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From all the reports I've seen, last year was not a

great financial success for broadcasting, but it was not

as bad as some expected when a future without cigarette

billings seemed to

the business side;

economic prospects

the government, or

be a very bleak future indeed. That's'

nothing very exciting in 1971, but the

look good for the coming year. On

regulatory side, broadcasters were

beset by threatening developments at the FCC and in the

courts: license renewals, fairness and access, cable

television, spectrum reallocations, and children's program-

ming among other issues. But serious as these developments

are, they are being over-shadowed by a new problem.

The problem I refer to is the regulation of broadcast

and the conditions the advertiser finds when he

broadcast media for his messages. Try this list

advertising

chooses the

of issues: advertising and the Fairness Doctrine; mandatory

access for editorial ads; advertising in children's programs;

licensee responsibility as to false and misleading advertising;

campaign spending limits on broadcast ads and political

advertising in general; ads for certain types of products; and

counter advertising. The nature of commercial broadcasting

depends heavily on how these and other similar issues are

resolved. What is commonly called "free" broadcasting is

actually advertiser-supported broadcasting, and the regulatory
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framework for broadcast advertising deals with the economic

core of our private enterprise broadcast system. Similarly,

advertising is now so dependent on broadcasting that the

issues faced by the advertising industry have been transformed

into broadcast-advertising issues.

Of course, there were ads before there was broadcasting

and, of course, many of the ads in the pre-broadcasting days

were crude deceptions. Deceptive and misleading advertising

is still an important issue, but now the overall issue is much

broader than the traditional concerns about questionable

advertising. If it were only a case of advertising taste or

excessive "puffery," I think most people would take advertising

with the proverbial grain of salt that one relied upon in

listening to the "medicine men" at country fairs or reading the

back pages of comic books and other popular literature. But

now broadcasting, especially TV, has raised the advertisement

to a popular art form. TV advertising is not only pervasive,

it is unavoidable. That special impact that characterizes the

television medium provides a natural attraction for the tech-

niques usually associated with advertising. It seems that the

TV advertising spot is the most innovative and almost inevitably

appealing use of the television medium.

In these circumstances, it seems that advertising itself

has become an issue. Some people tend to view it as the means by

which an insidious business-advertising complex manipulates the

consumer and leads public opinion to goals that are broader than
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simply purchasing the products being advertised. Some feel

that what is being sold the American people is a consumption-

oriented way of life. This becomes a political issue that is

a fit subject for government redress--a remedy in addition to

the traditional controls on false and misleading advertising.

I think that some of these broader concerns about TV

advertising are now motivating the Federal Trade Commission.

The FTC filed comments in the FCC's Fairness Doctrine inquiry,

proposing that there be compulsory counter advertising for

almost all broadcast ads. The FTC's counter advertising

proposal would provide an opportunity for any person or group

to present views contrary to those raised explicitly and

implicitly by product ads. In the Trade Commission's own

words, counter advertising "would be an appropriate means of

overcoming some of the shortcomings of the FTC's regulatory

tools, and a suitable approach to some of the present

failings of advertising which are now beyond the FTC's capacity."

The Trade Commission wants to shape the Fairness Doctrine into

a new tool of advertising regulation and thereby expand the

Doctrine's already chaotic enforcement mechanism far beyond

what was originally intended and what is now appropriate.

The Trade Commission would have the FCC require responses

for four types of ads:

(1) Those that explicitly raise controversial issues,

such as an ad claiming that the Alaska pipeline

would be good for caribou;
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(2) Those stressing broad, recurring themes that

implicitly raise controversial issues, for

example, food ads that could be taken as

encouraging poor eating habits;

(3) Those ads that are supported by scientific

premises that are disputed within the scientific

community, such as an ad saying that a household

cleanser is capable of handling different kinds

of cleaning problems; and

(4) Those ads that are silent about the negative

aspects of the products, so that an ad claiming

that orange juice is a good source of vitamin C

may be countered by a message stating that some

people think rose hips are a superior source of

that vitamin.

