytime $ 40,7805 $ 46,997.7 +15.2 $ 170,864.3 $ 187,018.1 +15.3
Monday-Friday 28,671.8 28,936.1 + 0.8 115,582.6 123,347.1 + 6.7
Saturday-Sunday  12,108.7 18,061.6 +498.2 55,27.7 73.671.0 +33.3
Nighttime 92,223.3 98.432.4 + 6.7 376.546.2 399,697.1 + 6.1
Total $133,003.7 $145,430.1 + 93 $ 54,4105 $ 596,7m5.2 + 9.0
ABC CcB8S NBC Total
January $ 44,4847 $ 55,687.6 $ 47,9039 § 148,076.2
*February 44,809.4 53,203.6 51,065.9 148,078.9
*March 46,802.6 55,851.1 51,376.3 154,130.0
April 45,892.3 53,119.7 46,418.1 145,430.1
Year-to-Date $182,085.0 $217,8682.0 $196,764.2 $ 506,715.2
*Revised

Source: Broadcast Advertisers Reports (BAR), as released by Television Bureau of Advertising,

Broadcasting May 22
33



For Moss
it’s hurry up
and wait

Truth in Advertising bill musters
minimal support; advertisers
preter self-regulation,

while FTC’s Kirkpatrick cites
prohibitive cost factor

The Federal Trade Commission last week
threw another curve at the proposed
Truth in Advertising Act. In hearings
before the Senate Commerce Committee,
FTC Chairman Miles Kirkpatrick said
that the bill (S. 1461}, if enacted, would
prove too costly—to advertisers, to the
FTC and to consumers.

Senator Frank Moss (D-Utah), chair-
man of the committee’s Consumer Sub-
committee, is sponsoring the bill. It would
require advertisers to make written docu-
mentation available to consumers for ad-
verlising claims related to safety, per-
formance, efficacy, characteristics or com-
parative prices.

Last October, Mr. Kirkpatrick urged
the committee to delay any action on the
bill until the FTC's own advertising docu-
mentation program had been assessed
(BROADCASTING, Oct. 11, 1971). That

Witnesses.

Among those who testified at last week's hearings on
Senator Moss’s Truth in Advertising bill were (I to r): FTC Chair-
man Miles Kirkpatrick, who said the bill would prove too costly to
advertisers, consumers and the FTC; Erma Angevine, executive

study is still incomplete, but Mr. Kirk-
patrick said that one fact apparent from
the program was that advertisers often
provided documentation that was too
technical for the layman.

His main points last week, however,
were economic. He felt that there would
be unknown costs placed on advertisers
in order to maintain data substantiating
advertising claims and to make this in-
formation available on demand to con-
sumers. He felt that this cost would
eventually be passed on to the consumer.

And he said that passage of the bill
would place a financial burden on the
FTC itself, since it would be the logical
federal agency to enforce the act.

While opposing the Truth in Advertis-
ing bill, Chairman Kirkpatrick favored
another Moss measure, the National In-
stitute of Advertising, Marketing and So-
ciety Act (S. 1753), which would estab-
lish a national clearinghouse to study the
impact on society made by advertising
and marketing techniques, including eco-
nomic, psychological and social effects.

At one point during last week’s hear-
ings, Senator Moss pointed to long delays
by advertisers in replying to FTC adver-
tising substantiation demands. Strong
legislation, Senator Moss maintained,
would force advertisers to make such in-
formation more readily available.

The Moss assertion that one of the
greatest single reasons for enacting the

bill was the long turn-around time for
advertiser substantiation of claims was
endorsed by Erma Angevine, executive
director of the Consumer Federation of
America. In her testimony, Mrs. Angevine
dismissed the possibility of self-regulation.
“To consumers, these promises of indus-
try seif-regulation are too often used to
divert Congress or a regulatory agency
from approving—or even discussing—
regulatory legislation or rules.”

Early last February the Consumer Fed-
eration sent several letters of complaint
about a number of TV commercials to
the National Advertising Review Board in
New York—a self-policing arm of the
advertising industry—for consideration.
According to Mrs. Angevine, "NARB’s
only substantive response” was a visit
from the vice president of the National
Council of Better Business Bureaus who
told CFA members that while the com-
plaints filed with NARB were well docu-
mented, “results would be slow and per-
haps years in coming,” and that investi-
gations would be held in secret.

In addition to supporting the Truth
in Advertising bill, the Consumer Fed-
eration has demonstrated activism in the
area of counteradvertising, and has sup-
ported work done by the Stern Concern,
Los Angeles-based public-interest produc-
tion firm, which has already turned out
two counteradvertising announcements
(BROADCASTING, May 1).

Two other witnesses also supported
both bills, Mark Silbergeld, an attorney
with Ralph Nader’s Public Interest Re-
search Group, Washington, and Lawrence
S. Blumberg, representing Public Action
to Protect Environmental Resources
(PAPER), New York.

Another angle of vision was provided
by Ambassador Charles Yost, chairman of
the National Advertising Review Board,
who re-examined the development of that
industry organization and suggested that
such private attempts at self-regulation,
combined with FTC regulation, will pro-
vide effective remedies for deceptive ad-
vertising without the need for new law.

He said the proposed advertising and
marketing institut¢ would be another val-
uable ally in that endeavor, and endorsed
the bill that would create such a clear-

director, Consumer Federation of America, who felt the measure
was the only means to guarantee rapid ad documentation; Charles
Yost, chairman, NARB, who disagreed and suggested that a blend
of industry self-regulation and FTC policing would be best; Peter
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inghouse for ad impact studies.

Peter W. Allport, president of the As-
sociation of National Advertisers, said
the documentation bill was laudable in
its intention but would have the “ironic
effect” of leaving the consumer even less
informed. Citing Mr. Kirkpatrick’s own
analysis, Mr. Allport said that only those
with specialized knowledge would be able
to evaluate advertising documentation.

The problem would be even greater
with claims that are more “generic” than
specific, he said. They are based on the
broad judgments of experts who have de-
voted a lifetime to their fields. Genuine
description of “pertinent research or other
data,” in this case, would mean giving
the consumer “a complete education up
through the PhD level in one specific
field,” Mr. Allport said.

