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WHEELING: 3 /% TV MARKET

*Television Magazine

One Statlon Reachlng The Boommg Upper Ohio Valley

NO. 11 IN A SERIES:

ALUMINUM

Right in the heart of the prosperous
36-county WTRF-TV area is the massive
aluminum rolling mill of the

Olin Mathieson Chemical Corporation
at Hannibal, Ohio. 1t will reach

full production this year with

a yearly capacity of 120,000,000 pounds
of rolled aluminum products, such

as aluminum plate, sheet and coils,
The thousand employees are a vital
statistic for alert advertisers

in the WTRF-TV area where 2 million
people have an annual spendable
income of 214 billion dollars,

an area where WTRF-TV influences
buyers in 425,196 TV homes.

&+ 4 4 4 4

‘. For availabilities, call Bob

| Ferguson, YP and Gen. Mgr., 316,000 watts ’N

clL network color

or Needham Smith, Sales Manager, _=;_'FL._

| ot CEdar 2.7777.

Nationa! Rep., George P. WHEEL'NG 7’ WEST VlRGINIA

Hollingbery Company.

reaching a marl hat's reach




The best things in life...
Maintaining a permanent exhibi_t valued at
many mitlions of dollars and offering a varied
presentation of fine and applied aris

through a continuing series of loan

exhibits, Houston's renowned

Museum of Fine Arts

answers an impaortant r\

cultural need.

St, John The Baptist by Redin

Outstanding example of
simplicity and refinement,
is the Mies van der Rohe
masterpiece, the recently
compteted Cullinan Hall

of The Museum of Fine Arts. THE CHRONICLE STATION
P.0. BOX 12, HOUSTON 1, TEXAS-ABC BASIC GENERAL MANAGER,
HOUSTON CONSOLIDATED TELEVISION CO. WILLARD E. WALBRIDGE
NATIONAL REPRESENTATIVES: GEO, P. HOLLINGBERY 0., COMMERCIAL MANAGER,
500 FIFTH AVENUE, NEW YORK 36, N.Y. BILL BENNETT

Published every Monday, 53rd issue {Yearbook Number) published in September by BRDADCASTING PUBLICATIONS Inc.,
1735 DeSalec St.. N W Waghinctnan A d ConnmA_nTrnor mankaaa el




LOOK AT THE RICH
DALLAS-FORT WORTH MARKET...~— =

. .. and the best way to see it is through KRLD-TV in
Dallas . . . covering more than 656,000 TV Homes . ..
the greatest TV Circulation in the South! Ask any
Branham man.

Joehn W. Runyon Clyde W. Rembert

Chairman of the Board President

THE DALLAS _TIMES HERALD STATIONS

Chonnel, 4, Dollny

MAXIMUM POWER 71/-Twin to KRLD radio 1080, CBS outlet with 50,000 watts.
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Quiet man ® After having worked
quietly for two years, C. Wrede Peters-
meyer, Corinthian stations head,
emerged from NAB convention in Chi-
cago last week with new leadership
prestige. As tv board member, he had
spearheaded effort to launch public re-
lations counter-offensive against print
media and political critics, and he
logically was named chairman of nine-
man committee to undertake what may
be $1 million campaign (story page
51). Another committeeman, Jack Har-
ris, KPRC-TV Houston, three years
ago had been head of information com-
mittee which advocated similar nation-
wide effort, only to see it pigeonholed.
Information committee will hold its
first meeting in New York this Friday.

“Best convention yet” was prepon-
derant comment following NAB’s first
ownership-management sessions in Chi-
cago last week. All sessions were better
attended and heavy equipment exhib-
itors generally reported more actual
business signed than ever before. So
did station brokers who reported nu-
merous new listings.

No revolt now ® Despite dissatisfaction
in some quarters, no organized effort
to change NAB structure was apparent
at last week’s Chicago convention.
Number of important station operators,
however, freely stated they would re-
sign unless trade association is reorient-
ed to operate more effectively in legis-
lative and public relations areas and
with less emphasis on other activities,
except for employe relations.

Of significance in this regard was tv
membership action in unanimously ap-
proving ‘“information’” campaign “in
liaison with” NAB but to be separately
staffed, operated and financed. Nine-
man committee appointed by President
Harold E. Fellows was identical with
recommendations of tv board members.

Co-op tv network ® NTA Television
Network officials were reported to have
sounded out station operators during
NAB convention on plan whereby net-
work would offer outlets up to 20 hours
of programming (both taped and filmed)
on co-op basis. It was believed plan
would permit stations to sell part of the
programs. Programming said to include
some of taped shows now carried on
NTA-owned WNTA-TV Newark, such
as Mike Wallace Interview, Martin
Gabel's Roundtable, and Alex in Won-
derland, plus variety show, children’s
program and 90-minute specials.

WAGA on block ® Storer Broadcasting
board meets today (Monday) to con-
sider bids to buy WAGA Atlanta, Ga.
Storer must sell one am station to keep
within maximum seven station owner-
ship in light of purchase of KPOP Los
Angeles (BROADCASTING, March 16).
Price for WAGA expected to be be-
tween $800,000 and 1 millioa.

Unregistered delegate ® Although no
trial date yet set, Justice Dept. apparent-
ly is serious in prosecuting its antitrust
suit against six tv film distributing com-
panies. During NAB convention, Jus-
tice lawyer interviewed several tele-
casters, seemed particularly keen to
learn whether they had to take films
they did not want to get films they did
want. Suit, alleging block booking, was
filed in March 1957 against Loew’s
Inc. (MGM), C&C Super Corp. (RKO),
Screen Gems (Columbia), Associated
Artists Production (Warner Bros.), Na-
tional Telefilm Assoc. (20th Century-
Fox) and United Artists.

Public issues ® While not yet ready for
announcement, two station organiza—
tions (both radio and tv) shortly plan
to effect public stock issues, in general
following Storer Broadcasting Co. pat-
tern and recent Wolfson (Wometco En-
terprises Inc.) project. In each instance,
present principals would hold operating
control with minorities offered invest-
ing public.

Hardesty to Hamilton ® Jack Hardesty,
vice president-general manager of Radio
Advertising Bureau, will leave May 1
to join Hamilton, Stubblefield & Twi-
ning, station brokerage. He will re-
place W. R. Twining who has resigned
as West Coast member of firm which
so far retains firm name despite depar-
ture recently of Mr. Twining and that
some time ago of William T. Stubble-
field. Ray V. Hamilton, surviving part-
ner, is operating firm.

Mr. Twining will remain in San
Francisco, it’s understood, and will oper-
ate in industrial and commercial real
estate brokerage and finance. Mr. Stub-
blefield, since leaving firm several
months ago, has operated consultancy
in Washington, D.C.

Business is booming at RAB. In first
15 business days of March, new mem-
berships totaled 34—more than had
been recorded in any previous full-
imonth period in RAB’s six-year history.
With these additions, RAB station mem-
bership now stands at 935.

CLOSED CIRCUIT:

Dealers change ® FCC achieved agree-
ment with one top Defense Dept. of-
ficial to negotiate on exchange of fre-
quencies to make more room for vhf tv
story page 56), but it will conduct
negotiations with another—his succes-
sor. It was Paul W. Goldsborough, De-
fense Dept. director of telecommuni-
cations policy, who assured FCC of
willingness to explore spectrum swap.
It will be William Hatton, former IT&T
official, with whom FCC makes explora-
tion. Mr. Goldsborough retires March
30, and Mr. Hatton replaces him.

Mr. Roadblock ® Rep. Martha Griffiths
(D-Mich.) is pulling all stops in efforts
to get House Rules Committee airing of
her resolutions permitting radio-tv cov-
erage of House proceedings and hear-
ings. Rep. Griffiths, who is candidate for
judgeship on Michigan criminal court,
has been buttonholing Democratic
leaders, many of whom privately favor
lifting of ban. They will not, however,
openly oppose edict of Speaker Sam
Rayburn (D-Tex.). She admits proposal
has no chance as long as Mr. Sam con-
tinues opposition but feels Rules Hear-
ing Committee would help induce
proper climate for future.

History project ® Broadcasting “Hall of
Fame” project, first proposed by Broad-
cast Pioneers, has entered planning
stage. With more than $10,000 in seed
money already pledged, James Car-
mine, museum and archives expert, has
been retained by NAB special commit-
tee on advice of Smithsonian Institu-
tion to explore feasibility of project.
He will interview leading figures in
broadcasting to ascertain availability of
historic equipment and other materials
for museum display.

Wrong-way wetbacks © Broadcasters
on American side of Mexican border
are being plagued by new competitive
problem—Ilease of Mexican facilities to
U.S. operators who maintain studios in
this country. Automation 1is catalyst,
according to complaints. U.S, “lessees”
tape record programs and commercials
in U.S. and ship them across border,
thus circumventing necessity of FCC
approval of programs transmitted across
boundaries by wire lines.

BROADCASTING, March 23, 1959
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WJIW-TV has skyrocketed to the top with the BIG STARS
in all THE BIG MOVIES from WARNER BROS., 20TH

CENTURY, and UNITED ARTISTS. Add to these the great
new PARAMOUNT FEATURES and you have a galaxy of ]
stars selling for you, Represented by the Katz Agency, Inc.

“Famous on the local scene”

CHANNEL 8
ot

) Storer Television €8S ¢ CLEVELAND. oo

oppptt

WJIW-TV Claveland « WJIBK-TV Detroit » WSPD-TV Toledo » WAGA-TV Atlanta « WITI-TV Milwaukee




WEEK IN BRIEF

The station merchandising plan ¢ Do it right or don’t
do it, warns an agency supervisor of broadcast media
who should know what she is talking about. Muriel
Bullis, of Erwin Wasey, Ruthrauff & Ryan, Los Angeles,
writes in this week’s MoNpAY MEMo that, after all, the
agency’s “primary interest is in the medium and not its
extra features.” Page 29.

m ._':::,.
Miss Bullis

Equal time relief in sight ® President terms effect of recent FCC ruling
on Sec. 315 “ridiculous” and tells Attorney General to recommend reme-
dial legislation. Congressional temperament is such that searching over-
haul of Sec. 315 is in the making. Page 31.

Spot tv honors to P&G ® Procter & Gamble takes top place in gross billing
in spot tv; ranks No. 1 for largest brand expenditure (Zest) and with
network combined holds unchallenged exlusivity with $84.5 million.
TvB’s breakdown on 1958 spot figures. Page 36.

Publish the rates ® Jayne Shannon of J. Walter Thompson says stations
who give rates “‘on request” shake advertiser faith in spot media. Page 46.

What does tv do for the candidate? ® Survey by Cunningham & Walsh
shows how medium proves big boon to the politician. Page 84.

CBS-TV business upbeat ® “Year of the doldrums” has been replaced by
“year of opportunity,” CBS-TV affiliates’ annual conference is told. Wash-
ington situation, news coverage, programming, technical developments are
among other topics covered at pre-NAB meeting in Chicago. Page 88.

NAB Convention——Complete Report From the Chicago Scene

How this became one for the books Page 50
The NAB keynote award: family tradition Page 50
Tv’s million-dollar PR story Page 51
Wide shot of the spectrum, close-up on vhf Page 56
Fm operators in new association Page 64
Teeth of television code sharpened Pauge 64
Regulator’'s view of a regulated business Page 67
Tv-tape preoccupation: selling, buying, using Page 70
Radio in an automated age Page 72
Golden age for am in 1970 Page 78
RAB comes up with a shocker Page 82
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In the Big, Rich
Southwest . . .

KWEFT

Wichita Falls, Texas
delivers

B

NCS No. 2
CIRCULATION

Based on NCS #2 weekly daytime cir-
culation (108,300 homes), KWFT delivers
the 73rd market in the U.S. Includes 77
counties with over $114 billion total re-
tail sales {Consumer Markets, 1958).