The Trade Commission also suggested that broadcasters

should have an affirmative obligation to provide a substantial

amount of free air time for anyone wishing to respond to

product ads. This goes beyond the requirement in the BEM

case that broadcasters must allow persons or groups to

purchase time. In a business sense, that is not too intrusive

on the broadcasters' operations, and some right to purchase

time for the expression of views on issues would serve an

important purpose. But a requirement to provide "free" time
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in response to paid advertising time would have all the

undesirable features of any market in which some people pay

and some do not. It is, in any event, misleading to call this

free time. There would be a hidden subsidy and the public

would end up paying for both advertising and counter advertising

messages.

Even if there were no problems with a broad free time

requirement, we would be critical of the FTC for suggesting

that "Fairness" responses be required for ads involving disputes

within the scientific community and ads that are silent as to

the negative aspects of products.

We all know that, if an advertiser falsely implied that

a scientific claim was well established or failed to disclose

a material negative aspect of his product, the FTC could use

its own procedures to deal with this type of deceptive adver-

tising. The Trade Commission could even use its new corrective

advertising weapon, and require the advertiser to clear up

misleading claims in past advertising. This is now being

done in the Profile Bread ads.

The FTC, however, doesn't think that these regulatory

tools are effective enough or thinks that they are too trouble-

some to apply. It is disturbing, however, that the agency

charged with overseeing the content of advertising in all

media has stated that the FCC is better able to achieve

the Trade Commission's regulatory goals for the broadcast

media. Of course, the Trade Commission would like to bring

the FCC into the process and by-pass the difficult job
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of making factual determinations concerning advertising

deception. The FTC is constrained by all sorts of procedures

which safeguard the rights of advertisers accused of deception.

It is much easier to subject the suspect advertiser to

a verbal stoning in the public square, but is it responsible

for a government agency to urge this type of approach?

This Administration thinks not.

Perhaps private, self-styled spokesmen for the public

interest cannot be faulted for advocating compulsory counter

advertising without coming to grips with all the complexities

and consequences involved. But a regulatory agency cannot

afford the private litigant's luxury of dismissing the

enormous practical difficulties of its proposal by simply

asserting without support that it would be workable. Nor

can an agency ignore or dismiss difficult and sensitive

First Amendment problems, the underlying economic structure

of the industries it is dealing with, or the detailed balancing

of competing public interest considerations.

If you have any doubts as to the workability of the

FTC's proposals, listen to some typical examples of the

type of "negative aspect" counter ads the FTC had in mind.

"In response to advertising for small automobiles,
emphasizing the factor of low cost and economy, the
public could be informed of the views of some people
that such cars are considerably less safe than larger
cars. On the other hand, ads for big cars, emphasizing
the factors of safety and comfort, could be answered by
counter-ads concerning the greater pollution arguably
generated by such cars. In response to advertising
for some foods, emphasizing various nutritional values
and benefits, the public might be informed of the views
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of some people that consumption of some other food
may be a superior source of the same nutritional
values and benefits. In response to advertising
for whole life insurance, emphasizing the factor of
being a sound 'investment,' the public could be
informed of the views of some people that whole life
insurance is an unwise expenditure. In response to
advertising for some drug products, emphasizing
efficacy in curing various ailments, the public
could be informed of the views of some people that
competing drug products with equivalent efficacy
are available in the market at substantially lower
prices."