Mr. Allport also questioned what the
proposed ad institute might accomplish.
“T find it hard to conceptualize or visual-
ize meaningful studies or examinations
of effects on society which are limited to
a single causative factor,” he said.

Howard H. Bell, president of the
American Advertising Federation, was
scheduled to testify but was unable to
appear. He will testify next week.

R = e ___—— |
More time for U.S. Media

U.S. Referee in Bankruptcy Edward J.
Ryan has adjourned until June 13 a hear-
ing on a petition to bar the Westinghouse
Broadcasting Co. and other broadcasters
from suing in court to collect directly
from advertisers for services rendered
but not paid for because of bankruptcy
proceedings started by U.S. Media Inter-
national, New York.

Judge Ryan has collected evidence
from various witnesses and adjourned the
hearing. Meanwhile, a spokesman for the
creditors committee said it has rejected a
U.S. Media offer to settle on the basis of
55 cents on the dollar, saying there were
some provisions that were unacceptable.

In its petition for reorganization under
Chapter 11 of the Federal Bankruptcy
Act, U.S. Media listed liabilities of
$8,095,215 and assets of $4,158,159
(BROADCASTING, Oct. 18, 1971, et seq.).

Allport, president, ANA, who said that the bill would effectively
reduce the flow of Information to consumers; Mark Siibergeld,
Public Interest Research Group, confident of the bill's adoption,
who examined the possibility of civil suits against those advertisers

Court sticks by
new spending law

Broadcasters rebuffed in attempt to have
parts of Federal Election Campaign Act
ruled unconstitutional; counsel for losers
promises fight is not over yet

A three-judge federal court in Washington
says that Congress can require broadcast-
ers—as “licensees of a public trust”—"to
give political advertisers the same cost
advantages the stations have chosen to
give to steady customers advertising un-
derarm deodorant and cat food.”

The court made the comment last week
in a brief, unsigned order denying the
request of 42 broadcast licensces that por-
tions of the new Federal Election Cam-
paign Act be declared unconstitutional
and that thc Justice Department be en-
joined from enforcing them.

The broadcasters, clients of the Wash-
ington law firm of Smith & Pepper, con-
tended that the new law—the first effort
at reforming political-campaign practices
in 45 years—violates their rights under
the First and Fifth Amendments to the
Constitution,

The decision does not mark the end
of the broadcasters’ effort, Arthur Wein-
berg, who argued the case for Smith &
Pepper in behalf of the licensees, said a
decision will be made as to whether the
three-judge district court will be asked
to reconsider its decision or whether the
decision will be appealed to the Supreme
Court.

If the latter route is chosen, the Na-
tional Association of Broadcasters will be
asked to participate. Mr. Weinberg said
the firm has borne most of the expense
of the litigation thus far, in the belief that
“someone” should challenge the law.

The allegation concerning the First
Amendment turns on the statute’s “certifi-
cation” requirement. It prohibits individ-
uals or groups from buying time in behalf
of a candidate without his consent; this
is to assure compliance with the spending
limitations written into the law. However,
groups opposed to a candidate need not
obtain anyone’s consent to buy time for

up on May 31.

a spot to attack him, unless the spot is
authorized by, or may “reasonably” be
imputed to, a candidate.

The court said the provisions raise
“substantial” First Amendment questions.
But it also said that they cannot be re-
solved “in a vacuum without aid of
practical experiences in the operation of
this admittedly somewhat experimental
enactment.”

It was in rejecting the Fifth Amend-
ment argument that the court analogized
political candidates to sellers of de-
odorants and cat food. The broadcasters
had claimed that the act denies them the
right of due process in requiring them to
make time available to political candi-
dates at their “lowest unit” charge and,
in addition, discriminates in favor of
newspapers and fnagazines in specifying
only that their charges to political candi-
dates for space be no more than those
made “for comparable use” of such space.

But, the court said, “television sta-
tions,” unlike newspapers “are licensees
of a public trust.” (The court consistently
referred to television stations, although
the law applies to radio stations as well.)
And in specifying the lowest unit charge,
the court said, “Congress was merely
imposing upon its licensees an obligation
to hold down the cost of political adver-
tising.” It added that the rates specified
are those which broadcasters have
evolved, “and, in most instances, at least,
must be presumed to be compensatory.”
The court said Congress can require
“those to whom the airways are licensed
to give political advertisers the same cost
advantages” they give steady customers.

The court also rejected the argument
that the statute is vague as to whether
broadcasters are required to make the
lowest unit charge available to nonfed-
eral as well as federal candidates. The
suit noted that the statute defines “legally
qualified candidate” as one who meets
the qualifications for the “federal office
for which he is a candidate.” However,
the court said the act is “clear and un-
equivocal™ in asserting that the lowest
unit charge applies in the case of any
“legally qualified candidate for any public
office.”” The FCC’s interpretation of the
applicable section as applying to any

not in compliance with its provisions, and Lawrence Blumberg, of
PAPER, who expressed hope that the bill also would encompass
ecological advertising. The Moss hearlng is scheduled to wind
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candidate is correct, the court affirmed.

One argument made by the broadcast-
ers that was not discussed in the opinion
dealt with the provision in the law pro-
hibiting candidates from spending on
radio and television more than 60% of
the total they are allowed to invest in
their campaigns. The suit claimed this
limitation also violates broadcasters’ Fifth
Amendment rights.

The special panel issuing the ruling
consisted of Judge Harold Leventhal, of
the U.S. Court of Appeals in Washington,
and U.S. Judges Gerhard Gesell and
Oliver Gasch.
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Hot line for sports breaks

Bristol-Myers’s Vitalis has installed a
“hot line” to keep it up to date on local
sports programing by television stations
in 40 markets.

Rick Glosman, broadcast buying co-
ordinator in Bristol-Myers’s advertising
services department in New York, has
a special line to handle calls direct from
the stations. The objective is to give Vi-
talis the opportunity to participate in, and
maintain identity with, sports programing
of local appeal.

The participating stations have prints
of commercials and creative materials on
hand should a fast-breaking sporting
event result in last-minute local sports
programing and a Vitalis decision to use
a commercial in the show. Young &
Rubicam, New York, is the agency for
Vitalis.

