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Exhibit E

Rffiply to Part I 
of Section IV -A

In order to detormine the proposed programniiag of KGIA, we 

bavo conducted three dlff&reai surveys over a period o£ several months. 

The first was by Arthur li. Holt, Vice-President and Assistant to the 

I^reside-at of The McLoncoa Corporation, the second by Donald C. iCeyos, 

Vice-President la charge of Programmiag for Th« h'cEcndon. Corporation, 

and the third by Richard McGrath, an iadcpcadcnt and eisp'erienced Loe 

Angolas advertialag man whom v;e engaged especially and specifically 

ior such survey purpose«. la addition to these thseo iorximl surveys, 

applicant's President, Mr. Gordon MeLeadtm, has personally spent 

several weeks in Los Angeles siaco Jane- 1965, when discussions first 

began with tha owners of KGLA looking So & possible sals of tho station.

In those days in Doe Angeles* Mr. McDendoa spent many hours, on 

several diflsrent days, listening to all of the FM, aa well as AM etsticne 

readily receivable oa the hoa Angeles dial, and many more hours 

discussing Los Angeles radio prograratning with friends and acquaintanceo.

It was hir. McLendon's opimea, after his preliminary study that, 

with the Ktultitude of Log Angeles AM and FM atatione {not to mention 

many cuteida signals vihich wero clearly receivable), there was a plethora 

of varied radio services. Ka Initially concluded that KGI-A could best 

serve the interests, tastes and desires of the citisens of Los Angeles by
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piovidiag the only aU-nsn»3 service on tlie FM r.£dlo dial. Mr. Kelt's 

survey cosiirmed l<ir. McXesdoa’s belief thct anch a ctatioa would 

girovide a definite and needed service. Mr, ls<lcLendoh. is thoroughly 

conversant with such all-aewc programming because of The McLendon 

Corporadoa'e creaticn of Uie first aU-news radio station in the UrJLted 

States CvYIJUS in Chicago) and hia study of the other all-nsws stations 

which followed the pattern get by WKUS.

Because of his familiarity v.vith all-aews o;>oratioa and the coots 

o£ such operations» Mir. Mel-cacloa finally and rolcctahtly concluded that 

he ccvuld nos see any way, at this momcat, that an FM station la Lcs 

/.agelas could ausiaia She enormous operating loeses that such an FM 

ail*nevi's operation would entail. Mr. McLoadoa also felt that the large 

losses from auch an oiDcratloa, at least until somo acw techaiquo of all- 

newa operation could be found and proved practicable, could continue 

indefinitely-on an FM station to the point llxat they might impair any 

organiaation'a ability to perform ita progrcin comnaitmenta on that or 

any other of ita liccaaoe properties with officiency.

Having &o concluded, Mr, ?.icl.eiidoa directed the head of all 

McLendon prcgramrnlag, Doixald C. Keyes, to go to Los Angelc« and 

conduct a second sarrey. A number of specific interviews wore made 

in order to detarmine what other programming KGLA could do (in 

addition to its preeent programming) which would best serve the interesta
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ai iba eitÍEeiis oí Angel*». Botii i-ír. ívícLendoa and Mr. Ksyes 

(who hod îiimseîf spent coasidarable time in I-os Angolco and engaged 

ia rr.aay informal dlscnssioas of L oe  Angele» radio programming with, 

friends and .ictiuaintances) had earlier concluded ihs.t while the preceat 

KGLA programming clearly satisHcâ a^nced, it did not. In their opinion, 

pinpoint itself to a uaigne need, not being íalíUled by another radio 

statica on the crowded and £nuUi*programmed Los Angeles AM and FM 

dial, and that this was the type of coi»muiii£y need they pcrsbsially 

preferred to try to fill. '

MoaettieJess, Mr. McLendon felt that the corporation should once 

again rs-esaniine the possibility that KGLA’s calsting prograrntniag, wiUi 

certain additions and deletions'which were proposed, might be the bast 

available prcgrsrnmlag avenue for KGLA to take In providing the answer 

to KC-iJl*n obligation to serve in the public Interest, convenience and 

necessity. -'When Mr. Keyes had concluded his interviewa and provided 

■a report oí them ia Mr, McLendon, Mr. Me London felt that the interviewa, 

in total, were of eueh an indecisive natiire that they did not próvida him 

with facts of sucha defiaite nature that, upon them, he could baso a 

conclusion that the present programming of KGIA, even with alterations 

here and there, represented in his opinion a clear answer that this 

progranm/Iiag represented the corporation’s beat practical opportunity to 

cerve the public of Loa Angele«.



Ncariy- five months had gone by since Kir.* McLendon and tine 

ivGX/A oVi'nfir had agreed on the general terms e£ a sale. During that 

period the proposed assignee had fcsaa attempting to determine what it 

wished to do to mak« KGLA most responsive to community noeda.

Finally» in Mox'ember, 1965, hir. LieLcadoa again went himself 

to Loe Angeles and spent moro hours iietcalag to tlio radio in an attempt 

to soak an answer to tha quasSioa of how KGLA xnlght best cerve the
i{

comimxalty» h'.r. hieLsndon again chaervad the maltitudiaous variety 

of programming services already being offered. Of course, the easiest 

course of action would bo to Improve on v/lxat was being done, but, yet, 

not offer a now service, which might be neodedj

At this point, ha remembered once having heard a want-ad 

j<rogram oa a radio statloa and rcinembored that this program had been 

oa that radio gt&tism for a-xany years--a  definite Indicaiion that the 

program might have been of service to listeaera. For almost a full day* 

ho then studied the ■want-ad pages of the Los Angeles Tii'aes. Ho concluded 

tliat radio, if it could provide such a vfant-ad c '  the air, would be 

colag a iiorvice not cnly for Individuals, but to the small busincssmaa-- 

and the many largo basinsssss who also ucc the want-ad pageo of the 

Tim es--and also to the city govcrnmexits, hospitals, police dcparUrjcnts, 

cliiiics and many other civic and aleomosynary Institutions which regularly 

used the Times’ want-ad sarvicev
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12-9-65

x-íx. Lairits Miller
Aeeistant Director -  Public Sciaticas
Cedars of liebanou, Mi. Siual flospital, Sinai Echabilitation Institute 

East Dos Angeles, California

Nature of Bissiness: 
Persons Eínploycdí

Hospital
2,500 permanently employed

My meetinu with Mr. Miller took place la hie office at Cedars of 
Labanon Hospital in Los Angeles. My first question concorned his 
use of newspaper want ads, and ho replied, have used want ads 
for the ha-use and for my personal use at various times, and also the 
Personnel Department of Cedars of Lebanon uses thorn. '* He then 
stated tliat tho want ads scryed a very definite purpose for him, and 
that, "want ads are a real institution - -  the American w'ay of life. '*. 
When discussing with him the possibility of a radio station providing 
a elrailar service, ho said, "I  linow from personal eicpcricnce that 
the ractio reaches far more people faster, and 1 do feci the want ad 
radio station would serve our interests. ’’ la addition, ho stated tliat 
if ho vjcvs satisfied that resulto would bo obtained from a want ad 
radio station, he would most certainly use the service.

Dick McGrath, latcrviewcr
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12-9-65

Idv, John H. Ahl 
Assisfiaat Vice Presidcni 
Personnel Coordhiator 
Cnliioniia Federal Savings 
5670 Wilshire Boulevard 
Los Angeles, Caiiiornia

Katuse of buEiaoas; 
Persona eînplÿyad:

Savings and Loan Association 
14 Branches -  employing 673 people

My, Ah' rne-t: vrith me in Ms office in the California Federal Dciilding 
oî  Vfilshire Eoylfcvard, and 1 proceeded to outline for him the reason 
¿or the intsrvisw. V,'hea askad If ho has used want ads In the past, 
ho said, "W ell, I use the want ads aectioa of the newspaper to check 
other Assoclatione, to see our ad, and also out of profesaional curi­
osity. "  He -said that want ada have been ecctremcly sacesasful far 
the Association's purposca. He farther stated that the Association 
ttsoa the want’ada section to s-ceinizo craploycea. V/hem asked if a 
radio station providing this Service would be more helpful, ho said 
t£ia.t having a later closing cats for advertisements on radio than 
iii the newspaper wfoulcl ho good, but that, "It's liard to say becauso 
there is usually no real urgency connected v/ith the ads we place, 
so Tay answor would be a qualified yes."  He answered with an 
ornpliaiic "Yoe, "  however, v:hca aeked if ha wwild avail himself of 
tho services of a W'ant ad typo of radio station.

Dick McGrath, Interviewer
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12/9/65

hiv. Gcîio Neer
Personnel Manager
Blue Cross of Soathern California
4777 Sunset Boulevard
Los Angeles, California

Katuro of Business: 
Parsons employed:

Non-profit* pre-paid health care 
900

I met viith Mr. Neer in Ida office on Sunset Eovilevard, and after 
giving him a brief explanation, of the purpose of tho interview, I 
asked him if ho had ever had occasion to use want ads in tiie past. 
His reply: ■'almost daily, “and that results obtained had "definitely 
bean satisfactory." Ke said that he had not used want ads for 
personal reasons, but that Blue Cross places daily ads in tho want 
ado esetioas of a nambar of newepapere. In addition, ho said, "As 
a matter of fact, in the month of Mdvembor aloao v/a spent $2 ,3-3d 
on want ads. In a heavy mouth* it usually runs OOO plus."
Whoa I questicnod him regarding tho service of a v/ant ad radio 
station, b® said that the idea was a little new to him but that ho 
would give a qualified “yes" as to v/bether or not he xvould use the 
station. Ho said that in tho event of an urgent sifastion - -  as in 
needing a particular type of employes quickly— ha would again 
give s  •'■qualified yes" due to tho na'waess cf ths idea.

Dick îvîcGrath, Inierviewer



12/9/65

l.iiss Mary Ames Andarisoa 
Public RüJlaüioas Dir«ctor 
Childreas Hospital ci Les Angeles 
4ùl4 Sunaet Boulevard 
Los Angeles, CaUîoraia

Natiire of business: 
Peraona employed;

Hospital
1,061 permanout staff

I.iiss Anderson mctvi’ith tne in her office at the Childrens 
Hospital at the time and date above. After cutlining briefly 
the reason for the interview, v/e discussed generally the 
sorvics provided by the want ads section of all metropolitan 
newspapers. Miss Andsyson stated that she had used the 
want ads la the past for purposes of a personal nature, and 
that the iiospital has also used them. She fm'ther said that 
she believed it was a good aervlco to have. We then discussed 
the service that could bs provided by a radio station that was 
programmed as & want-ad racwspapcr of the air. She caid that 
the availability of such a radio station '’certaiidy would serve 
the interests of the Mosp îtal. Irt fact, radio ia a great server 
in. emergeacieo. I have personally put out an appeal throe 
tlmso within the past year for rare typos of blood for children 
in, the hospital.’’ Miss Anderson said, in ssxmmation, tliat 
she v/ooid definitely mLako use of the services provided by such 
a radio station if available, and if she was aatiafied that the 
service would bs effective for hor needs and Ihosa of the 
Hospital.

Dick McGrath, Interviewer
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12/10/65

Mr. Bin Rivera 
Public lioformatioxi Officer 
Office of Economic Opportunity 
220 North Broadway 
Los Angelos, California

Nature of Business: Joint powers -  both County & 
Federal Governments

I interviewed Mr. Rivers over the telephone in the evening.
After first outlining for him the purpose of the interview, 
we discussed the service provided by the want ads section of 
the newspaper, and then went on to discuss the merits of a 
i’adio station that would provide a similar service. He said 
that he had had occasion to use want ads in the past, and 
that they were useful. He further stated, "I'm  tallying in 
behalf of 1, 000, 000 people who malce $4, 000 or less. Sounds 
to us a very good idea. It will reach everyone in this lower 
income bracket. Radio is a traditional means of communication, 
and other means we have been using do not seem to reach the 
people. The spoken word is more effective than the written 
v/ord - -  people concentrate more on a verbal message." I asked 
him if he felt a want ad radio station would servo a real need 
of the community, auid he said the service would be "very valuable.' 
He went on to say, "In New York and Los Angeles the biggest 
problem is communicating with the unemployed and people in the 
lower income brackets, "  and said that this type of service would 
definitely be a good one to have.

Dick McGrath, Interviewer
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12-10-65

Honoi*ablc5 Billy G* Hills 
Ceunisllmiin c£ tha Eigiith District 
220 Spring Street 
City Ilall -  Boora 37 
I-oa Ai^gaies, Califoraia

Nature of busixtass: 
Persons oxnployed:

City Goverainer.t 
Counciliixan Mills represents In 
in excess of 230,000 people residing 
in his District.

Coû acill̂ •̂ aa Mills’ interview took place ia his office in Bos Augelcs 
City Hall, and whoa 1 infonned him of the purpose of the Interview 
he was cxtremoly cordial and said that be was glad to be of service. 
V7hen discussing in general Ms usage of want ads, v/hether they 
ser-ved a useful purpose, axid if he used thorn often, he said, "Oh yes’, 
i-coking for jobs for r.v/self, and also it’s a good indication on the labor 
n:iarkci — to esa what is available and v/hat is not. '* We then cUacuased 
whether or not the idea of a radio station that would provide a want ad 
service was appealing and had merit, and he said, "It can bring the 
uiscmpioyed and the employor together faster than newspaper ads be­
cause of the immediacy of radio. There is an additional problem of 
literacy whore the radio would bo a better means of communication.
You caa'qnoto me . . .  I am vary enthusiastic about the idea. "

Council'man Hills then took tlic time to Introduce me to another Council­
man at City Hall because he fait the additional opinion might bo of help. 
Howover, Comicilrnan Lindsay wac not lir and I spoke with his Deputy, 
Charloa Williams (see Interview).

Dick McGrath, Interviewer



12-10-65

Honorable Billy C* Hills 
Couiieilmaa c£ tba Eighta District 
220 Spring Stroefi 
City Haii -  Hoorn 37 
i-oa Aiigelos» California.

Nature of business: 
Persons employed:

City Goveramer.l:
Councilman M-lUs raprosents In 
in excess of 220,000 people residing 
in his District.

Counciinran Hills’ interview took place ia his office in Los Augelss 
City Hall, and when I informed him of the purpose of the Interview 
he was extremely cordial and said that he was glad to be of service. 
V7h$n discussing in general Me usage of want ads, v/hother they 
ser%'sd a useful purpose, and ££ he used thorn often, he said, “ Oh yes'. 
Lco’cing for jobs for myself, ant! also it's a good indication on the labor 
n:arkct — to see what is available and v/hat is not. “ W© then tUacuased 
whether or not the idoa of a radio station that would provide a want ad 
service was appealing and had merit, and he said, "It can bring the 
unemployed and the employer together faster than newspaper ado be­
cause of the immediacy of radio. There ia an additional problem of 
literacy whore the radio would be a better means of communication.
You can'quote me . . .  I am vary enthusiastic about the idea. '*

Councilman Hills then took tli.e time to introduce mo to another Councii- 
man at City Hall because he felt the additional opinion might be of help. 
However, Councilman Lindsay was not br and I spoke with hia Deputy, 
Charles Wiliiarns {see Interview).

Dick HcGrath, Interviewer



12-10-65

Mrs. Muriel M. Mors*
General Manager
Civil Service Department of Dos Angeles 
EGO South Spring Street 
Los Angeles, California

Waturc of business: 
Persons employed:

State Go%’’erameat Agency 
40, COO (incladlng Post Office Departn^ent 
employees. Police Department euiployciea, 
and allGivil Service employees).