The FTC capped this list of examples--which related to

products that alone account for 40 per cent of all TV advertising--

by asserting that "the list could go on indefinitely"! Can

the FTC be oblivious to the fact that this is precisely the

problem with compulsory ,counter advertising? Without doubt

our overriding goal in this area should be to provide consumers

with information that will enable them to make intelligent

choices among products. But any broadcast advertisement

could start an endless round of debate and disputation based

on opinions regarding the products being advertised. This

isn't the kind of information that is most helpful to

consumers. Although it may seem that the Trade Commission's

counter advertising proposal serves consumers' interests,

the public would be done a disservice if all that counter

advertising achieves is a bewildering clutter of personal

opinions thrust before consumers every time they turn on

their radios and TVs. And who is supposed to protect the

public from false and misleading material in the counter-

ads?
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The advertisers will still have the content of their

presentations regulated by the Trade Commission to weed out

deception, but who is to guard against the excesses of counter

advertising by irresponsible or uninformed groups? When this

question was raised, the FTC's Director of Consumer Protection

indicated that the agency might have to "monitor" counter-ads,

but this may become "ticklish" since a First Amendment problem

may be involved. Ticklish indeed! One would have hoped that

a Federal agency would have been more sensitive to this

problem before proposing a requirement of counter advertising.

It is also disturbing to see that the counter advertising

position is not unique to the FTC. Others in government seem

to be advocating an end to the broadcast ban on cigarette ads

just to bring back anti-smoking spots!

The figures show that per capita cigarette consumption in

the U. S. decreased when anti-smoking spots were aired in large

numbers and increased in 1971, when there were no cigarette

ads and a lower level of anti-smoking spots. Bigger increases

are predicted for 1972. The Department of Agriculture has

attributed the increased consumption to a decrease in anti-

smoking spots. This may indicate that advertisers are better

off not using the broadcast media when there is a counter

advertising requirement. If the cigarette advertising ban

were lifted, the advertisers might well choose not to buy

time and, thereby, underwrite the anti-smoking campaign.
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Naturally, there would be some who would respond to this .

public interest crisis by requiring cigarette companies to

advertise on radio and TV. Broadcasters wouldn't mind this

at all, but if the FTC had its way you would have to require

all advertisers to use TV and even the NAB couldn't pull

that one off.

This wouldn't be a very constructive approach to

advertising's problems, but one is sorely needed. The public

expects to see actual and substantial progress made by the

advertising industry's belated efforts at self-regulation.

Advertising has made significant contributions to our economic

well-being and our material worth. But if advertising is to

continue to make these contributions it must reassess its role

in our society.

We do not want to see advertisers respond to these problems

by fleeing the broadcast media either voluntarily or involuntarily.

Advertisers might be able to survive without broadcasting, but

broadcasting could not survive without advertising. Advertising

revenues make possible all of the public service, news, infor-

mation, and entertainment programs. I do not agree with those

who believe that commercial broadcasting is impervious to the

adverse economic affects of regulation. You really can kill

the goose that lays the golden egg; and it doesn't matter that

it's killed by well-intentioned people.
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This does not mean,that the abuses and excesses of

broadcast advertising should not and cannot be prevented.

Broadcasters themselves are moving to correct problems in

children's advertising and problems with deceptive and

offensive ads. The advertising industry itself is following

the broadcasters in the essential route of self-regulation.

The record of self-regulation has not always been free of

problems; and it never will be. Public vigilence is needed

too, and the FCC and the Trade Commission have proper roles

in seeing to it that that vigilence is maintained effectively.

The FCC has taken an approach that I strongly support.

The FCC believes that advertising should be regulated as a

business practice by the Trade Commission and this is not

the FCC's job. Product ads should not be regulated, TV or

not, as expressions of ideological, philosophical or political

viewpoints. On the whole the FCC has recognized this and has

implemented its regulatory power over broadcast advertising

in a reasonable and responsible manner.

In its area of responsibility, the Trade Commission must

use its regulatory tools to preclude false and deceptive

advertising. The public is entitled to protection from the

unethical business practices and from the occasionally mislead-

ing hyperbole of advertising agencies. But the FTC's respon-

sibilities should not be expanded to include the responsibility

for finding a solution to the philosophical problem that
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advertising in general poses for some consumer advocates.

I think the FTC realizes that this would be beyond the tcope

of its regulatory authority; and it should be kept that way.