Vitalis said the line was used several
days before wNAC-Tv Boston scheduled
a half-hour special, Fire on Ice, preced-
ing the Stanley Cup playoff game of
May 11 between the New York Rangers
and Boston Bruins hockey teams. Word
of the scheduled program—in a call to
Mr. Glosman, (212) 644-2935—resulted
in Vitalis ordering full sponsorship of the
special.

L ]
Faster payments
reported in spot

Station sources indicate the incidence of
slow pay in spot television has declined
noticeably this spring. That word was
passed on last week by Warren W. Mid-
dleton, executive secretary of the Insti-
tute of Broadcasting Financial Manage-
ment, to the advertising agency financial
management group of the New York
Credit Association.

Mr. Middieton said that IBFM is still
proceeding with plans to establish the
Broadcast Credit Association within
weeks. The association will inform agen-
cies of their credit standing at the same
time it tells stations about the aging
status of agency receivables.

Mr. Middieton said the reports of
“substantial” improvements in payments
have come from informal statements of
stations and station representatives and
that it was difficult to translate them into
percentages or figures because “‘none are
available, and this is one of the reasons
we are embarking on the broadcast credit
association project.”

Blanket exemption
denied radio-TV

No scrapping of over-all price controls,
but council points to eariier easings

The Cost of Living Council has rejected
the National Association of Broadcasters’
plea that radio and television advertising
rates be exempt from price controls.

The council said the Price Commission
has already taken two actions aimed at
easing price-control restrictions for broad-
casters. One permits individual advertis-
ing rates to rise, as long as the average
of all rates remains stable. The other,
adopted May 3, exempts small businesses
with 60 employes or fewer from price
controls (BROADCASTING, May 8). The
council said that the exemption applies
to many smaller stations.

Still pending before the Price Commis-
sion is a letter it received from FCC
Chairman Dean Burch in January re-
questing an interpretation of the price
restrictions that would permit broad-
casters to apply a more flexible pricing
policy. The chairman’s suggested ap-
proach would permit broadcasters to ad-
Just prices up and down in keeping with
the size of their audiences (“Closed Cir-
cuit,” Jan. 17). The council's disposition
of the NAB request is expected to clear
the way for the Price Commission action
on the chairman’s letter.
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Canada may go after
children’s vitamin ads

The Canadian government has announced
its intention to institute stiffer regulation
of advertising for children's vitamins and
related products on radio and television.
Federal health minister John Munro an-
nounced last Tuesday (May 16) that new
legislation will attempt to deal with what
he termed “the unnecessary taking of
drugs” by youngsters, which he feels can
often lead to other drug abuses later in
life. The new rules, which would be en-
forced by the Canadian Radio-Television
Commission, are expected to be placed
in force by year end.

B&B turns to computer firm
to overcome slow payments

Benton & Bowles, New York, which is
responsible for more than $40 million in
spot biiling annually is now cooperating
with Broadcast Data Base, New York, in
the company’s spot-TV administration
and invoicing computerized technique to
speed payments.

B&B is the second agency to authorize
participation in BDB's facility. The com-
puterized service received widespread
attention earlier this year when Young &
Rubicam, which bills at the annual rate
of some $70 million in spot, disclosed
that its media schedules had been stored
within the Broadcast Data Base system
and were being continually updated
(BROADCASTING, Feb. 21).

In an announcement today (May 22)
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George Simko, vice president and direc-
tor of media management at Benton &
Bowles, drew immediate attention to the
system’s promise in attacking the prob-
lem of slow payments to stations. Mr.
Simko said the key to solving the prob-
lem “is simply a clean invoice. Stations
can get their money promptly and we
can verify performance. That's really
what everyone wants.”

Mr. Simko said that in view of the
willingness of BDB subscriber stations to
add management controls to traffic and
accounting procedures, “we're more than
willing to cooperate by entering our spot
schedules for their stations into the sys-
tem.” Y&R had also pointed to the com-
puterized technique as an aid to over-
coming slow-pay problems. The system
stores matched station and agency rec-
ords in a clean billing file for invoicing,
and records which do not agree are held
in a “discrepancy” file. These functions
are performed overnight by the com-
puter. Its speed permits early resolution
of discrepancies.

Retailers, TVB, RAB
pick the best commercials

Jackie Gordon men’s store, Filene’s,
Woolco are among winners for TV ads

Retail commercial makers were given a
pat on the back last week for their work
in radio and television advertising by the
Radio Advertising Bureau and the Tele-
vision Bureau of Advertising. The awards
which were co-sponsored by the National
Retail Merchants Association, were pre-
sented during the annual NRMA sales
promotion meeting held in Newport, R.1

Top winner in the fourth annual com-
petition in the television area was Jackie
Gordon, Philadelphia men’s specialty
store, for a 30-second spot commercial
entitled “Evolution of Clothes”; and in
radio, Joseph Horne, Pittsburgh depart-
ment store, for its 1971 Chirstmas cam-
paign.

In television the series winners (three
or more commercials) were, first place:
Filene's, Boston, department store; and
honorable mentions: J. C. Penney, At-
lanta, and J. M. McDonald, Hastings,
Neb.

In addition, first- second- and third-
place TV awards were presented to stores
under three market rankings: markets
one to 50, 51 to 100 and 101 and over.
First prize winners in the respective mar-
kets were Woolco, New York; Sidney’s,
Roanoke, Va., and the Light Boutique,
Sioux City, lowa.

A separate award in the food category
was given to A&P grocery chain, Mil-
waukee, for a TV spot about steak, and
a special award for a public-service cam-
paign was presented to the Philadelphia
Merchants Association for its campaign
against shoplifting.