è,

Alter first informing Mrs, Morse of the purpose of tha intorviev/, aiy 
first question concerned hor office’s usage of the v;ant ads section of 
the newspaper. She stated that Civil Service uses this oection daily, . 
with i-'ome ads running on a coniiauing basis. She farther stated tiiat 
dua. to ili® rales charged by nowopapers, and tlie fact that her entire 
yearly advertising budget amounts to oaly $19,000, thoy have had to 
depend oa free public service cooperation from va,rious Loß Angeles 
media for acquiring civil service personnel. She said, "Want aids 
deiinitely serve our purposes v?hoav/c can placo them. Vve have found 
them to be more effective than special bulletins or nny other recruiting 
tschniquo that v?e have tried."  We went on to discuss the idea of a 
radio station that would provide a v/ant ad service la the Loo Angeles 
area, and she said, "If it proved cffoctivo and did not interfere with 
public service armouacementa already provided, yoa, we would use 
this service."

Dick McGrath, Interviewer



i0-14>65

Mr. Bob Hilbura 
Public IiiiorrnailoQ Offlc«!' 
Los Aagelcs City Schools 
450 North Gi'ande A venae 
Loa Angeles, Caliiorztia .

Nature <si business; Public Schools

I met v/ith Hr. Kilburn in his office, sind outlined for him
tiie purpose of the interview. V.'hen questioned as to his viaage
of the newspaper want ade section, he eaid, •■'Certainly, we've
used botli display advertising and the classified section. The
classified ads have been run for purposes of recruiting our
non-teaching personnel (secretaries, janitors, etc.), as well
as the Legal Notice« section for the placement of notices on
bids for buildings to be constructed." V/e tlacn discussed the
services that could bo provided by a want ad radio station,
and he atated that the ability of an advertiser to got Lis
xnesaisge to the public more quickly would be an advantage, " .  . ,
sssurTiing tiiat it v/as that urgent." In addition, he caid that the
use of such a radio station w'ould certainly be considered, and if
proven to be as effective as newspaper advertising, ho would
recommend it. V/hea questioned about the eatont of classified
advertising dona hy his organization, be told me that this was
under She jurisdiction of Mr. Kenneth EUingwood* Recruitment Reprocenta-
tive, and called him on the telephone while I wae in hia office.
Hr. Ellingwood said their usage of the Vv'snt adfl was quite extensive, 
and that they employed 43, 000 people in this area alone who were 
clacsiiied as non-teachers.

Dick McCratli, laterviev/er
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12-10-65

Charles WiiliarriS
Deputy to CouKCilnian Gilbert Lindaay 
Cou.nciliiia.a for ilia Ninth. District 
220 Spring Street 
City Hall

Angelas» California

3

Matura of business: 
Persons einployed:

City Governmont
Couacilnian Lindsay reproGeata in 
C5CCOSS of 200,000 people residing 
in ais SSstrict. u

(Dex>uty Charles VflUiams is, la addition to being Dpputy Coucllrnaa, 
bead of bis <r.vQ public i-eiatioas firm v/bich handles P .R . for Y/cetera 
Union and for the local Chrysler Corporatioji.)

Councilniaa Mills introduced me to Deputy V/iUiams, and outlined 
for the Deputy the purpose of the interview. Deputy Y/illlaras eald,

"Radio could be more personal. I think it is a wonderful idea. It 
would get more attention thani newspapers, and I feel that there la 
a ‘catch* in newspapers as far as qualifications, and so forth. Men 
out of work will definitely listen to the radio, and it would help in 
the up-grading of the lev/ economic areas, I would certainly pick 
up the phone, and I think it comoB at a time jphea our country most 
licads it because of the unemployment eituation."

I i

Dick McGrath, ir?terviewer



12/10/65

Mr. Adsra Burton
Deputy Supervisor for Kenneth Mnhn
866 Kail of J .̂dminiGtratioa Building
Supervisor for Second District -  Los /uaselcs County
Los Angelas, California

Naturo of BuGiaesa; 
Parsons employed:

County Government

Mr. Bijrtoa’ s interview took place in hia office in the 
Administration BuBding, and I first outlined briefly for 
him the purpose of the interview. I then asked him if he 
had used newspaper want ad» in the past and if they had 
served his purposes, Ke said that ho had used them, and 
that, "'tVithout a ejuestion of a doubt, they serve a need 
of the ccommunity."  V.'hen I brought forth the idea of a 
raeio fitation that would provide this same service, he said, 
"Many people can't read, many people don't bother reading 
newspapers for one r&ason or another, and some don't know 
where to look in a large metropolitan newspaper for this 
information. The need is definitely there.. .  ’• He 
further stated that If such a service were available, 
ha would use it.

Dick McGrath, Interviewer

i p
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12/10/65

?/.r. A, White
National /  ccount iloprescntative 
Olivetti Corporation 
(8112 Gould Avc-iiua -  bpxf.a address) 
XjOs Angeles, California

Mr. White vjzs Interviewed on the telephone during the evening. 
Y«e discussed the want ads section of the aewsiTaper and the 
service it provides after I first gave him information as to 
the reason for the interview. Ko said that the want ads 
do aerve a very real function, and that he has used want ads 
a nujxiber of times in the past« I then wont on to eKplain the 
idea of a want ad newspaper of the air, and although be w'as 
ecmew’hat noncommittal, he said, "Yes, it appears definitely 
to bfi a good idea, and 1 can’ t see any draw back to it ."
Whoa, discussing the more immediate availability of advertising 
cn radio than in the want ads, he seemed to feel that would 
have very little bearing where he v/as concerned because of 
a lack of urgency in ada that might be placed. Kowever, he 
felt the service would serve a definite need.

Dick hlcGratli, Interviewer

i ' !



12/10/65

f/isa Michelle De Temple 
3277 RostiVjoúá Aveno®
West Loa Angeles, California

Kstaro of Business Accounting Secretar7

L y

>-4os De Temple interviewed by me over the telephone.
I first outlined for her tlae reason for the Interview, 
and then proceeded to dlscusa generally with her the 
services provided by the newspaper v/ant ads. She said,
“ Yes, i have used v>-ant ada for various purposes in the 
past, and I usually look through fciiem for furniture and 
that sort of thing."  She further stated that they served 
a purpose of the community and that they were a good thing 
to have. Yi.Tien I presented the idea of a radio station that 
v/ould provide the same service, she liked the idea very much. 
Gho said, "I think it’a progress, and I would use the radio 
service because it v;ould be faster for my ttcoda. "

Dick McGrath, Interview'er



12/11/65

Dr. Alaa Kristal (retired)
1294 Devon Street
Los Angeles 24, CaUfornia

2 interviewed Dr. Kristal on the telephono on Saturday 
morning, and oailined for him the reasons lar the interview, 
When asked if he had used want ads in the past, he said 
that he had used tiiis service a number of times for real 
estate purposes, and that he tlioaght it served a need of 
the community, V*1sen I discussed with him the idea of a 
radio station that would provide a similar service, ho 
said tloat he thought the idea was ei;tr«mely worthwhile, 
and tloat he would probably use the service if available.
He qualified this somewhat, saying that since the idea 
was esperimenial at this point, he would like to find out 
how it worked in reality.

Dick ïvïcGrath, Interviewer



izn iK ib

ív'irs. Daví» Provence 
1209 South Lake Street 
Burbank, California

Housewife

This Interview took placo on the telephone. 1 told 
hire. Provence the purpose of the interview, and she 
%vas very happy to be of service. She said that she 
lias used want ada iu the past, both when looking for 
something to buy - -  a service or product - -  as w'cll as 
for selling things, and that she fciiought it was a good 
service to have. I then outlined for her the idea of 
a radio station tliat v/ould provide a want ad type of 
service, and she said, "I  would use radio for W'act ad 
advertising, and I think It’s a wonderful idea. In fact,
I think everyone would use it - -  I know I would, definitely.

Dick k'cGrath, Interviewer



12/11/65

Mr. Bob Pemberton 
Koble Girls Employniont Agency 
401 Levering Avenue 
Westwood, Caliiornia

Nature c£ business: Employment Agency
(Mr. Pemberton oaid he was also
associated v/ith ”a roarkgage company*')

Mr. Pemberton was interviewed over the telephone on Saturday- 
morning. After first telling him the purpose of the interview,
I asited him if he bad had occasion in the fsast to use the want 
ads section of the nev/spapor and what the results liad been.
Ke said, ‘'Yes, 2 have used the want ada to get a teat pattern, 
but most of my advertising ie direct mail. *' Ke then said, after 
I outlined for him the idea of a v/ant ad radio station, ”1 think 
It would be very helpful to have this kind of service available 
on radio. It's a very good idea, and I would definitely use it 
myself. “

Dick McGrath, Interviewer



12/11/65

Mr, "Boh l<asirriers 
OJ- 6-3090

Cccupsáioa: Bartender

I'.r, Lasirriere’ s name wasi picked out at random from the telephone 
directory, and after discussing with Mm the purpose of the Inter­
view, I asked him if he has had occasion to uso the want ads 
section of the newspapers. Ha said that ho uses thorn coasisteatly, 
both to sell thiaga and to look for cmpío’̂ 'raerá, and that they were 
& good service to have. When I brought up the possibility of a 
radio station that xvoald provide this type of service, he ecemed 
very onthuBiastic abotit it. He said, "I  would certalidy use the 
radio, and feel that it would have a great advantage over nev/epaper 
advertising." The advantage of having a later closing date then 
aewspapera v/as considered by Mm to bo one of the advaatagos, as 
NS'oil aa better possibility of gettlag an immediate reply to his 
ad.

Dick McGrath, Interviewer



ia-11-65

Mr. William Kingman 
Klugmaa Paint Store 
342 NorfcH Feirias:
Loa Angeles, California 90036

Nature of Business; Paint and î-îardware. Store

I met with Mr. Klugman in !iis store on Fairfax on the date and 
time shown above. I first explained to him the reason for the 
Intervicv/ and then proceeded to aeh him if he had uacd want ad« 
in the past, and if they had done an effective job for him. He 
«aid, "yes, I have used want ada before. I believe in them and 
have received satisfactory resulte." He went onto say that he 
felt v/ant ads wera a vital part of the cor.'jmxinity and part of our 
society, I then outlined for him tho possibility of a radio ' 
stataan.that would provide a want sd service and he was very la* 
thusioBiic about the idea. He said, "if  I had a choice of nowa- 
paper or radio want ad type of advertising I v/culd put it on the 
radio.,’' He then said that if such a radio station were in 
existence he would bo ‘’ lOOf« for it, and that's my honea opinion.”

Oick McGrath, Interviewer



12-H -65

Mr. William F. Carroll 
/.ssietaat /.dminiatrator 
Broadway Hospital 
9500 South Broadway 
Los Angeles 30, California

Nature of Euainees: 
Persons employed:

Hospital
About 130, permane,at staff

My interview with Mr, Carroll was handled on the telephone 
on Saturday morning. I first outlined for him the reason 
for the interviewr, and asked Iiim a few queetioua concerning 
his usage of want ads and whether or not he had gotten 
satisfactory results from them. Ho said that he used tha 
want wds quits often to advertise for hospital help, and 
that he had used them in the past for other purposes as 
well and had found them to be helpful. I then outlined for 
him the idea of a radio etatioa tliat would provide this 
service, and asked if he would avail himself of the services 
of ouch a radio station. He stated that he believed It would 
be more beneficial to utilise radio for want ads rather than 
newspapers, and further stated, '"'Sure I'd use it, and also I 
think it would bo a tromeadous savings financially. Radio 
would be a lot faetcr, and I am definitely for it ."

Dick McGrath, Interviewer



12-13-63

Wr. Felix Adams
Community P,.elatioiis Coordinator
C-oodwill Industries of California
342 San Fernando Road
Los Angeles, Caîiiornia 90031

Mature of Business: 
Persons Ensployed;

Eleemosynary Institution
750 Handicapped People Employed
at Plant and Other Facilities

My interview with Mr. Adams took place in hts office-on Monday, 
December 13th, and 1 proceeded to outline the reason for the 
interview. When asked i£ he had used want ade in the pact he said, 
"I  have used Iheni in the past and think they serve a worthv/htle 
purpose."’ V/c then discussed the Berxdce that could be provided by 
a radio etatioa programmed ac a want ad nev.'spaper of the air, and 
when asked if he would be interested In using this typo of service 
he said, ” yes, indeed I would. We would use this method in en­
deavoring to place our rehabilitated and trained handicapped people. 
V;hen discussing it further he indicated that he felt the idea was an 
eiicellent one.

Dick McGrath, Interviewer ; i



iE /13/65

Ivlr. Maurice Sii«oa 
Public laionnatloa Director 
Jewish Federation Goimcil of Greater 
590 North Verinont 
ho3 Angelea, California

Los Angeles

Persons employed: Represents approximately 500,000 Jtv/ish
people.

Mr. Sinion met U'ith me in his office, and I outlined for him the 
reason for the interview. Following that I asked him oo.no general 
questions about went ads - -  if he had used them in the past, were 
they, effective, etc. Ke stated that he had used want ads from time 
to time for the organization, and that they had proved satisfactory 
as an area o.f coraiwunication. When asked to expreos himself con­
cerning the possibility of a radio station that v/ould provide this service, 
he said, "1 think this servica would serve a definite need. Wo need 
coma^unicatlon not just for jobs but for other services that people need, 
and that would not be so expensive to use. There is a need for it (radio) 
to sinnouncc camps, counseling, recreation centers; and persons with 
handicaps who need rehabilitation would hear on the air where services 
they may require can be located. ” Ke went on at length about the people 
who would benefit from such a service,-mentioning in addition to the 
above the fact that working mothers would be able to hear about places 
where children arc kept during the day without having to spend the time 
consulting a nev/spaper. He ineScated that be would use the services 
for advertising if it was available.

Dick McGrath, Intarvicvvier



12-13-65

Mr, James P. Kalivas 
/.mcricaR. National Red Cross 
1200 So. Vern~.oaî Avenue 
Los Angeles, California 90006

Nature of Business; 
Fc-rsons Employed:

Eleemosynary Institution 
3C0 on permanent staff

Mr. Kalivas met viiih me la thè Red Cross office in Los Angeles and 
I outlined briefly for him the purpose of the interview. I then , 
questioned him concerning hia usage of newspaper want ads. He told 
me that the Red Cross uses the want ad section often to advertise 
for tiieir paid staff, and said that they had been reasonably effective.
I than discussed with him gansr&lly the Idea of a want ad radio station.
Ke stated that he felt it would be advantageous to any charity organi­
zation in tha coixirnunity to have as many ccoQ'imunlcatioa outlets as possible, 
end, ” . . .  an informed public wdll help.” He said thst he felt such a 
radio station would bs a definite service to the community, and said he 
would certainly use it if the cervice was available.

Dick McGrath, Interviewer



Eîthiblt F .

Reply to Part VI of Section ÎVvA

TUü General îvianager of the station* who has not as yet been 

selected, ^ ill  make toe day-to-day decisions. He will, of course, bo 

a fulltime employee. Gordon B, hie Lendon, President of the applicant 

corporation, and Donald C. Keyes, Vice Preoident in Charge of 

Programming for the McLendoa stations, will also be active in the more 

major decisions. E, R. îv-icLendon, Chairtnaa of the Board of Directors 

of The McDciidoa Pacific Corporation, v/lll participate and be active whoa 

decisions of general policy are involved. Its present contemplation la 

to have ono or two secretaries, two engineer-announcers, one or two 

continuity writer®, four sales personnel (salesmen or saleawomen) and 

one person in charge of ’’traffic“ .

The reply to Paragraph 23 of Part VI is that the station will ma’̂ e 

every effort to follow too "Code of Ethics and Standards of Acceptance 

for Classified Advertising” which was adopted by the Association of 

Newspaper Clasetfied Advertising hîanâgers, Inc., the recognised trade 

association of that field. That Code seta fortli étendards for acceptance 

of copy and other related matters.

' The proposed assignee will keep Informed of the requirements

of the Communications Act and the Commissioa’e Rules and Regulations 

through its \7ashingtoa Gounsel, who regularly supplies such Information

/









DATE

CONVERSATION GBM MARCUS COHN 10/25/66

•J- LOFTIN RESEARCH & DEVELOPMENT CORPORATION

B i l l  wi ■
INTER OFFICE MEMORANDUM

B t

€ ;

GBM I am trying to be doubly careful about some of thses ads , because 
until you can get a chance to do whst you want to do there, so if 
1 amy just to ...a bunch more that just came in you can just tell 
me yes,no, or̂ j i nd i f ferent or what...