Government agencies must realize that they cannot solve all

of society's problems, that the Fairness Doctrine is not a

panacea for fairness, much less all of our ills, and that

when they go too far with social engineering they do more

damage than good.

This Administration does not believe that advertising is

inherently evil. We do not believe that advertiser support

of commercial broadcasting is polluting the minds of America.

This Administration believes in a strong and free private

enterprise system of broadcasting for our country and in

effective but responsible government. We intend to work

to keep it that way.
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$78.85 total Avis Bill
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$44.75 Official business total -- amount

owed to Mr. Whitehead
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A

ARDHOLDER

2.29 1318S 2 DC ..-*JUN72
EXPIRES SEE REVERSE SIDE

LAY T WHITEHEAD

FOR EXPENSE RECORD

A

"T"`""1. 02 011 772

AVIS RENT A CAR

DENVER COLO
CARDHOLD R'S SIGNATURE

DINERS CLUB
10 COLUMBUS CIRCLE

NEW YORK, N.Y 10019

RECORD OF CHARGE

PU
AM

ASB

AEE

TAXES

DAT

TIPS

  0
TOTAL 3

THE /*MOUNT OF THE CHARGES
RECORDED HEREON WERE
INCURRED BY ME AND RECEIPT
OF THE SERVICE OR MERCHANDISE
IS HEREBY nCKNOWLEDGED BY ME.

CREDIT APPROVAL

954382') !gALfin

WRITE FIRMLY

WORLD IVHDE



10 411044 glor
A cordial thank you tom Diners Club and thip establishment.
We hope you enloyed our :erne*.
Remember, your Diners Club Card is accepted worldwide. You can
charge airlines, hotels/motels, car rentals, restaurants, retail stores
and other special services.

TYPE Of
(DINNER, ___LUNCH,_ 

HOTEL, M.)
AMOUNT IS OR 96/
ALLOCATED TO:

NUMBER OF
INDIV DUALS
INCLUDED

AMOUNT (IF ANY) 1„I
REIMBURSED II
BY COMPANYBUSINESS PERSONAL

NAME TITLE OR FUNCTION COMPANY

USE SPACE BELOW TO INDICATE BUSINESS PURPOSE & BUSINESS RELATIONSHIPS



SEE REVERSE SIDE
FOR EXPENSE RECORD

6229 6185 2 DC JUK7
2

CLAY T WHITEHEAD

DINER CLUB
10 COLUMBUS IRCLE
NEW YORK, N.Y. 10019

NEW ALBANY HTL

I 'A' 
776 044 090 4
020 510 112 4
74 10 01 2 -

cARDit6tbks sQrlatE 015-, 6

1 A
VA FE

THE AMOUNT
OF TUNI PRIVY1C6EEOARF2KeifigoisEIS HEREBY ACKNOWLEDGED BY ME

1

6625869

2 19 72

CREDIT APPROVAL

RECORD9F CHARGS. 
pU

84144

VAUD
**atAtt

WORD WM



a) Thanix liou
A cordial thank you from Diners Club and this establishment.,
We hope you enjoyed our service.
Remember, your Diners Club Card is accepted worldwide. You can
charge airlines, hotels/motels, car rentals, restaurants, retail stores
and other special services.

TYPE Of EXPENEE(DINNER, LUNCH,
HOTEL, ETC.)

-- AMOUNT IS OR 96)
ALLOCATED TO:

NUMBER OF
INDIV DUALS
INCLUDED

AMOUNT (IP ANY)REIMBURSED
BY COMPANY

.....

,

BUSINESS, PERSONAL

G
U
E
S
T_

NAME
-

TITLE dit-TUNCTION COMPANY

1
• .