AT LOWEST
COST PER 1000
PLUS

183 [(G)

BONUS COVERAGE

. . . in KWFT's gigantic ¥ mv/m area:
1,201,407 total households; nearly $5
billion total retail safesl

*cor!'f"

See your “'R representative

or Clarke Brown man

A\

e Foice gf he Kich Secclbuests
WICHITA FALLS, TEXAS

s 5 KW

BEN LUDY at 620
Pres. & Gen. Mgr. | Day & Night




| THIS 2-LB. KANSAS CITY STEAK
~is prime strip sirloin taken from pure-
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- bred American Hereford. Kansas City

s tons of it every day.
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YOUR STAKE IN KANSAS CITY

ket by broadcasting at maximum power from the
world's tallest self-supported tower. Your mes-
sage is delivered with full electronic impact.

o

And a whopping big stake it is in the steak capi-
tal. Survey after survey, KCMO-TV has more
quarter-hour firsts (according to ARB and Niel-
sen) than any other station.

Stake your claim here. Do it with Mid-America’s
No. 1 station in size of audience, picture clarity
and sales success.
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And KCMO-TV reaches its dominant-size audi-
ence in the million-population Kansas City mar-
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Kansas City, Missouri
Joe Hartenbower, General Magr.
Sid Trembie, Station Mgr.
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SYRACUSE WHEN WHEN-TV The Katz Agency
PHOENIX KPHO KPHO-TV The Katz AgenCy Meredith Stations Are Affiliated with
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LATE NEWSBREAKS APPEAR ON THIS PAGE AND NEXT

McCaw, Keating part

Fifteen year association between IJ.
Elroy McCaw and John D. Keating
has come to end. Transaction estimated
at overall $2 million made known Fri-
day. Details:

Mr. McCaw takes over Mr. Keating’s
25% interest in Gotham Broadcasting
Corp. (WINS New York). Mr. Keating
takes over Mr. McCaw’s 50% interest
in Island Broadcasting Co. (which owns
50% of KONA [TV] Honolulu), and
100% interest in KDAY Santa Monica,
Calif. Mr. Keating also takes possession
of $355,000 in notes received from Bar-
tell Group when McCaw-Keating sold
KYA San Francisco to Bartells last year
for about $1 million.

After transaction cleared with FCC,
Mr. McCaw will own outright WINS
New York, KTVW (TV) Tacoma-
Seattle, 50% of KELA Centralia and
334% of KALE Richland, in Wash.
Gotham, at present 50% owner of
KTVR (TV) Denver, is buying out
other 50% held by Radio Hawaii
(Founder’s Corp.) for $160,000
(BROADCASTING, March 16); this then
will be 100% owned by Mr. McCaw.
Mr. Keating will have sole ownership
of KDAY and full half-interest in
KONA.

Mutual sale hung up
as 3rd group involved

Prospective sale of Mutual to Mal-
colm Smith group remained unconsum-
mated late Friday night. Terms seemed
close enough that lawyers had taken
over chief role in negotiations, presum-
ably working out fine print. Talks ran
until 1:30 a.m. Friday morning, re-
sumed that afternoon and continued into
night.

Negotiations, which had been two-
sided since Mr. Smith purchased option
on network two weeks earlier (AT DEAD-
LINE, March 9), became three-sided
Thursday when insurgent Scranton
Corp. stockholders deposed Hal Roach
Jr. as chairman of company which owns
both Hal Roach Studios and Mutual.
James D. Johnson, Scranton president,
became chief executive officer. Mr.
Roach was busy Friday testifying be-
fore Manhattan grand jury.

Terms of sale under discussion en-
vision Mr. Smith’s group taking over
network’s $1,050,000 in obligations,
conditioned on 6-month deferral of
demands from creditors. Mr. Smith pre-

BROADCASTING, March 23, 1959

Harris’ deadline

Under urging of Rep. Oren
Harris (D-Ark.) to come up with
pay tv test plan before Easter,
FCC held short meeting on sub-
ject Friday morning (March 20)
and plans second meeting today
(Monday).

If commissioners fail to reach
agreement on how to conduct
proposed tests—to which Rep.
Harris is agreeable—congress-
man plans to push for congres-
sional action on his bill limiting
each pay system to test in only
one city. Commission formerly
had proposed much broader tests
and has taken issue with Rep.
Harris’ position that it has juris-
diction over wired systems.

sumably would agree to meet current
expenses, estimated at $350,000 month-
ly. Network now is paying AT&T,
major creditor, $35,000 in advance
each week. Under another of discussed
terms, new Mutual management would
allot radio time to Scranton Corp. and
Hal Roach Studios.

Earlier in week, in rapid series of
legal maneuvers: (I) A.L. Guterma,
ex-president of Mutual and of F.L.
Jacobs Co., was indicted by federal
grand jury on various stock charges;
(2) federal court in New York ordered
Jacobs company into receivership; (3}
Michigan court ordered company into
still another receivership, and (4) while
those two receivers were debating juris-
diction, federal court in Detroit ordered
company into trusteeship under federal
bankruptcy laws. Counse!l for first-
named receivers and for Securities &
Exchange Commission were in Detroit
Friday seeking to have trusteeship set
aside.

KNOK, WKDA Sold

KNOK Ft. Worth (970 kc, 1 kw-d)
and WKDA Nashville (1240 ke, 250 w)
sold by John W. Kluge to Townsend
Investment Co., Short Hills, N.J., and
singer Pat Boone for reported $1 mil-
lion, subject to FCC approval.

Townsend, whose holdings include
International Growth Fund (mutual
fund) and controlling interest in Resort
Airlines, is making first entry into broad-
casting. Morris Townsend, president,

AT DEADLINE

DETAILED COVERAGE OF THE WEEK BEGINS PAGE 31

had minor interest in WBYN Brooklyn
in early 40’s. He indicated group is
interested in acquiring other radio-tv
properties. Mr. Boone became member
of Townsend advisory board several
weeks ago.

Mr. Kluge is chairman and president
of Metropolitan Broadcasting Co. (see
page 10) but held KNOK and WKDA
on his own. Purchasers said Stewart J.
Hepburn, now vice president and gen-
eral manager of KNOK, and Jack
Stapp, who holds same title with
WKDA, would each become president
of respective stations.

Oversight, Judiciary

name probe counsel

Robert W. Lishman has been re-ap-
pointed chief counsel of House Legis-
lative Oversight Subcommittee, eflective
April 1, Chairman Oren Harris (D-
Ark.) announced yesterday (Sunday).
Mr. Lishman, Washington attorney,
first was named chief counsel year ago
after committee had fired Bernard
Schwartz. Last January, he reverted to
consultant basis, sharing his time with
committee and private practice.

In Senate last Friday, Sen. Everett
Dirksen (R-IIl.) announced that Corne-
lius Kennedy has been named minority
counsel of Judiciary Subcommittee on
Administrative Practices & Procedures.
Mr. Kennedy is member of Chicago
law firm of Mayer, Friedlich, Spiess,
Tierney, Brown & Platt. He received
LLB from Harvard in 1948. Colorado
Judge Joseph McDonald was named
chief counsel of Senate subcommittee
three weeks ago (BROADCASTING, March
9).

Other sales

Station sales, both subject to FCC
approval, announced Friday:

KHON Honolulu e Sold by H. G.
Wells Jr. and associates to Jock Fern-
head, manager, WINS New York, for
$125,000. Transaction actually involves
assignment of license of 5 kw on 1380
kc to KHON Broadcasting Co., owned
by Mr. Fernhead, for no consideration.
Mr. Fernhead, however, is buying
KHON’s equipment from San Fran-
cisco attorney George Davis for
$125,000.

KHAT Phoenix e Sold by Geoffrey
A. Lapping to Harvey R. Odom, station
general manager and 33% % owner of

Continues on page 10
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KHEY E]l Paso and 25% of KMOP
Tucson, for $73,000. Mr Odom also
owns 49% of applicant for am in San
Antonio. KHAT is 500 w day on
1480 kc.

Live mike in Moscow

NBC annnounced Friday (March 20)
that Joseph Michaels, its Rome corre-
spondent, has been granted Soviet visa
and will arrive with his family in Mos-
cow on April 1. He will exchange posts
with Irving R. Levine, who leaves Mos-
cow April 10 for Rome.

NBC said it expected Mr. Michaels
would obtain microphone privileges So-
viets took away from Mr. Levine in
December on charge of violating cen-
sorship regulations in presenting inter-
view with Sen. Hubert Humphrey when
legislator was visiting Russia (BROAD-
CASTING, Dec. 29, 1958). Mr. Levine
has been telephoning his material to
London with recording made there and
then broadcast to U.S.

Hayes off days

ABC-TV announced Friday that day-
time Peter Lind Hayes Show would be
dropped after April 10 broadcast. Gi-
raud Chester, vice president in charge
of network’s daytime programming,
said “decision was in accordance with

Crisis in cup

William Black, president of cof-
fee producer Chock Full o’ Nuts
Corp., long critical of advertising
tactics of Tea Council, has
brought his grievance to Federal
Trade Commission. In letter to
FTC Chairman John W. Gwynne,
Mr. Black accuses council of
“false and misleading advertising
derogatory to coffee industry.”
Referring to tv commercials show-
ing haggard coffee drinker being
advised to change beverages, Mr.
Black urges action against “such
advertising brickbats.”

Mr. Hayes’ reluctance to reduce length
of the show 30 minutes.” Program now
scheduled across-the-board 11:30 a.m.-
12:30 p.m. On April 13 ABC-TV be-
gins new 12-1 p.m., 2-6 p.m. hours for
daytime programming.

¢ Business briefly

e Glamorene Inc. (rug cleaner), Clifton,
N.J., starting spot tv and radio cam-
paigns April 7 and continuing for vari-
ous lengths of time. Tv spots, initially,
will be on two channels in first 15

markets for four- to six-week schedules.
Number of spots per week varies with
high of 55 set for Los Angeles. Three-
week radio drive will go into some 30
cities with 25 spots per week. Jules
Power Productions Inc., N.Y., is agency.

e Pillsbury Co., Minneapolis, after 26
weeks of 52-week contract, this month
is terminating sponsorships of quarter-
hours on alternate weeks in six NBC-
TV daytime shows. New order totaling
some $2 million to be announced this
week, replacing Pillsbury loss, network
reports. Pillsbury’s programs included
Treasure Hunt, Price Is Right, Concen-
tration, Tic Tac Dough, It Could Be
You and Queen for A Day. Pillsbury’s
agencies are Leo Burnett Co., Chicago,
and Campbell-Mithun, Minneapolis.

e Whitehall Labs (division of American
Home Products Corp.) will co-sponsor
Naked City (ABC-TV Tues. 9:30-10
p.m.) on behalf of Anacin, Dristan,
Mist and Aero-Shave, beginning March
31. Agency: Ted Bates. Alternate spon-
sor is Brown & Williamson Tobacco Co.

e New York Stock Exchange appoints
Compton Adv., N.Y., as its advertising
agency, effective May 20, replacing
Calkins & Holden, N.Y. Exchange’s
budget is $1 million for 1959. Media
plans not disclosed.

WEEK’'S HEADLINERS

ALEXANDER (SANDY) STRONACH JR., for-
merly vp of Music Corp. of America and
vp in charge of ABC-TV, appointed vp in
charge of sales of Flamingo Telefilm Sales,
N.Y. Mr. Stronach will supervise both
national and syndicated sales for Flamingo,
which was consolidated with Pyramid
o Productions last month in purchase by
Mr St.r‘nnach ~Buckeye Corp. (BROADCASTING, Feb. 9).

' Mr. Stronach was previously with William
Morris agency and before that was manager of talent de-
partment, radio division, Young & Rubicam.