ORKIN:

Marcus : A questionable yes
GBM : A questionable yes
Marcus : I really have four categories, yes or no are the two extremes
GBM Yes she told me what you had said about some ...probably
Marcus : The middle is Yes-question, no-question,

GBM: Second one: Add glamour to your life....

Marcus : This is an employement add, not for the treatment but for 
emp1oyenen t

GBM Yah, I suppose that is what they are advertising for , advertising 
for salesmen I gather

Marcus: The answer is yes, this is employement
GBM: But the closing line , Woodland Hills, Post HXXXliliX mark,

8953 for full Information , America's most famous cosmetic 
Merrill Norman

Marcus: But that was for employement, the answer is i?es.

appea1 
f i rm

GBM: Even though they say
Marcus: It do»s mot make any difference

employees, this is Hughes Aircraft, 
asking for hostesses.

Americas most famous cosmetic's
, they are advertising for 
this is American Airlines,

GBM: Why be a wallflower....

Marcus: Questionable yes 

GBM: Beat the growing....

Marcus: Questionable NO

GBM: What d i d  y o u  s a y  9 0 U d i d  h o t  l i k e  i t



LOFTIN RESEARCH & DEVELOPMENT CORPORATION

INTER OFFICE MEMORANDUM

DATE

SUBJECT

2-2-Z-2

Marcus 

G B M :

GBM;

Marcus 
G B M :

No, I said you are not going to like it , because this Is your 
p roduct.

Well it is not my product, it is Roy's, but they want to spend 
dough on it with us, it is actually

Quest ionab1e ne

I'll j u s t fi ni sh  it... Unique....

Incidentally what you can do...would you have typed up all these

proposed adds, so I can have them in fornt of me and actually go 
through, with George Smith, or whoever else he appoints over there 
to help formulate concrete standards for this so I can discuss 
this with him...It'd be terribly important rather than ...for me 
to try to do it simply in theory alone

•whern are you leavingRight , we will have them all for you 
for Ind i anapoli s 7

Wednesday morning.
All right Now here. .
Midas mufflers....

Well, that' s no

No? ....Alarge selection of formerly leased automobiles...

That is yes

Answer yes ...some of these adds, there are not many more but 
let me just finish these adds because you caould say yes

No, I know exactly waht...

Yes, but they might came back and say we also sell...we also would 
like to invite you to look at our 1966 furs..

All right go ahead. .

I don't know, because I haven't even read all the adds myself...

I am not goiijg to each word

1



LOFTIN RESEARCH & DEVELOPMENT CORPORATION

INTER OFFICE MEMORANDUM

3 -3 -3 -3 DATE

&

GBM:

Marcus
GBM

No

There was only one time., when that girl called me that I 
deleted one word, but outside of that it Is Just the 
of the product and to whom it Is addressed

Let me finish that one..John Porter Executive leasing ....

Still yes?

Right
Planning on building.....etc;;

I would put that as a probable yes

Probable yes .....Discusss your dream house of to morrow...

Probable yes....Close out of Muntz TV 

Th i s i s NO

...lall right...! am going to finish it...table models....
Top one of a kind savings Edwards.. .etc 
That is still no...

Right

After...this is evidently a brand name quote after six unquote 
the etc...

Probable yes

And the last page of these the national business federation...

This is one of the situations, I know it is the classified 
newspapers , it is still by my test...the answer is no. |

Your answer is no..! don't know that it is...

This is See our disply add in this morning's LA Times..B 1ock ' s 
Nationally recognized as Etc...

The answer is no

Now here are two that are kind of unusual, and this I have seen 
in newspapers, want adds, I think, these I imagine are called 
rate holders, they are just probably just In there beccause if 
they don't advertise something every day they lose their frequeo

O

it)



LOFTIN RESEARCH & DEVELOPMENT CORPORATION

INTER OFFICE MEMORANDUM

DATE

k-k-li-k

cy discount ...we got a guy here who wnats to say 10 times 
no, form one to ten times a day...on a year's contract only 
this: and we don't know will it be one or ten times...a day..he 
will designate that about once a week he says nad the next one 
is pretty much the sane thing so the frrst question is: Butler 
publications , that is all he wants to say

What is Butler Publications?

Marcus

GBM:

It is a perfectly reputable outfit. . . pub 1ishes among other things 
law books ...many other things and he is not advertising law 
books obviously

nononononono....pub 1ishing movie magazine

nonono we checked into that they don't even publish 
that they have is the slightest bit questionable,

nothing

No, it is not a question of being questionable Gordon, it is a 
question of whether of not it is designed for mass circulation.

A quesiton of whetther or not the •well they have

Difer the law book cireus .. stunt... it is omly a limited number 
of people , that would be interested in X X it, now if they 
publish only law bools and only architext's books nad only 
doc tor's books then I say yes

Well, that is waht they do, they have nothing that would be of 
mass circulation , I did not see what you meant, everything they 
have is fitted for certain ...industrial engineers or on the 
other hand

O

I would sya yes to that.

And then the next one is...you know damn well the firm....Kimber1 
ley Clark , that all they want to say...

Resound i n g 1y s o .Well the answer is no...

Why
see in

Because I X X i f : Life Magazine display addsthere

Well Butler was in Life two weeks ago with a display...

What were th«y advertising?

T)



LOFTIN RESEARCH & DEVELOPMENT CORPORATION

I N T E R  O F F I C E  M E M O R A N D U M

5-5-5-S DATE

I

S'

I I

GBM They were advertising theit specialized books for architects,
1 aw books,

It is a different thing, because the paper product 

OK, that is fine that is all I want to know 

That's just a 185 Million people they were advertising to 

but Butler 

Butler is not. . .

I got you

I would not care less about Butler...

Fine... because we do have a magazine coming up we will have it 
in just Q moment, it is the last one...
Atnea Collection service...et c ...

Questionable yes

The last theee Do you nneed, 
shopp

etc,..power tools for your machine

Quest!onab1e yes

Your Dun and Bradstreet ratin g ....et c. . .

Questionable yes

Now before we launch on to Jacobson...we have got about four of 
these accoutns that we have questionable yes or nos that we are 
supposed to talk to morrow, we have already checked with all of 
them, and told them that thay can't gor on to morrow, so that is 
all right, but we told them that we would attempt to have them 
an answer withij[ the next, 21* hours so what I am going to do to 
morrow Marcus , if T m a y ,  without worrying you is ^o phone your 
secretary and dictate them over the air the telephone, is that 
all right with yo u ...

n

Marcus I 'll be gald to Gordon, but I was only trying to expedite the



LOFTIN RESEARCH & DEVELOPMENT CORPORATION

INTER OFFICE MEMORANDUM

6 - 6 - 6 - 6
DATE

GBM

Marcus

GBM

Marcas

whole thing and actually get the whole ...

Well l...then I would give her all of the ones that are even 
remotely questionable plus all the ones

Let me tell you waht my point of view is... I want to get them 
all in writing, I actually would plan on putting them on separate 
cards, and I would segregate the cards myself, and I would go 
in where I say this is the prob 1e m :....now on some of there, on 
some of the se, on Kimberiey Clark for example I am the first 
to agree that this does not belong in Ciissified Ads and I'll
explain to ____________ why I believe that , that gives me the i

on for the whole thing , I don't want thebasis for 
selected

discuss 
.I wnat

to go over there with a chip on my 
ther head ...all I'll say is this 
and this is one in good faith and i 
can get to them ______________________

them all... in order for them to participate
_______________________ I dont' want

shoulder, to beat them 
is the problem we have 
think thid is the way

over
got here 
we

Now Marcus, ...the Don I think has a coupke of questions, one 
from the telephone company....

There are a couple of things...One we have a letter from the FCC i 
on WYSL, about a disk jockey problem up there promo- | 
ting hops..it is a whole question et c...e t c ....

(here a long discussion on WYSL, )

O

DON Two questions
one : we are at the 
recorder at KADS to

persent time recording , util 
effect a seven second delay.

i z i ng a tpae 
in the braodcast

(This part not to be transcribed, )

'! $)

GBM

Marcus I send you to day copies of the wanttad sections of theee newsapers 
here in Washington, these are the kind of want ads that the FCC 
i s read i ng

GBM IN that connection send me 3 copies of the Wasington Post...



LOFTIN RESEARCH & DEVELOPMENT CORPORATION

INTER OFFICE MEMORANDUM

.‘‘.'■■I

1 1 ijni
1 ; 1 \J

l - l - l - l
DATE

Now last one Speens Newstand, ^836 La CIenega . . .et c. .

The answer is no

Another one:Faucet Publications ...etc...

Quest i onab1e no
Your

One that would be...l am trying to figure out b k x  définition 
as opposed ...you had Butler Publication which we covered 
a wljile age, which 1 am not overly familiar with ...except 
that I know that they don't at this time have any ....
Butler Pub 1ications,,,,suppose they submit Butler Publications 
blank balnk....now Tax Education guide with a nationwide circula 
tiuon aleeady achieved of 30,000

The answer i s no

Let's talk about ....Andee send Marcus the telgran to the FCC 

____________________ parts not recorded________

Marcus that is all right. Just a 100 cards....the re is a limited 
supplied ....and the other side of the coin is the limited 
number of purchasers , it is both I think if you had suits 
and it said men only nine feet tall, I think that would be 
all right for classified ad...even though you had a mill'i^n of 
them ....What it really is , the more I thought about it to 
day, it is something that is not in mass production and can't 
be readily produced, in depending on what the demand
is quantity
This is part of it. Leaving aside the Employement completely 
because I put employement absolutely separately, I don't care 
what employement it is, you can have Safeway running employement 
ads

O

Don Now, I am sure that your description is stated in the light
of your feelings about the attitude of the Commissioners...

Marcus I am guessing

Don I know

Marcus One thing I intended to do is go down there and talk ISKiidXX to 
the Broadcast Bureau



LOFTIN RESEARCH & DEVELOPMENT CORPORATION

INTER OFFICE MEMORANDUM
8--8-8-S

DATE

SUBJECT

Don

This Is what I told Gordon I anted to do yesterday, I want 
the telgram forst, In my possession and copies of all these 
proposed ads, and put them on cards, and go with these cards 
as illustrations of what the problems are, and try to work 
out on that level, at this particular point once I give you 
the OK on all the employement ads and then they fall in two 
other categories: the products and the services , the products 
simply you cannot advertize Del Monte Peaches, period and the 
reason you can't is because no matter what the deamnd is you 
can always get more Del Maonte peaches to sell , but if your 
advertising Del Monte peaches which are 3 feet wide and there is 
only 2 k  cans of them I think it is perfectly legitimate... 
for classified ad s,

Oh boy, of course there is that grey area between...

Marcus Of course, but we are going to try to work out ober a period 
of time a definition with which we can live...and obviously 
we are going to make mistakes on both sides...in trying to 
get the broadest possible definition as I sit and talk to 
the Commissionees about it

Don

Ma reus

Do you feel the FCC will be reasonably tolerant ....

I don't know...I haven't talked to anybody at the commission 
but I do know that we have to make some kind of good faith 
effort in tlaking over this before we go ahead mn making up 
the rules of the game ourselves, because I don't want this thing 
to end up in court that is not the way to solve this problem, 
we can solve it in taking the approach which is sensible

O

GBM

Mitch Effie turned down an ad to day, she said on your instructions, 
and they are running that ad that says mail order prescriptions 
or something, saae time and money, 1 think you told her that 
was all right

Marcus I don't recall that ,

Marcus That is probably no

Mitch That is probably no I see because we got on from White Cross
Pharmacy whaich has been a charter advertiser with us , and we 
had to turn them down earlier , so why do you take one prescrip­
tion and not the othert ?
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TO: KÁDS PñODüCTlOM PERSOMEL ALL ANMCuNCLES

FROM: JACK DANj\HY -  OPSRATiOKS íí/líJAGER,, ILVD3 

SUBJECT: PRODUCTION

J 3 C )

1Ó JÁiYüÁSY 196?

\

K)

1 o Having rjionitc-red intensii"e3.y foi- the past five days, I have seme
co-Tseiats on KAD3‘ sound,, Tfe a ll tend to get too clcse to each individtcl 
spot that is produced;, losing sight of the cvei’aH soyndo The purpose of 
this mesiD is to tr j to get us î ack in TociiSo

2., Aliraost a.'Ll telephone nuiabers av3 £til-l being given too quicklyr. Reiceiacer 
that;, no matter how good she copy iS;. ci- how well your ¡ausic; and sound effects 
f it  the want^adj i f  the telephone nurfeer is rns'^do o»„-»then that advertiser 
is not going to get ar¡y results., No regults means that a ll our careful v:ork 
is right down the tufcs;̂ :» Read a tslephone nuufosi" as i f  the listened' wei-e right 

. in front of yoiij writing il'. dGWii as you speak to h3jn. When producin.g each ad, 
read uhe phone nusfces’ very vexy/ very v e r y  very deliberately,,

3o MusiC“-arir;,oraxeer balance is too erx'atic on many ads. Since everything that 
gees an the air is tape-d, there is nc reason fur a bad piece of px’cciuction„ 
Lĵ rrtan tu e v e r y  ad than you produce.. If it  is not satis.factory, ’.•e-c'.it i t .
If you allo'w an ad which is pcorli' produced to be aired, the;.i I isuet assuiae 
that you consider that ad satisfaetorj/o If that is the case, I auet then 
revaluats youi' capabiHties as an announcer̂ pX'cdvicsr.,

4o Specifically:
a. , Do not time yoxirsê -f with the stopwatch ?,’hen you reco?:d a '-'take".