- - -
m ,

_ • 1

USE SPACE BELOW TO INDICATE BUSINESS PURPOSE & BUSINESS RELATIONSHIPS



MEMO. DATE EXPLANATION CHARGES CREDITS BAL. DUE

1 EB16-72 R OM TRIAL
2 EB16-72 1iAX TRIAL
3 7EB16-72 AIFEE TRIAL
4 :EBI -'72 POOMS TRIAL
5 FE813-72 AI TRIAL
6 FEB13-72 AiFEE TRIAL

7FIE818-72 R OMS CORR
8FE818-72 TAX CORR
9 EB18-72 T 'FEE CORR
10

11

12

13

14

15

16

17

18

19

20

21

22

23
24

* 12.0C
* 0.814

* 03C
* 1200,

* 030
* 12.00
* 0.84
* 0.3C

LAST BALANCE IS AMOUNT DUE UNLESS OTHERWISE INDICATED

7433
Corner of 17th and Stout

Denver, Colorado
303 534-5211



Thursday 2/17/72

10:40 Do you have any extra expenses to claim for your Colorado trip?

4fre'J-l61

d'd?
t



EXECUTIVE OFFICE OF THE PRESIDENT

OFFICE OF EMERGENCY PREPAREDNESS

AUTHORIZATION OF OFFICIAL TRAVEL

. Date of request

February 11, 1972
2. Name and address of traveler

Clay T. Whitehead SS # 509-34-3700
OEP/OTP
EOBA -

WA DC 20504

Submit original and 2 copies to Fiscal Section at

least 3 working days in advance of proposed travel

3. Title

Director

This document becomes an authorization of of-
ficial travel only when the certificate of au-
thorization has been signed by the designated
authorizing official. This travel 4s ordered on
official business for the convenience of the
Government.

4. Type of appointment
Presidential

5. Orgn. unit (Diviaian)

Office of Telecommunications Policy
6. Official station

Washington, D. C.
7. Purpose of travel

To give a speech at the
Colorado Broadcasters Assoc.;
attend industry meetings.

8. Period of travel

February 16-18, 1972
9. Est. No. of days of travel

status 3
10. Per diem rate

$25. 00
11. Office number of traveler

770, 1800 G St., NW

12. Mileage rate 13. Phone number of
traveler 5800

14. Itinerary

Washington, D. C. , to Denver, Colorado, and return to Washington, D. C.

15. Travel to be performed
a. sa Common carrier

Including commercial

as indicated d. fly privately-owned automobile:
U. 0 Reimbursable cost not to exceed common carrier cost J2L.

airline (2) n Adnr.inistratively determined to be more advantageous to the
vehicle ' Government—common carrier use impracticable (if checked,

explain under item 20, 'Remarks'.)
b. II Government-owned
c. 0 Other (Specify)

16. Allotment number

82/0TP/210

17. Appropriation symbol

1120601

I
18. Travel authorization No.

‘02S

19. Estimated cost of travel 20. Remarks

Transportation $2 12. 00
Per Diem 75. 00

Other 30. 00
Total $3 17. 00

21. Requested by

Director

FINANCIAL MANAGEMENT BRANCH USE ONLY

22. Funds Obligated

Flirrrv)! vt
4Signature

Office of Telecommunications Policy
'''' - 1- I' TED Signature

FEB
Title

1 
Title

3 1972)
,

23.
CERTIFICATE OF AUTHORIZATIAA

4.

You are hereby authorized to travel at government expense, to he paid from available appropriations in accordance

with t a regu °Hans of the Office of Emergency Preparedness and the Standardized Government Travel

-igui ‘i • • s • vi \ded, under conditions noted on this authorization.1, ' Executive Assistant
IV NS gnature Title

14 • . lil LI sis-a

IMPORTANT- Every\sucher or message concerning this travel must refer to the travel authorization number.

Form OEP 9
April 1969



Clay T. Whitehead

Wednesday - 2/16/72:

6:15 p.m.
8:00 p.m.

Friday - 2/18/72: 

3:45 p.m.
8:50 p.m.

iC)

•

-

Tickets to be picked up at United Airlines Will Call Office
at the Statler Hilton, 16th & K., N. W., on Tuesday, 2/15/72.