Joun W. KLUGE, chairman of board
of Metropolitan Broadcasting Corp.
(WNEW-AM-FM-TV New York, WITG
(TV) Washington and WHK-AM-FM
Cleveland), elected by company’s board of
directors to additional post of president.
He replaces RicHARD D. BUCKLEY, who
] was elected vp of corporation and con-

- - tinues as president of WNEW division.
Mr. Kluge Mr. Kluge, who has interests in five other
radio stations and one other tv station, is also president of
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Kluge & Co., Washington, D.C., food brokers. Elected to
fill vacancies on Metropolitan Broadcasting’s board were
Lroyp M. BauMaN, president of Bankers Security Life In-
surance Society, N.Y., and J. LiINcoLN MoORRIS, partner in
law firm of Seligson, Morris & Neuberger, N.Y. Mr. Kluge
sold two of his stations last week (story, page 9).

GEORGE J. ABRAMS, who last month re-
signed as Revlon’s advertising vp (WEEK’S
HEADLINERS, Feb. 23), has been named
president and chief executive officer of
newly-formed Cosmetics & Toiletries Div.,
Warner-Lambert Pharmaceutical Co. Mr.
Abrams, chairman of radio-tv committee
: of Assn. of National Advertisers, will have
' Ahr;d e full responsibility for W-L’s Richard

' Hudnut, DuBarry and Sportsman lines.
New division had been part of Family Products Div. which,
under continued head of John S. Hewitt, will market com-
pany’s proprietary pharmaceuticals and related products.
Mr. Abrams spent four years at Revlon, prior to which he
was vp of advertising and sales for Block Drug Co. Earlier
he was with Eversharp Inc., Anacin Co. (now part of Ameri-
can Home Products) and National Biscuit Co.
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BROADCASTING, March 23, 1959



ST T

KLZ--TV is stlll numberi

SETE:

il
Rt ey

EEE e

..-.SO what S new

[ R

o o 0 & O

LI SRR % (L L et ay 0t by AT S e N Ll

e A TR,

R

ita

Al

Again the highest share from sign on to
sign off, seven days a week in both the one and
four week ARB surveys. -
- Four week survey gives KLZ-TV 53 of the
- top 100 programs, 25 of which are KLZ-TV
non-network shows, ‘
KLZ-TV has seven of the top 10 syndicated
- shows and 21 of the top 25 non-network shows.
KLZ-TV continues to have the highest rated
news both day and night: also the highest rated
weather and sports programs.

| FLASH] KLZ-TV’s dommangg reconfirmed
r"by ‘Denver's ﬁrst Nielsen, just recewed :

TELEVISION

CBS in DENVER
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MACKENZIE’S
RAIDERS

starring RICHARD CARLSON

BOLD VENTURE

starring DANE CLARK
introducing JOAN MARSHALL

SEA HUNT

starring LLOYD BRIDGES

HIGHWAY
PATROL

starring BRODERICK CRAWFORD

BUFFALO

WBEN-TV

853.7"

SHARE
23.5 RATING

BEATS Groucho Marx, Wells
Fargo, “M" Squad, Thin
Man, Peter Gunn, Steve Al-
len and many others.

Jan. °59

PENSACOLA
WEAR-TV

B51.2%
HARE

35.8 RATING
BEATS Wyatt Earp, Wanted

—Dead or Alive, Ann Soth-

ern, Garry Moore, Steve
Allen, Maverick and many
others.

lan. '59
ST. LOUIS
KTVI
90.0"
-]
SHARE

32.7 RATING

BEATS Perry Como, Ann
Sothern, 77 Sunset Strip,
Wells Fargo, Lawman, Play-
house 90 and many others.

Jan. '59

DALLAS-FT. WORTH
WFAA-TV

39.8"

SHARE

23.5 RATING

BEATS Alfred Hitchcock,
Wells Fargo, Texan, Groucho
Marx, Playhouse 90, Red
Skelton and many others.
Jan. '59

RATINGS SHOWN ARE PULSE OR ARB.




come from ZIV!

" - 1T Tow
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AUSTIN, MINN.
KMMT
34.4%
i)
SHARE

21.6 RATING

BEATS Phil Silvers, Perry
Mason, Yancy Derringer,
Restless Gun, Bob Hope,
Dinah Shore Chevy Show
and many others.

Jan. 59

CLEVELAND

KYW-TV

17.4 RATING

BEATS Rawhide, Jack Benny,
Dragnet, | Love Lucy, Texan,
Ed Sullivan and many others.

Feb. '59
SAN DIEGO
KFMB-TV
4.4 47
]
SHARE

27.4 RATING

BEATS Red Skelton, Perry
Como, Ernie Ford, | Love
Lucy, Phil Silvers, Wyatt
Earp and many others.

Jan. '59
MILWAUKEE
WTMJ-TV
48.1"
[
SHARE

29.4 RATING

BEATS Desilu Playhouse,
Groucho Marx, ""M" Squad,
Danny Thomas, Steve Allen,
Gunsmoke and many others.

Jan. '59

DENVER
KLZ-TV

42.5%

SHARE

23.2 RATING

BEATS Ann Sothern, Wyatt
Earp, Naked City, Lineup,
Wanted — Dead or Alive,
Texan and many others.

Jan. '59
CINCINNATI
WLW-T
38.0%
SHARE

20.3 RATING

BEATS Gale Storm, D, As
Man, Yancy Derringer, Bob
Cummings, Cimarron City.
Ed Sullivan and many
others.

Feb. '59

Greenville-Spartanburg
WFBC-TV

31.4 RATING

BEATS Perry Mason, Perry
Como, Leretta Young, Rifle-
man, Restless Gun, Yancy
Derringer and many others.

Jan. '59

Ll!‘;

PORTLAND, ORE,
KGW-TV

41.5*

SHARE

38.9 RATING

BEATS Jack Benny, Ed Sul-
livan, Wanted — Dead or
Alive, Garry Moore, Wells
Fargo, Loretta Young and
many others.

Jan, '59

Fidedrpplny

Albany-Schenectady-Troy
WRGB

62.2"

SHARE

29.1 RATING

BEATS Bob Cummings, Peo-
ple Are Funny, Jack Benny,
Have Gun—Will Travel, Law-
man, Ed Sullivan and many
others.

Jan. '59

N SRR

MIAMI
WTVJ

£ - h O -% O/o

SHARE
19.4 RATING

BEATS Colt .45 Dinah
Shore Chevy Show, Walt Dis-
ney Presents, Naked City,
Ozzie & Harriet, Buckskin
and many others.

Feb. '59

ER A DT R e s

SYRACUSE
WSYR-TV

SHARE

36.3 RATING

BEATS Phil Silvers, Groucho
Marx, Alfred Hitchcock, Wy-
att Earp, “M" Squad, Maver-
ick and many others.

Jan. '59

INDIANAPOLIS
WISH-TV

678"

SHARE

33.2 RATING

BEATS Wyatt Earp, 77 Sun-
set Strip, Perry Como, Zane
Grey, Dinah Shore Chevy
Show, Desilu Playhouse and
many others.

Jan. '59

The Ziv man in your market can show YOU how to profit from

using one of America's GREAT selling forces . . .

a ZIV show!

TWO NATION-WIDE
SERVICES COMPILE
ZIV SHOW RATINGS

DR. SYDNEY ROSLOW , Director
Pulse, Inc.
Pulse, a pioneer in collecting and
tabulating audience measurement
and composition data since 1941,
bases its findings on the results of
face-to-face interviews held in the

JACK GROSS, Vice President
American Research Bureau, Inc.
ARB favors a special viewer diary,
kept in the home and developed
from years of research. Arbitron,
ARB's latest development in New
York now and slated for other cit-
ies soon, is a new instantaneous

electronic measurement tool.

Each of these authoritative serv-
ices, while following their own
methods of gathering tune-in in-
formation, consistently show the
same results:

Month after month, in ‘market after
market, ZIY SHOWS RATE GREAT!
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fire
the fast one e\
down the middle
in Detroit

TIGER BASEBALL takes the spotlight in one of America’s greatest
sports towns. For your sales strategy in the rich Detroit market,

FIRE THE FAST ONE DOWN THE MIDDLE! Pitch your story

to the big, enthusiastic audience on WKMH with a brand new

sports team— Van Patrick and George Kell. The Edward Petry Company
has full details on how to crack Detroit’s rich market.

VAN PATRICK

e

GEORGE KELL

tiger baseball with a brand new sports team on

Represented by Edw. Petry Company Inc. ka h

DEARBORN ¢« DETROIT
Key Station for Tiger Network

norr BROADCASTING CORPORATION




A CALENDAR OF MEETINGS AND EVENTS
IN BROQADCASTING AND RELATED FIELDS

{*Indicates first or revised listing)

MARCH

* March 23—Argument before U.S. Supreme Court
in Farmers Union v WDAY Inc. {WDAY-TV Fargo,
N.D.) involving question of immunity of broadcast
station when political candidate, invoking Sec. 315
of Communications Act, utters libel on air. Case
No. 248.

March 23-26—Annual convention Canadian Assn.
of Radio & Television Broadcasters, Royal York
Hotel, Toronto, Ont.

March 23-26—National convention, Institute of
Radio Engineers, Coliseurn and Waldorf-Astoria,
New York. The nation’s leading electronic scien-
tists will attend. Advances in space technology and
major new electronic fields will be explored.

March 23-28—Short Course in Crime News
Analysis & Reporting, Northwestern U., Fisk Hall,
Evanston, 11l. Journalism and law schools, with
Ford Foundation grant, will conduct intensive
instruction for radio-tv, press and magazine
newsmen. Courtroom broadcasting is one of topics.
Attendance fee $100. Formal registration closed
March 16. Scholarships for needy available. Mem-
bers of lecture staff will be available for interviews.

*March 24—American Women In Radic & Tv,
Washington, D.C., chapter, “‘Broadcast Beefs in
Brief,” panel discussion by Sens. Warren G.
Magnuson (D-Wash.), Mike Mansfield {D-Mont.),
Hubert H. Humphrey (D-Minn.) and Kenneth B.
Keating (R-N.Y.), Old Supreme Court Chamber,
U.S. Capitol, 5:30.
March 25—Comments due on proposed FCC rule-
making to change ch. 12 Wilmington, Del., from
commercial to educational or, in alternative, move
ch. 12 to Atlantic City, N.J., or allocate it to At-
lantic City-Wilmington. Docket No. 12,779.

March 28-April 3—Weeklong observance of
Golden Anniversary of Broadcasting and 50th An-
niversary of Sigma Defta Chi, San Jose State Col-
lege, San Jose, Calif. SDX “Deadline Dinner”
April 2 will honor founding of broadcasting in
1909 at San Jose State.

March 30—~Deadline for filing copies of direct
testimony in FCC’s inquiry into allocation of fre-
quencies between 25 mc and 890 mc. Number
of copies to be filed: 1 notarized original, and 20
copies.

March 30—du Pont Awards Dinner, Mayflower
Hotel, Washington.

APRIL ,

April 1—Assn. of National Advertisers work- .
shop at Hotel Pierre, New York. Topic: “How to
Get More Productive Advertising Through Man-
agement-Oriented Research.”” Henry Schachte, ex-
ecutive v.p., Lever Bros. Co., and chairman of
ANA board of directors, will he keynote speaker.
* April 1-2—Art Directors Club of New York, 4th
Visual Communications Conference, Waldorf-As-
toria, New York.

* April 1-30—International Radio Consultative
Committee (CCIR), 9th plenary assembly, Hotel
Biltmore, Los Angeles. This organization, which rec-
smmends international standards for radio com-
nunication, will take up such questions as tele-
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vision recording, stereophonic broadcasting, space
frequencies and tropospheric scatter relays.

April 3-4—Oregon Assn. of Broadcasters, U. of

Oregon, Eugene.

April 3-5—Mississippi Broadcasters Assn., an-

nual meeting, Buena Vista Hotel, Biloxi.

April 4—National Headfiner Club awards lunch-

eon, Atlantic City, N. J.

April 4—United Press Intl. Broadcasters of
innesota Assn., Spring Meeting, Radisson Hotel,

Minneapolis.

April 5-8—National Retail Merchants Assn.,
sales prometion division, Eden Roc Hotel, Miami
Beach.