The starting ”c3.ÍGk" of the xiatch is clearly audible on the air. Listen.,,,
»■•and you’ l l  hear it  yourself. That tirij;, audible "click" can becosie quite 
disconcerting aftex’ te n  ialnutss of Listerdng, By the time you are x-’eady to 
recoi'd a "tak£;“„ you shcold have elijninatsd any px’-oblems with timing so that 
you won’t i;aed to use the stopwatch-.

b, Neves' put iEusic; behind a telephone inter-viev/ ad, I don’t lecow hew 
this practice started, but it  is just inappropriate. As the phone sales girls 
become more pr-oflcient in i-ecci-dirg sirrtv'-second interview ads, yoTxr production 
tine id.17 decrease. All you will have to do is transíex’ the ad iroix Ncralco to 
Ampex wiridow tape., L'on’v, ccapiiJ-cato matters and make acre work for youx'se'Jo? by 
trying to âm in seme “xnnecfc:s3ary baokgroxxnd music:',,

c3. Make certain that each ad is complete before yo.r hit the wi'nd-sv; of the 
tape, Bj- that I mean any music 'Si' sound effeot should be completed bsítóe 'the 
windc'i. Too many times in íK.)nií.oi'ir>g I hear ;ausic or sou;xd that siiaply <3Ut:i 
Ciff, A3.tho'ugh tight S'Sgues are vital,, I think that thejr '»-an ce made s;n.coth¿r 
xlf you don’ t run right eff the .vnid of 'Dlie taper. Tais ccmnie;rt iias nothing 'to do 
"with insGx’ticn e.l’ the 2 y -c y c l o  tone at the end of each ad. The to,ae merely 
tx'iggers the nexrt function of •i.lie aulomatic eo'ui}jmsut, I'Iai:o cortai'n that each 
ad is •completely produe'Sa beHove yea run out of zape^ Th-sn insert the tone on 
top of the last note ci' stinger^, stab ox’ ¿cand o.i’ 'tho ad., lour intensive effox-ts 
in thi.-j area will clean uo a 3.ot o f  our .I’agg.-.'d eelgos. Listen!

d„ When doing tifo-voiee s p o ts  be sure that voices are not off mike, 
to 'the preduG'S-d ad„ If one 'cciî 'e sounds like i t ’ s in a bariei, i t ’ s off 

mike and viisatus.factc-.ry., ( Case in point is the '•Hol'n.ci.ay tegic" ad. This 
account is potentially thousands of dcllars for KAD3, Jitzecutlves o f  the fix’in 
xcere interested so much that they c;ame up uo the studio to voice their own ad. 
But vihat I heard -jn the aix- won’t .get the.a any x'.ssults. If ir dess, it 'will be 
purelj-” aC'S'ldenta'l bc-cuuse b-sth •'•vices are o.i'f mike and their x-eacting of 'the 
copy that 'they brought xcith them is ‘•roh 'i oo slew ar-d sluygi,;h bhosv;;r px’cduocd

o
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their voicing of the ad vasn't quite rights and he should have had then do it over 
m til it  nade then sound acceptable for broadcast. Handled diplo.3atically ai:d 
professionally^ I'n sure that the ''.Holiday Hagic" people uould have been nost grateful 
foi‘ such constructive criticicn,, I put co‘>-n strongly the producer of that ad., )

e. Use icore imagination in selecting nusic and sound effcctSo It nay take a few 
e:.:tra .nrinutes to search for something new and different and appropriate  ̂ but the next 
ti'ne you get a sinn.lar production order3 you'jJ. be able to put youi' hands on exactly 
the production aid that you need» Avoid preduetion "crutehes"o Reachc V/aliio ListenJ 

I'o listen0

go Listen critica?J.yo
ho Many ads ( especially  ̂ those done by Jack Manning who is not yet entirely 

familiar viith KADS production techniques ) contai’i long blanlc spaces on the tape 
before the ads themselves a All produetioji personnel are rejTiindecl to carefully uatch 
the indicator light after pushing the "record" button» Ifnen that light eomes on, J®IP 
RIGHT IMTO THE AD t'lTH MUSIC,SOUwD CR VO.ICEo DOK'̂ T WAITJ IT CAUSES DEAD AIR! I f  yon'ra 
not ready to record»„„«.then don't push the "record" button»

i„ The same thing goes for the end of the pv-oduced want-ad» Kit the 2^----ajcl3 tone 
exactly  ̂ at the end of the ad, as you sneak yoi'r last syllable or ovi the final note of 
music or sound effect» DON'T WAIT! IT CAUSES DEAD ATTj' If you don't hit the tone just 
sight, re»--Gtit the v;ant-ad to put the tone in  cos'rectly»

jo Be pi'ofessional In you;;' production»„..--and you'’! !  be pa-oud of ji-our work» “Aiid 
so -will I.,

Thaiiks <

n

"-J
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TO; SACÎÎ OBS STiPP MEKîTfîîi 23 J/iïïUÆRT 196? » ¿(2^

PROH; JÈQÎÎ m M K f  -  0??EEÆTÏ0KS MiiPilGER, IC/iDS )

SUBJECT: PEODUCTIOU CHITIQUE

(3

Come on, guys. .  . , - I f  ¿-ou aon 't  iaioi-r by noTi, th is radio station  
is  currentlj- broadcasting fiv e  categories o f  c la s s if ie d  advertising.
Thê " are:

ïïî'IPLOYMEKT 
MEHCÏÏfïin3ISS 
EEî L ESTATE 
fUTOviOO'IVE
CLfSSïFIEU AUïïOUÎIGEPiSUTS

To my 2nao-i .̂Iedge, I bsvs not autborised anyone to change the t i t le s  o f  
those ostegorioi.-:. Jack Manning, -the MERCHiiliDISE section  is  not, tbs 
îIERGIÎôîiiVl'SniG se ct io n ’ Randjr Ch;?.SG, - t ’ne REAL EST/;TE socticn ’T s not 
tbs SBELETIT section : Ron Schaef;?^.!’ and Lou Emerson, -  the EMPLOYffii'MT 
section  is  not  tbs SITUITIOUS UARTED section !

Phone sales g ir ls  should also make note c f  the correct catcgor,y t i t le s  
and use them uniforaily on the ca ics  oraor.s. Ulna ïtse n , -  the EMPLOYEEET 
section  is  not the SïïüATIüIvS WASTED .section;

t

S p ecific  consents:’

a. Lou Eu'erson, -loosen  u.p in .your delivery  « 'Don’ t b ite  your 
words CO auch. I t  sounds as tboug’n ¿'’oui have an e le c t r ic a l  lovrer ¿aw.

b. Jack Manning, -optijn j/’ouï' south mors ’ifbei:' .¿rou speak. You 
sound as though ¿-o'U’'re  talk ing out o f  the side o f  yoxar raouth. Don't 
be ¿30 inforaîal ivi jovx  de l ivery ,  Slcfr .dovjn on the tciephono numbers.
Ycu have alreedj" ’vron lo s t  wook's av7;3rd fo r  being .able to crip p le  the 
most ’number o f  l i t t l e  old l:-3dias who run around th eir  livingroom.s 
loo tin g  ;?or paper s/nd pencil to v.-.nito <.lov?n those numbers that you give 
too quickly/. Don't be greedy-. Let Lou ’E-merson have a crack at t ’c ls  
week'.s awai.-’d . ,

; c . Randy Chase, -ACOE.SSDHI’E.Q is  p7.’’onounced ak seS e rl.s, not 
ass ses e r i s .  ~

d. Eg;d Schaeffer, -sc.metimGs ’you. mumble and -work the 3.nikc3 too 
closel;)i-. A lso, rycur scinid-voice lo ’-reis are s t i l l  not balaïiccd as 
as they should be.

s . Jack Danahy, -¿--ou tend to talk  through yoiiv noss . Lear’o to 
brsa’tho properly before reading a spot.

f .  J5.ra Rei.2, -g-st an the stick ! Where are the fir .st psr.sou P.3As 
’we discussed? OJ-era- oxrb a3.1 ot ’ner '2Sàs.

g. Roger Martin, -ZISG UEHL THE STRINGS OE MY HEART is  not 
ora-c’tly’’ appropriate to juxt bcu.ind ’that BIRTH DSIEiCTS PSA.

h. Jim Roid, -clseuj out a l l  PSAs which do not confo.rffl to K.-1DS ' 
}?ï>û polic,y.

n
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SLOIf DOI-fl'I OK THE PHONE KMBEP.S?! F : /idvortiseirs ai'e to be diocoiiragecl
from lisiTig an area code nuis’oer. But I f  obey in s is t ,  use the area code 
only onc_e, .. . -and use i t  at the end o f  the want ad. Mice th is : " . . .b u y  
th is good transpoi'tation car today; 937-1035• Ford with tiGw t ir e s . 
957-1035. i'lrea code 21 3-'' -Avoid uslag other nuabers adjacent to the phono 
nurabex'. Hotiee that I d id n 't  say " ...1 9 5 6  Ford with good tix ’e s , . . " . The 
yeax’  would onlj* help to hide the phone nusiber. Notice the plsceaient o f  
the ax'ea code, -a t the end o f  the wsr>t ad. alEOst os an afterthought.
Sales g ir ls  should tiy/ to  conx"inoe advertisers who want to use an ax*ea 
code that the use o f  a c it y  or sudjurb name would be sore b en e fic ia l.

SLOT’! DOi® OK THE PHONE NUiiliEBS!: ;  i ! f  seven d ig it  telephone nuMbar 
should tahe 3?iyê  .fjxll §G,9.P,I7i5L 7o read . Use even pacing in xreao.ing each 
d ig it .  lioix'T le t  the XTiLa SEWS voice-ciropping’~syndroai3 completely dcsinate 
your s ty le . W'hxri: I mean by that is  th is : 'r e a d  a l l  d ig it s  with an even p.?,co 
9 . . . 3 . . . 7 , . . 1 . . . 0 . . . 3 . . . 5 . Bo not bunch up the p re fix  d ig its  in to  a mad 
riiurabla, dragging out the x'eraaixring four d ig its  with ex’ Gr-i'acrcasing pauses 
in  between, lilco th is : 937 • • 1 ■«. .’ O........ 5 ..................5 .

SLOH P0¥2i OH THE PHONE HUMHSRSi U I 11 I i il I ■ U \ ll ll 11 -ohay? please ? huh

7
-----'

» P-3

n

d
c
to

Wft) I



TO: EACH liADS STAFF iiEMBSE

FROM: JACK DAI'JAffi* -  OPEEATIOI'JS iiANAGER, KAD3

1 FEBRUARY ‘¡907 '(o
SUBJECT: SPONSORSHIP IDENTIFICATION PtE WANT-AD̂ 'FCFJiAT OJ KADS

o

u 0/i 18 Jany.ar-y 196?  ̂ Uhe FCC grasitcsd Ki\DS a waiver of th(= vequiraaiont tha'i 
sponsorahip identification in;st be Kade in a ll advertiseaents :iponEoz'ad by indiv'- 
idualso This waiver was n e t  granted in the case of advertisements sponsored by 

.corporationso
2o This means that individuals who buy "private party" want ads on KADS nc.id 

not have their names mentioned on the air. The principal reason for the waivei- is 
to avoid abuse of advertisers ivhen their names are mentioned in their want adSo 
Since the possibility of abuse generall3r need be of concei'n only :vhen the advei-tiser 
is an individual^ the sponsorship identification waiver was not extended to cover 
larger'businesses or corporations.

3<- This waivei' does not mean that "private party" ad bû rers must not use 
Ov-in names. It means that the individual may, oi’ may not  ̂ use bis name as he chouass. 
The FCC action does mean tha.t a ll corporations or a ll businesses ivho buy want ads cn 
Iù\DS must be identified in their ads. All sales personnel shou3.d be ab].e to te ll by 
now who is a "private party" and who represents a business or & corporation, li' in 
doubtp ask yoiu- supervisor« If s t i l l  in doubt, ask me«

4o iften ’writing rough cepj' on a sales order for a business or corporation, the 
sales girl should incslude the name of the company or firm purchasiiig the vjant ad.-, I'n 
w’riting finished copy, the copyxiriter should also include that name in copy readied 
for production personnel. As a final check to insure that this station complies with 
sponsorship identification requirsiaents, production persoimel vrill not fa il to in-eiude 
company names or fii’m njames in a ll produced want ads, a,s appropriate. Since production 
often must edit finished copy before producing i t ,  I must emphasise'that bixsineas, 
companji’ or firm names must not be deleted from the produced i-;ant ad,

5« Any questions conesrning ui'ianticipated raaàfications of tliis waiver should be 
directed to me as soon as they arise.

n

Thanks„« «, «

cc: IÙID3 Policy File
KADS Op-erations Manual

—
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TIIK STATIONS MEMORANDUM

To a l l  s a l e s p e r s o n n e l  - KADS 
cc>>-Policy file

Prom j a c k  DANAHY

Date 29 NOVEMBER 1966

Subject INTERVIHi ADS and RESULTS PROMOS

_  SLATE:
*-- '

To achieve the warmth-of-the-hman-voice soiind in KADS' format, 
it is necessary to increase the frequency of the "interview ad".
Our immediate goal is at least one interview ad every ten minutes. \\ 
Current format frequency of the interview ad is far less than that 
goal.
To get more interview ads into each category, I must rely heavily 
upon each of you to recognize the need for the interview ad and, 
then, to place immediate emphasis in this area of your sales approach.^ 
You are all familiar with operation of the Norelco recorders. For 
content of each interview ad, the basic elements are again outlined;

Begin each sixty-second ad with a slate. A slate is any close 
variation of the following; "On K-ADS, you're listening to the 
Classified Announcements section."...or..."Thisbis the Automobile'^ 
and Motor Vehicle section on K-ADS."

LEAD-LINE; Just after the slate, and immediately before the body of the 
interview, use a lead-line. The lead-line will depend on the 
content of the ad. Examples of lead-lines follow. If a caller, 
for example, needs a babysitter on a last-minute basis, the 
lead-line could be; "Babysitter needed tonight in the El Segundo 
area." An even better lead-line is: "Babysitter needed tonight
in El Segundo." For a client who is advertising for his lost 
attache case, this could be the lead-line; "Fifty-dollar reward 
for attache case lost near Wilshire and Fairfax."

BODY; Vary your entry into the actual interview with each ad. Try to
avoid the trite methodd such as: "¥e have a Mr Smith on the line
who wants to sell a refrigerator. Could you tell us about it,
Mr Smith?"....and...."Mrs Jones, I understand you have a house  ̂
for sale. Can you describe it for us?" Get right to the meat of 
each ad using opening techniques like these: " Mr Smith, how
much do you want for your two-year-old refrigerator?"....and.... 
"Mrs Jones, why are you selling your home in Beverly Hills for 
only $40,000?" Obviously, before beginning each interview ad, 
you will have taken notes so that you will know essentially what 
the client wants to insert. My point is that you should vary each 
opening of the body of the interview, getting directly into the 
facts of what is to be advertised.

aSUiyiliARY: The summary is even more terse than the lead-line and should run
like this: "...531-0062. Babysitter wanted. 531-0062." ....and.... 
"...S76-2345. Found an attache case? Call S76-2345«" The summary 
should always precede final repetition of the phone number.

O

W
Wft) I



a

TOE >ÎÂ STATIONS MEMORANDUM

To Date
29 Nov 66

Jack Danahy to all KADS Sales Personnel, continued. Page 2.

From Subject

To obtain desirable format frequency of the interview, I ’m setting a 
daily goal for each of you of two interview ads, effective today. This 
means that I will expect you to turn into the production department 
two interview ads every day for the next several days. KA.DS' sound and, 
consequently, your sales volume depend on your efforts in this direction.

2.RESULTS PROMOS: From the general discussion held yesterday, youmare all
aware of the station’s' need for results promos, voiced by satisfied 
customers. To get more success stories for broadcast, I want you to do ' 
two things:

When you make a sale, tell the customer that w e ’re very interested 
to know what kind of response he will have received. Ask him to 
call you back at the end of his schedule, or when he is satisfied, 
to tell you what kind of results he had.
V/hen he does call back ( and he will ), connect your norelco 
to the phone and let him tell you what happened. If is comments 
are favorable at the end of your recorded conversation, ask him 
for permission to broadcast his comments. Give that cartridge 
immediately to production for editing and production. \iihilè 
recording, simply carry on a normal conversation eliciting the 
customer’s success story. Production will piece it together when 
you give it to them.

KADS needs results promos. You can get them. Ask for a customer call-back. 
You just might find that your caller has something else to advertise.