LV Dulles Airport, via UA Flight # 167.
AR Denver, Colorado.

LV Denver, via TW Flight # 252.
AR Dulles Airport.

• 5. '•,.,

447



DAY  Saturday 
DATE Feb 11 1972

PAGE I OF

rnocrAF Lon
COMPANY  Vuemore Video 

 CABLE CHANNEL 3 CITY  CoT6rado Springs

OPERATOR ON OFF

 OPERATOR ON   OFF

TIME ISEC.OR ISTART
MIN.

8:39:0G 00:30

8:39:30 06:25

8:45:55 00:90

8:47:25 00:60

8:48:25 00:30
8:48:55 00:05

8:49:00 09:00

8:58:00 00:60
8:59:00 00:30

8:59:30 00:10

8:59:40 00:20

9:00:00 85:21

10:25:21 00:60

10:26:21 00:30

STOP PROGRAM VIDEO AUDIO TYPE SOURC

CABLE CHECK Bars To

Black Fill

AMERICA BEAUTIFUL F-74

SIGN ON SL-I C-23 ID

HUE F-I9 PSA

ID SL-27 C-I ID

"IRON HORSE" C1-24-33 VTR PA VID-L

USA F-54 PSA F

NFMD F- 101 RSA

PC F-73 PSA

ID SL-47 C-3 ID

'MOVIE-DAYS GLORY" F-DG

HF F- 109 PSA

HUE F-I9 FSA

TYPE OF PROGRAM

A-argiculture
E-cntertainment
N-news

I -Instructional
S-sports
0-other

PA-public affairs EDIT-editorial

R-rellgious r• • POL-political

El -educational institution P-promotion
PSA-public service announc. W-womens

ID-identification

SOURCE OF PROGRAM 

L-IocaI
NET-CATV network
PSA-public service announcement
CM-commercial matter
VID-video taped

F-film
AUT-automated



DAY Saturday

DATE Feb 12 1972

PAGE 2 OF

MINT or
COMPANY

 CABLE CHANNEL CITY
OPERATOR ON 
OPERATOR ON

Vuemore Video

Colobtio Sprims

OFF

TIME ISEC.OR START
MIN.

!
STOP i PROGRAM

i-

VIDEO AUDIO TYPE SOUR('

10:26:51 00:60 PFT F-84 F PSA F

10:27:51 00:60 BBA F-I3 F PSA

10:28:51 00:60 I YMCA F-52 F PSA F

10:29:51 00:09 I ID SL-I3 C-4 ID L

10:30 .00 26:57 "BRIDGE 0 LAT" F-BOL F 0 F

10:56 57 00:60 NFMD F-IO2 F PSA F

10:57 57 00:60 PHO F-48 F PSA F

10:t.)8 57 00:20 AOA F-68 F PSA F

10:59 17 00:30 PFT F-88 P PSA F

10:59:47 00:15 ID 5L-47 C-5 ID L

11:00:00 29:30 "LAW TODAY" C1-24-57 VTR PA VID-i

11:29:30 00:20 HF F-I09 F PSA F

11:29:50 00:10 ID SL-45 F PSA F.

TYPE OF PROGRAM 

A-argiculture
E-entertainment
N-news

PA-public affairs
R-religious r

• a POL-political
El -educational institution P-promotion

'S/ -public service announc. W-womens
ID-identification

I-InstructionaI
S-sports
0-other

EDIT-editorial

SOURCE OF PROGRAM 

L-Iocal
NET-CATV network
PSA-public service announcement

CM-commercial matter
VID-video taped

AUT-auiomated

411F



DAY
DATE

aaturrly

Eh 12 1972

PAGE  3  OF

rwur LO
COMPANY

CABLE CHANNEL CITY
OPERATOR ON

Vucimoria 
Color 

OPERATOR ON OFF

TIME SEC. OR
MIN. 1START STOP ! PROGRAM VIDEO AUDIO TYPEISOURC

11:30:00

11:58:30

11:59:30

11:59:40

12:00:00

I'7:58: 15

I 2:58:45

12:59:45

1:00:00

1:27:50

1:28:50

1:29:50

1:30:00

2:00:10

28:30

00:60

00:10

00:20

58:15

00:30

00:60

00:15

27:50

00:60

00:60

00:10

30:10

00:05

"DONNA STROM" Cut

NFMD

UCG

ID

"COMMUNITYACTION"

