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Mark Ethridge Blasts
TV News Coverage

A Kentucky newspaper executive deliv-
ered a verbal salvo against television news
coverage June 10, at Asheville, N. C., and
blamed it in part for causing a decline in
the number of daily newspapers in recent
years.

Mark Ethridge, board chairman of The
Courier-Journal and The Louisville Times,
criticized the limited amount of time tele-
vision offers its news program and said it
was “superficial even with such masters as
Huntley-Brinkley and Cronkite.”

“You get tired through the ear more
quickly than you do through the eye,”
Ethridge told a meeting of the National Ad-
vertising Executives Association.

In addition to television, Ethridge blamed
the decline in the number of daily news-
papers on “mergers, suburbanization, and
decline in national advertising.”

He said weekly newspapers are being
established in suburban areas across the
country, cutting into areas previously dom-
inated by the big dailies.

Ethridge offered newspapers four solu-
tions which he said would perk up their
circulation and put them on a stronger
financial footing.

He urged them to take advantage of
automation, to use more color on their
news pages, to increase the price of the
paper, and to raise reporters’ salaries.

“If you raise the price of the paper you
might lose some readers,” Ethridge said,
“but you'd be better off as far as finance
was concerned.”

Regarding better salaries for reporters,
he said: “The time has come for journalism
to be fully professional, which embraces
the idea of paying people as professionals.”

* * * %*

Senator Kenneth B. Keating proposed a
new federal law to spare newsmen from the
threat of jail for refusing to disclose con-
fidential sources of information.

The New York Republican said he would
introduce such a bill, not as a final answer to
“tough and controversial” questions in-
volved, but to encourage exploration of
possible methods of a fair solution.

He said its intent is to strengthen the
public’s right to have a free press, without
removing the right of redress through libel
or slander suits as a precaution against irre-
sponsible journalism.

“This isn’t for the benefit of the news
reporters or the television and radio com-
mentators who play a similar role,” the sen-
ator said in a statement, “but for the bene-
fit of the public and the nation.”
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He said he has in mind instances in whig) |
newsmen obtain from confidential soure
facts they otherwise could not get to : h
mask corruption and other wrongdoing, ( ng l.

“We are all familiar with cases in which[
journalists have gone to jail rather thyy :
1.'evez\1 .thez‘r sources of information,” Kegt. | Manage
ing said. “I have been asked many time! Pub
whether this situation is just.”

The suppression of sources of informg !
tion, he said, would be “one of the great
est threats to a free press.”

“If reporters couldn’t assure their source:
that their identity would not be revealed
many who would otherwise cooperate woule
refuse to talk. As a result even the mog
shocking instances of corruption and wors!
would never be detected . . . and the sys
tem of checks and balances would be ser
ously threatened.”

He conceded that difficult problems an
involved, with a division among newsmei
themselves on whether they should be ex
empted from possible penalty, usually i
contempt-of-court cases, for refusing to dif
close sources.

“Finally,” the senator added, “there is:
feeling among many newsmen that the
just don’t want any special privileges ant e
that they would rather go to jail than asl ﬁaﬂ regular 1
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science that treats of morals and right con-
duct. The theory of the professions is that
any person who practices in the professions
or in licensed trades is immoral and de-
praved if he advertises. That is a fantastic
conclusion when we realize that exercise
of the right to advertise has not a whit of
connection with the morals or conduct of
an individual. It assumes that a scoundrel
is morally pure if he does not advertise and
that a person maintaining the highest ideals
becomes a renegade when he exercises his
right as a citizen to advertise.”

Make no mistake about it—advertising is
the essence of competition. Strip all of the
high-sounding phrases from pleas to restrict
or prohibit the use of HONEST advertising
by licensees of some occupational group
through the passage of a law or regulation,
and you will find ECONOMIC consider-
ations are involved. One group wants to
restrict competition from another group
which chosses to advertise—that’s it, pure
and simple.

In Oregon, many of us who are inter-
ested in maintaining, in so far as possible,
the freedom of the individual to get infor-
mation, via advertising, to help him exer-
cise his freedom of choice in what he buys
or from whom he buys, and the freedom
of any one to advertise, so long as the ad-
vertising is truthful and decent, became
concerned in August, 1961.

Prior to that time several national mail-
order prescription drug firms were adver-
tising the prices of drugs in magazines, by
direct mail, and in newspapers printed in
other states. I have been told that one can
save about half of the cost, by sending his
prescription to Chicago, Kansas City or
New York to be filled, over taking it to his
local drug store if that local druggist charges
the recommended retail price. (It is not
called “price fixing” because the recom-
mended list is to the druggist what the
Franklin Printing Catalog is to a commer-
cial printer—only a guide; some charge
more and some charge less).

You are perfectly correct when you say
“If I am ill and my doctor gives me a pre-
scription to be filled I want the stuff as
soon as possible. I don’t have time to send
a mail order to some distant city.” Many
one-time prescriptions are like that—you
need it and want it in a hurry.