April 6-9—National Premium Buyers, 26th an-
nual exposition, Navy Pier, Chicago. Premium Ad-
vertising Assn. of America will meet April 7,
same site.

April 7—Tvrial of former FCC Comr. Richard A.
Mack and friend, Thurman A. Whiteside, for con-
spiracy to defraud U.S. Presiding: Judge Burnita
S. Matthews, U.S. District Court, Washington,
D.C.

April 8—Deadline for comments to FCC on day-
time radic stations’ request to operaie from 6
a.m.-6 p.m. or sunrise-sunset, whichever is longer.
Docket 12,729.

April  10-11—Republican National Committee
meets at Sheraton Park Hotel, Washington, Host
city for the 1960 nominating convention will be
picked.

* April 10-11—West Virginia Broadcasters Assn.
spring meeting, Press Club, Charleston. Speakers:
FCC Comr. Robert E. Lee; Al N. Sears, national
president, Sales Executives International; Adam
Young, president, Adam Young Inc.; Chuck Tower,
NAB labor relations department, and Robert
Mason of WMRN Marion, Ohio, chairman of
the All Industry Radio Music License Committee.
April 12-13—Texas Assn. of Broadcasters, spring
meeting, Commodore Perry Hotel, Austin. Mem-
bers of Legislature will be Aprii 13 |uncheon
guests.

April 12-15—Assn. of National Advertisers, annual
west coast meeting, Santa Barbara B8iltmore,
Santa Barbara, Calif.

April 12-19—Technical symposium on aircraft
and space communications sponsored by Electronic
Industries Assn., McCarren Field, Las Vegas, Nev.,,
during First World Congress of Flight.

April 19-25—Biennial Congress, International
Chamber of Commerce, Sheraton Park and Shore-
ham Hotels, Washington.

April 20—Radio Advertising Bureau sales clinics
at Tulsa, Okla., and Minneapolis, starting nation-
wide series that ends May 22. RAB will present
30 how-we-sold-it stories and exhibits.

Aprit  20-23—American  Newspaper Publishers
Assn., annval meeting, Waldorf-Astoria Hotel,
New York.

April 23—0Qral argument before FCC.en banc
on Miami ch. 10 case involving charges of behind-
the-scenes wirepulling. Initial decision by Ex-
aminer Horace Stern recommended grant to Pub-
lic Service Television Inc. (National Airlines) be
revoked and allegations of ex parte representa-
tions by applicants be weighed against them in
new comparative hearing. Docket No. 9321 et al,
* April 23—Georgia Assn. of Broadcasters, man-
agement conference, Dinkler Plaza Hotel, Atlanta.
April 23-24—Assn. of National Advertisers two-
day workshop on advertising expenditures, West-
chester-Biltmore, Rye, N.Y.

April 23-25—Western States Advertising Agencies
Assn,, ninth annual conference, QOasis Hotel, Paim
Springs, Calif,

April 23-25—American Assn. of Advertising
Agencies, annual meeting at The Greenbrier in
White Sulphur Springs, W. Va. Annual dinner will

.be held April 24.
_April 24—Ohio Assn. of Broadcasters, Sheraton

Gibson Hotel, ‘Cincinnati.

April 24-25—New Mexico Broadcasters Assn.,
Bishop’s Lodge, Santa Fe.

April 26-29—National Assn. of Transportation
Advertising convention, The Greenbrier, White
Sulphur Springs, W, Va.

April 26-29—U.5, Chamber of Commerce an-
nual meeting, chamber hdgrs.,, Washington.

Apri! 27-28—Potts-Woodbury Adv. Agency Ra-
dio-Tv Farm Clinic, Bellerive Hotel, Kansas Gity.
Invited radio and tv farm directors and farm
products manufacturers will be guests.

April 27-May 2—Journalism & Broadcasters
Week, Schoo! of Journalism & Communications,

Buy
Radia
Catalina

JOHN POOLE
BROADCASTING CO,, INC.

6540 Sunset Blvd.
Los Angeles 28, Calif.
HOIllywood 3-3205

MATIONAL REPRESENTATIVES:
WEED & CO.

(Tl 1958 JOHN POOLE BROADCASTING CO.. 1NE. .
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HBNUR!NG :
RADI0 STATION WIBG

HONORING
_WaiW RADIOAND TV
- JUNIOR OLYMPICS
1958 -

BLLEGE CAMPUS PROGRAM

WIBG (First Place) —“PATRIOTIC CONTESTS”
WIW-TV AND RADIO —“JUNIOR OLYMPICS"”
WJIBK —“COLLEGE CAMPUS PROGRAM”

®  HONORING
STORER

ADCASTING COMPANY
ATTONAL ADVERTISING -
11958 '



honored thro

\1040

Being awarded four 1958 George Wash-
ington Honor Medals by the Freedoms
Foundation at Valley Forge indicates
the outstanding position Storer stations
have attained through public service in
their communities, even in America’s

greatest markets.

ughout the nation

We are happy to acknowledge the fact that
the Freedoms Foundation has recognized
the achievements of WIBG in Philadel-
phia, WJW-TV and Radio in Cleveland,
WJBK in Detroit and, at the same time,
Storer Broadcasting Company’s national

advertising for the fourth consecutive year.

é’:ﬁ Storer Broadcasting Company

"OM»

WSPD-TV WJW-TV WJBK-TV WAGA-TV WITI-TV

Toledo Cleveland Detroit Atlanta Milwaukee
WSPD WJIW wJBK wiBG WWVA WAGA wGBSs
Toledo Cleveland Detroit Philadelphia Wheeling Atlanta Miami

- National Sales Office: 625 Madiéon Ave., N.Y. 22, PLaza 1-3940 - 230 N. Michigan Ave., Chicago, FRanklin 2-6498



HIGHEST RATING
FOR ADULT
AUDIENCE WITH
SPENDABLE
INCOME!

*Nielsen (June, 1958)

Houston § 24 Hour
Music and News

18 (DATEBOOK)

ST

Where It Countsl’

No. 1

*“NIELSEN-December, 1958

6:00 AM-6:00 PM
MONDAY Thru FRIDAY

Covers

96"/

OF THE

STILL THE LOWEST
COST PER THOUSAND
BUY!

74% of K-NUZ Audience is Middle & Upper Income
*Special Pulse Survey (Apr -May, 1958)
84% of this Audience is ADULT Men and Women

National Reps.:

FORJOE & Co.—

New York ® Chicago
San Francisco
Philadelphia @

Llos Angeles @

Seattle
Southern Reps.:

CLARKE BROWN CO.

Dallas ® New Orleans
In Houston:
Call Dave Morris

JA 3-2531

® Atlanta

U. of Florida, Gainesville, Eroad-

casters Day).

April 29—Comments due on FCC proposal to
prohibit networks from representing tv stations
other than their own in spot representation field,
Docket No. 12,746.

April 29-30-—International Advertising Assn. con-
vention, Hotel Roosevelt, New York.

April 30-May 2--Alabama Broadcasters Assn,,
Buena Vista Hotel, Biloxi, Miss.

* April 30-May 3—American Women in Radio &
Television, annual national convention, Waldort-
Astoria Hotel, New York.

April 30-May 3—a4th district, Advertising Fed-
eration of America, Tides Hotel & Bath Club, St.
Petersburg, Fla.

(April 27 s

MAY

May 1—National Radio Menth opens.

May 1—National Law Day.

May 1-3—Texas Assn, of Sigma Delta Chi, Hotel
Galvez, Galveston. Annual meeting.

May 4-6—Assn. of Canadian Advertisers, annual
conference, Royal York Hotel, Toronto, Ont.

May 4-8—Society of Motion Picture & Tv Engi-
neers, semi-annual convention, Fontainebleau Ho-
tel, Miami Beach, Fla. Theme will be “Fiims
and Television for International Communications.”
May 6—National Academy of Television Arts &
Sciences, 11th annual Emmy awards presentation
on NBC-TV, 10-11:30 p.m. (EST).

*May 6-9—0hio State U. Institute for Education
by Radio-Tv, Deshler-Hilton Hotel, Columbus, Qhio.
May 7-8—Kentucky Broadcasters Assn., Shera-
ton-Seelbach Hotel, Louisville.

* May 7-9—-5th district, Advertising Federation of
America, convention, Hotel Frederick, Hunting-

ton, W.Va.

May- 12—Wisconsin Fm Clinic, Center Blda., 0.
of Wisconsin, Madison.

May 13-15—Pennsylvania Assn, of Broadcasters,
Bedford Springs. Frank Paimer, WFBG-AM-TV
Altoona will direct panel on reduction of operating
costs and Ralf Brent, WIP Philadelphia, will be
chairman of panel on service to local advertiser.
Presidents from adjoining state associations will
attend.

*May 14-—Virginia AP Broadcasters, spring meet-
ing, National Press Club, Washington, D.C.

May 16-17—1Illinois News Broadcasters Assn.,
spring meeting, Southern Illinois U., Carbondale;
also, United Press Intl. business meeting.

May 20-22—Assn. of National Advertisers, spring
meeting, Edgewater Beach Hotel, Chicago.
May 21-23—Meontana Radio Stations Inc.,
Falls.

May 21-23—Electronic Industries Assn., annual
convention, Sheraton Hotel, Chicago.

May 24-27—Associated Business Publications,
annual meeting and management conference, Sky-
top Lodge, Skytop, Pa.

May 28-31—Second Annuval Radio Programming
Seminar and Pop Music Disc Jockey Convention,
Americana Hotel, Miami, Fla. Speakers will in-
clude Matthew J. Culligan, NBC Radio executive
vice president, and Gordon Mclendon, head of
Mclendon station group. Storz stations are spon-
soring seminar with Bill Stewart, Kilpatrick Bide.,
Omaha, Neb., as convention coordinator.

JUNE

June 1-3—National microwave symposium, Pro-
fessional Group on Microwave Theory & Tech-
niques, Boston Section, Paine Hall, Harvarg U.,
Cambridge, Mass.

*June 3-5—Armed Forces Communications & Efec-
tronics Assn., annual convention, Sheraton-Park
Hotel, Washington, D.C.

June 7-10—Advertising Federation of America,
annual convention, Hotel Leamington, Minneapolis.
June 9-11-—National Community Television Assn.
%nnual convention, Mayflower Hotel, Washington,
.Ce

¥ June 12-16—National Federation of Advertising

Agencies, annual convention, Chatham Bars Inn,
Chatham, Mass.

*June 13-14—UPI Broadcasters Assn. of Texas,
annual meeting, Hilton Hotel, San Antonio, Tex.
June 14-17—National Industrial Advertisers Assn,,
national convention, Fairmont and Mark Hopkm<
Hotels, San Francisco.

June 17-19—American Marketing Assn.,
tional conference, Hotel Statler, Cleveland.

Great

ne-
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"SNAKE EYES” MEANS YOU LOSE!

The double spot in radio advertis-
ing may be profitable for the
station, but 1t’s a losing proposi-
tion for the advertiser. WJR does
not double or triple spot. Your ad-
vertising message never shares the
listeners’ attention with another
commercial. By standing alone it
has every opportunity to be heard,
remembered and acted upon. It’s
the only way you get a fair shake
for your advertising dollar.

Giving advertisers every oppor-
tunity to make the most of the
time they buy is only part of
WJR’s policy. An equally impor-

BROADCASTING, March 23, 1959

tant part is the fact that WJR

~ bars the door to questionable ad-

vertising, products, or services.
This costs thousands of dollars
annually in advertising revenue,
but has built a million dollars
worth of confidence in WJR lis-
teners. They know they can be-
lieve what they hear.

Don’t gamble with your advertis-
ing dollar. Call your nearest

Henry I. Christal representative

and get all the facts on why adult
listeners have made WJR the
No. 1 station in the fifth richest

market in America.

L-\. B |Ir

WJR’s primary
coverage area—over
17,000,000 people.