HUF

BSA

D

'THIS IS FT CARSON

USA

CCF

ID

"FORWARD" Cut 2

ID

CI -24-46

F-IO2

F-47

SL-47

CI -24-66

F-I9

F-99

SL-27

CI -24-19

F-56

F-I6

SL-47

CI -24-26

S L- 1 3

VTR

PSA

PSA

C-3 ID

VTR PA

PSA

PSA

C-5 ID

VTR PA

PSA

PSA

C-4 ID

VTR

C-I

VID-L

VID-L

L.

V I D-L

TYPE OF PROGRAM

A-argiculture
E-entertainment
N-news

I -Instructional

S-sports
0-other

PA-public affairs EDir-editorial
R-religious POL-political

El -educational institution P-promotion
FSA-public service announc. W-womens

ID-identification

SOURCE OF PROGRAM 

L-Iocal
NET-CATV network
PSA-public service announcement

CM-commer,:ial matter
VID-video taped

F-film
AUT-automated



DAY Saturday

PROMT Lor
COMPANY

DATE  Feb 12 1972  CABLE CHANNEL  3  CITY
OPERATOR ON 
OPERATOR ONPAGE 4 OF

VILempurR Vjripp 

CoJ*
ar (r) 
- 0 

OFF

TIME SEC.OR
MIN.

START STOP 1 PROGRAM

i-

VIDEO AUDIO TYPE SOUR,

i

2:00:15 24:00 ' "HOCKEY" H-I VTR S VII

2:24:15 00:30 CARDS & LETTERS SL-4I C-29 0 L

2:24:.5 00:15 ID SL-47 C-5 ID L

2:25: 0 24:00 "HOCKEY" H-2 VTR S VID

2:49:LO 00:30 CARDS & LETTERS SL-4I C-29 0 L

2:49:30 00:15 I ID SL-45 C-5 ID L

/:49:45 2:49:45 1
I

"HOCKEY" H-3 VTR S VII)

- 14:20 00:30 CARDS & LETTERS SL-4I C-29 0 L

3:14:50 00:10 ID SL -47 0-2 ID L

3:15:00 17:04

,

"SUN COUNTRY" F-SC F 0

3:32:04 00:05 ID SL-I3 C-2 ID L

3:32:09 28:32 "3 TO WIN" F-TW F 0 F

4:00:41 00:05 ID SL-47 C-I ID L

TYPE OF PROGRAM

A-argiculture
E-entertainmenf
N-news

PA-public affairs

I -instructional
S-sports
0-other

EDIT-editorial

R-religious C  POL-political

El -educational institution P-promotion

PSA-public service announc. W-womens
ID-identification

SOURCE OF PROGRAM 

L-IocEI
NET-CATV network
PSA-public service announcement

CM-commercial matter
VID-video taped

F-film
AUT-automated



DAY Saturday

'DATE Fe t 12 Tviz

PAGE 5 OF

rmour Loc
COMPANY Vuemore Video

 CABLE CHANNEL 3 CITY  Colorad-o Springs
OPERATOR ON OFF

TIME SEC.OR START
MIN.