We're not talking about that kind of
prescription. At issue here are the drugs—
available only by prescription—which ac-
tually help keep some persons alive. People
with heart trouble, diabetes, high blood
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5" Right To Advertise Is Basic To American Freedoms

pressure, ulcers, etc., have to take certain
drugs day in and day out, week in and
week out. A doctor gives the patient a pre-
scription—often a repeat of what the person
has been taking for weeks—and that indi-
vidual may pay $7.50 for 100 pills at the
corner drug store or much less if he does
a little “shopping” around.

Two Oregon chains of so-called “cut-
rate” drug stores decided they could com-
pete with the prices of the New York, Chi-
cago or Kansas City mail-order prescription-
filling firms. These stores began listing in
their advertising some prices of drugs, mak-
ing it clear that these were available only
by prescription. Their prices were much
lower than the recommended lists other
drug stores were charging for the same
items.

On August 10, 1961, the Oregon Board
of Pharmacy issued a promulgation which
makes it unlawful for any druggist to ad-
vertise any drug which is available to the
public only with a prescription. The board
said “the public health, welfare and safety
of the citizens is in jeopardy.”

The Oregon Newspaper Publishers As-
sociation protested the ruling, asked the
board to revoke it, and after waiting several
months for them to do so took the matter
into court where the case now awaits trial.
Our position is that the public is protected
because it is the doctor who decides wheth-
er his patient needs a drug and writes the
prescription. The druggist who fills such
prescription, more times than not, simply
takes a big bottle off the shelf, counts out
so many pills, puts them in a smaller bottle,
and types up a label with the doctor’s in-
structions on it. We maintain that adver-
tising of prices of specific drugs has no bear-
ing on a druggist’s ability to read a doctor’s
handwriting or to fill a prescription.

All segments of the advertising industry
in Oregon—newspapers, broadcasters, com-
mercial printers, advertising agencies, ad-
vertising clubs, etc.—decided it was time to
do something about the encroachment of
licensing boards into the field of advertising
regulation or prohibition. A “Freedom to
Advertise” bill, somewhat patterned after
the famed Ohio law, has been drafted and
will be presented when the Legislature con-
venes in January, 1963.

The gist of the bill is that it prohibits oc-
cupational licensing agencies—and we have
some 28 of them—from upsurping the pow-
ers and duties of the Legislature by adopt-
ing regulations which prohibit, limit or re-

(Please Turn To Page Eight)
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'‘Guides' Concept Recommended
By Better Business Bureaus

Better Business Bureaus, through their
125-agency association, have made avail-
able to the Federal Trade Commission
their five years of combined experience in
handling nationwide deceptive-price prob-
lems under the FTC “guide concept.”
Their recommendations at a recent Wash-
ington public hearing:

Continue the “guide” system; make some
revisions in the “Guides” (official state-
ments on approved methods of price ad-
vertising) but don’t supplant them—just
now—with any “trade regulation rules”
plan.

The general import of the lengthy state-
ment and documentation presented by
Victor H. Nyborg, president of the As-
sociation of Better Business Bureaus and
supported by other BBB leaders was this:

1. Responsible business will continue
to give voluntary compliance with “honest
and acceptable pricing principles”s;

9. The “Guides” should be both liber-
alized toward business in certain respects
and tightened in others based on BBB
experience since they were issued in 1958,
and,

3. The ABBB version takes into consid-
eration among other things the realities
of enforcement obligations by the FTC
with the local-area BBB help; makes cer-
tain rules more practicable from a busi-
ness-operations standpoint and broadens
the prospects for more widespread compli-
ance with the principles in general.

Specifically, Mr. Nyborg’s statement was
a detailed comment on the FTC’s draft of
a revision of the “Guides.” It embodied the
thinking of three major ABBB committees
—Bait and Comparative Price Advertising,
Advertising Standards, and National and
Local Advertising—and that of the recent
49th annual ABBB conference at Colorado
Springs, Colo. Among its recommendations
for “Guides” revisions were:

A. Redefining the terms “usual and cus-
tomary price,” “generally prevailing price”
and “generally prevailing range of prices”
so a merchant may compare his “reduced”
price to a former bona fide effort to sell
a given article at a higher price even
though he didn’t make “substantial” sales
at the former price or trade area price.

B. Permitting advertisers, in claiming
reductions, to refer to an “original” or “ear-
lier this season” price charged during the
recent course of business although inter-
mediate markdowns may have been taken

(as on ladies” bathing suits). Defining the
“regular course of business” as the current
selling season for seasonal merchandise
and up to 12 months for non-seasonal items.
Retaining the requirement that terms like
“regular,” “usual,” or “was” be confined
to the advertiser’s immediately preceding
price.

C. Broadening the “Guides” definition
to prohibit all general underselling or price-
equalling claims—“We sell for less”; “Never
knowingly undersold,” “Best buys in town,”
etc.—because advertisers as a practical mat-
ter in today’s economy cannot properly
substantiate such claims.