780 K 50,000 WATTS
RADIO WITH ADULT APPEAL
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Of all the new programs on all
the networks, only one broke into
Nielsen’s Top Ten—ABC’s Rifleman.



right to the TOP

No. 1 in the Nielsens—that's ABC! ABC has 5
programs in the Top Ten—as many as the other
two networks combined! And ABC is the No. 1
network 4 out of 7 nights a week—more than the
other two combined! Which helps explain why
ABC’s nighttime audience is up 1,200,000 homes

over this time last year.*

No. 1 for the money—that’s ABC! ABC delivers
its whole walloping audience more efficiently than
either of the other two! Average cost per minute
for 1,000 homes on ABC is $2.78. The other two—
$3.13 and $3.43. ABC has the most efficient
Western, the most efficient situation comedy, the
most efficient variety show. In fact, ABC-TV has
5 of the 10 most efficient shows in all categories—
and 9 of the top 20!**

ABC TELEVISION

National Nielsen February I Report, Average Audience Per Minute.

*Sunday-Saturday 7:30-10:30 PM all sponsored evening programs.

**Nielsen Special Analysis, Nov.-Dec., 1958, Evening Once-A-Week
Programs—CPM CM Delivered based on average audienée ratings,
estimated time costs and published talent figures.




Jerry Austin,
sidekick of
“Cannonbail”
Mike Malone —
rugged men
entrusted to
maintain the
nation’'s com-
mercial lifeline.

SHAP UP ITCS
GANNONBALL

'‘New Markets Sold
EachDay—-Wire Now
For Your Choice
Of Availabilities !

e
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Dynamic action adventure and
' intense human interest!

BRAND-NEW by Robt. Maxwell,
creator of LASSIE!

INDEPENDENT
TELEVISION

CORPORATION
488 Madison Ave.N.Y. 22+ Plaza 5-2100
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ADVERTISERS

OPEN

One rate controversy

EDITOR:

I have been reading with considerable
interest the discussion, pro and con,
regarding the use of more than one
rate by radio and television stations and
have been amazed that no one has
brought up the fact that there are many
“hidden costs” related to handling na-
tional business which in all actuality
makes a higher rate for national busi-
ness almost a necessity.

Many of the agencies and advertisers
who are “hootin’ and howlin’ ” for a
one-rate system are the same ones who
are making some of the following de-
mands on stations which increase the
cost of doing business with them:

(1) The station must agree not to
run a competitive advertiser closer
than: a. 30 minutes; b. 60 minutes.
(2) The station must agree not to run
any other commercial closer than five
minutes prior to the beginning of said
commercial or five minutes after the
end of said commercial. (3) Any devi-
ation in time from that which is con-
tracted for eliminates the obligation to
pay for said spot. (4) Multiple affi-
davits required, plus numerous air
checks. (5) Constant requests for
merchandising with the veiled threat of
no renewal should the station [refuse].

Every one of the above items, and
many more, has a cost factor con-
nected with it. In some. cases, such as
single spotting and limitations as to
proximity of competitive spots, these
demands interfere with the station’s
business potential during that particu-
lar period. Such things as merchandis-
ing, air checks, and other requests all
come under “out of pocket” expenses.
There are other business costs involved
too; such as, telephone calls, and wires
involved in . . . a make good.

In addition, we find many agencies
making continual efforts to obtain
“saturation rates” for schedules that do
not qualify for such rates. Also, a num-
ber of the agencies ‘‘shop around for
deals” using the device of playing sta-
tions in a market against one another.

Compare the above to the local ad-
vertiser who will accept make goods,
and in most cases without even being
contacted, who will accept multiple
spotting, who does not hit the station
up for merchandising and other
“extras.”

Based on the above, it is pretty clear
to me that the local advertiser, and
particularly the retailer, is entitled to a
lower rate not considering the coverage
factor and the usage of: this coverage
for local advertisers as against the na-
tional advertiser.

. I could not venture to guess the

MIKE

volume of business I have personally
lost by refusing to deviate from a pub-
lished rate card. In all actuality, isn’t
this whole controversy for the purpose
of assuring one purchaser that he is
getting the same deal as his competitor?

Mort Silverman
General Manager
WJIBO-WBRL (FM)
Baton Rouge, La.

Dr. Pepper long in radio
EDITOR:

Although we realize you got the in-
formation from a standard release, we
would like to point out that this is not
Dr. Pepper’s first entry into network
radio (page 52, March 9). For many
years, both before World War II and
immediately following, Dr. Pepper
sponsored a half-hour radio show on
ABC called Darts for Dough. I am sure
some of your readers will recall this
earlier activity.,

John C. Simmons
National Adv. Mgr.
Dr. Pepper Co., Dallas, Tex.

Sales, selling and survival

EDITOR:

An interview published a few weeks
ago (Feb. 9, page 102) headlined two
factors, complacency and intramural
selling, as the major causes of sales
problems in radio. . . .

[But] there is little evidence of com-
placency in my contacts with many
small and medium market radio opera-
tors, On the contrary, most of these
stations are so hungry for sales that
their concentration on selling amounts
almost to obsession. It is not unusual
to find stations in which the whole
operating and executive staff is also the
sales staff. . . .

Where there are clearer lines of divi-
sion among staff functions, many sta-
tions still demand a salesman as the
major qualification for manager, and he
must remain a salesman in the narrow-
est sense of street selling. . . . These
stations want glorified salesmen—not
managers.

If complacency in sales is the big
enemy in higher levels of radio opera-
tion, sales obsession is one of the worst
in local selling. . . .

If total or maximum selling effort
alone could expand sales, small and
medium market radio would be the
most prosperous in the industry. But
what gain has been achieved from the
application of this colossal force? . . .
FCC reports . . . [show] the percentage
of stations reporting losses has been in-
creasing every year. . . .

Fair and reasonable competition
among stations creates a healthy cli-
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THAT'S ALL IT GOSTS TO STAY IN EUROPE!

These two new KLM tour plans give you more seeing and
more saving. For $10 a day (standard hotels) or $15 a day
(first class hotels), all Europe is your playground. With 59
cities to visit, your choice of tours is almost unlimited!
You’ll see the sights you’ve heard about, and plenty you
haven't. It’s everything you could want in a trip abroad,
for the price of an at-home vacation. Your non-stop KLM
flight from New York to Europe is budget-priced, too.
Example: visit 6 European cities for just $502.20 round
trip. For complete details of these and the many other KLM
tours available, mail the coupon.
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KLM ROYAL DUTCH AIRLINES e ;
Tour Dept. BT-323 e
430 Park Avenue, New York 22, N. Y.

Please send me full information on i
[J “10-15" tours [J all other KLM tours.

Name

Address

City Zone State

®OYAL DUICH
AIRLINES

My Travel Agent is
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mate for sales and should act as a stim-
ulating factor, but many operators or
owners have a deathly fear of the mild-
est competition from other stations.
Nevertheless, they will establish their
own organization to foster the most
vicious form of competitive conflict and
dissension within the ranks of their own
personnel. Friendly rivalry can be an
inspiring incentive, but when the station
manager is paid an exclusive commis-
sion to sell in competition with his own
staff, he is virtually given the power of
dictator. And like a dictator, he finds
it increasingly difficult to control . . .

The manager is in a preferred posi-
tion to monopolize the cream of pro-
spective accounts and this leaves the
staff dependent on him for a substantial
share of commission earnings. The poor-
est managers are usually wise enough to
avoid serious morale conflicts by parcel-
ing out accounts sufficient to satisfy the
staff. . . .

As more accounts come under his
control from staff turn-over and other
sources, tensions mount and friction
creates an attitude of suspicion and dis-
trust among sales personnel. It may
even reach a point where the manager
becomes so embroiled in schemes and
devices to restrain rebellious activity,
and so entangled in account juggling,
that selling new accounts virtually be-
comes secondary to equitable distribu-
tion of existing accounts. Such tamper-
ing is also calculated to jeopardize cur-
rent business.

One of the worst consequences of
such conditions is that salesmen are de-
prived of the manager’s advice, aid and
support which are so often needed by
less experienced personnel. They may
have no conscious fear that their pro-
spective accounts will be appropriated,
but distrust will not permit them to con-
fide in a competitor; suspicions com-
pel them to minimize any control he
might exercise over their prospects. . . .

With these, and many other adverse
factors operating to suppress sales, there
can be little wonder that local revenue
fails to keep pace with local potential.
We can only marvel that so many sta-
tions are able to survive.

Julian Skinnell
249 N. Duke St.
Lancaster, Pa.

BROADCASTING

SUBSCRIPTION PRICES: Annual subscription
for 52 weekly issues $7.00. Annual subscription
including Yearbook Number $11.00. Add $1.00
per year for Canadian and foreign pestage.
Subscriber’'s occupation required. Regqular is-
sues 35¢ per copy; Yearbook Number $4.00
per copy.

SUBSCRIPTION ORDERS AND ADDRESS
CHANGES: Send to BROADCASTING Circula-
tion Dept., 1735 DeSales St., N.W., Washing-
ton 6, D.C. On changes, please include both
ofd and new addresses.
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“for rendering continued assistance
to secure manpower to maintain peace
through Air Power . .."”

Heart Fund Certificate of Appreciation

“in. recognition of distinguished
service and leadership in the fight
against heart diseases . . ."

“in recognition of important
contribution to the education, entertainment
and inspiration of this community . . .”

Health and Welfare Council Awarg

“for interesting and penetrating
presentation of community
services and problems . . .”

Saies Offices: New York, Cincinnati, Chicago, Cleveland

.....



Army Certificate of Appreciation

“for patriotic civilian service
to the Department of the Army . . ."

National Safety Council Public Interest Award

“for exceplional services
to safety .. ."

Silent Service Navy Award

“in appreciation of
your loyal support of the
United States Mawy ...”

United Fund Award

“far outstanding interpretation
of the United Fund story .. "

And so continues the honor roll of public
service awards received by WLW-I in its
first year on the air.

Public service proudly constitutes an
important part of all programs on WLW-I.

The WLW-I public service programs reach
3 million people in 76 counties—inspiring
constructive interest and participation in
important activities of Indianapolis .
Indiana . . . and the Nation.

These programs are backed by 35 years
of Crosley Broadcasting public service
leadershtp and the WLW-I formed advisory
council,

And now with the great new WLW-1 studio
and facilities, WLW-1 pledges continued
public service in the highest ideals of the
television medium — the most powerful
means of communication ever known.

indianapolis

full abc network affiliation

-« . Sales Representatives: NBC Spot Sales, Detroit; Tracy Moore & Associates, Los Angeles, San Francisco; Bomar Lowrance & Associates, Inc., Atlanta, Dallas » Crosley Broadcasting Corporation



WCSH-TV 6

NBC Amfiliate Portland. Maine

7
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OUR PROGRAMMING BECKONS
MORE VIEWERS

SO YOU GET MORE POINTS

For five straight years every survey taken in our
service area (including the latest ARB) has shown that
the programming of Channel 6 attracts more viewers. And
these viewers are buyers with 14 billion dollars to spend.
Together they account for 2/3 of Maine’s retail sales
and 1/4 of New Hampshire’s.

Get your share — see your Weed TV man about
the station that serves them best — WCSH-TV.

A MAI“E WCSH-TV—(6), Portland
WLBZ-TV—(2), Bangor

BR:OADCAS'I'IIIG SYSTEM  wcsh-radio, Portland

WLBZ-Radio, Bangor

STATION WRDO-Radio, Augusta

A matching schedule on Ch. 2 in Bangor saves an extra 5%.
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It’s the
matchless
experience
in camera
tube design

that puts
RCA-5820’s

This is an “inside look” at
the famous RCA-5820 Image
Orthicon. The design is
backed by 25 years of re-
search and manufacturing
experience in television
camera tubes. RCA orig-
inated it. And RCA con-
tinues to make improve-
ments in this famous camera
i : tube in accordance with the
sest tube engineering practice known.