4:00:46 27:27

4:28:13 00:60

4:29:13 00:30

4:29:43 00:17

4:30:00 28:54

4:58:54 00:60

4:59:54 00:06

5:00:00 27:16

5:27:16 00:60

1):'‘'8:16 00:60

5:?9:1b 00:30

5:29:46 00:14

5:31:00 28:40

OPERATOR ON OFF

-

STOP PROGRAM

"DOWNSTREAM SEA"

HF

• HUE

ID

"CHEVY ON SKI IS"

NTA

ID

'THIS WEEK IN THE
AIR FORCE"

HF

LIJA

ID

SOVIET NAVY"

VIDEO

TYPE OF PROGR%M

A-argiculture
E-ontertainment
N-news

I -Instructional
S-sports
0-other

rA-public affairs EDIT-editorial
R-rollgious r

 POL-poillical
I I-oducationaI Instituthm P-promotion
PA-public service announc. W-womons

10-1d0ntifIcmtIon

AUDIO TYPEISOURI

F-DTS

F- 104

F-I9

SL-27

F-CS

F-49

SL-47

C-5

C-I

0I-24-78 VTR

F-I03

F-1 7,

F-I?

SL-I3 C-5

F-RSN

SOURCE OF PROGRAM 

0

PSA

PSA

ID

PSA F

ID L

PA VID-L

PSA F

PSA F

PSA

ID

PA

L-Iocai
NET-CATV network
PSA-public service announcement
CM-commercial matter
VID-video taped
F-fllm

AUT-automated



'11

DAY Saturday

DATE re

PAGE 6 OF

PPOCPPF Lor
COMPANY

CABLE CHANNEL 3 CITY Colorado -Spring
Vuemore Video

OPERATOR ON OFF

OPERATOR ON OFF

TIME

1 5:58:40

6:00:25

6:01:55

SEC.OR
MIN.

01:45

01:30

1START ISTOP i PROGRAM VIDEO I AUDIO TYPE SOUR(

SIGN OFF

AMERICA BEAUTIFUL

NEWS

SL-I

F-74

AP

C-3I

F

FM

ID L

0 F

N AUT

TYPE OF PROGRAM 

A-argiculture I -instructional

E-entertainment S-sports

N-news 0-other

IA-public affairs EDIT-editorial

R-religious r• ' POL-political

rl-educational institution P-promotion

HIA-publIc service announc. W-womons
ID-identification

SOURCE OF PROGRAM

L-IocaI
NET-CATV network
PSA-public service announcement

CM-commercial matter
VID-video taped

F-film
AUT-automated



ITINERARY FOR
CLAY T. WHITEHEAD
DENVER, COLORADO

FEBRUARY 16-18, 1972

Wednesday, February 16, 1972:
4:00 p.m. Car
6:15 p.m. Lv. Dulles Airport, via UA

Flight #167.
8:00 p.m. Ar. Denver Colorado.

Reservations at Albany Hotel, 17th
Stout Sts., Denver, Colorado.

Thursday, February 17, 1972:

9:30 a.m. News Conference, Albany Hotel,
Emerald Rm.

10:30 a.m. Meet with Editorial Bd., Denver
Post, Bob Tweedell.

11:30 a.m. Luncheon--Denver Cable Club to
be held at Playboy Club, Radisson
Hotel, Austin Rm. (2nd Floor),
1790 Grant St.

3:00 p.m. Tape 1/2 hour television news
conference. KWGN--550 Lincoln.

4:00 p.m.

6:30 p.m.

Tentative meeting—Editorial Bd.,
Rocky Mt. News (Scripps-Howard
newspaper)

Colorado Broadcasters Assoc.
1972 Legislative Dinner, Cherry
Creek Inn, 600 S. Colorado Blvd.

Friday, February 18, 1972:

10:00 a.m. Boulder, Colorado Institute for
Telecommunications Sciences, ITS,
with Doug Cromby, Acting Director,
ITS.

Lv,:_panwer7-Co1orial'o, via TW
,..-Flight #252.

8:5 -TEr. Dulles Airport

c9 0-4 . 
19j F

t?Q 
j

• a_ s LV

&
(303) 534-5211

(303) 297-1330
or 297-1529

(303) 292-1300

(303) 222-9525

(303) 892-5000

(303) 757-3341

(303) 499-1.415-

4