Radio awards for excellence were
handed out in three categories, First place
winners, in item advertising: Wrangler
Wroost, a chain of boutique clothing
stores; special promotion category: Frank-
lin Simon, Atlanta; and institutional: S&S
Valley Tire, Kent, Wash.
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Yakkity sax. Bissell Inc., Grand Rapids,
Mich., carpet and upholstery cleaning
equipment manufacturer, through Nor-
man, Navin, Moore and Baird, there,
will sponsor one hour musical special on
NBC-TV, Star Spangled Boots, Tuesday,
Aug. 29 (9:30-10:30 p.m. NYT). Spe-
cial stars Boots Randolph with guests
Doc Severinsen, Barbara McNair and
Chet Atkins. Also on NBC-TV, Dr. Pep-
per Co., Dallas, through Young & Rubi-
cam, New York, will sponsor one-hour
special, Good Vibrations '72 from Lon-
don Tuesday, July 18 (9:30-10:30 p.m.
NYT).

Hollywood branch. Jack Wodell asso-
ciates, San Francisco-based agency, has
opened branch office in Hollywood to ser-
vice industrial and consumer accounts,
particularly motion-picture industry cli-
ents. Concurrent with new office, it was
announced that Wamer Bros. Pictures
and United Artists Theaters have ap-
pointed agency to handle their accounts.
Staff of branch operations has been
formed with shift of five employes from
San Francisco office. Jack Wodell Asso-
ciates, 6922 Hollywood Boulevard, Suite
418, Hollywood, 90028.

Warm-weather campaign. Baskin-Rob-
bins ice cream stores, Burbank, Calif.,
through Carson/Roberts division of Ogil-
vy & Mather Inc., Los Angeles, this week
begins annual warm-weather campaign
on national basis for more than 1,000
franchise outlets. Television will be used
in 46 top markets, with two different
spots to be rotated. Campaign will run
through June. TV buys will be for day
times and early-evening hours with more
than one station used in many markets.

Expands retail TV commercials work-
shops. Television Bureau of Advertising
is putting its retail TV commercials
workshops into Los Angeles (June 20),
Atlanta (June 23) and Chicago (June 27)
as result of success with its first such
meeting, held last month in New York.
Retailers cast in featured roles give other
retailers advice on how they can produce
more effective commercials at Jow budget.
Reservations for workshops, 8:45 a.m. to
4 p.m., including also reception and
luncheon, are handled by Tom McGold-
rick at TVB, one Rockefeller Plaza, New
York 10020, (212) 757-9420.

Grey in D.C. Grey Advertising opened
its eighth U.S. office at 1150 17th Street,
N.W., Washington. Paul S. Fields is
manager.

Expressway campaign. Continental Air
Lines, Los Angeles, through Needham,
Harper & Steers, same city, has started
three-month $1.5-million advertising and
marketing effort designed to solidify and
increase traffic on Chicago to Los An-
geles, and Los Angeles to Chicago runs.
Extensive TV, radio, newspapers and out-
door media are being used to describe
Continental’s “Expressway” approach to
traveling between West Ccast and Middle
West cities. Idea is to cquate flying Chi-
cago-L.A. route with fast, direct auto
travel on expressway or freeways.

Media

The FCC’s ears
are burning

It gets stronger message from Staggers
than irom monitoring staffer’s phone

Printed on page 3 of the FCC’s telephone
directory is this bit of intelligence:

“No electronic, mechanical, or other
means of monitoring telephone commu-
nications by or to officials and employes
of the Federal Communications Commis-
sion shall be used without the knowledge
of both parties.”

If commission officials early in 1970
had heeded that paragraph, they might
have been saved an uncomfortable day
of testifying before Chairman Harley O.
Staggers (D-W.Va.) and his Investiga-
tions Subcommittee last week.

Representative Staggers had summoned
Chairman Dean Burch and staffers who
had been directly involved to explain an
incident of monitoring involving a staff
member’s office telephone (BROADCAST-
ING, May 15). Chairman Burch had al-
ready testified on the incident in closed
session on March 28. The purpose of the
open hearing, Chairman Staggers said,
was to let other government agencies
know he is opposed to “wiretapping.”

Although Chairman Burch, who had

-approved the monitoring, and his aides

who had recommended it said it was the
only time the commission had engaged
in such an activity, and that it was under-
taken in an effort to do something about
a problem that had plagued the agency
for decades—leaks of confidential infor-
mation—Chairman Staggers was in-
censed.

He called it ‘“‘reprehensible and
wrong.” And he disagreed with the com-
mission’s contention that the activity had
been legal. He said a 1968 law prohibits
such telephone-message interceptions un-
less one of the persons involved gives his
consent or a court order is obtained.
Neither condition was met.

The employe whose telephone was in-
volved was disclosed to have been a law-
yer in the Broadcast Bureau. An exten-
sion leading from his phone to one in
the office of the security officer, Fred
Goldsmith, was installed on Feb. 17,
1970, after an “eyewitness” had informed
Mr. Goldsmith that the lawyer was mak-
ing agenda information available to an
attorney then in private practice but for-
merly with the FCC. The private practi-
tioner was also alleged to have used the
office telephone with agenda items open-
ed before him—and it was his calls the
commission wanted to intercept, officials
said.

After five weeks the telephone exten-
sion was withdrawn. No conclusive evi-
dence was collected, and no action was
taken against the employe, said to be
elderly, in poor health and still on the
FCC staff.

The commission’s position was that
the law does not prohibit a private con-
cern or a government agency from inter-
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cepting messages over its telephones when
it believes the telephones are being used
illegally. Henry Geller, then general
counsel and now a special assistant to
Chairman Burch, testified that he gave
that as a “curb-stone opinion” when Mr.
Goldsmith and Max Paglin, at the time
executive director and Mr. Goldsmith’s
superior and now with the Office of Opin-
ions and Review, checked the legality of
the proposed monitoring with him. Mr.
Goldsmith and Mr. Paglin (also an ex-
general counsel) testified that they had
seen nothing improper in the monitoring.

But Mr. Geller's testimony as to the
advice he offered angered Representative
Staggers. “You don’t belong down there
at the FCC at all,” he said. “They
shouldn’t rely on you at all.”

Nor did John Pettit, the present gen-
eral counsel, fare any better. After he
defended the formal brief the commis-
sion submitted to the subcommittee, one
in which much was made of the fact
that a “trespasser’”” was allegedly using
the agency’s phone, Representative Stag-
gers told Chairman Burch: “You're get-
ting bad advice.”