D. Permitting manufacturer’s ad claims
like “Less than $——" only when the pre-
vailing range of selling prices in the area
for the article is not less than 5 percent
below that price. (Some articles are ad-
vertised nationally at “less than” so much,
but actually sell for far less. ABBB fears
this practice may replace the old decep-
tive “list” or “suggested retail” price de-
vice which once was a “national scandal.”)

E. Retaining the revised (1953) FTC
position on use of the term “free” in ads.
(This was a major subject of the hearing.)
The FTC now holds the use unobjection-
able, regardless of “strings attached” con-
ditions, if the offer has no tendency or
capacity to deceive the public.

F. Requiring that “two for one” sales,
“half-price” sales and “free-gift-with-pur-
chase” offers be permitted for limited time
periods only lest they represent the “com-
bined usual and customary price” for two
articles.

The ABBB statement said its recom-
mendations, concurred in by merchants of
the “highest probity and integrity” desir-
ing to meet their responsibilities, would
provide fair and equitable protection both
for the public and for responsible business.

* * * %*

FTC Chairman Paul Rand Dixon has
called upon newspapers “to put a quick
choke on advertising you suspect is false
or misleading.” He made the plea in a
speech before the Association of News-
paper Classified Advertising Managers at
a convention in Atlanta.

While conceding that many classified
ads are local and not within FTC’s juris-
diction, the FTC boss said: “Business in
America needs more stillbirths of false
and deceptive advertising or at least some
midwifery of the quick choke variety. Cer-

JULY, 1965 UL,

tainly such would be a happy altematy, Local New:
to the long and costly demises decreed Jy/ Property 0
the Government. By the time a false ad
laid to rest with due legal solemnity, t/ A decision
graveyard is filled with its victims, j DeWsPaper Pt
using the quick choke technique, thel 1Y handed de
would be but one grave—the false ady. preme Court
tisement.” | seven membe
He traced the 12 steps necessary fi ItemS gathere
FTC to stop a false ad, by which tip e the prop
competitors have adopted similar them unauthorized
He called upon ad directors, who are . competitor is
required to follow due process of law | lation of a pr
FTC must, to “exercise judgement on wh Just in - cas
you decide is unfit for printing.” in July 4 an
Dixon concluded: “The slick advertiy complete AP |
has no legal rights to advertise in yo e Penns;
medium. You can keep him out of yo rules that ’1005
columns before the slow processes of lj DEWSPAPers I
give him time to bilk the public, clobl that BeWspap
his competitors, and make a fortune. Y a.radlo statior
have a very simple remedy.—tell him N¢ falr competitio
erty right.
The court’s
U.S. Circuit Court of Appeals, Washit mously that
ton, D.C. has upheld a Federal Tt establish by
Commission ruling that use of ads cor company has
paring sales prices with higher “manufs local news ite
turer’s suggested list prices” which are 1 alized methods
usual or regular prevailing prices in i nelof the news
advertiser’s area constitutes a deceptil use constitutes
practice under Section 5 of the FIC A¢ right”
Court’s decision upheld a June 13, 1%  Justice Ben;
FTC ruling against Giant Food, Inc, ¢ protection whi
East Coast supermarket chain. In 16% petition does n
paper ads for household appliances Gt ance the usury
Food had compared its sales price witht vestment and ¢
“manufacturer’s list price.” Court alsorult  The Pottstoy
that a fine-print disclaimer by Giant To lishing Co., v
stating that list prices did not reflect Mercury, sued
vailing prices in the area served only ing Co., opers
increase the deceptiveness of the f@ halt what is ¢
“manufacturer’s list price.” | 1ewS without
Oregon has enacted a law prohibiti tion.”
false advertising of subdivided lands. It The radio
prohibits publication of any statement, Janary. on gro
torial representation or sketch W}HCh‘ have filed the
false or misleading. Advertising cop whi under the copy
omits “material facts” is also barred | € newspaper
the law. Under the law, publishers &¢7 ety rights in ¢
held responsible for fradulent adver®™  The Sypre.
unless they have knowledge of thelf ' court position
or have interest in the lands advertised: subject o o
e Beld that yiol
& o ho Tight |
Referral selling” schemes—the ph’ o aws must
“something for nothing way” of mercd‘ tiourtf’ Whereas
dising products, just won't seem 0 pr: 1 actiong
The newest such plan started i“volves]i: Deh'lz?rty,, right
of a floor polisher. This one is S 0 08,
its trail of anger and disillusion ©%
Even occasional readers know ) .
well: You buy one, get other P P { o S Stated ¢
bonuses * ust b
buy one; you get so many 1t 10 8 tog] ememk
furnishing “live” sales prospects i o IIY lost b
4 Cit it is Tost

oo owow |

Att(]l'ne
ys fo
e S0 Argued i g ap"

(Please Turn T0 Page



1963

y alternatiy
5 deareed
a false adj|
lemnity,
victims, }
nique, the|
false adye.