Consider, for example, just a few of the
mportant advantages now incorporated in
RCA-5820’s—-MICRO-MESH and SUPER-
DYNODE design. These two innovations
alone (1) do away with dynode burn, (2)
sliminate the need for defocusing to stop
mesh pattern and moiré, (3) improve pic-
ture-signal output, (4) reduce tube cost per
hour of camera operation.

Leader in camera tube development ever
since the early days of electronic television,
RCA today offers a complete line of TV cam-
era tubes. Your RCA Electron Tube Distrib-
utor is “headquarters” for the entire RCA
line of camera tubes.

- e bt e et o O S
s s .

PHOTOCATHODE. In-
dividually processed
to give outstanding
sensitivity.

~

OPTICAL GLASS
FACEPLATE. For
maximum freedom
from picture distor-
tion.

750-LINE MESH
SCREEN. Precision
‘“‘ruled” to provide
710,000 square open-
ings. Aluminizing on
gun side prevents pic-
ture smudge.

OPTICAL GLASS TAR-
GET. Thickness held
within 0.0001” varia-
tion to prevent lateral
leakage. Provides
freedom from blem-
ishes, and permits ex-

cellent resolution.

EXCLUSIVE RCA
SUPER-DYNODE DE-
SIGN. Improves pic-
ture quality, increases
tube life.

96 PRECISION-
FORMED AND
ALIGNED DYNODE
FINS in intermediate
stages of multiplier.
Each fin precision
sangled” — to assure
extreme uniformity of
signal gain.

GOLD-PLATED CON-
TROL GRID prevents
thermionijc grid emis-
sion.

X-RAY INSPECTED
GUN ASSEMBLY. For
accurate alignment of
parts and spacing of
electrodes.

RADIO CORPORATION OF AMERICA

Electron Tube Division Harrison, N. J-




LIS,

More than 76% of WT'OP Radio listeners
are in income groups over $6,000 per year. . .
~a thundering lead even for so rich a
market as the Washington area.
This is still another clear indication that in

Washington the IMPORTANT station is .. . .

 wieptaio

WASHINGTON,

An affilcate of the CBS Radio Network
Represented by CBS Radio Spot Sales

operated by THE WASHINGTON POST BROADCAST DIVISION:

O N WL VI o DR M | LT = T4 - A/ J X hannel 4, Jacksonville, Florida



MONDAY MEMO

from MURIEL BULLIS, supervisor of broadcast media, Erwin Wasey, Ruthrauff & Ryan, Los Angeles

The station merchandising plan ...

We are happy to receive merchan-
dising by stations but only when it can
be fully effective and is creatively
planned and professionally executed.

Unfortunately the offer of merchan-
dising services by many stations is not
more than a sales tool and they are
utterly unable to adequately perform
this function. In such cases the activity
is worse than none at all.

Merchandising should be a part of a
station’s service only if it can afford pro-
fessional specialists, either on its own
payroll or through retaining top-level
outside help.

Shoot for the Main Target o If funds
are not available for retention of top-
flight people, then it would be better to
eliminate merchandising altogether and
concentrate the same time, energy and
money on promoting and expanding the
station’s prime product: audience and
coverage.

At Erwin Wasey, Ruthrauff & Ryan,
for instance, we are not influenced
by grandiose merchandising offers un-
less we know from experience that the
station does, indeed, have a solid and
imaginative service or shows us ade-
quate proof of past performance in this
field.

On the contrary, we are favorably
impressed by the station representatives
who advise us that they cannot offer
professional merchandising and instead
concentrate on explaining the real value
of their audience composition and
coverage. In that case, we would pre-
fer offers of bonus spots, for instance.

We suggest these points for stations
to remember regarding merchandising
plans:

(1) Individuality—Each merchandis-
ing program must be tailored to the
needs of the client. A company with its
own sales organization can benefit from
one kind of merchandising program,
while one which distributes through
brokers needs an entirely different ap-
proach.

(2) Creativity—As much creativity
must be applied to merchandising a
broadcast schedule as was originally
applied to developing the schedule it-
self. The job of stimulating sales per-
sonnel, brokers, distributors and retail-
ers is as difficult and demanding as the
primary task of stimulating the con-

sumer. The day of the dull form letter is
over.

(3) Costs—Don’t let costs be limiting
factors. Begin by creating an imaginative
program tailored to the sponsor’s individ-
ual needs. If the resultant concept in-
volves a higher expenditure than you
are willing or able to make, tell us about
it. If we recognize the potential value
of the program, we’ll make every effort
to work out an equitable arrangement.

(4) Adaptability—Use established
methods in new ways. We don’t sug-
gest that a station abandon the estab-
lished patterns. such as tie-in newspaper

Muriel Bullis was valedictorian of her
high school graduating class in Robin-
son, N.D. Despite this local distinction,
she hurried back to her native California
to continue her education at Los An-
geles City College before embarking on
a career in advertising. After working
at timebuying and other media depart-
ment activities at Dan B. Miner Co.
(now Honig-Cooper, Harrington & Mi-
ner) and Foote, Cone & Belding, Miss
Bullis joined Erwin Wasey, Ruthrauff
& Ryan three years ago and where last
month she was promoted to the post of
supervisor of broadcast media, heading
up all radio and television spot tine-
buying for the agency’s clients.

ads and store displays, which are very
effective. But if it uses such means as
mailing to grocers and key buyers, and
trade publicity, we do insist that there
be fresh, new and imaginative tech-
niques employed. The problem is the
same all the way up and down the line.
How can a station make this campaign
distinctive from all others?

(5) Progressiveness—Try new meth-
ods. Devise new ways to stimulate the
people to be reached. Special contests,
which reach both the consumer and the
grocer, can be highly successful. Give
thought to the possibilities of joint pro-
motions with current compatible ad-
vertisers on the station and suggest these
to the agencies concerned.

(6) Public relations value — Help
establish goodwill on the part of the
client’s sales force. Some sales people
like to call on stations, and if they do,
spend enough time and explain the full
schedule to them. When the station’s
men are in the field, they can make
calls on stores and retail outlets. Sup-
port the promises made by the station
répresentatives and "be sure to do the
things he said the station would.

(7) Tie-ins—Tie-ins with the sta-
tion’s personalities and shows. When
we break a new campaign, we call in
the representatives from all stations on
the schedule and explain the entire
campaign to them. At this time we
often will provide a station with prod-
ucis to give away on its shows. Meet
us half way in this integrated effort.
Encourage the station’s personalities, its
home economics specialists, and others
to support the campaign on the air.

(8) Proof of performance—When
the job’s done, show us what was done
and tell us honestly how much the
station did and how well it did it. Send
us duplicate copies of the mailings
which were sent out. Send us good
photographs of store displays. We use
all this information to pass along to
the client.

The Primary Interest e In conclusion,
we fully recognize and appreciate the
value of top-notch merchandising pro-
grams. We are also ready to suggest a
station drop the whole thing if it is not
equipped to do it right.

After all is said and done, our pri-
mary interest is in a medium and not
its extra features.

. . . do it right or don’t do it

BROADCASTING, March 23, 1959
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“You Mean Roanoke’s Bigger than Chicago?”

We do indeed. There are more Virginians in Roa-
noke than there are in Chicago.

Which points up a fact of tv life: You can be
bigger than almost anything if you look hard
enough.

Which brings us to another point: A good hard
look at the Roanoke market results in its inclu-
sion on well-planned tv schedules. When that
happens, WSLS-TV follows automatically.

At the risk of doing part of Blair’s job, witness:

With full power of 316,000 watts on Channel
10 (and a healthy assist from NBC and strong
local programming}, WSLS-TV has welded a 58-
county area into the greater Roanoke market of
420,000 tv homes.

Come see. Or listen to Blair Television Associates.

WSLS-TV

Channel 10 * NBC Television
Mail Address: Roanoke, Va.
A broadcast service {(with WSLS Radio)
of Shenandoah Life Insurance Company
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CHANCE FOR CURE OF SECTION 315

» At last major political figures come to aid of broadcasters

e President orders investigation of political broadcasting law

s FCC chairman urges repeal; Congress begins to take interest

A wave of powerful support mounted
last week behind the campaign for re-
peal or correction of the law governing
political broadcasting.

e The President called the law “ridic-
ulous.”

e The chairman of the FCC asked
for its repeal.

e In the Senate and House there
were demands for reappraisal of a law
which caused broadcasters more head-
aches than any other.

Here's how the week’s events went:

“Ridiculous!”
With that one descriptive word, Pres-
ident FEisenhower last Wednesday

(March 18) described the effect of the
FCC-Lar Daly decision that a candidate
is entitled to equal time when his
opponent appears on Tregular news
broadcasts. And, the President ordered
Attorney General William Rogers to
“consider whether any remedial legisla-
tion can be drafted or whether any other
appropriate action can be taken in this
connection.”

The President made his comments a
day after FCC Chairman John C. Doer-
fer had called for repeal of Section 3135.

Bipartisan Capitol Hill approval of
the President’s statement—as far as it
went—was quick in coming. However,
almost all of the solons recommended
the equal time provisions should be
amended and cleared up on many fa-
cets other than straight news shows.

The Senate Commerce Committee is
expected to discuss the old broad-
caster headache in an executive meeting
this Wednesday (March 25) with a view
toward future public hearings. In the
House, the chairman of the Commerce
Committee already has promised hear-
ings as soon as the committee schedule
permits.

The Chief Executive made known his
views through Presidential News Secre-
tary James Hagerty. Since the FCC’s
4-3 decision of last month (BROADCAST-
ING, Feb. 23), two bills have been in-
troduced in the House excluding news-
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casts only from Sec. 315 (equal time
provision) of the Communications Act.

No Criticism Intended ® Mr. Hagerty
stressed that the President was not crit-
icizing the Commission. “Without in
any way talking about the decision of
the FCC, which was made under the
present law, the President thinks that
this [decision] is ridiculous,” the news
secretary said. He also pointed out the
White House mandate to the Attorney
General does not go beyond the news-
cast question and does not take up the
problem of requiring the sale of equal

Once a candidate himself

Dwight D. Eisenhower in this
picture had just won 1956 election
to the Presidency. Twice a candi-
date and twice a victor, he has
ordered investigation of the po-
litical broadcasting law.

Sec. 315: ‘ridiculous’

time to splinter and “crackpot” candi-
dates.

The President’s request that Mr.
Rogers study the situation evidently was
made in person as the Justice Dept. said
Thursday it has received no formal writ-
ten notification from the White House.
A Justice spokesman said nothing has
been done on the matter, as yet, but
promised the White House will get an
opinion as “expeditiously” as possible.

The two House bills were introduced
by Rep. Glenn Cunningham (R-Neb.),
HR 5389 (BROADCASTING, March 16),
and Rep. J. Arthur Younger (R-Calif.),
HR 5676. Rep. Oren Harris (D-Ark.),
chairman of the House Commerce
Committee to which the bills were re-
ferred, sponsored much broader legis-
lation in the 84th Congress. He said
Thursday he plans to study that legis-
lation with a view towards re-intro-
ducing it. Rep. Harris referred the
Cunningham bill to the FCC and Jus-
tice for comment and promised hearings
as soon as they could be worked into
the committee schedule.

No Opposition ¢ Rep. Cunningham
said that “with all the comment on the
Lar Daly case, 1 don’t see why there
would be any opposition.” Of the Pres-
ident’s statement, he said: “I think it’s
fine.” He said exempting news shows
from Sec. 315 is not a controversial
matter.

“If allowed to stand,” Rep. Cunning-
ham stated, “the recent FCC decision
would be disastrous to the tv and radio
industries in their efforts to cover the
news as it develops. If the decision is
not corrected it will mean the almost
complete blackout of straight news
events involving political candidates and
will deny the general public access to
the news. This would mean that the
public would be in almost complete
ignorance of what is happening in gov-
ernment. Surely, with such emphasis
being placed on the principle of ‘the
public’s right to know’, this legislation
[HR 5389] must be enacted.”