Although Chairman Burch contended
that the agency had acted legally, he con-
ceded it had violated at least one provi-
sion of a commission order, issued in
1961, which deals with the subject of
monitoring—and which appears to be the
basis of the paragraph on monitoring
appearing in the commission’s telephone
book. The provision, which is not limited
to calls of agency personnel, prohibits the
commission from using any listening de-
vice to monitor telephone conversations
“without the knowledge of both parties.”

(e = == SN LSS T
Peace returns to Moline

I's been an on-and-off fight since 1957
for WQAD-TV’s channel 8, but the end
is now—heliped by a $400,000 payment

The out-of-court settlement involving the
contest for channel 8 Moline, Ill., has
been sealed with a $400,000 payment to
the group that had waged a five-year
fight to displace Moline TV Corp.’s
WQAD-TV as the channel occupant.

The one-time challenger, Community
Telecasting Corp., had filed an appeal
with the U.S. Court of Appeals in Wash-
ington after the FCC last August denied
the competing application and renewed
WQAD-TV’s license ( BROADCASTING, Aug.
23, 1971). But in March, it was learned
that the two parties had reached an
agreement that would terminate the suit
(BROADCASTNG, March 13).

The agreement has not been made
public. But sources familiar with it
confirmed that it involved a $400,000
payment to Community, spread over five
years. The agreement reportedly contains
no accounting of expenses, and one source
said the total represents ‘‘substantially
more” than Community’s expenses.

Under the agreement, Moline TV is
said to have acquired all of the stock in
Community, along with its assets and
liabilities, and to have retained Commu-
nity as a consultant. The consultancy pro-
vision is said to represent $50,000 of the
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total payment, and is seen as assuring
Moline TV that the Community group
will not mount another challenge. Com-
munity was 70% owned by Sterling (Red)
Quinlan, former general manager of
ABC’s wrs-Tv Chicago and now an offi-
cial of International Digisonics Corp.

Unlike pay-off agreements involving
competing applicants in a comparative
hearing, which the FCC does not ap-
prove if they provide for payments ex-
ceeding expenses, the one involving the
Moline facility did not require commis-
sion approval, according to attorneys for
the parties and the commission.

They noted that it affirmed a2 commis-
sion decision renewing an existing license.
However, it was submitted to the com-
mission’s general counsel, John Pettit,
for review. The only role said to have
been required of the commission was
that it agree to the dismissal. That assent
was granted, and the suit was dropped
on March 30.

The agreement ends a contest which
has been costly for both sides and whose
end was not yet in sight. In a sense, the
battle has been under way since 1956,
when competing applications for the
channel 8 facility were originally filed.
The commission granted Moline TV’s ap-
plication in 1962. However, the fight
resumed four years later, when Moline
proposed to sell wQAD-Tv to the Evening
News Association of Detroit for $6.5
million.

Several individuals who had owned
stock in one of the losing applicants or-
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ganized themselves into Community and
filed a petition to deny the sale and an
application for channel 8. Moline TV
later dropped its effort to sell the station,
but in January 1968, its renewal applica-
tion was designated for hearing along
with Community’s competing application
(BROADCASTING, Feb. 2, 1968).

Epilogues to Boston story

‘Herald-Traveler’ demise expected June 4;
BBI's David wins on two counts,
loses on one—and he’ll appeal it

Repercussions from the old Boston chan-
nel 5 case are continuing to be felt, two
months after Boston Herald-Traveler’s
WHDH-TV was replaced on the channel by
Boston Broadcasters Inc.’s wcvB-Tv.

In one, Harold E. Clancy, president
and publisher of the Herald Traveler
Corp., announced that, because of the
loss of the television station revenues,
the corporation plans to sell its newspaper
groperties to the rival Hearst Corp. for

8.5 million. Other sources reported that
the 125-year-old Herald-Traveler will
cease publication on June 4.

However, Mr. Clancy said that, re-
gardless of whether the sale is consum-
mated, the corporation will continue to
operate its radio stations, WHDH-AM-FM.
If the sale is completed, the corporation
will assume a new name—WHDH Cor-
poration.

In another development, a Massachu-
setts court found Nathan David, execu-
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tive vice president of BBI, innocent of
two charges that he violated the com-
monwealth’s “Blue Sky” securities law,
and guilty of one, and fined him $1,000.
He plans an appeal.

The demise of the Herald-Traveler was
not unexpected. Mr. Clancy last January
had said that, if the FCC order denying
the renewal of WHDH-Tv license and
granting the application of BBI for chan-
nel 5 were not reversed, the newspaper
“could not survive the loss of the tele-
vision revenues.”

The state charges brought against Mr.
David were filed in the waning days of
the Herald-Traveler's fight to retain con-
trol of channel 5, and involved the same
circumstances as those in a civil suit the
Securities and Exchange Commission
brought against hirm in August (BROAD-
CASTING, Aug. 23, 1971). The FCC has
ordered Mr. David’s separation from the
activities of BBI until the charges against
him have been resolved.

The two charges of which Mr. David
was found innocent involved the alleged
sale of unregistered stock. The third
charge was that he sold stock without
being a registered agent.

Mr. David said that amounted to an
alleged “technical violation of a highly
technical statute in representing other
persons in the purchase of certain stocks,
without first paying a $10 fee and obtain-
ing a stockbroker’s license which would
have been routinely issued upon my
application.”

Noting that the $1,000 fine was 1/25th
of the possible maximum, he said: “De-
spite the small penalty, at this time I plan
to file an appeal from this decision be-
cause I am still convinced that nothing I
did was a violation of law in any way,
technical or otherwise.”

Changing Hands

Announced

The following sales of broadcast stations
were reported last week, subject to FCC
approval:

a WNBF-aM-FM Binghamton, N.Y., and
WFBG-AM-FM Altoona, Pa.; Sold by Tri-
angle Publications Inc. to Stoner Systems
Inc. (wNBF-AM-FM) and Edward Giller
and others (WFBG-AM-FM) for $1.1 mil-
lion and $450,000, respectively (see page
41).

® WrMmp(aM) Tampa, Fla.: Sold by Joe
Speidel 111 to R. H. McLeod for $650,000.
Mr. McLeod is a real-estate developer in
New Orleans. WTMP operates on 1150
khz with 5 kw day. Broker: Blackburn
& Co.