\ecessary fr
which tin|
nilar theme
who are 1
ss of law ¢
nent on wh
.

ck advertis
tise in yo
out of yo
sesses of Iz
blic, clobh
fortune. Yi
tell him No

als, Washin
ederal Tra(
of ads cor
er “manufa
vhich are 1
prices in I
a  decept
he FTC A¢
une 13, 1%
ood, Inc, ¢
in, In new
liances G2
price with
urt also rul
y Giant Fo
ot reflect P
rved only
of the tel

 probibil
d Jands. Lt
tatement, I
tch which
g copy whi
so barred |
lishers are
nt advert
of the filf

advertiset:

s—the pif
» of merch
seem 10 C
jnvolves &
s sure tot
jon t00:

now the st0
= people

Ponuses

ects that 1

o Pagt g

gt

JULY, 1963

Local News litems Ruled
Property Of Newspapers

A decision extremely important to the
newspaper publishing business was recent-
ly handed down by the Pennsylvania Su-
preme Court. The high court held, all
seven members agreeing, that local news
items gathered by a newspaper’s reporters
are the property of that newspaper and
unauthorized use by a radio station or other
competitor is unfair competition and a vio-
lation of a property right.

Just in case you overlooked the story
in July 4 and 5 newspapers here’s the
complete AP filing:

The Pennsylvania Supreme Court has
rules that local news items gathered by a
newspaper’s reporters are the property of
that newspaper and unauthorized use by
a radio station or other competitor is un-
fair competition and a violation of a prop-
erty right.

The court’s seven justices agreed unani-
mously that “if the news company can
establish by proof that the broadcasting
company has without authority, used the
local news items gathered through speci-
alized methods and by the trained person-
el of the news company such unauthorized
use constitutes a violation of a property
right,”

Justice Benjamin R. Jomes said, “The
potection which the law affords to com-
petition does not and should not counten-
ance the usurpation of a competitor’s in-
vestment and toll,”

.The Pottstown (Pa.) Daily News Pub-
lishing Co., which prints The Pottstown
Merc‘lr)’, sued the Pottstown Broadcast-
g Co., operators of Station WPAZ, to
halt what is calleq “appropriation of local
news without its permission or authoriza-

)

tion,

The radio station sought dismissal in
Jaary on grounds the newspaper should
have fileq the action in the Federal courts,
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Mass. Bar-Press Committee
Adopts Pre-Trial Guide

A “Guide” for newspapers and lawyers
in the handling of court and crime news
was suggested this week by the Massachu-
setts Bar-Press Committee after a long
study of problems created by pre-trial pub-
licity.

The Guide, already approved by the
Massachusetts and Boston Bar Associations
and accepted by a majority of daily and
weekly newspapers in the state recom-
mends:

1. To preserved the individual's right
to a fair trial, news stories of crime should
contain only a factual statement of the
arrest and attending circumstances.

2. Newspapers should avoid publication
of a defendant’s prior criminal record, after
an indictment is returned, and also avoid
publication of “confessions” unless made
part of the evidence of the court.

3. Avoidance of publication of any
“leaks”, statements or conclusions as to the
innocence or guilt, implied or expressed,
by police, prosecuting authorities or de-
fense counsel.

Suggestions recommended to the bar in-
clude:

1. Avoidance of statements or conclu-
sions as to the innocence or guilt of de-
fendants.

2. Avoidance of statements by prosecu-
tors or defense attorneys in advance of or
during trial, stating what they expect to
prove, whom they propose to call as wit-
nesses, or containing public criticism of
either judge or jury.

3. Avoidance of the issuance of state-
ments relative to the conduct of the ac-
cused, statements, “confessions,” or admis-
sions made by the accused or other mat-
ters bearing on the issue to be tried.

Attorney Walter I. Badger, Jr., former
president of the Boston Bar Association, is
chairman of the Bar section of the commit-
tee, and Charles E. Gallagher, managing
editor of the Lynn Item, is chairman of
the press section.

Among the papers declining to accept
a written Guide were some of the larger
dailies in the state. Only three weeklies
directly declined to approve the document.

___‘—
“Managing the news is much like trying
to manage a woman. It can’t be done for

any great length of time.” The Craig, Colo.
Empire-Courier.

be no unfair competition of a property right
constituting injury to that particular prop-
erty right.”

The Supreme Court rejected this view.
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FTC Ruling On Deceptive
Price Advertising Upheld

Internal Revenue Service issued June 24
its final version of regulations on the de-
ductibility of business expenses for travel,
entertainment and gifts. Businesses and
individual taxpayers will have until Aug.
1 to comply with the new rules.

Rules generally require that entertain-
ment expenses must be “directly related” to
furthering the taxpayer’s business, or be
“associated with” the active conduct of his
business.

Under the “directly related” distinction
a taxpayer in entertaining a customer must
have “more than a general expectation” that
his outlay will produce “some benefit” be-
sides good will. Further, business must be
discussed and the meeting must be in “a
clear business setting.”

Entertainment, “associated with the active
conduct of trade or business” is deductible
provided it is “directly preceding or fol-
lowing a substantial and bona fide business
discussion.” What constitutes such a discus-
sion will depend on the facts of each case.