O

Thanks,



T H E  I S T A T IO N S  M E M O R A N D U M

' K-iiDS STAFF Date NOVEMBER 9, 1966

From DON KEYES Subject t e le pho ne INTERVIEW COMMERCIALS
I I

C

■

D

Vihile our station has assumed a great deal of vitality and variety 
in the past 24 hours, I do detect a certain sameness in the manner . 
in which our telephone interview commercials have been recorded. 
These commercials are at this time the most dramatic and vivid 
presentations we have. For that reason I don't wish to let them 
fall into a rut and in this note will map out a few approaches 
that can be made to the telephone interview commercial.
Basically, there are 4 main ingredients to be inserted into the 
telephone interview commercial approach:

1. ■ The slate which identifies the category
2. The name of the product or service
3. The slow and careful repetition of the phone number or 

■ address
4. A maximum length of 62 seconds

Using this as a framework for the telephone interview commercial 
you should then regard as a matter of good basic practice the 5

of journalism: Who, What, Why, When, Where and, time permitting,
the "schmaltz" element that' will make the respondent a warm, 
personable human being. For example, if in the middle of the 5 
W's you threw in a question or statement that suggested the 
personal side of the advertiser’s life, you would then have an 
excellent 60-second spot. For example, if you were interviewing 
a man -selling his home, one of the 5 W's would be, "Why are you 
selling your home, Mr. Smith?". The answer is that he is moving 
to Omaha. At this point you might say, "My goodness, Mr. Smith, 
that Is- a long way from Los Angeles. Why are you moving to Omaha?". 
He then says that he has an excellent job opportunity with a meat 
packing plant and that he's really looking forward to it. At 
this point you would say, "Well, I certainly want to wish you the 
very best of luck in your new job." He then says "thank you" eind 
you briskly move along back into the commercial matter of the 
5 W's.' It goes without saying that this approach takes additional 
seconds of time, but it makes for a better sounding commercial 
because:

O

to toj



0d3X|

T H E s t a t i o n s  m e m o r a n d u m

T°' K-ADS STAFF

PAGE TWO 

From DON KEYES

Date

Subject

NOVEMBER 9, 1966

TELEPHONE INTERVIEW 
COMMERCIALS

1. It makes you sound, more human
2. It makes him sound more human

It is, therefore, more entertaining to listen to than if you had 
restricted your questions to the 5 W's, and as we discussed 
previously, if the station is listenable,ka it will get listeners 
and hence results.
For the moment follow as best you can the outline for the tele­
phone interview commercial as I have just stipulated.
Before abandoning the subject I would like to pass on to you some 
techniques with words that can be effectively utilized in the 
telephone interview spot as well as pitfalls. I may be mistaken 
but I believe I recorded the first telephone interview commercial 
on this station, and I said in that approach, "This is the so and 
so section of K-ADS and we have on the telephone Mr. Andre 
Dunstetter." You would be hard pressed today to find a telephone 
interview commercial on this station that doesn't- lead off in 
exactly the same manner. There are many variations you can use to 
artfully get out of the slate and into the meat of the commercial. 
Suggestions are as follows:

"On our K-ADS telephone now is..."
"Want to buy a German Shepherd puppy? Mrs. Smith has a litter 
of them for sale. Mrs. Smith, how old are the puppies?"
"Ever wondered what it might be like to'drive a 1930 Rolls 
Royce coupe. Mr. Randall knows and he is on the phone with us 
right now. Mr. Randall..."
"Mr. John Doe of Alhambra has chosen to broadcast his want ad in 
person. Mr. Doe, tell us about that boat you have for sale." 
tor better yet, tell our K-ADS listeners about that boat)

Or how about a statement of fact after the slate:
"Almost everybody likes boating here in Southern California.
If you've longed for a boat but felt you couldn't afford one,
Mr. John Doe will tell you about a boat bargain. What about 
it, Mr. Doe?"

So, you see, with some imagination devoted to the construction of 
the telephone interview we 'will eliminate the sameness that we 
have already indicated and each interview will be interesting and 
colorful. . .

w|
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T H E S T A T IO N S  M E M O R A N D U M

To K-ADS STAFF 
PAGE THREE

Dote NOVEMBER 9, 1966

From DON KEYES Subject TELEPHONE INTERVIEW COMMERCIALS

2

■ 1
3

r"~'-
O '

4

|i t

i i

The pitfalls are numerous but I ’ll only cover a few of the more 
obvious:

1. Once you have learned what the individual has to sell, you 
should make notes to which you can refer. This will help 
prevent your constant repetition of the syllable "ah" and 
will also help prompt the advertiser into a new area.

•

The verbal crutch spoken at every opportunity, "I see." 
which only indicates to the audience that you are not blind.
This relates to #l...the use of "Well, ah".
The saccharin coated phrase of " Q o K .  fine, Mr. Doe" which 
indicates that you cannot possibly find fault with anything 

■ he says and that you heartily endorse his entire approach.
While these pitfalls are serious ones and can be serious detri­
ments to a really effective commercial, it is comforting to know 
that 30 seconds spent making skeletal notes before the interview 
starts will eliminate virtually all of them. Those notes relate 
directly to the 5 W's. .Your questions should be stated in a warm, 
friendly yet professional manner. After all, Mr. Doe really can't 
afford to pay his money for precious seconds spent in our bumbling 
around.
If any of you have further questions on the subject of conducting 
telephone interview, please ask me and I will be glad to demon­
strate this for you.
One last point, when you have reached your end of the telephone 
interview, allow a couple of seconds to pass to keep the tape 
clear. This will enable us to dub it onto our automatic tapes 
with a minimum of time spent in its production.

n

Don Keyes
DKikc
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TME STATIONS MEMORANDUM

To I!=ADS STAFF Date NOVEMBER 9, 1966

From DON KEYES Subject COPY M U T E R

X..

The following policy shall be effective immediately»
C o P fiO é jf^ 'S

All commercial copyf^to be broadcast on this station shall be channelled 
through D4fta—ItsOT'fl office» Dina is to be considered a specialist in 
this area, has received specific instructions from me and therefore . 
knows the various areas in which copy might be bettered»
Should any of you have what you consider to be a particularly good idea 
for a copy approach for a given client, you’ll find Dina not only 
receptive but eager to explore it with you» However, she will have 
the jurisdiction in the copy area over sales personnel and her,decision 
in these areas is to be observed» I'm sure sales personnel will 
welcome this decision since it will enable them to spend less time in 
the writing of result-producing copy and more time in revenue producing 
telephone calls»
Naturally,- Dina's creative efforts are subject to the revisions of 
higher authority»

Don Keyes

DKckc

n

u T)
t>l





11^ ^  ‘ H - 0 -

THE [^(lo(A^ STATIONS MEMORANDUM

= = : : : : . : .............  ....  ■, :
To KADS STAFF

c o ;  B i l l  K cD o w a ll -  XTRA 
KADS P o l i c y  B ook

Date 3 JANUARY 196?

V

From j a c k  DANAHY -  OPERATIONS KGR, KADS Subject PUBLIC SERVICE ANNOUNCEMENT POUCY

5

1) Effective today, as an intregal part of his duties as Traffic Director,
Jim Reid vdll be responsible for gathering, producing and scheduling all 
public sez^ice announcements. KADS vdll broadcast between 300 and 400 
PSAs each week, as is current practice.

2) The following is KADS' policy concerning Public Service Announcements:
a. Announcements will not exceed twenty seconds, each, that is.
b. Each PSA must be voiced by the director or local executive of the 

organization for whom the announcement will be broadcast.
c. Each PSA will contain at least one mention of K-ADS.
d. Each PSA will be as localized as possible, mentioning Los Angeles or 

a section or suburb, as appropriate.
e. For the time being, no more than five organizations will be scheduled 

for public service time during a 24-hour broadcast period.
f. PSA ETs will not be used on this station unless the produced recording 

fulfills all of the above requirements.
3) Organization directors or executives may be invited to KADS' studios, or may 

call the station to tape announcements. A Norelco telephone recording of the 
PSA is quite adequate for broadcast. If appointments are made for studio taping, 
organization directors or executives are to be greeted by the Operations Manager, 
the Office Manager, or th4 Program Director. During all studio taping, the 
Program Director will supervise the production of PSAs,

4) It is felt that first person Public Service annomcements are more effective
than the announcer-read hackneyed copy distributed by public service organizations. 
The announcement becomes more intimate and ear-catching when it contains a m.ention 
of K-ADS and Los Angeles, voiced by the organization director, himself,

5) Here's an example of the kind of PSA KADS will broadcast;
" I'm Mrs Fred Smith, chairman of this year's MOTHER'S MARCH AGAINST 
POLIO in Los Angeles, asking all K-ADS listeners to fight Polio in 
your neighborhood by giving yowc dollars to the mother who will ring 
your doorbell on January 31st. "

" On K-ADS, thid is David Rice who has organized a Social Book Club 
as a non-profit avocation for anyone between 21 and thirty-five 
who likes tc discuss books. I'm inviting K-ADS listeners to our 
next discussion on January 10th at 6644 Fountain Avenue, Hollywood.
V 'a lk e r  P e r c y 's  The M o v ie g o e r  w i l l  b e  d i s c u s s e d ,  "

6) Attached to this memorandum is a K-ADS STATION FROMO/PSA RECORD ORDER, Each 
PSA scheduled for broadcast must be reflected on an ORDER, File will be 
maintained by the Traffic Director, who will give the Office Manager a weekly 
report of Public Service Announcements broadcast during the previous week. Renort 
will contain name of organization, address, name of director or executive. Vai at 
PSA and number of times broadcast.

yi
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Part I, Paragraph 1, Section A

It is the policy of the applicant to ascertain the needs and interests of the 
public by conducting surveys of the community on a continuing basis as well 
as consentrated specific surveys during February and November of each 
year. In order to determine the proposed programming of KGLA-FM,
Donsild C. Keyes, a Vice President of the McLendon Corporation, made a 
sui'vey of various Los Angeles Civic and Community leaders during the 
week of November 10, 1965. Mr. Keyes asked these individuals how KCLA- 
FM or FM radio in general might better serve their needs. Since it has been 
our experience that many such individuals do not have specific ideas along 
these lines, Mr. Keyes observed various programming voids in the community 
and suggested program ideas. All of these suggestions were met with approval. 
Persons interviewed and their organizations are as follows:

1'. ) Leonard V/ines
Executive Director of University Relations 
University of Southern California

2.) Mr. Reinig
Director of Public Health Education
Los Angeles City-County Health Department

3. ) A1 Weinberg
Public Relations Director 
American ^egion 
Los Angeles Area

4. ) Warren Swanson
President
Los Angeles Division 
North American Aviation

5. ) Eugene L. Zechmeister
Finance/Public Relations Director 
Cirl Scouts of America 
Los Angeles Area

6. ) Ed Shattuck
President
Los Angeles County Bar Association

7. ) Reverend McKnight
Executive Director
Los Angeles Council of Churches

t>l
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Part I, Paragraph I, Section. B

The significant needs and interests of the public to be served by the applicant 
during the coming license period are as follows. The dissemination of 
religious news through specialized news broadcasts which contain news items 
of significance to all faiths. These programs will be produced in cooperation 
with the Lbs Angeles Council of Churches and other religious organizations.

The applicant proposes to broadcast a number of newscasts specializing in 
news of the educational field. Among those organizations which have 
expressed interest in the development of such programming are the Los 
Angeles City-County Schogl yCLA and USC. Further, the applicant
is considerin^^e'rii^img avaS^leoT^aily air time to be used by the Los 
Angeles City-County School District in its effort to broadcast instructional 
material directly into the classrooms of the district.

The applicant proposes to initiate other informational programs dealing with 
new developments within the aviation industry and the motion picture industry 
in cooperation with the trade organizations representing those industries. 
These prograsm will be of service to the hundreds of thousands of citizens 
of Greater Los Angeles who are employed in those industries.

The applicant further proposes to aid the goals of the Los Angeles City-County 
Health Department, the American Civil Liberties Union, the Girl Scouts of 
America, the Los Angeles Bar Association, and the American Legion through 
campaigns of public service announcements relating to the efforts of those 
organizations.

With respect to the needs and interests of the public in the areas of national- 
international matters, the applicant proposes to broadcast frequent editorial 
comment, frequent news broadcasts dealing with national and international 
matters, editorial comment from newspapers around the nation, as well as 
those national and international matters that are coincidentally covered by 
the programs proposed in the first paragraph of this section.

i o t t
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Part I, Paragraph 1, Section C

Typical and illustrative programs { other than Entertainment and News ) that 
Applicant plans to broadcast during the coming license period, to meet those • 
needs and interests expressed previously, are as follows.

PUBLIC AFFAIRS - -  One 5 -minute program per day, Monday through Saturday, 
pertaining to news of interest to memebers of the aviation industry. Broadcast 
times are not yet determined.

PUBLIC AFFAIRS - -  One 5 -minute program per day, Monday through 
Saturday, pertaining to news of interest to members of the motion picture 
industry. Broadcast times are not yet determined.

PUBLIC AFFAIRS - -  Applicant proposes to broadcast "Guest Editorials" 
nine times each day, seven days a week. These editorials will be taken 
from some of America's most outstanding daily newspapers and will be presented 
in an effort to not only inform but to stimulate thinking on national and inter­
national matters.

EDUCATION - -  Applicant proposes to broadcast one 5-minute program per 
day, Monday through Saturday, pertaining to the interests of all educators in the 
Greater Los Angeles area. This includes both public school and college and 
university educators.

EDUCATION - -  Applicant proposes to broadcast one 15-minute program per 
day, Monday through Saturday, for the purposes of carrying various instructional 
material into the classrooms of the Los Angeles City-County School District.

Applicant further proposes to aid the Los Angeles City-County School District 
in obtaining additional air time for this purpose on other Los Angeles stations.

RELIGION - -  Applicant proposes to broadcast two 5-minute programs per day 
dealing with news of religion. All major'faiths will be equally represented.

SPORTS - -  Applicant proposes to broadcast a minimum of thirteen 1-minute 
sports program per day, seven days a week, pertaining to both amateur and 
professional sports in the Los Angeles metropolitan area. These will consist 
mainly of scores, schedules and pertinent sports items such as news stories.

EDITORIALS - -  Applicant proposes to broadcast an average of ten 1-minute 
editorial programs per day, Monday through Saturday, in which the editorial 
opinion of the licensee will be expressed.

I 0^1
I'g o i 
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Page 7

Part III

# 16 : Applicant's policy with respect to making time available for the
discussion of public issues will be as foliows.

Applicant will aggressively seek out editorial response from qualified indi­
viduals or groups in order that both sides of editorial issues might be fairly 
presented.

Subjects and participants will be determined by the applicant's familiarity with 
the community through day to day contact as well as through continuing 
community surveys previously mentioned and participants will be selected 
if, in the opinion of the applicant, or legal counsel, they are deemed respon­
sible or qualified.

o # 17 : Applicant's proposed programming format will consist primarily of 
variety in what might be best described as the most outstanding popular 
music over the past 40 years. The blend will be one of pop concert orchestras, 
light instrumental groups, chorals, soloists, dance orchestras, etc. The music 
will be chosen primarily for its familiarity, beauty and melodic line. It will be 
entirely adult oriented. After subtracting Commercial Matter, this programming 
will represent approximately 62. 91% of the broadcast schedule.

J
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Page 8

Part III

# 18 : Applicant proposes to contribute to the over-all diversity of program 
services available in the Los Angeles community by broadcasting such programs 
as the aforementioned news of the motion picture industry, news of the aviation 
industry, editorials by the licensee, news of religious activity, news of interest 
to educators and the making available of time to the Los Angeles City-County 
School District. To the best of the Applicant's knowledge, the quantity and 
quality of all of the^e program services are unique in Metropolitan Los 
Angeles.

o

# 19: 252

UJ O -^ 0

No

No

( b ) Not applicable

I

t

t?l









MEMO

All K-“ABP Staff Mombsrs 
FuOH: Effxe Cooper*, Office Manager
TO: All
FROM: Eff:

RE: KjJ.l Orders
DATS: Jrl3r 6, 196?

r .

in future the following proced’vire is to be follovied with all Kill Orders phoned into the station:
Mo Kill Order is to be accepted by anyone not working in the sales departeent.
Whenever possible, all kills are to be handled by the 
original sales person, if that person is not avail“ 
able tho Kill Order is to be turned over to Joyce Shirdiff. ^
Should a kill order be phoned in over the weekend 
the^adyortiser should be informed that our office 
sua:rf is not available and that the kill order 
will have to be johoned in on Monday after S:30 AM. 
This does not liiean that vre t'?ili not accept a kill 
on advertising during the i>reekend, or that an 
announcer cannot take the snot off the air„ It 
siBiplj’- means that an additional call will have to 
be placed by the advortissr during our regular 
business hours {3:30 M  bo 5:00 PM, Monday thru 
Friday} in order to settle the billing of the account.

Thank you,

Effie

a j





THE STATIONS M EM ORANDUM

To AL HElilOK - OUTSIDE SALES, KADS 
ec:'Bill McDowell - XTRA 

B, R. McLendon - DALLAS 
J&T"B. McLendon - DALLAS 
0. D. li&noing > DALLAS

From

Date 31 DECEJ-fflER 1966

S u b ject

JACK DAiAHT - OPERATIONS KGR, KADS OUTSIDE SALES DAILT CALL REPORT

.J

A1....  ATTACHED IS AN EXAMPLE OF THE TYPE OF SAIES REPORT THAT I WANT YOU
TO BEGIN USING EFFECTIVE TUESDAY, 3 JANUARY 196?. For the tin« belni;,
I will need only one copy of your report each day. You should keep a 
carbon copy for your files.