® Kexs(aM) Excelsior Springs, Mo.:
Sold by George Williams to Jeffco Tele-
vision Corp. for $110,000. Mr. Williams
publishes the Brookfield, (Mo.) News-
Bulletin, a daily. Jeffco, a new company,
has 10 stockholders, all businessmen
from the Columbia, Mo., area. None
have broadcast interest. Mrs. Frieda
Moyer and Fred Hulse are the major of-
ficers: Kexs operates on 1090 khz
with 250 w day. Broker: Chapman As-
sociates.



The last two
Triangle sales

Stoner to get Binghamton outlets
for $1.1 million; Giller group
to buy Altoona AM-FM for $425,000

Agreement has been reached on the sale
of the last broadcast properties remain-
ing in the fold of Triangle Publications
Inc. In an announcement last week,
Stoner Systems Inc. said it has purchas-
ed Triangle’s wNBF-AM-FM Binghamton,
N.Y., for $1.1 million. In a second trans-
act:on expected to be announced shortly,
Triangle’s WFBG-AM-FM Altoona, Pa.,
will go to a local group headed by Ed-
ward Giller, the stations’ general man-
ager, for $425,000. The sales were made
known two weeks ago (“Closed Circuit,”
May 15).

The current transactions are part of
a package announced last December
(BROADCAST]NG Dec. 6, 1971) involving
all the stations remaining under Triangle
license following last year’s $110-million
sale to Capital Cities Broadcasting Corp.
of the nine other stations in Triangle’s
original group (BrOADCASTING, May 3,
1971). The post-Capcities package in-
volves WNBF-AM-FM-TV, WFBG-AM-FM-TV
and wLYH-TV Lancaster-Lebanon, Pa.
Terms of that $16-million transaction
call for the television properties to be
sold to a new company headed by
George Koechler, Triangle broadcast di-
vision general manager, and financially
controlled by Malcolm Borg and his
family, who publish the Bergen (N.J.)
Evening Record. The deal provides for
the spin-off of the radio stations, with
the price negotiated for those facilities
subtracted from the $16-million figure.
By that standard, Mr. Koehler and asso-
ciates will wind up paying $14.4 million
for the TV properties.

Stoner, which is based in Des Moines,
Towa, is headed by Glenn Bell. It is also
the licensee of kso{aM)-KFMG(FM) Des
Moines, and wonT{aM) Huntington,
W. Va.

Mr. Giller has no other broadcast in-
terests beside his involvement in the
WFBG stations.

WNBF operates full time on 1290 khz
with 5 kw. WNBF-FM is on 98.1 mhz
with 10 kw and an antenna 960 feet
above average terrain. WFBG is on 1290
khz with 5 kw day and 1 kw night.
WEBG-FM operates on 98.1 mhz with 30
kw and an antenna height of 1,020 feet.
R. C. Crisler & Co. and Frazier Gross &
Co. co-brokered the Binghamton deal;
Frazier-Gross was the sole broker in the
Altoona transaction.

WLAS faces penalties
for double billing

FCC Hearing Examiner Forest L. Mc-
Clenning has recommended that WLAS-
(am) Jacksonville, N.C., be renewed for
a short term—and that Seaboard Broad-
casting Corp., its licensee, be fined
$10,000—in light of findings that a sta-

tion engaged in fraudulent billing prac-
tices.

Mr. McClenning’s initial decision,
handed down last week, following a hear-
ing on charges that Seaboard supplied
advertisers with affidavits of performance
that did not correspond to commercial
time actually given to them. Further, the
issue sought to determine whether the
company misrepresented facts to the
commission in response to various in-
quiries. (At one point in the hearing,
Seaboard’s renewal application was mu-
tually exclusive with the competing appli-
cation of Sencland Broadcasting Systems
Inc. for the same facilities, but that firm
later withdrew from the proceeding.)

The examiner found the fraudulent-
billing allegations to be valid. But he said
that the “record fails to support” charges
that Seaboard principals intentionally
misled the commission. Further mis-
representation issues, however—notably
charges that Seaboard did not give the
truthful assessment of the duration of
spot announcements and WLAS's cover-
age area and contours—were decided
against the licensee.

In addition to the fine, Mr. McClenn-
ing ruled, Seaboard’s license is to expire
prematurely on Dec. 1. He said the sta-
tion’s past record and affirmative efforts
to correct deficiencies make a denial in-
appropriate. The initial decision will be-
come effective in 50 days unless an ap-
peal is filed or unless the commission
moves for a review of the case.

KAYE claims
foul from bench

Asks Examiner Nash be disqualified
from further hearing on its renewal;
stormy exchanges with counsel cited

KavE(am) Puyallup, Wash., which has
been fighting for nearly two years to
retain its license, last week asked that
FCC Examiner Ernest Nash, who pre-
sided at the KAYE hearing, be disqualified
due to “bias and prejudice.”

The pleading, which according to FCC
routine was submitted to Mr. Nash
himself, follows a commission order of
three weeks ago for further hearings in
the case. The order was to allow KAYE
to present rebuttal to testimony of the
Puget Sound Committee for Good Broad-
casting, a citizen group that had peti-
tioned against the station’s renewal.
(BROADCASTING, May 8).

At a prehearing conference in Wash-
ington on May 11, Benedict P. Cottone,
KAYE's chief counsel, asked Mr. Nash to
step down. Mr. Nash refused, reportedly
claiming that he did not consider himself
disqualified and, in fact, felt an “obliga-
tion to the commission™ to continue on
the case Mr. Cottone then formally
moved for disqualification.

After a 1970 hearing, Mr. Nash, on
June 3, 1971, released an initial decision
recomenmding that KAYE's renewal appli-
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cation be denied on fairness grounds
(BROADCASTING, June 7, 1971). It was
the events that took place during that
hearing, and the wording of the initial
decision itself, Mr. Cottone said, which
led him to last week’s action. Mr, Cot-
tone earlier had said that he considers
his personal reputation as an attorney
to be under attack in the case.