Entertainment “associated with” business
is also deductible if it occurs between busi-
ness sessions of a bona fide convention. A
business meeting officially part of a con-
vention program is generally considered to
be a “substantial and bona fide business
discussion.”

If a husband’s entertainment expense
meets the requirements of the new rules,
the portion attributable to his wife or the
wife of a customer will generally be de-
ductible.

Taxpayers may claim exemption for the
“quiet business meal.” This exemption ap-
plies to meals and beverages served during
the course of a breakfast, lunch or dinner
meeting at a restaurant, hotel, eating place
or similar place “not involving distracting
influences such as a floor show.” Taxpayers
claiming this exemption don’t have to dis-
cuss business. Rules specify that the “quiet
business meal” can apply to home enter-
taining, but the taxpayer would have to
prove that the reason for the dinner was
commercial and not social.

Under the rules for travel, the cost of
getting to and from a business meeting place
is only partly deductible if as much as 25%
of the whole trip is devoted to a personal
vacation. Rules do not apply if the man
had no control over arranging his trip, or
if- a personal vacation was “not a major
consideration” in taking the trip.

New rules generally limit deductions for
business gifts to $25 annually per recipient.
2

Are you working on the solution or are
you part of the problem?
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FDA Revises Rules
On Drug Labeling

Food and Drug Administration has adop-
ted regulations for labeling drugs and for
advertising of prescription drugs under the
1962 Kefauver-Harris Amendments of the
Food and Drug Act (Public Law 87-781).
Regulations became effective upon publi-
cation in the June 20 Federal Register.

Under the new rules, advertising claims
for drugs may not go beyond what FDA
approves for labels. Among the rules govern-
ing labels and advertising are (1) if a
label of a prescription drug bears a pro-
prietary name for the drug or its ingredi-
ents, the established name must accom-
pany each appearance of the proprietary
name, (2) the established name must be
printed in letters at least one-half as large
as the proprietary designation, (3) ads may
not use a proprietary name or ingredient
which through similarity may be confused
with the name of a different drug or ingredi-
ent, (4) no “fanciful” proprietory name may
be used to imply that a drug or ingredient
has some unique effectiveness when the
drug or ingredient is a common substance.
Drug ads containing information about in-
dications and dosages must also have a
summary of side effects, contra-indications
and effectiveness.

FDA approval of ads for prescription
drugs is required before publication in
cases where hazards are involved. Ads may
be submitted to FDA prior to publication
for comment. Non-compliance with regu-
lations may cause stocks of the drug to be
misbranded by FDA.

__.__‘__
Loose Definition

NEA and ANPA received identical letters
|from Ass’t. Sec. of Theasury Stanley Sur-
rey, overruling their protests against the
loose definition of newspaper for purposes
of the cooperative advertising law. Both
groups had asked the postal laws be fol-
lowed and that paid circulation be a re-
quirement to qualify for the benefits of the
law.

Surrey argued: “There is nothing in the
ordinary and commonly understood mean-
ing of term ‘newspaper’ which would re-
quire a ‘paid circulation” test. We believe a
newspaper does not cease to be such if the
publisher decides to distribute the publica-
tion without charge or a nominal charge if
the publication qualifies as a newspaper.”

____‘_____
Classified ads, individually small but
economically potent, will occupy a million

tons of newsprint in 1963 according to
Newsprint Facts.
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Cutting On Brand Names

House Commerce Committee June 26
approved Bill H.R. 3669, the so-called
“Quality Stabilization” Bill, which would
enable manufacturers to peg the retail
price of advertised products. The Com-
mittee approved the Bill on a voice vote
after accepting a “States’ Rights” amend-
ment designed to lessen objections to the
legislation. The amendment sponsored by
Rep. Hemphill (S.C.) would allow each
of the 50 states to enact a state law repeal-
ing the nation-wide program within its
borders.

Affirmative action by a state legislature
would be required to gain acceptance, even
though a state may have previously adopted
a policy of opposition to retail price main-
tenance. Rep. Harris (Ark.), chairman of
the Committee, and sponsor of the Bill,
said he did not know whether the House
Rules Committee would clear the measure
for House action.
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3,775,824 Autos Sold

Total sales by U.S. car dealers rose l.aW
3,775,824 in the first six months of 1963
as compared with the same period a yeal ‘
earlier, reports The Wall Street Juomg Have
This is a gain of 10 percent over ti
3,446,590 sold in the 1962 first half, Thi b
year’s total trails the record sales for U diors
made cars in the first half, 3,853,000, set i[, Hoover.z N
1955, the industry’s record sales year, Th/ L i
New York Times reports that the auf: I?tm e
industry has already produced more ca tmna? e
in the 1963 model year than it did in gl i s
of the 1962 model run and is taking ain  Law enforc
at the all-time record set in 1955.—Retall separate pursu
Memo. \ ship in helpi
—_————— . priceless herit:
Some 5% million American homes oy 2 sustaining a
have some form of air-conditioning—an | tacts with the
crease of % of a million during the pas| based on trust
year. To sell this growing market, many{ [Freedom of
facturers invested nearly $2 million i dispensable ad

newspaper advertising in 1962 forefathers felt
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From nature’s light grain comes sparkling, light beer
... Kentucky’s traditional beverage of moderation—it's
light, sparkling, delicious.