I feel that this report will help you organize your day and will give 
you a reference for recalls. It will give ms an idea of w ^ t  is going on 

• '♦outside" arei will allow ms to understand the problems you are meeting 
in pitching the want-ad formt.

If you have any suggestions for ia^jroving the report form, by all 
means let me know immediately. Otherwise, the attached example will be 
stenciled for use each day.

I i

V
II9 ^

Til 
Pll

W
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ETHE lÂ STATIONS MEMORANHUM

To/SAEBm FRANKLIN - PHONE SALES SPVSR, Date 31 UECEMHER 1966
KADS

cc; EACH TELEPHONE SOLICITOR - KADS 
BILL McDowell - xtra

From jack DANAHI - OPERATIONS MC3R, KADS Subject KADS CALL-OUT SHEET

U

1) ATTACHED TO THIS MEMORANDUM IS A KADS CALL-OUT SHEET. USE OF THIS FORM WILL 
BEGIN TUESDAY, 3 JANUARY 196?.

2) EACH TELEPHONE SOLICITOR ( including night and weekend girls ) WILL RECORD THE 
TELEPHONE NUMBER OF EVERY CALL-OUT MADE DURING HER SHIFT. ViHEN A CALL-OUT RESULTS 
IN A SALE, THEN A CHECK-MARK IS TO BE MADE IN THE APPROPRIATE COLUMN.

3) AT THE END OF HER SHIFT, EACH TELEPHONE SOUCITOR WILL GIVE COMPLETED CALL-OUT 
SHEETS TO THE PHONE SAIES SUPERVISOR. NIGHT AND WEEKEND GIRLS WILL lEAVE 
COMPLETED SHEETS IN PHONE SALES SUPERVISOR'S MAILBOX.

4) IN AN EIGHT HOUR PERIOD, I WOULD EXPECT THAT EACH TELEPHONE SOLICITCR CAN EASIIY
COMPLETE EIGHT! CALL-OUTS, USING THE CLASSIFIED SECTIONS OF ALL NEliSPAPERS AS 
lEADS. ,

w C>1Til
pj
p)I

i ^
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THE i\K̂  y^Ao STATIONS MEMORANDUM

■ I

FRANKLIN - PHONE SALES SUPVSR, 30 DECEMBER 1966
KADS i'

c c t  ALL SALES PERSONNEL, KADS 
■ B ILL McDOVfflLL, XTRA

From DANAHY -  OPERATIONS MGR, KADS Subject C U S S IF IE D  ACCOUNT U S T S  -  KADS

1) To date, you have not provided clear vorklng areas for each telephone solicitor,
2) In an attempt to organize the efforts of KADS* phone operation, I've come up vdth 

the attached "account lists" for each girl. They are to be used on a trial basis, 
effective today. Undoubtedly, some modifications vd.ll have to be made...-but the 
only way to m o d i f y  something is to start at a beginning.

^3) Evaluate the lists in two weeks, on 13 January 196?. During this period, gather 
notes and written comments from all telephone solicitors for discussion with mo 
on that date.

4) lists attached were compiled from the Classified Section of the 29 December 1966 
edition of the Los Angeles Times.

. i ■ . ■<.
;i?il
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THE STATIONS m e m o r a n d u m :

r  JIM REID, TRAFFIC DIRECTOR, KADS Date 5 DSCE^ÍBER 1966 
■ cc; Sales staff

file
From JACK DANAHY Subject t r a f f i c  CON TROL -  FRE EBEES

1« Current policy on "no charge" ads is that such an ad will '■ 
not, under any circuiristances, be broadcast longer than 10 days»
A no charge ad will always be deleted to provide an availability 
for a paying customer,

2» No charge ads are accepted to build program material in lieu 
of paying accounts.

3. Sales personnel have been instructed that all no charge ads 
must be written on a sales order. Each sales order for such an ad 
will contain explicit instructions to end the schedule of that no 
charge ad before a maximum of ton days from its begin date. { For 
example..».A no charge ad that begins on 1 December will end on 
or before 10 December. )

4. So that announcers will follow through on these no chargeend 
dates, indicate them on your control sheets. V/hat I mean is this: 
do not write "TF" after any account..,alv/ays indicate the end date 
of each ad. No charge ads, especially, should reflect a  mandatory 
end date.

vU . >



THE STATIONS MEMORANDUM

To EACH KADS STAFF MEMBER Date 29 NOVEMBER 1966

From. JACK DANAHY Subieet OLD-SOUNDING FREE-BEES

u - i

1« Vie are still accepting vrant ads, at no charge, from you, yoiu* 
relatives, or non-business friends. Object of such acceptance 
is to build program material.in lieu of paying accounts ( "in lieu" 
does not mean "instead" ).

■

2. I will make only a fav/ stipulations to the siting of no charge ads;
a. Such ads will coma from KADS' "immediate family",

■ . b. Ads that have even a remote possibility of being sold will 
not be broadcast for free. i

c. Ads accepted at no charge must be somewhat unique or unusual 
and should lend themselves to format-enhancing production, .

d. A sales order vri.ll be vnritten on each no charge ad,
e. THAT SALES ORDER V7ILL CONTAIN EXPLICIT INSTRUCTIONS TO O L L

OR END THE SCHEDULE OF THAT NO CHARGE AD BEFORE A MOBRJM 
OF TEil DAYS FROM THE BEGIN DATE, -

•I

I !

( 5 ^

w



(D
THE STATIONS MEMORANDUM

o4-t;>o'

To SALES PERSONNEL Date NOVEMBER 10, I966

From DON KEYES Subject

0

The following policy is hereby effective and relates directly 
to the rough copy that you will be writing when closing a sale.
At the end of each commercial regardless of length, 3 sequences 
will take place:

1. The slow, deliberate delivery of the telephone number
2. A one line or one word of the product and service
3 . A repeat of the phone nvimber read at the same pace

Therefore, when you are writing rough copy, be sure to include 
for Dina the summary line, which could be for example, "puppies' 
in the case of one of our present commercials,"a 1930 Rolls Royce" 
in the case of another ... just the barest essentials of the product 
or service previously described.

Don Keyes
DK:kc

w»'l





M E M O

■ADP Ftafi
■■y O ff ic e  Procedures e f fo c i /iv e  

1, 1967

FROM : E f f ie  C oop er-O ffice  •••l.sr

DATE; Apri] 30, 106?

o

ARD SER?IOT

E ffe c t iv e  Kay 1, 196? K-ADP i s  an authorii^ed Bank Ameri rard Kcrc.oini 
'This means cDa'c our ad/voruisers rnoy charge ohei:o theii" K- ADO Ad O'"
^.heir Bank Am ericarda.

Here i s  bow th is  i s  to  be handled;

1„ Inform a l l  advortist^rs that they inâ /' use th e ir  BOA ■■':ax''d wi'bh us

2 . I f  they  v/an'b to  use th is  ser-'wice 3/ou are to  talce th.e fo i lo v ji ' 
in form ation  xi'cm thg'm;

(a ) liarce, Address and Phone Number
(b ) Number o f  Bank Ajisx'icard
( c )  E xpii'ation  date ox Bank Americard

3 . I f  the amount o f  aidvertising i s  under f i55 ,00 you v iil: not need 
to  ge't authoriBatio'b from Bank Americard TTffices

4 . I f  the amoi^nt o f  a d v e rtis in g  i s  $5o00 or more you MUGT_ get 
aubhoriiration from EOA O ff ic e s . You are to  c a l l  MU J.-.-Kfll 
f o r  th is  a u th o r isa tio n .

A-U'c-horiaation hours are Monday thru Frida3'' - -  b to  9BM
Saturday--’ --' --------  9 AM co 6PM
Sundciy- ----- - --------- Closed

During hours when i t  i s  ■'.■■ot p o s s ib le  to  get a u th orisa tion  fo r  
accounts o f  $5.00 and o ie r  vou maj'' exp la in  to  the a d v ertise r  
that you w i l l  take h is  a d v ertis in g  and BOA Card number and 
e x p ira tio n  d a te , but that h is  a d v ertis in g  aan not bo a ired  
u n t i l  au th oriza tion  can be obtained T e ll  him 'tha'b you iv i l l  
c a l l  BOA O ff ic e  when i t  re-open s to  ob ta in  th is  autnorizatio 'n  
and v ? ill imniediaoely begin aii'-irsg o f  h is  commercial 
v.'ants to  be n o t i f ie d  \'/he.n h is  ad w i l l  s ta r t  a ir in g  'lie v /i l l  
r e ~ c a ll  him befoi-e pu ttin g  the ad on the a ir

;f  To ob ta in  a u th oriza tion  d ia l  M !- l -3 6 i l  and ask fo r  au th oriza tion  
c le rk .

u

o f  custom.er. 
urs is

Gire Bankaroeri vard numbeu and la t  i nariL.
Give vour J.den'otfying mierchanv, number.
333-^;Ì3 .
Arnount o f  sa le
When sa lo  i s  aa th orized , code number v/i '.1 be gxven 
and must be wr;;sten in  thè space provid'.:T on thè 
sa le s  d ra fo .



Q.

6„ Belov'7 3̂ ou will see a cop}- of a BOA Sales Drafts Yoxi are to fill 
in the inforffiation I have listed for each and every client.
On the oi'ders of under $5*00 you will not haive to fill in the 
release number given you by the authorization clerk at BOA. since 
you will not have to call for authorisation on amounts under 
$ 5 .0 0 .

Fill in your initials v;here I have mai'ked the (x)„
7. Should an advertiser come into the sation with his BOA Card you 

v/ill have him sign the sales draft and you will use his cai’d to 
fill in the top left hand corner of the sales draft* The card 
X'vill go on oiir imprinter for this purpose.

S. All sales drafts go thrii the imprinter to print our Member # 
_____ and name._____
NAME OF CUSTOiv'TER BOA #
Expiration date of BOA

0 £ B : ë _ . T m _ L n _ _ . .fif.P T .

THIS IS SPACE FOR OUR 
K-ADS IMPRIHTSR

Ü/U.CÎ

TIME ORDER #

Û±iî)urujihûlLh!rü Ccabj (

Soitoj ÎjcîaApjvvîuO S' K)n/itt
, PHONE ORDER (hxJî Lci/

r'upoUi.'L'jnJ - [[(jmoJjA, L̂irvj [-llrLS.̂

RELEASE #

___ i
‘ rpti,

AMOUN'j QF 
SALE

Tomi AMOU WT OF

SALES draft

Q When you. ha-t;e finished this procedure you xvill have three sales 
dra.fts plus your time order. Distribution of time order is as 
usual. The BA.KK COPY of the Sales Draft is to be turned over to 
Evelyn Unell imEDIATELY. The FEl'fflER COPY is to be stapled to 
the original time order. The CUSTOMER COPY should be given to 
-Joyce Shircli.ff for her file.

10. ON ALL TII® ORDERS WHERE PAY?iENT IS GOING TO BE CHARGED ON BOA- 
Fill out the time order as usual. Next to to total price mark 
BOA — minus 3̂ -. Next to. or underneath, the CREDIT: ATTACHED 
column mark PAID IN ADVANCE-BOA. D_0 N 0 T F A 1 L T O  D 0 T H I S . ■' - -



a 11. For your customer's .information --  K-ADS will not bill the
advertiser using BOA Credit Card. Customer wilTreceive 
regular monthly bill from BOA.. If customer needs copy of 
biiling and/or schedule of spots run on K-ADS we will send 
an invoice marked PAID BOA 'which will show dates schedule 
ran and times commercial ran if needed. Most p-robahly, 
clients using BOA will be private pa'rty advertisers and will 
not need an invoice from us for their records.

ON-THS-AIR COPY
All oii-the-air copy will be bandied by the announcer- 
producers. You are to take dovm all facts presented 
by advertiser. Actual on-the-air copy will be made 
up by announcer from the supplied facts.

are to include artici 
•»vili no longer be

For announcer-producers ----
verbs, and p'romouns in copy, 
necessary to use Western Union-style "telegraphese" on 
this radio station since onl̂ r 60 second spots vri.ll be so.ld.

es.

All facts for on-the-air copy will go on the tirne-o.rders 
as usual. Bu't you no longer have to single space these 
at the top of the copy portion of the order. Do your 
typing of facts as neatlj^ as possible. Our announcers 
will not have time to translate too many typigraphical 
errors.

NORELCOS
The sales staff is no longer req*aired to do Norelco 
Interviews at any time.
Use your Norelco to take notes from adi'-ertiser if you 
wish to b'ut do not promote his doing a Norelco. In 
fact don't offer that service at all.

INSTANT WANT ADS
All inside sales staff members v/ill be given copies 
each i'nstant ad being run on K-AiDS. These vrill be 
distributed to you from Joyce Spircliff.

of

You are to promptly call these people back to see if 
they will take repeat ads. Make them clearly under­
stand that they have all ready been charged ijil.OO 
for their instant ad and that you are trying to see 
if the3f" are interested in further advertising.
If the customer does v/ant a repeat ad, make cat a time 
order. Under our price columns 'type: IWA $1.00
Then write out the normal charges for the additional air-time purchased. Add the $1.00 iWA charge in with 
your total time purchased and distribute 'timo order as usual.



Give a l l  cop ies  ox in stan t ad f̂orrus back to  Ixlnda Gracia f o r  
her b i l l i n g  purposes.  ̂ Linda v / i l l  immediately b i l l  those who 
have boixght onlj£ the $1.00 in sta n t ad. She w i l l  then turn over 
a l l  in stan t atr’forms (th ose  v/ho repeat and those who do not) 
to  Lou Emerson fo r  h is  use in  lo g g in g .