The KAYE pleading last week con-
tained numerous references to judicial
and administrative proceedings in which
it was determined that the presiding
judge or examiner should be declared
ineligible. Another reference was to the
May 11 federal court decision, over-
turning the contempt citations issued
against members of the “Chicago 7,
which stated: “Attorneys have the right
to be persistent, vociferous, contentious
and imposing, even to the point of being
obnoxious, while acting on a client’s be-
half.” That opinion, Mr. Cottone feels,
refutes many of Mr. Nash’s findings
against KAYE and himself.

The pleading stated that “it is KAYE’s
position that the examiner's conduct
throughout the course of this proceeding,
including his rendition of an accusatory
initial decision containing false, unwar-
ranted and irrelevant charges against
KAYE and its counsel, constitutes a clear
showing of bias and prejudice which per-
manently taints the record of this pro-
ceeding and demands that any remand
hearing be held before another examiner.”

The brief included a 41-page affidavit
by Mr. Cottone claiming numerous epi-
sodes demonstrating bias on the part of
Mr. Nash. These include:

" A “lengthy and hostile” attack on
Mr. Cottone during a prehearing confer-
ence for filing a pleading in opposition to
interrogatories by PSC’s attorney.

® The action of Mr. Nash in striking of
the entire testimony of the mayor of
Tacoma, Wash. (favorable to KAYE)
“without reason.”

®= Mr. Nash’s attribution of all im-
proper conduct among hearing spectators
to KAYE.

= Mr. Nash’s distribution to the press
during the hearing of a written statement
“maligning the professional conduct” of
Mr. Cottone, and his granting of permis-
sion to the PSC counsel to read a similar
statement.

= The examiner’s refusal (on two oc-
casions, once without having read Mr.
Cottone’s written request) to allow KAYE
a delay in the hearing to present rebuttal.

= Mr. Nash’s ordering Mr. Cottone out
of the hearing room after one particularly
heated exchange. (Mr. Cottone walked
out on another occasion.)

‘Kidding’ a candidate

When KNXT(Tv) Los Angeles endorsed
Joseph Busch for district attorney in a
televised editorial, it expected requests
for rebuttal time from opposing candi-
dates. But Stephen Smith was a surprise.
He replied to the KNXT editorial on behalf
of the candidacy of his father, Christo-
pher Smith. Stephen Smith is 11, by
many years the youngest editorialist ever
to appear on the station.

Money’son
their minds
in cable

The regulatory battles largely behind
them, NCTA members turn their attention
to what comes next. First, if last

week's convention was any indication,
will be the matter of financing.

Cable TV operators at the annual con-
vention of the National Cable Television
Association in Chicago last week—almost
5,000 in number and decidely strong in
attitude—were virtually unanimous that
CATV was at a take-off point for a
bright future. Many, however, were be-
mused. The puzzlement came from a
common question: What now? And how?

Cable owners’ delight was evident.
With the issuance of the FCC’s rules last
February, CATV operators feel that they
have been thawed after almost seven
years of a freeze imposed by the FCC
and enforced by a number of competitive
forces.

But there still are major problems
ahead, and the first of these is money.

They heard from a score of financial
experts last week and the advice seemed
to add up to a truism: If a cable company
is large enough—in the order of 100,000
subscribers or more—it should have no
difficulty getting the financing it needs to
build or rebuild systems, But if it is a
smaller firm, then money may not be so
readily available, although it is there, at
a price.

In order to reach the estimated million
cable homes target that has been forecast
for the next five years, the cable industry
will need $6 to $9 billion in capital funds
for construction. This is the figure used
by Elliott Averette, president of the Bank
of New York, one of the principal speak-
ers at the several financial panels and
general sessions at the cable meeting. In
that case, he added, the competition for
available funds “will be intense.” Particu-
larly, he added, since there is a lot of
pressure to use money in such “socially
desirable” areas as housing.

The top 10 multiple systems will need
at least §200-$300 million in the next
five years, according to Jeffrey W. Cas-
dom, Source Equities, New York.

Pay TV was mentioned prominently as
a new source of revenue for cable sys-
tems. Mr. Casdom noted that cable TV
was just beginning to show black income,
and now has to gear for new construc-
tion. But, with pay TV bringing in, for
example, about $100 a year extra per
subscriber, that could mean adding $1 or
$2 per share to earnings.

Herbert F. Ebert, Bank of Madison,
Madison, Wis., carried this thought a step
further: If cable systems are going to be
offering a number of special services, he
said, this could mean that the present
monthly rates could move up from $6 to
$8 or $10 a month.
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Timing. David Foster presided over his
first convention as NCTA president in Chi-
cago last week, He couldn’t have chosen
a more opportune time.

Interest of insurance companies in
cable has heightened recently, according
to Herbert Mann of Teachers Insurance
and Annuity Association, New York. His
firm, he said, has $50 million outstanding
to major group cable systems on 15-year
terms. Smaller CATV groups, he said,
will still have to go to banks for short
term financing.

One ray of sunshine for the cable asso-
ciation members in the audience came
from Dr. Leonard Tow of Teleprompter,
who noted that only a few years ago a $2
million financing was major news, Today,
he said, some cable systems could bor-
row up to $50 million.

Also announced during the convention
was the formation of a new financial
lending company: Cable Funding Corp.,
New York, that is in the process of sub-
mitting a multimillion-dollar public offer-
ing registration with the Securities and
Exchange Commission in Washington. Its
purpose, according to Stephen M. Gor-
don, vice president and secretary, is to
make straight loans on five to seven year
terms for the construction of cable
systems.

Principals in the firm are Martin F.
Malarkey Jr., of Malarkey, Taylor &
Associates; Milton A. Gordon, president
of Halle & Steiglitz, New York invest-
ment and brokerage house, and Morton
L. Jankow, New York lawyer. Others
among the management directorships are
Walter Cronkite, CBS News commenta-
tor; Harrison Salisbury, New York Times
“op-ed” editor; Dr. Joseph V. Charyk,
president of the Communications Satellite
Corp., and David J. Mahoney, president
and chairman of Norton Simon Inc.

Finances were in their minds in other
directions, too. With the push for cable
TV to become more than a passive re-
ception service, cablemen were excited
by the sudden announcements that two
significant pay TV tests would be under-
taken this year, both on CATV systems
(see page 21).