And naturally, the Brewing Industry in Kentucky is proud
of the more than seven million tax dollars it contributes
to the state of Kentucky each year —money that helps
support our schools, our hospitals and our parks. In
Kentucky, beer belongs — enjoy it.

(ﬁ? UNITED STATES BREWERS ASSOCIATION, INC.
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law Enforcement And The Press
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priceless heritage. Both professions perform
(a sustaining and vital service. Their con-

ning—an in, tacts with the public, although implied, are
ng the pﬂfl based on trust and dependence.
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Freedom of the press is one of the in-

million i dispensable adjuncts of a democracy. Our

=== “Congress shall make no law . .

| forefathers felt so strongly on this point as
| to enact constitutional safeguards stating,
. abridg-
| ing the freedom of speech, or of the
7 bess .. " The American people, not the

newspaper editors and publishers, are the

real beneficiaries of this honored principle.

The free flow of legitimate information,

unshackled by censorship, is a basic right
| Wtalways fully appreciated by the public.

Without it our society, as we know it, could
+ 10t long survive,

Misinformation and suppression of news
| @ deadly enemies of a free people. In
| ourworld today these dangers are exploited
1:?}’ those who would destroy our way of
life, Accordingly, the newspaper’s role in
keeping the public informed becomes in-
creasingly significant.

Integrity in journalism, as in law en-
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Have An Essential Relationship

Actually, most public service campaigns
conducted by newspapers aid the enforce-
ment of law. Such worthy causes as traffic
safety, slum clearance, drives against ob-
scenity, and promotion of youth programs
are a few examples. This is in addition to
the gratifying results achieved by the press,
and other news media, in locating fugitives
from justice. For instance, since the incep-
tion of the FBI's “ten most wanted fugi-
tives” program, more than one-third of the
157 criminals apprehended were located as
result of publicity.

It is only fitting, therefore, that we of
law enforcement joint in special tribute to
the Fourth Estate. As America’s first line
of defense, law enforcement is fully aware
of the contributions to the welfare of our
country made by conscientious editors and
newsmen. We have come to depend on
their competent cooperation.

In discharging its responsibilities, law en-
forcement could not wish for a greater ally.

oy
Retailers Are Optimistic
On Future 1963 Sales

Retailers are optimistic about the second
half of 1963 and expect sales to run an aver-
age 5 percent ahead of the corresponding
period last year, indicates the National
Retail Merchants Association’s survey of
195 retailers, representing over 2,000 store
units. J. Gordon Dakins, executive vice-
president and treasurer of the Association
said four out of five retailers surveyed pre-
dicted higher volume in the next six months,
and 68 percent expect an average increase
in profits of 10 percent. More than half of
the respondents expect consumer spending
to be higher during the second half of the
year as compared with the same 1962
period, while only 5 percent expect it to
be lower, the survey showed. Indicative
of the retailing’s renewed confidence in the
economic outlook was the fact that “un-
certainty about economic conditions” which
ranked as the third most serious problem
only last spring, has dropped to ninth place.
Although sales were expected to rise, inven-
tories should remain relatively unchanged,
retailers reported. Onyl 27 percent pre-
dicted higher inventories in the second
half, about half the retailers said inventories
will be unchanged and 24 percent down.
The survey pointed out that most retailers
were emphasizing fashion to stimulate sales.
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CALENDAR OF EVENTS

SEPTEMBER
28—Fall Executive Committee meet-
ing, Phoenix Hotel, Lexington.
OCTOBER

24-26—National Editorial Association
Fall Meeting and Trade Show,
Claridge Hotel, Memphis, Tennes-
see.
JANUARY
16-18—Mid-Winter Convention,
Phoenix Hotel, Lexington.

A Tribute To You

The American weekly newspaper is an
institution which is as old as the nation.
And it has shown the toughest kind of stay-
ing power. For instance, a recent census
made by the Ohio News Bureau shows that
the state’s weeklies exceed the dailies in
circulation by a margin of 2,158,237, to
2,102,204. And weeklies, it also found, are
read in the majority of Ohio homes.

The weekly—in an era in which all the
media are competing almost desperately for
circulation and advertising—has proven its
durability beyond any question. There’s
very good reason why this should be the
case. The weekly paper, is the community
historian—an immortal record of births and
deaths, marriages and divorces, business
successes and failures, the growth and
progress of the town and the county, the
changing attitudes of mind that come with
passing generations.

Beyond that, the good weekly is a mold-
er of opinion. Through its editorial col-
umns it provides not only facts but contro-
versial opinion. It stirs debate and curiosity.
In a phrase, it makes people think. And this,
perhaps, is its greatest contribution to the
nation it has served so well, long and faith-
fully.—Industrial News Review.