I t  i s  very im portant that the person handling the phones during 
a l l  o f  our in sta n t-a d  segments get as much b i l l i n g  informiation 
as p o s s ib le  from the c a l l e r .  I f  th is  can not be accom plished 
prj.or to  h is  going on the a i r ;  then at le a s t  get h is  name and 
phone number whex'e he can be reached so that a sa le s  g i r l  can 
r e - c a l l  iiim both f o r  a d d it io n a l s a le s , and f o r  b i l l i n g  in fo r ­
m ation. Forms f o r  in stan t ads have been p rov id ed . Linda has these,

Instant Ad p la ce rs  can use th e ir  
i t  w i l l  cut doivn on papei- work on

BOA cards. 
Instant Adi

Push t h is ,  s in ce

GENERAL IKFORMTION

0 >

K-ADS business w i l l  be increasiixg in  the coming days. V/e hope 
that more peop le xvill be v is i t in g  the s ta t io n . This o f f i c e  has 
£ot to  s ta r t  being kept in  a neater fa sh ion . I am t ir e d  o f  the 
cyclon e  look  which vre have taken on. S ta rtin g  r ig h t  now I want 
the tops o f  a l l  desks to  be cleaned xip by the end o f  bizsines.s 
at 5 ’ 00 PM. We are going to  move the Arro'whead 'Water C ooler and 
c o f fe e  su p p lies  up to  the fr o n t  o f  the o f f i c e ,  w ith a screen  
to  cut i t  and the kitchen sink  from view o f  the gen era l p u b lic .
Just because i t  
mess. Clean up 
b a s k e t ------ put

IS screened o x i-- 
any s p i l l s  e t c . ,  
i t  in  the basket

don ’ t  leave  that ax’ea xn
and don ’ t  drop trash  near

m

o

Whenever 
eopaipmen 
the nei'i 
in  add it  
you a pe 
i t . And 
i t  to  me 
o f  sirppl 
run ou t. 
anymore

p o s s ib le , ansvfer your own qu estion s and fin d  your ovm 
to  XTOrk w ith . Linda i s  going to  be extrem ely busy with 

Instant Ad program. She has to  handle a l l  »±'636 c a l l s  
ion  to  b i l l i n g  them. She c a n 't  drop everything to  fin d
n c i i ,  e t c .  You a l l  know where the s to re  room i s  ----  use

i f  3/ 0U see that we are running lov/ on some item  mention 
or to  Linda. N either o f  us have time to  take inventory 

ie s  too  o fte n -s o  l e t  us knox'/ when something i s  about tov_l C t w  i\ .A A X .yV . I..J W 1 U*..v (»> .A A C l  M  W  C*. W

Don’ t  x-mit u n t i l  A;30 PM to  t e l l  us you don ’ t  have 
peí-, and expect us to  have i t  to  yoxx at 4 :45 PM.pape

Today .starts a nevz progaamming form at. I have been throxagh th ii 
b e fo re  at th is  s ta t io n , and o th e rs . Things may move fa s t  and
nobody has time to  exp la in

ire c o ld ,
I ■

to  you 
v/hen you

Xfihy something has to  be done, 
are t o ld  to  do i t . I f  soxr¡e-ausu ao xvhau you

th in g  v;e do today d o e sn 't  v/ork, x/e can change i t  la t e r  o n ---- but
do i t  noxx and we w i l l  ta lk  about i t  la t e r  v/hen th in gs are running 
smoothl;/-. O .K ,??? Thank you.



a >

Vi E in 0
1/11/67

TO OTAF^

FRC?i: S f f ie  Cooper ;
Off'-'-ce iXar.is.ger. l\-kljo

c. c : B.. R., Mo Be ri d o n 
G„B, McLer.don 
E'orothy Mamring 
Kitc-h Levn.s 
S i l l  Steiiort 
B i l l  Kc Dowall 
•jerry Johnaou
i.en Gsefcb ^

c c :  •
-T/) recent 'weeks much re-or-ganiB-a'dicn la s  been done at K-ADS.»
To cJ.ar’i f y  'the -polloies and procad't'.ras currently in affect.,
1 am Ttì-stating’ 'the items covered, in 'the po.iicj’' and proced'ures 
memo issued early  in November,. Si'seo 'that time 'it 5'ias becori;s 
evident that so.me additior.al g'aidel.'i.nas are 'needed. These 
ha y ft bee ti added

. .11 K-'ADP s ta f f  members are acti vely iiivol'iied ir, the daily 

.nrovj'th and develo'p'ment o f the sta't.1.o.u, and. yea vrill probably 
ha've additional po licy  ayid prociidvrea.'!. atggestions,

As 3. par-t o f  'the Me Lencoz'i Corporc.'tion.. arxd o f  X-ADS, jov. ai"G 
expected  to  lea.rii frem year d a ily  3nccu.mtej:'.s viit.h 'this new 
breed o f  radio — and to -pass on what 3rou haire lear'ned to the 
.r-3,st o f 'US., This is  the onljr vray tha't we can make K--AD,S a 
successf'al and p'urposeful serv ice  to  'chs coiiSirariity - -  SiS i t  has 
been pledged to be.

On 'the K'abject o f  poiicyr — i t  goes 'without ss.ying that K-ADS' 
overrid.ing p o licy  i s  to  make thr; rna:-ciK'..vm e f fo r t  to  ascertain 

serve the needs arid o'e.sires o f  'tba 'p'ubiic ;

8 have acc'om'piished and learned a gi'-c-ivi deal d'uring the past 
'i-h:ree mon'Clis.. However, ti'.ere are .s t i l l  mirny areas ìvrlmrein r.';ore 
"ihovigh't and e f fo r t  are needed. Our s ta f f  i's co'fflprissd o f  talented 
„u'id professiocial people em-^sequontiry any ideas or si'.ggest.i.on.s 
vjhich you have t o 'o i ‘fe'r w ill  be gra'befully accepted and thouglrtfuJ.ly 
considered. B'ut please p'ut a l l  ideas a'ad suggestions on paper.

Thank y o u -.. 

Bbifie A-rm Cooper
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Several months ago I issued a memo o f  th is  type. Since then there 
have been some changes in  poJ.icies and procedures and in  our s t a f f .  
Therefore; to  bring everybody up to  date, here one our ground ru les:

OFFICE

1. lie do not have any secretaries  available fo r  d icta tio n . But 
the OperatiC'BS Manager; Program D irector; or Outside Salesmen, 
may occasion a lly  need some typing done. This v ii l l  be handled 
by our R eception ist.

2. Memos c ircu la tin g  in  the o f f i c e  should be checked f i r s t  with 
the Operations or O ffice  Manager..

3 . A il mailing w il l  be handled by the re cep tion is t . Give a l l  your
out-going ’sa il to  her be PM sc that she can have them
stamped; e tc , before 5:00 PM, ¥e ’.'rill be sending only one 
envelope o f mail to  the Home O ffice  ¿oer day. This is  to be 
sent ai-ir-mail. Give a l l  mail fo r  the Home O ffice  to  the 
re cep tion is t .

4 . A ll s'uxjplies V illi be ordered on Friday mornings. Please f i l l  
out supply requ is ition s  and give them'to the R eceptionist,
She v iill in  turn give them to  the 0;rfice Manager fo r  approval,

5. A ll members o f  the s ta f f  are required to f i l l  out tv;o time 
sheets fo r  each pay p eriod . The only  exemptions to th is  rule 
are the O ffice  Manager, Chief Engineer, and Outside Salesmen.
A ll time sheets fo r  the period o f  the le t  to the 15th o f  the 
month should be given to  the O ffice  Manager by the .l.Oth o f 
the month. A ll time sheets fo r  the period o f  the l 6th to the 
30th or 3-1s t  siicuJ.d be handed in  by t ’ne 25tb. ox the month.

6 . A ll overtime must be approved before i t  is  work<2d by the O ffice  
Manager. This applies to a l l  personnel, announcers, o f f i c e  
s t a f f ;  e tc .

7. The R eceptionist v^ili he responsible fo r  removj.ng the C lassified  
Sections o f  a l l  incoming newspapers and stacking them d a ily  on 
the white table provided fo r  th is  purpose in  the h a ll next to 
the sa les o f f i c e s .  So that we v-rill not look lik e  the c ity  duxop- 
a l l  sections o f  the papers (other than the C la ss ified ) are to  be 
thrown out d a ily .

8 . We v iiil provide co;Ifee, tea , e tc . fo r  all-om ployees. But please 
be neat. jDon’ t  s p i l l  on the carpets, and please keep the co.ffGe 
supply table  cleaned up. The corCfee and goodies v ;i l l  be in  the 
back o f f i c e  — but remeivibar - -  i t  i s  an o f f i c e  and our Outside 
Sales Department has to  l iv e  there too .
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Programming

0-.ir 3:00  to  3:15 PM lis te n e r  comir̂ ent section  is  to  be handled 
by_Jack Dsinahy or Randall Chase. Only in  emergency situations 
v iill th is  be haiiulcd by another s ta f f  member.

A ll personnel are to  stay out o f  the Control Room as much as 
rjossibia to  enable the production s ta f f  to  work i,iithout 
in terruption . When i t  is  necessary fo r  you to  enter the Control 
Room make sure that you are not walking in  during the taping o f
a spo o  ii

SALES:

<L>

VJhenever p ossib le  a l l  telephone sales personnel shou.ld try  to 
get Korelco Interviev,/s„ h'hsn ycu hare compl<Dtcd a cartzuldge; 
and checked the qu ality  and timing o f it,, w'rap the cartridge 
ip  the ysllov,’- time order form ana deli.Tor i t  to  the Control Room, 
'ii/hen you need clean cartridges check the box in the control room 

i f  there are none there come to  me fo r  a new carti’idge. For 
those o f  you who would prefer not to leave  your Norelco equiTjtaent 
in  7vour desks at ?night,. or over the lieek-end., I vnlll be happy to 
look them in my safe foi" you.

A ll time orders must be completely f i l l e d  out. This includes 
sta rt and ei:d dates { bvo sure to  add the yean- on th ese).
F i l l  out the complete schedule o f  spots for^the day, week, month, 
e tc . in  the appropriate spaces. I f  'you are s e llin g  a contx-act
at a 50f5 d is c o u n t---- rnax-k that on the contract. Howevei-, you
should aixvaj ŝ put down the actual px-ices that the c lie n t  i s  to 
'be chixrgod. I t  i.s vex-y irnportaixt that you put do'wn the catagory 
o f  the spot on the time order, since v/e include th is  ircTormation 
on our in voice  to  the clivsnt.

We hope that vac xvill not have many k i l l  orde.rs. And i t  is  the 
duty and I’e sp on sib ility  o f  each sales pei-son to  try  and save 
any account frosi being k il le d . However, i f  i t  is  necessary to 
k i l l  an account you should make out a to ta l  o f  f iv e  k i l l  orders.. 
These should be given to  the fo llow in g personnel:

Origii'.ai ------------- 0p(5rations Manager
1st copy --------------T ra ffic  D irector
2xid copy ------------- Bookkeeper
3rd copy -------------O ffice  Manager
.'i-th copy ------------- O ffice  Managei-

A ll copies o f  the k i l l  ox-der must be dark enough to be x-ead.
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SALES COET'D»

. vfhen a:a advert is e r  gives you the copy he wants aii'ed make a 
r.ote o f that fa c t  on the contract ao the Copywriter w il l  not 
re-ncritG in . Mark on the time ox'der '••DO NOT E])IT/PER GLiSNT 
REQUEST.^

5. On roi5gh •copy - - -  take down a l l  the i'aformatiou tha'o a c lien t 
would have ’to have in t]'je ad. Hovi-ever. put the -most iiaportant 
ite'fis to  be said in th.c order o f th e ir  importance so that tlie 
Ccj..v;iwriter v /i ll  know i-foat c;;?.n be deleted I f  the copy runs too 
long. Yo-:.i raight use the inverted triangle  p rin cip le  —- - -

1962 Tempest Sedan fo r  sale by private party 
4 cy lin der; automatic transmission 

$700.00 or host offcjc accepted 
has noi-r t ir e s  and battery 

w hite/blus in te r io r  
dealec* serviced

6. A fter the cop^'writer has fin islied  '.vlth an order,- please cs.ll
hack jcour c lie n t  ar.d r-ead the fin ished  copy. This w il l  serve 
sever-3.1 purposes: (1} i t  w il l  elirainats placing phony ads
on the a ir  (2 ) i t  vrili eliminate the p oss ib i.lity  o:i a c lie n t  
being able to  -say that he did iiot xcant hi.s ad tc> •/'•sad as i t  
d:Ld (3) i t  w i l l  estab lish  that the c lien t actual.ly does .live 
at the phone number listed. O'u h is time c:rder

vvhen you ha'vc gotten the c lie n t  approval on the copy Djark the 
time order ^R'S/PQ’»' 'This w i l l  siean that you have road, the copy 
back to  the c lie n t  and quoted the price  fo r  running the ad to 
him again.
1 know that th is  a l l  takes time •— bu.t i t  w il l  .help us to 
c o l le c t  our b i l l s  - -  ¿-nd that jiteans ccmi'nission in  'your pockets.

GENERAL INFORI/iATION
1. A ll Operations Manag-er., O ffice  Manager, and Bookkeeping Records 

are eox.5fid e a t ia l . When yov. need isiformation from any o f  these 
departments,, a.sk fo r  i t .  d orit  look fo r  i t  you>;’s o ,lf .

2 . Be sure to c a l l  in i f  you expect to  be la te  a:rx-.-i.ving at work or 
i f  r̂ou are not going to  be able to  come i.n. h's need ’to kno'w 
th is  as scon cas possible.,, mince you are a l l  valua.ble and vre have
to  assign somebedy to cover youx' desk at a3.1 tim es. This ir.foriria’fcion 
should a.lvAvys be given to  the Operations M-anager or C .ffice Manager.
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K-ADS RESULTS
1, From row on. when we get resu lt s to r ie s  from cur c lie n ts  I 

would lik e  you to  f i l l  out our ¡'Result Story” forra. I w all 
put a stack"of these on the white table in  the h a ll . We 
w i l l  then use these as promotional m aterials that you can 
read to  c lie n ts  who you are trying to s e l l ,  or send cut in  
the m ail. The form is  se lf-exp lan atory . I t  should be given 
to  the o f f i c e  Manager as soon as i t  is  f i l l e d  out. _ We would 
lik e  to  have these ready to  se-Jid out and to  be reaci to  c lie n ts  
’while we are s t i l l  bi'cadca-sting them on the a ir . The O ffice  
Manage!’ w il l  re-uvrite and run these o f f  fo r  use as soon as 
they are received . They ’w ill a lso be f i le d  in  our FCC Report 
Book; so please make them accurate and neat.

2. Don't fo rg et to  keep f i l l i n g  out the lis te n e r  comment forms 
■which have bes'n provided fo.r you. Give these to  the o f f i c e  
maxiager x-ihen they are completed.

#!/A

Thank yo'u.

im.c

E ffie  Cooper 
O ffice  Ma'nager,K-.ADS

1/11/67

o
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M E M O R A N D U M  

November 3rd, 1966

TO: Bill McDowell
Don Keyes 
Bill Stewart 
Mitch Lewis 
Effie Cooper 
Madelin Miller Smith

FROM: Gordon B. McLendon

cc: BoR. McLendon
Dorothy Manning 
Rose Hutton

Jfbdarcus Cohn 
Policy Book

RE: K-ADS

Below I have listed a number o£ categories or, rather, ideas where I 
felt radio would be more serviceable than newspapers as a vehicle for want-ads, 
particularly in the vein of immediacy. Please remember that when the Top 40 
format started, those of us who had the responsibility for its beginning asked 
what can radio do that television could not do or, instead, what can radio do better 
than television? Having arrived at the thought thaf'MusiC and News" were these 
two areas, we proceeded in that direction. In the case of "Want A ds", radio's 
immediacy and the warmth of the human voice which is provided by radio are the 
advantages we have over newspaper classified advertising. All of you will re­
ceive draft of the letter which I have written to the FCC, in which I say that "two 
of radio's basic utilities as in classified advertising service are its greater imme­
diacy and the warmth and emphasis of the human voice. Since no classified 
advertising deadline among either of the two Los Angeles daily newspapers is less 
than 13 hours in advance of the publication of the issu e--as far as we have been 
able to determine, at least--and since this is a delay from a weekday acceptance 
deadline of 11:00 AM to first publication of the ad at 12 midnight, with major 
readership not beginning until the next morning, thus almost a full day after in­
sertion of the ad, one is again impressed by the possibilities of service to the 
public through a radio's advantages of immediacy. Many other editions of the 
two major Los Angeles dailies call for even longer deadline delays. Only time 
will tell to what extent and in what quantity there may be a public need and desire 
for far greater immediacy in certain types of classified advertising. Since, up 
to now, the point has been moot because greater immediacy has been unachieve- 
able in printed practice, who is yet to say that there may not be an entirely new 
and undiscovered area of classified advertising merely awaiting a medium able to 
serve the public three, five, seven, eleven or even more hours faster. Above all, 
however, assignee, as the pioneer in this new field, feels the responsibility to 
those who will follow to run whatever reasonable risks and experimentation that 
are necessary to establish practicable ways in which radio may still protect the 
public and yet avoid an abdication of the inherent service advantages of its imme­
diacy, So, to give away our chance to bring an entirely new time dimension to the

more -  more - more
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classified advertising user in the interest of mere timidity alone--in the fear of 
an occasional early and inadvertent error inevitable in any unique and experi­
mental business effort--would be tragic» To say that one should not attempt ever 
to make a take-off in a new and experimental airplane which holds the promise that 
it may have valuable new consumer utilities, unless and until all possible risks or 
chances of error have been provably eliminated in advance, is merely to say that 
no such experimental craft should ever fly.

The above could not be more serious. I wish to take advantage of radio's 
immediacy if there is a way we can do it. V̂e may be several weeks away from 
taking full advantage but, nonetheless, I wish to try. Here are some ways in which 
I think radio's advantages of immediacy could be utilized.

lo)

7 .)

8 .)

9 .)