Even so, the mood was cautious, for
there are problems. There still is a hard
core of cable owners, for example, who
feel thier mission is reception, to bring




the public more and better TV broadcast
signals. Forget about all those special
services that everyone is pushing for, they
say. They cost money. This attitude was
acknowledged by Wally Briscoe, NCTA
senior vice president for association af-
fairs. “The most saleable feature of
CATV,” he said, “is still bringing in TV
signals, better reception and more pro-
grams.”

Even the idea of selling advertising——
on origination channels, a possibility that
excited the CATV industry a few years
ago, was given a dash of cold water.
Leonard Matthews, president of Leo
Burnett Co., Chicago, said in essence:
When you have the numbers, come to
us. He did say, however, that cable TV
could prove to be an ideal advertising
medium, since target audiences could be
chosen so much better.

And, he added, don’t try to compete
with regular TV broadcasting. “I doubt
if you can compete in those areas,” he
said.

Still unsettled, too, is the matter of
copyright legislation. This is one of the
elements that broadcasters, CATV and
copyright owners agreed to negotiate as
part of the compromise agreement among
the three parties last November. But
again it means more expense, and many
cable operators are satisfied to let the
negotiations drag out, particularly in the
light of the recent CBS-Teleprompter
federal court decision that held, as the
U.S. Supreme Court had in the Fort-
nightly case, that CATV is not liable for
copyright payments.

That the negotiations between NCTA
and the film copyright committee are in
danger of foundering was made clear by
two speakers at the convention. Jack
Valenti, president of the Motion Picture
Association of America, was blunt; he
said they had come virtvally to a dead
end. Gary Christensen, a Washington
lawyer who represents NCTA in the
negotiations and who is the former gen-
eral counsel of the association, admitted
that the sticking point had been reached
on fees. And, Michael Horne, another
Washington lawyer who represents the
Association of Maximum Service Tele-
casters, was vigorous in accusing NCTA
of stalling. It is almost six months since
the consensus agreement was signed, he
noted, and there is not a sign of agree-
ment on copyright legislation.

But David Foster, new president of the
NCTA, demurred at the thought of
failure, Negotiations are continuing he
said; another meeting is scheduled for
this week.

For the first time, the NCTA scheduled
a formal panel on the broadcasting view-
point. This had Richard Block, Kaiser
stations, list those issues that broadcasters
fear about CATV. In temperate fashion,
however, Mr. Block also listed those
things that he finds good about CATV.
And he urged cable operators to establish
closer communications with the National
Association of Broadcasters, since there
will be problems of exclusivity, all-chan-
nel tuning for TV receivers, and above
all maintenance of the First Amendment
rights for broadcasters and cable opera-
tors.

April In NCTA’s May. Some 25
members of the April Video Coopera-
tive, a loosely organized group ad-
vocating active community involve-
ment In using CATV public-access
channels (BROADCASTING, May 15),
were nearly everywhere at the Na-
tional Cable Television Association
convention last week. With long hair
and dressed in jeans, sandals, T-
shirts, you-name-it, they covered the
major meetings with tape recorders,
still cameras and portable video-tape
units, then showed the tapes from
time to time in their booth near the
NCTA exhibit hails. The booth was
provided free by NGCTA, which also
chipped in $1,000 to help cover April
Video’s expenses.

What was it all about? According
to members of April Video, they were
there to learn from one another and
to tell others about their mission.
Each member of the cooperative
(whose mailing list contains the
names of over 500 groups) works
independently in cities across the
country, using low-cost, portable
programing techniques and working
with cable systems and communities.
They teach the community how to
produce its own local-interest pro-
graming for showing on public-ac-
cess channels.

Nader applauds CATV’s
‘creative destruction’

Sees cable improving quality of life
by decreasing GNP, inhibiting growth
pattern that fosters giant corporations

Consumer crusader Ralph Nader last
week threw out a few thoughts on
CATV’s possible future implications that
probably never have occurred to cable
operators.

Mr. Nader, in a luncheon speech at
the National Cable Television Associa-
tion convention in Chicago, pointed to
CATV's “enormous potential” for what
he called “creative destruction.”

He described that term as the improve-
ment of the quality of life by decreasing
the gross national product.
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“Economic growth is no longer a pan-
acea for the nation’s problems,” he said,
and in fact it creates problems of its own.

Since the growth pattern fosters giant
corporate entities, he explained, it ren-
ders individual members of society ‘“‘in-
significant” to its own purposes.

He said cable’s role in creative destruc-
tion lies in providing a host of services to
subscribers, including facsimile flow, two-
way services and entertainment.

If people do not have to travel around
to obtain these services, he said, it will
affect uses of energy, land, transporta-
tion, timber resources and many others.
This will have the effect of producing
abundance, bringing lower prices and
providing more competition, he con-
tended.

These are early projections, he said,
but the cable industry should be aware
of them.

e e ——
How much public access
can cable really stand?

A three-member panel, representing a
franchising authority, a CATV system
and the new breed of CATV “activist,”
discussed public access and CATV at last
week’s National Cable Television Asso-
ciation convention.

Moderating the early-morning session
was William Lamb, Sterling Manhattan
Cable Television.

One panelist, Herbert Dordick, of the
Office of Telecommunications of New
York City’s Bureau of Franchises, ques-
tioned the value of diversity on public-
access channels past a certain point. “We
all take it for granted that all this di-
versity is good. But how much is good?
I don’t know,” he said.

As demands for access increase, he
said, it may be necessary to limit use
of access channels to members of a sys-
tem’s community.

Henry Pearson, Teleprompter Manhat-
tan CATYV, said that system’s experience
with its access channel has been generally
“pleasant, interesting and exciting.” He
said the system accepts material from
communities around the country, and,
saw no reason why other cable systems
could not take the same approach.

In attempting to define public access,
Nick DeMartino of the Community
Video Center at Federal City College,
Washington, maintained that it is not just
a “soap box.” He said it involves “reach-
ing people where their lifestyles really
are; getting involved in the community.”
Mr. DeMartino is also a member of the
April Video Cooperative (see box).

Appearing on the panel as interrogator
was Lewis A, Rivlin of the Washington
law 