—_—

Home Building Shows Gain

Home building continued to rise in May
with a 3 percent gain over the same period
last year, reports Building Supply News.
The May total was also up 13 percent from
the revised April estimate of this year. The
usual April to May increase has been 11
percent or under in the past. Total private
construction spending in May was $3.9
billion. Private non-farm spending hit $2.4
billion.
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Public Notice Criteria

By FRED S. SIEBERT
Dean, College of Communications
Arts, Michigan State University

Most of the states of the United States
have established criteria for the publication
of legal notices and legal advertising.

One of the most common of these criteria
is that the legal notice must appear in a
newspaper “published” in the community
or political subdivision which supplies the
original notice. Some states go further and
require that the notice be both “printed”
and “published” in the community, and
more rare is the sole requirement that the
notice be “printed” in the locality.

The use of these terms, “printed” and
“published” in various combinations raises
the legal question as to where is a news-
paper “printed” and where is it “pub-
lished”?

The courts of the various states are fairly
well agreed as to the meaning of these two
terms. “Printed” means where the press
work is done. Even though some of the
newspaper may be set in type in a different
community, the town where the major part
of the presswork is done is the town where
the newspaper is printed.

“Published” is a more complicated term,
but in general a newspaper is “published”
where it is first put into circulation. The
place where a newspaper is entered as
second-class mail is frequently considered
the place of publication. A newspaper plant
which produces five different weeklies for
five different communities may print in one
place, but the weeklies may be published in
five different places if each of the news-
papers is first put into circulation in each of
thmese five communities.

A number of states have been revising
their legal requirements by eliminating the
phrase “printed and published” and substi-
tuting the single word “published.”

The designation is a masthead that the
newspaper is printed and published in a
given community is not considered by the
courts as proof that the news paper is ac-
tually printed and published in that com-
munity.—The Michigan Publisher

___‘_.._—

Corporate and some excise taxes are con-
tinued for another year from July 1 under
Bill ELR. 6755, signed by Pres. Kennedy
June 29. Extended under the new law are
present 52% corporate income tax rates
and present excise taxes on alcoholic bev-
erages, cigarettes, passenger automobiles,
automobile parts and accessories, general
(local) telephone .service, and the 5% tax
on transportation of persons by air.
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In its relatively short 30-year history, the alcoholic
beverage industry has moved consistently upward.

Today, the alcoholic beverage industry represents an
investment of almost 10 billion dollars — making it
one of America’s major industries. It is essentially an
industry of small businessmen and women, and all-told
— from coast to coast — it provides the livelihood for
one out of every 60 employed Americans.

This is an industry of growth
and stability — one of the
dependable supports for the

American Economy.
vy
SHIEE
""

Licensed Beverage Industries, Inc.
155 East 44th Street, New York 17, N. Y.

The industry-wide, nation-wide research and public
relations organization of the distilled spirits industry
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*1COCA-COLA’* AND ‘‘COKE!* ARE REGISTERED TRADE- MARKS WHICH IDENTIFY ONLY THE PRODUCT OF THE COCA-COLA COMPANY.
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Letter to the editor

Capital C is what our letter is all about. Please
use one cap C when writing about Coke. And
two cap C’s when writing about Coca-Cola. We

i ! Ask for it either way
have enclosed, for your convenience, extra C's. GHc R Siher vay
Should you require more . . . feel free to call. mean the same thing.
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Georgia City Outlaws
Trading Stamps By Ordinance

Donaldsonville (Ga.) has outlawed the
use of trading stamps, ordering merchants
to discontinue giving them by July 1 or
lose their license. Mayor Arden Parker
said the stamp-banning ordinance was pass-

(Continued From Page Two)

floor polisher won't cost you much, if any-
thing . . . BUNK!

So many of these schemes, here and
elsewhere, have folded that we hope a
widening area of public suspicion of them
is developing. If you're approached about
this one, and somehow it sound different
from the rest, call us before you sign
a thing.

Nearly every product sold the “referral”
way can be bought at an established store
in your community. Referral sellers can’t
compete with these stores without making
you believe you're going to get your product
for nothing, or virtually nothing. Think
about this: Why would anybody be sell-
ing anything if all buyers were going to
get it for nothing? Get the point?

(Continued From Page One)

strict legitimate and acceptable advertising
by licensees.

The “Freedom to Advertise” bill does
convey to each occupational licensing
agency the power to suspend a license when
a licensee is convicted of untrue, deceptive
or misleading advertising.

Since the “Freedom to Advertise” bill was
drawn the Oregon State Board of Dental
Examiners has adopted extentive regulations
further regulating the advertising of li-
censees. Dental advertising is already quite
limited by statute but the board wants to
increase the limitations. On December 10,
two dentists who advertise, filed a petition
for a declaratory judgment against the Den-
tal Board in Multnomah County Circuit
Court.

What will be the outcome of these cases?
Will the “Freedom to Advertise” bill be
enacted? These are questions we cannot
answer now. We do believe, however, that
newspapers and broadcasters will be per-
forming a tremendous public service if
nothing more is accomplished than making
consumers and advertisers aware that there
is a constant “chipping away” going on at
another of their freedoms.