EVENTS OCCURRING TOMORRO rtT 

HELP WANTED! - TONIGHT or TOMORROW 

SPECIALS! -  IMMEDIATE OFFERINGS 

THEATER and FOOTBALL TICKETS

DOMESTICS NEEDED I -  THIS WEEK -  THIS DAY - THE NEXT 48 HOURS

ANSWERING SERVICES AVAILABLE IMMEDIATELY!
Answering Services might give an on-the-air demonstration of their 
type of service, for example.

N E E D  C A S H  NO W I
These are people who want to pawn jewels or some other things and need 
cash not "now ", as it says in the want ads but, on the contrary, they need 
it " really now" , in the sense of needing cash THIS MINUTE or THIS HOUR.

4 )

A U C T I O N S  1
This idea does not really represent one of those advantages of immediacy, 
but I just throw it in as a side light. We would actually need to check on 
what are the legal rules for "Auctions". Can auctions and legal and special 
notices be advertised on radio or on television and thus still become a legal 
publication? If not, some legislation to this effect should be introduced in 
the California Legislature.

Continuing now with the advantages of radio's immediacy, warmth of the 
human voice, etc. . . .

MISSING AUTOS
People don't want to know about their missing automobiles 6 weeks from 
now - -  they want to know about them RIGHT NOW. Check your want ads 
and find out.

more more - more
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18o)

21o)

22.)
23.)
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WITNESSES WANTED! -  Who saw the accident? Who saw someone 
run away? Who was the un-known benefactor of a bunch of school kids 
the other day and who never gave his name?

MUST LOCATE (persons's name) "so -a n d -so ".

MOM ILL - -  PLEASE COME HOME !

NEED SECRETARIES NO W. . .  NO WI
Such as Kelly Girl, Manpower and other similar type services, as well 

as individual firms in Los Angeles - -  for example:
"Secretaries needed within the hour. , .  today,. ,  this afternoon., .before 
b o'clock tonight., , "  etc.

WE ARE MOVING TODAY !

S WAPS
Swaps are matters of impulse and are thus to be considered as part of 
radio's advantages of immediacy,

CHARTER SERVICES - -  LIMOUSINES
For rainy days, in bad weather, in a multitude of unusual conditions, 

DRIVING TODAY TO (name of destination)
People who wish to have a second or third driver when going on a long trip 
or people who need someone to share expenses, etc.

BARTENDERS -  WAITERS - WAITRESSES - WANTED NOW
For businesses caught short since some of the regular personnel did not
show up,

INSTRUCTIONAL SCHOOLS STARTING IMMEDIATELY . , ,  that is TODAY!

INSTRUCTIONAL SCHOOLS -  TESTIMONIALS FOR SAME 
Schools that are starting today.

PERSONALS (personal messages)
This does not relate to radio's immediacy but rather does relate to the 
warmth of the human voice. So, how about "personals" and personal type 
messages in the voice of the person placing the want ad,

LOST and FOUND
Same thought applies here as given under "Personals"

JOBS WANTED
Same thought applies here as given under "Personals"

more more - more
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PIANO PLAYER or COMBO vVANTED ! FOR PARTY TONIGHT! 

PETS FOR SALE TODAY 1
Must relocate., .  Must move today., .  Puppies looking for hom es.. .  
something of this general nature.

GARDENER NEEDED TODAY!

27. ) RAINY DAY SPECIALS!
Various things can happen on rainy days and special items needed 
immediately--because it is raining now--w ill be wanted as well as 
offered. For example: Umbrellas (merchandise)., ,  Taxis (serv ice).,, 
etc.

28. ) CANCELLATION OF EVENTS
vYhere you have unusual weather conditions, people want to publish 
"want ads" notifying others of cancellations, rain-outs, etc. ,  etc,

2 9 . ) ANNOUNCEMENT OF EVENT
This might cover announcements of parties which have been suddenly 
scheduled. *. meetings that had to be called immediately.. .  speeches 
scheduled on short notice. „ .other gatherings of groups or organizations 
...b arb ecu es, etc.

3 0 . ) LEGAL NOTICE!
This is very, very immediate. The type of "legal notice" I refer to here, 
is the one whereby John Jones states: "  I am not to be held responsible 
for debts incurred by so-an d-so". You will find in the Los Angeles Times 
as well as many other newspapers no less than IS or 20 of these ads on a 
Sunday, at least, in which a husband and/or wife wishes to disavow any 
connection with or responsibility for the debts of the spouse.

3 1 . ) TICKETS AVAILABLE!
This might be another "rainy day special" type ad. How many times have you 
had tickets available for some outstanding charity ball, opera affair, football 
game and other important and leading events, and then wanted or needed to get 
rid of them in a hurry. The reason of "bad weather" is only one of the many 
possibilities here.

3 2 . ) LATE EVENING LISTENING
This could be a great thing for late evening listening segments. For example: 
How many times have you wanted to know about. . . i s  there an all-night florist 
available in the near vicinity.. .  is there an all-night druggist or pharmacy 
available in the near vicinity. . . I  am having unexpected guests for the evening 
and are caterers available anywhere in the neighborhood.. .  will a good 
restaurant bring food to my home or apartment on short notice.. .  etc.

more - more -  more
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Now, most of the above listed ideas are those types of classified advertise- 
ments depending upon immediacy but, Don Keyes points out that one can construct 
an equally long or longer list which depends upon the warmth and emphasis of the 
human voice as the advantage in radio when compared to newspaper classified ad­
vertisements and, as Don Keyes also points out, that could emcompass virtually any 
commercial announcement. Still, there are some particular categories where the 
warmth and emphasis of the human voice are even more outstanding as, for instance, 
in the "Lost and Found" category or in the "Person to Person" me.tsages in the 
sense where an individual (maid or workman, for example) is looking for work and 
expresses himself in a sincere tone, looking for individual employment.

By the way, in this connection, one of the most devastating commercials that 
we do NOT want to do is one where we send a direct message by radio, such as from 
John Jones to Susie Brown: "Susie, would you please come to see me. Love, John," 
That is a violation of the Communications Act, in my opinion. Ncnetheless, it is a 
"person to person" announcement, and since we a re --a s  Don Keyes has pointed out-- 
in a new area and, perhaps, because "personals" have never been mtended as point- 
to-point communication because radio has never carried "personals" before, it is a 
point that I am going to check on.

Bill McDowell raised the question as to cost of recording on-*.he-air clients-- 
the ones we would call "interview type ad". The most economical waj to accomplish 
this is via our Norelco recording units now in use at all of our stations, Ursula 

A  Schweitzer orders these units directly from the manufacturer in Chicago and thus we 
get rock-bottom price, Don Keyes ad\dses that 6 units should be employed at KADS 
for just this purpose and, also, members of the sales staff can use the Noi'elco units 
on their "demonstration" and/or "audition" sales calls, etc. Ursula will ste to it 
that this equipment is supplied to you post-haste.

We are keeping the essential rates as per the original rate card which was 
issued although I am, by no means, in accord with this rather cheap printing an̂ i 
cheap format.

I would ask all of you to remember that there are many ways to vary the 
sound of a want-ad station as we have brought home in a letter to the FCC, which 
letter is being furnished to you. There are E, 3 and 4 voice ads, singing commercials 
(I rather shy away from the term "singing jingles" ), commercials with musical back­
grounds, commercials done by celebrities, little children, commercials done in 
interview type (as demonstrated throughout the experimental survey period preceding 
actual station operation), dramatic approach type spots, mood spots, personal testi­
monial type commercial announcements, contest commercial announcements similar 
to those you see in the newspapers and, as well, public service announcements in 
which leading citizens of the community come to the station, using tha radio call 
letters and record same, thus getting considerable local comment, we hope.

A ll people who are closely involved in station policy should have a copy of the 
"Handbook of Classified Advertising" fay Mochel,

more -  more -  more
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An investigation should be made to see what means of establishing credit 
we can accomplish through Western Union or the Telephone Company, The 
"Handbook of Classified Advertising" by Mochel can provide other leads in this 
connection.

We should definitely prepare one announcement of a kind in t'ich category 
of the major classified advertisers, speculative recorded want-ads, et-;., so that 
members of the sales staff can play same as auditions. The sales den.onstrations 
in sound should be produced on Norelco cartridges.

As to what we do after 10 PM at night, I would suggest you confer vjth 
Don Keyes and Marcus Cohn, since there seems to be some question as to ejc'ctly 
what we are allowed to do.

By all means, we should keep a continuing record and the copy of those 
classified advertisements which we, for one reason or another, refused to accept-« 
such as Date Clubs and things of this sort, although we have not declared outselves 
out of the running on this in the sense that we want to take a look at them to see 
whether or not we want them. It is my opinion that they are simply too risky for 
us to touch-«'Certainly at this early stage in our pioneering effort. The same would 
be true of dice systems, black jack systems, card systems and/or other such 
gambling and risk devices.

Above all, let us all remember that we agreed to concentrate on RESULTS. 
This is the final objective for our format since we will not be able to achieve ratings, 
in all likelihood.

Gordon McLendon

P.S.
Copy of the "Inaugural Program Schedule" has already been mailed.

- / u s
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GENERAL INFORMATION

(Li 15 » >.
23, October, 1966 1/

See
footnote

1. We presently have approximately fifty (50) Advertisers 
—  all 100^ Classified.

2. Like two (2) major Los Angeles newspapers we plan (we prefer—  

would like, or?) to schedule approximately eighty (80) percent 
classified ads and tvienty (20) percent classified display ads.

3 . Weak Categories:
Real Estate and Automotive at this writing.

3a. Why Weak?
Current economic situation and uncertainty of prospects 
of the new media. —  Station personal have confidence 

in both areas.
4. Instructions on effective cony.

All sales personnel have been previously trained in 
writing advertising copy, unfortunately not pure radio copy, 
but an understanding of what is needed is knovm and operations 
and daily critiques should bring us up to the required norm.

The part time copy writer/announcer is not qualified and 

will be replaced.
5 . Signal Imoroveinents.

General commentr\n most areas are gratifying. Storecasting 
clients have requested the volume be cut down. Only known 
problem is the La Habra area where K-ADS signal picks up 
interferance from the local airport and its traffic.

6. Cost of recording "On-Air Clients".

Footnote: Source: Madeline Smith currently with K-ADS..6-̂ years with L.A.
Times Classified and 2 years with the Herald-Examiner.
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Cont'd.

Norelco recorders (4) $500.00
(if not available 
from extra company 
source)

Production Time KA
Production Time NA
(or loss of same)
Sales Time NA
Telephone Calls NA
Major cost might be losé of effectiveness 
of station sound.

7. Time to develop success with GBM at the helm.

This is an unknown but, would certainly be a needed 
short cut to economic success.

8 . Hate Card.

Sales personnel who are working with the rate card do not 
have the problem anticipated by Mitch.
We will find ways to simplify and correct the rate card, 
but I believe we should belay any changes until they are 
needed.

9. Personnel

To date, no real problems.
A mistake vías made in the copy/anncr. area, but this will 

be correct ed.
Don Keyes is more than satisfied with the announcers. 
Station Management and inside sales management have 
combined to develop an operating team.
It is too early to evaluate outside sales or their required 
management controls.
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10. Summary

A. Heading from agencies
1. "l don't think it will work hut if

McLendon thinks it will ... it 
probably will."

2. "McLendon may have a gold mine.."
3 . General reaction to concept has been good.

We have created some problems by overcalling 
agencies, but this was corrected (we hope) 
the first week.

B. Personal reading from agency friends and acquaintances.
Much more confident in our concept^ now than was 
evident early this year.

C. Saleability
Mow ...very good considering we have an intangible 
compounding an intangible (we are not on the air).

D. One, December 1966
Unkown-— .we will need an audience to react to 
a percentage of the ads, to ensure a base of 
professional classified users. We will pick 
up personals, but this will not (editorial by 
McDowell) pay our way ... we must have the 
professionals .. Auto Dealers, Hecruitment, etc.
We can do this, but we must develop an audience.

----- 30......
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To Bill VacDowell -  XTRA July 22nd, 1966

From Ursula Schweitzer -  H.O. Subject k g  LA (K -AD S) FM

Dear Bill:

You will be receiving early this week a ring binder with all of the msitrer CBM ■ 
thought necessary to have in what is going to be--in  tim e--a string of policy 
books for our new all-Classified Advertising format in Los Angeles.

Needless to say. Cordon wants you to read everything contained in the ring 
binder.' Under the category "Classified Advertising Market Information" 
you will find a memo from Kevin Sweeney together with an article from 
Editor & Publisher., headed "Tieline". Gordon wants you immediately to

■Tieline International'start investigating the 
then report back to us.

mentioned in this article, and

As for the books themselves--we'll have to keejj things coordinated. Whatever 
material I have to incorporate, I shall send you immedihtely--appropriately 
marked and categorized, I expect there will be many new categories as time 
goes by. By the same token, whatever material you come across that should, 
be kept in the policy books, please send it to me right away.

I am enclosing copy of a memo I wrote Gordon, just for your own information.
I haven't received his comments as yet, so don't do anything unless you hear 
from us.

Let me know if you have any questions on this, although I doubt it. Incidentally, 
didn't Gordon say something to you about looking around for a possible manager? 
You can't attend to all of this without having to neglect a lot of XTRA stuff. As a 
matter of fact, I think I should come on out there and help you! How about that?

L & K

e n d s .
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To Gordon McLendon

From- Ursula Schweitzer

Dear Gordon:

Date July 21st, 1966

Subject KGLA (KADS) Policy Books

\ I am sending you herewith the beginning - -  or, if you like: the embryo of your 
\ very own brain child about to be delivered to the Los Angeles public - - o f  our 

-KADS Policy Books.

A s you will see, I have assembled and categorized th.e book in my usual logical 
and brilliant fashion (pardon m e !) . '

Although you told me to, I have not yet written to John 'Arthur (Bloomquist\^ Rod 
Smith, Lenore Kingston and Russ Potter, who are job applicants.

Neither have I written to Robert K. Strauss of the San Fernando Valley Sun who is 
offering us informational material as well as advice and who, as much as I know, 
will by now have gotten together with Bill McDowell.

Neither have I written to Richard M . M eltzer who has sen'i us a presentation brochure 
on Automated Classified Advertising. Obviously, he is trying to sell us a service that 
could be profitably applied to this type of operation--! stress "profitably applied" as 
I'm  sure they want to make some moneyout of this, too. KTiGXlK

Neither have I written to M .E . Lukins, who is offering us marketable information and 
wants to arrange for a meeting with you so that he can present his ideas in both written ; 
and tape recorded form.

I
The reason I have not done so as yet is that the moment these people heqr from us, | 
they will expect to arrange for personal meetings and personal interviews, etc.
Since you plan to leave for Europe next week, and I plan to take my own vacation 
during that time, maybe we should wait for a few weeks. ;

Closing will not take place till the end of this month or August 1st, and then we still 
have a couple of month after that till we actually hit the air--d on 't we?

Except for Lukin who is lo cated in Louisville, Ky. , everybody else is located in the 
Los Angeles area, and it might be a good idea for Bill McDowell to screen interview 
all the job applicants at his leisure and send us a report.

(cont'd)
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Mr. Meltzer, who offers the automation is located in San Francisco but he, too, could 
get together with Bill McDowell first, to see whether his idea and/or price would be 
feasible to give serious consideration or whether it wo\ild be better for us to wait 
till we are actually in opeaation'and see where we are going, and then give this a try.

Please let me have your thoughts on the above. If, of course, you'd rather I go 
ahead and write all of them--in your nam e--I shall do so forthwith.

You know, I am getting pretty excited now about our "little fish" here--this is 
new, novel, unique and I can't wait to see what will develop. It ought to be a ball 
and I wonder how many people are going to imitate it, just like they did with your 
all-news formaX.

I bet you, the FCC can't wait either - - a s  Confucius say: 
Gold-Fish-Bowl --heowho not learn to swim big fool. "

"This here, year of

Swimmingly yours.

! .