Rep. Cunningham said the reaction
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to his bill had been very favorable, with
many Station owners outside Nebraska
having written him. He urged other
broadcasters to write their congressmen
on the situation. The congressman also
acknowledged that many other revi-
sions were necessary in Sec. 315 but
said his “piecemeal” approach was the
best method to take. If his current legis-
lation is enacted, Rep. Cunningham said
he planned to push for further reforms.

The Nebraska Republican has been
pulling all stops to get early action on
his bill. After the President’s statement
Wednesday, he wrote both the White
House and Justice; previously he had
conferred and written to Rep. Harris.

Changing Policy e Rep. Harris noted
the FCC vote, reversing a long standing
Commission interpretation of Sec. 315,
was 4-3. Next week, he said, it may be
4-3 the other way so “how are broad-
casters supposed to know what the
policy is?”

He said Congress should clarify the
equal time rules and give the FCC
more concrete guidance in its applica-
tion. His 1956 measure failed after
hearings, Rep. Harris said, because of a

“crosswind” of opinions which pre-

vented congressional action. He took
issue with Mr, Hagerty’s claim that the
Prestdent was not criticizing the FCC.
“You can’t get anything else out of the
President’s statement except criticism,”
he maintained and felt it was unjusti-
fied to attack a single decision.

Rep. Younger said the President’s

statement “‘showed that he agreed it’s

an absurb situation which should be
corrected. That situation should not
exist in the matter of news.” Rep.
Younger is the third-ranking minority
member of the House Commerce Com-
mittee.

Rep. John Jarman (D-Okla.), a
Commerce Committee member, stated:
“The most recent FCC decision would
seriously and dangerously restrict radio
and tv newscasts. It merits serious con-
gressional consideration and action and
I will urge our committee to schedule
early hearings.”

Moss Wants Broader Action ¢ Rep.
John Moss (D-Calif.) said that he
would agree with the President as far
as he went but that much more signifi-
cant changes are needed in Sec. 315.
He said it is the duty of Congress to
define a *qualified candidate” or to
give the FCC the authority to do so.
“I am inclined to feel, however, that
Congress should face up to the defini-
tion,” Rep. Moss stated. He said the
Commerce Committee, of which he is
a member, should act very early.

Rep. Moss also took sharp issue with
the FCC’s latest interpretation of Sec.
315. Congress did not ever intend to
include newscasts under the section, he
said. “The commissioners are entitled
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to their opinions but I disagree with
them,” he said.

Rep. Charles Brown (D-Mo.), a
former broadcaster (see page 92), said
that he was “amazed to see the FCC
interpret the law in that way.” News-
casts, he maintained, should be handled
free of interference by management—
“that to me is a fundamental part of
news coverage.” He also praised the
President’s statement and urged Con-
gress to take corrective action to pro-
vide stations with more guidelines on
the entire equal time problem.

“I would agree with the President
insofar as he refers to strict newscasts
only wherein no political views are ex-
pressed,” Rep. Wiiliam Springer (R-Ill.)
stated. A member of the House Com-
merce Committee, he agreed Congress

-should clarify Sec. 315 but urged “ex-

treme caution” on a wholesale revision.

Leave It Up To Stations e Rep. Wil-
liam Bray (R-Ill.) said that individual
stations should be given clear authority
to exercise their own judgment in ap-

Frank Stanton: his speech moved lke
plying Sec. 315. Broadcasters will lean
over backward to be fair, he said, with
common sense and public opinion as
the common denominator. He stated
that revision of Sec. 315 is overdue.

Sen. Strom Thurmond (D-S.C.) said
that he is “inclined to agree with the
broadcasters’ position on equal time.”
He said the subject should be thorough-
ly aired by the Senate Commerce Com-
mittee, of which he is a member, but
he has no plans to bring up.

Mr. Hagerty said that Dr. Frank
Stanton, president of CBS, sent Presi-
dent Eisenhower a copy of his
(Stanton’s) speech in Chicago to CBS
affiliates 10 days ago in which he strong-
ly attacked the Daly decision (BRrROAD-
CASTING, March 19). It was because

of the Stanton speech, newspaper edi-
torials and public discussion that the
White House action was taken, the news
secretary said. The President thanked
news media for bringing the matter to
his attention.

The Cunningham-Younger bills were
not mentioned by Mr. Hagerty in his
stattment on behalf of the President
Wednesday, although he said the White
House was aware of their existence.

Doerfer urges repeal

FCC Chairman Doerfer issued his
appeal for repeal of Section 315 during
a news conference before his speech
to the NAB in Chicago.

For the first time he said flatly that
he favored wiping the controversial 31-
year-old law off the books and, instead,
following “a rule of reason” for “some
years.” If abuses developed, he said,
safeguards could then be written into
a new law.

In any case he felt distinctions should
be drawn to keep the equal-time require-
ments from applying to other legitimate
news coverage even if political candi- .
dates were involved. One test he sug-
gested: Did the candidate (or his party,
backers etc.} initiate the coverage, or
was he included because, in the sta-
tion’s news judgment, he was news-
worthy apart from political considera-
tions? If the latter, Chairman Doerfer
indicated the equal-time provision should
not apply.

No Commitment ® Mr. Doerfer did
not commit himself on whether he
would formally recommend to Congress
that the equal-time law, Sec. 315 of the
Communiations Act, be repealed. He
noted that in the past he had proposed
substantial revisions. Moreover, he
said, as FCC chairman he tries to
represent the “combined” views of the
Commission when appearing before
Congress. And in this case he thought
some of his colleagues were opposed
to repeal, on grounds (I) that repeal
would increase FCC’s administrative
workload and (2) that the law has been
on the books since 1927 without proven
harmful effects.

The FCC chief disclosed his views
on repeal at a news conference last
Tuesday during the NAB convention in
Chicago. In a formal address to the
convention a few hours later he did not
go quite so far. But he went to the
brink.

In an extended appraisal which also
set forth his views as a minority mem-
ber in the celebrated Lar Daly case—
in which FCC by a 4-3 vote held that
Mr. Daly, a perennial office-seeker
campaigning for nomination for mayor
of Chicago, was entitled to equal time
because the two major parties’ candi-
dates were shown in newscasts of non-
political events (BROADCASTING, Feb.
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Handicaps

Section 315 « NAB took an of-
ficial stand against Section 315
of the Communications Act dur-
ing its Chicago convention.

A resolution adopted at the
business session called on broad-
casters to continue their fight for
complete freedom in electronic
journalism and to urge Congres-
sional action “that the right of
the people of America to know
may not be impaired.”

The resolution said Section 315
handicaps the broadcaster in ful-
filling his responsibility to keep
the people informed.

Editorializing ¢ A “tremendous
surge” of editorializing by broad-
casters has occurred in the past
few years, NAB’s convention held
last week in adopting a resolution
calling for a clearing of the un-
certainty that surrounds this type
of programming.

The resolution, adopted at the
Wednesday business session, speci-
fied that NAB, through its Edi-
torializing Committee and Board
of Directors, “continue to pursue
with the FCC, members of Con-
gress and federal government of-
ficials the development of a sound
and workable approach to edi-
torializing by broadcasters.”

23). Chairman Doerfer told the con-
vention:

Let Broadcaster Decide ® “The im-
portant point is that the broadcaster
should be given the right and the duty
to make the judgment as to what con-
stitutes news or what programming fills
the needs of the public and not the
candidates. The latter should have no
vested right in the airwaves, to extoll
personal privileges far out of propor-
tion to the public interest. Why should
this judgment be delegated to those
opportunists whose sole qualification is
a disposition to aggrandize their per-
sonal interests, indulge their idiosyncra-
sies or harass a broadcaster who felt
it was his duty to provide a meaning-
ful program about which he knows
the public has an interest?

“In this capacity the broadcaster is
disseminating information—not enter-
tainment. I sincerely doubt that a
broadcaster who must stake his license
every three years against his record
would take a chance of resorting to
chicanery or unduly promote a favorite
candidate under the guise of legitimate
newscasting or a public interest panel
discussion.

“It is true that a rule of fairness or
reason takes more time to interpret and

34 (LEAD STORY)

may vary; but over a period of time
sufficient experience should develop
sound and consistent precedents. Initial-
ly, it may be difficult to define stand-
ards of fairness in presentations of
political candidates in news or Lincoln-
Douglas types of debates, but this has
not deterred the Commission from at-
tempting it in the field of editorializing
and controversial matters. We have
adopted a policy that in this far larger
and more difficult field a broadcaster
must strive for fairness and impartiality.

“Finally, the longevity of a statute
is no valid defense, in my opinion. Who
knowk for how long and to what extent
Sec. 315 has been a palpable obstruc-
tion to public information at a time
when it needs it most.

“The broadcaster has never been
given the opportunity to demonstrate
his ability to be fair and reasonably
discriminatory in this situation. The
law has been on the books since 1927.
It may very well be that some broad-
casters use Sec. 315 as a shield against
the extra effort necessary to program
in this important field. But with the
ever-present dangers of losing a public
audience by being compelled to bore it
with an over-abundance of political pro-
grams, I can’t blame them. Some
radical revisions or outright repeal pro-
posals seem to be ripe for serious con-
sideration.”

Stanton Position ¢ Chairman Doer-
fer’s position appeared to jibe with the
arguments advanced a few days earlier
by Dr. Frank Stanton, president of CBS
Inc., who had told the CBS-TV affiliates
convention that FCC’s Daly decision
could “abridge radically” radio-tv’s use-
fulness as news media and that CBS not
only would ask FCC to reconsider but,
if necessary, would carry the fight to
the courts, the Congress and the public
(BROADCASTING, March 16). In similar
vein Chairman Doerfer said:

“The broadcasting of news is definite-
ly in the public interest. But often it
involves governmental officials who do
not initiate the news. A continued
course of interpretations which would
dissuade the viewing or presentation of
any news incidentally involving some
gualified candidate under all circum-
stances may be to the detriment of the
public interest.

“An informed public is indispensable
for the continuance of a democratic so-
ciety. If every presentation of a duly
elected public official who happens
to be, at a given time, a qualified candi-
date for an office must automatically be
matched by an equal amount of free
time by all other such candidates, then
the essence of governmental news will
be emasculated during campaign pe-
riods. The broadcaster will be com-
pletely shorn of any journalistic judg-

ments in this most important field.

“In my opinion a broadcaster should
be given some discretion other than a
Hobson’s choice. This is either a pleth-
ora of bland political programming ad
nauseam or a complete blackout. This
will be the ultimate result if Sec. 315
is meant to be construed in an inexor-
able mannner.

“It would in my opinion be most
unfortunate to deprive the public of
the benefits of a medium which has the
peculiar power to unmask insincerity,
lack of candor or, on the other hand,
to show outstanding qualifications.
There is a large difference between a
canned speech and a real debate—be-
tween a poster and a panel show.”

What Fairness Means e Chairman
Doerfer described the “rule of reason”
or “fairness” which he said he had
advocated to Congress as a substitute
for *“the present inflexible mandate.”
It would not mean, he said, that a
broadcaster ‘“‘could indulge in his biases
or prejudices with impunity—even in
respect of crackpots or rank opportun-
ists.” Rather, the broadcaster “would,
under any interpretation of fairness and
in his responsibilities as a journalist, be
oblieced to equalize opportunities re-
garding an intentional or a designed use
by such candidates, such as speeches,
rallies, etc., whether paid for or not.”

Newspaper comment

Here’s an editorial from the San
Antonio Express last week on the Sec-
tion 315 ruling. Partial text follows:

Let's see what effect the ruling
would have on a legitimate news story
for radio and tv such as the meeting
here Monday on the city-county jail.

Nine city councilmen are now run-
ning for re-election. They attended
the Monday meeting to discuss the jail
site again. If cameramen present
showed their pictures on tv, the station
would have to call about 30 other candi-
dates and offer them equal time!

That is how ridiculous the FCC
twisting of “equal time” turns out to
be. Radio and tv men would be so
busy trying to figure out time that there
would be little news to offer. And it
probably wouldn’t make sense if offered.

The public has not found radio and
television to be short on news fairness,
even though it may have found them
lacking in other phases of coverage.