After all, isn’t it the obligation of every
editor to inform his readers about the facts
of life? Cannot you and the voice of your
newspaper help slow down the “chain saw”
speed with which some are “chipping away”
at basic freedoms?

THE KENTUCKY PRESS

ed after several merchants, including some
giving stamps, asked the city to do some-
thing about the stamp business. Merch-
ants said competition forced them to is-
sue stamps. The mayor said the response
from housewives indicated about half fav-
ored the ordinance while the other half
opposed it. Many merchants favor the or-
dinance but a few of them have indicated
they would keep on giving stamps to their
customers until a court order stopped the
practice.
____’__—__

Buy with confidence from your home-
town merchant who services what he sells.
Read his ads in your hometown newspaper.

This FREE TRIAL
Offer—

Will prove you
can realize
greater offset
profits. 650 pages
of values. Revised
as needed.

Whrite for 60-day FREE TRIAL

PORTE PUBLISHING COMPANY
952 E. 2Ist So., Salt Lake City 6, Utak
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CIRCULATION NEED A BOOST?
Over 3,500 Newspapers Recommend
the “LINER PLAN"
Liner Circulation Service ‘
Time-proven Integrity and Reliability
221 N. LaSalle St., Chicago 1, llinois
— Since 1906 —

Quick-Opening Knife Block

One motion! That's all there is to handling overhanging slug
work with the Quick-Opening Knife Block. A flip of the
special lever opens the right-hand knife almost instantly
to clear the first or overhanging slug in advertising com-
position. Rugged, simple construction enables this Knife
Block to speed up advertising and food store composition
without limiting the point size of the slug or interfering
with normal Linotype operation. More information? Write
us—or discuss it with your Linotype Production Engineer.

Mergenthaler [E=E5)

MERGENTHALER LINOTYPE CO., 29 RYERSON ST., BROOKLYN 5, N. Y.
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For America’s newest

turnpike, Oklahoma chooses concrete—
86.3 miles of it

$10.0.0.0.0.2.0.2.2.2.8.8.2.2.2.2.2.2.2.8.8.8 85333000 S S S SO EN SIS

The Southwestern Oklahoma Turnpike will be
a four-lane artery from Oklahoma City to the
state line near Wichita Falls, Texas. Specifica-
tions call for a 41,000-1b. axle load design with
slip-form paving of 9-in. concrete on a 4-in.
soil-cement subbase. (Shoulders will also be
soil-cement.) Use of slip-form concrete paving
will permit the opening of the turnpike to traffic
March 1, 1964, ninety days ahead of schedule.

Designs for both asphalt and concrete pave-
ments were evaluated by the consulting engi-
neers and the Oklahoma Turnpike Authority

THE KENTUCKY PRESS

Sketch of the proposed Southwestern Oklahoma Turnpike recently awarded to contract

JULY, 1963

engineers based on the National Road Test
results. Concrete was specified because of first-
cost savings, and also for the low maintenance
cost it could provide.

In road tests and on highway systems
throughout the country, the dollar-saving per-
formance of concrete has been confirmed re-
peatedly. Because concrete is a true structural
material, it can be designed to fit any traffic
load—with a life expectancy of fifty years with
low upkeep cost. These are reasons why con-
crete is chosen with increasing frequency for
interstate and other important highways.

F KA AR Aok ko ok ok ks ko ook sk Aok

Portland Cement Association
805 C Ith Bldg., Louisville 2, Ky.

A national organization to improve and
extend the uses of concrete




THE KENTUCKY PRESS JULY, 1963

|
I\HulH'll'

(. NETWORKS OF
% ELECTRIC POWER

b ublist

S

\ AL
2 ‘f <

| N =A%
A QA. NG ;

| ) ,
| A 3 The Kentuc

‘ | ! - the fundamen
tust imposed |
of public infor
ess, accuracy,
of news, as set
ism. It advocg
tdvertising col
of propaganda
firms  the oblig
honest and fea
spects equality
individual to p
8uarantee of F
in the newspay
eonomic, soci

%
A
9,

=]
\

AR K
VAR

SO

velopment and
This is the kind of neighborliness that ically demonstrates that there is no need
pays off for customers of investor-owned for federal spending for duplicating
electric companies. It means that in transmission lines. For not only does
times of emergencies—and they do hap- the U.S. already have a nationwide Publ icati
pen to everyone—the power supply of a transmission net, but has plans to en- S
huge transmission network can quickly large this network through a multi- chool of
be sent where it's needed. billion dollar expansion during the next Universi f
Service is equally dependable because 10 years. Wherever and whenever it's A
alternate sources and routes of power needed the power will be there. l LeXingfor
are available. Costs stay down because And in Kentucky our statewide trans- ‘
the most economical source can be mission grid assures industry that there’s
chosen. always plenty of power for new plants
But even more important, it graph- and for expansion.

Electric Power
Industrial Development
Community Development

KENTUCKY UTILITIES COMPANY

An Investor Owned Electric Company