The viewing and listening public has
the biggest stake in this controversy.
Political news coverage could be para-
lyzed by the ruling.

It ought to demand Congress to
define Rule 315 quickly to allow radio
and tv to present the news with normal
journalistic freedom.

For other editorial comment see
Playback page 108.
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NOMAS J, RELLY

MORE '
NEWS...and Miami knows it

The millions of _sc_)uth Floridians—and the millions
more of their visitors — have learned to recognize
this area’s authoritative news source...Radio Miami

WGBS! Consistent, dramatic news scoops have cap- FLORIDA'S MOST QUOTED STATION
tured the interest and attention of Miami’s most
able-to-buy audience.
Complete local coverage, coupled with the world-
wide CBS news staff, is one important reason why

your best buy is Radio Miami WGBS, Florida’s
most quoted station.Represented by the KATZ Agency

“Famous on the local scene

IN MUSIC, NEWS AND SPORTS

RADIO MIAMI ¢ 50,000 WATTS

Q
to Oé’ "wcas WAGA WWVA WIBG WSPD WJW WJBK
rer > ﬁ Miami Atlanta Wheeling Philadelphia Toledo  Cleveland Detroit
Ouptt
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5,000

LIVELY WATTS

LANSING

FIRST IN AUDIENCE

...more than 100 % greater
audience* than any station
heard in the Lansing area.

FIRST IN POWER
AND COVERAGE

With 20 times the power of
any station in Lansing . . .
WILS produces the most
coverage for your money.

FIRST IN MICHIGAN’S
MONEY MARKET

WILS reaches 210,490
Radio homes in the 17
county central Michigan
area ... Ist in Michigan
in C.S.L

CONTACT
VENARD
RINTOUL &
MeCONNELL, INC,

*C. E. HOOPER

ASSOCIATED WITH

CHANMEL 10

WILX-TV

BATTLE CREEH

LAMBING « JACHSOMN -
AND

WPON

POMNTIAC
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P&G BIGGEST SPENDER IN ’'58

TvB spot totals for year show champion
hits $84.5 million in tv spot and network

Procter & Gamble spent $84.5 mil-

lion (at gross rates) in national tv last

year. This includes spot and network.

The tv spot figures for the full year

1958—a total of more than $511.7
million or a 14% gain—were released
Jast week by Television Bureau of Ad-
vertising as compiled by N. C. Rora-
baugh Co.
the fourth quarter of 1958 were re-
Jeased earlier (BROADCASTING, March 2).

P&G in 1958 had a more than $33.8.

million zest for spot tv on behalf of all
its 42 brands but for one brand alone
it was a near $4.5 million Zest (toilet
soap).

Lever Bros. spent about $16.5 mil-
lion gross for spot tv for some 24
brands, while Adell Chemical invested
more than $12 million on behalf of a
single product, its Lestoil liquid deter-
gent. Lever spent some $21.9 million
gross in network tv last year.

Colgate-Palmolive, which ranked No.

Tv spot expenditures for.

2 among network tv advertisers Jast
year, rated No. 5 in the spot tv lineup.
Its combined spot and network gross
billing in 1958: $3.8 million, or nearly
$5 million behind the combined gross
expenditure of Lever.

TvB noted that the number of spot
tv advertisers spending more than $20,-
000 increased from 1,287 in 1957 to
1,341 in 1958. At the lower end of
the scale (less than $20,000 in spot)
2,925 companies were in the lesser
bracket compared with 2,867 in that
group in 1957. This led to TvB’s Presi-

dent Norman E. Cash’s conclusion: “It
shows spot television is doing the job
for the limited-budget as well as the
advertiser in very large companies.”
Food products topped the product
classifications ringing up over $135.6
million in gross billing. Food adver-
tisers also made up the No. 1 product
group in network tv for the year.

Estimated expenditures top ten national and regional spot tv advertisers

in 1958
1. PROCTER & GAMBLE $33,833,060 Gayla Toilet Soap $74,300
American Family Detergent 215,260 Good Luck Margarine 770,090
American Family Soap 77,710 Handy Andy Detergent 740,730
Biz Liquid Detergent 323,080 Hum Detergent 29,180
Big Top Peanut Butter 153,330 Imperial Margarine 1,387,330
Camay Soap 435,720 Lifebuoy Soap 34,070
Cascade Detergent 3,540 Lipton Soup 27,840
Charmin Paper Products 171,560 Lipton Tea 1,278,850
Bonus Granulated Soap 6,340 Lucky Whip 1,043,950
Cheer 1,832,350 Lux Liguid 805,520
Clorox 2,696,020 Lux Toilet Soap 253,640
Comet 991,580 Pepsodent : 3,104,810
Crest 146,650 Praise Toilet Soap 971,310
Crisco 1,653,670 Rinso 546,910
Dash Detergent 994,490 Shield Toothpaste 3,130
Dreft 494,350 Silver Dust 332,440
Drene Shampoo 155,030 Stripe Toothpaste 2,049,840
Duncan Hines Canned Foods 16,850 Surf Detergent 6,330
Duncan Hines Mixes 2,539,600 Swan Liquid Detergent 75,270
Duz/Blue Dot Duz 594,670 Wisk 72,230
Fluffo 80,540 . ADELL CHEMICAL $12,339,090
Gleem 1,155,510 Lestoil Liquid Detergent 12,339,090
Ivory Flakes 269,100 . GENERAL FOODS $11,020,780
Ivory Liquid 3,399,940 Angel Flake Cake Mix 19,380
Ivory Snow 740,740 Angel Flake Cocoanut 4,680
Ivory Soap 630,780 Baker’s Cocoanut 9,660
Jif Peanut Butter 3,666,000 Baker’'s Inst. Chocolate 191,130
Joy 1,231,260 Birciseye Frozen Foods 5,320
Lava Soap 32,140 Bireley’'s Soft Drinks 38,370
Liit Home Permanent 97,900 Bliss Coffee 1,740
Mr. Clean 421,300 Calumet Baking Powder 25,860
Oxydol 1,087,870 Capri Mix 2,000
Pace Home Permanent 923,300 Dream Whip Topping 235,710
Prell Shampoo 156,770 Gaines Dog Food 449,550
Secret Deodorant 197,170 Go Ironing Aid 6,440
Special Beauty Kit 270 Jello Gelatin Dessert 32,830
Spic & Span 850,320 Jello Pudding/Pie Filfing 282,550
Summer-Sett 17,170 Kool Aid 128,030
Tide 723,170 LaFrance 1,910
Velvet Blend Shampoo ) 6,750 Log Cabin Syrup 5,280
White Cloud Toilet Tissue 10,800 Maxwell House Coffee 5,301,520
Winter-Sett 142,540 Minute Potatoes 208,260
Zest Beauty Bar 4,489,920 Post’'s Dry Cereals 2,534,530
2. LEVER BROS. $16,578,860 Postum 25,170
Airwick 126,960 Sanka Coffee 772,140
All Detergent 236,800 SOS Soap Pads 57,890
Breeze 909,760 Swansdown Cake Flour 10,890
Dove Toilet Soap 1,697,570 Swansdown Cake Mix 28,150




FORMIDABLE
FORMULA

BROADCASTYING, March 23, 1959

Formula for the Rebirth of a TV Station:

Take an‘excellent established facility —
WKTV UTICA-ROME —

since 1949 the only station serving
Utica-Rome, . the nation's 76th metropolitan
market. Tastefully blend in the
programming of all three networks.

Switch the frequency from channe! 13

to channel 2. Place under vigorous,

experienced new ownership and management.

Then add the sales catalyst — announce the
appointment of H-R TELEVISION, INC., as

national representatives, effective immediately.

The result? The rebirth of WKTV,

dedicated to giving advertisers unprecedented
sales resulits in the prosperous,

burgeoning Mohawk Vatley.

H-R also represents WKAL, Rome-Utica.

Paul F. Harron, chairman
Gordon Gray, president & general manager
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TOP 10 NETWORK PROGRAMS

Tv report for 2 weeks ending Feb. 21
TOTAL AUDIENCE?

1

SholGRT

Rifleman

Maverick

Wyatt Earp

Zane Grey Theatre
Wanted, Dead or Alive

34.0
32.9
31.8
311
30.6

i Homes reached by all or any part of the
programs, except for homes viewing only

1 to 5 minutes.

* Percented ratings are based on tv homes
within reach of station facilities used by

BACKGROUND: The following programs, in
alphabetical order, appear in this week’'s
BROADCASTING tv ratings roundup. Informa-
tion is in following order: program name, net-
work, number of stations, sponsor, agency, day
and time.

Cheyenne (ABC-126): Johnson & Johnson
(Y&R), Armour & Co. (FC&B), Harold
Ritchie (K&E), Tues. 7:30-8:30 p.m.

BROADCASTING, March 23, 1959

(BROADCAST ADVERTISING)

Rank No.(oké%r;'les each program. Perry Como (NBC-172): various sponsors, Sat.
;n Wagon Tral 19,580 s Hfgmes reached during the average minute 8-9 p.m.
: in ' of the program. Desilu  Playhouse (CBS-113): Westinghouse
2. Gun.smc'ke 18,172 Copyright 1959 A. C. Nielsen Co. (M-E), Mon. 10-11 p.m.
3. Desilu Playhouse 16,720 ! P
4. Have Gun, Will Travel 16'104 Wyatt Eal‘p (ABC-139): General Mills (D-F-S),
5. Maverick 15.884 Procter & Gamble (Compton), Tues. 8:30-
6. Perry Mason 15,884 9 p.m.
7. Danny Thomas 15,840 Gunsmoke (CBS-173): Liggett & Myers (D-F-
g- E?ﬁ?ma?m i?;?,ﬁ R S), alternating with Remington Rand (Y&R),
- o ‘ Sat. 10-10:30 p.m.
sl 14,916 TOP 10 NETWORK PROGRAMS Have Gun, Will Travel (CBS-168): Lever Bros.
Rank % Homes* _ (JWT), Whitehall (Bates), Sat. 9:30-10
1. Wagon Train 45.3 AL R _ p.m. ’
2. Gunsmoke 41.9  Rank No. Viewers  perpy Mason (CBS-146): various sponsors, Sat.
3. Desilu Playhouse 40.1 {000) 7:30-8:30
4. Maverick 37.8 W . AR )
5. Have Gun, Will Travel 37.2 1. Wagen Train 54,630  Maverick (ABC-133): Kaiser (Y&R), Drackett
6. Perry Mason 37.0 2, GU"S"IOkE 48,130 (Y&R), Sun. 7:30-8:30 p.m. '
o U 36.6 3. Maverick 44,430 Real McCoys (ABC-123): Syhvania Electric
B e T Rl 42,790 progucts (JWT), Procter & Gamble (Comp-
. Cheyenne 35.8 5. Have Gun, Will Travel 39,070 ton), Thuts. 8:30-9 p.m.
10 Perry Como 7 6. Rifleman 39,000 pifleman (ABC-139): Miles Labs (Wade), Ral
. 7. Real McCoys 38,530 ifleman (ABC- : Miles Labs (Wade), Ral-
AVERAGE AUDIENCE® 8. Perry Mason 38’460 ?tBo&!:B)Pu"I:ma (Gardner), Procter & Gamble
No. Homes : 4 , Tues. 9-9:30 p.m.
Rank (000) 9. Wyatt Earp 35430 panny Thomas (CBS-189): General Foods
1. a;msmol_(re 17,380  10. Danny Thomas 35,080 {B&B), Mon. 9-9:30 p.m.
2. Wagon Train 16,544 \ ; .
5 Have un, Wil Travel ) e
4. Danny Thomas 14,916 1. Wagon Train 47.8 ) e 4
5. Desilu Playhouse 14,564 2. Gunsmoke 435 (M-E), Wed. 7:30-8:30 p.m.
6. Rifleman 14,300 = ’ Loretta Young (NBC-144): Procter & Gamble
7. Maverick 13860 > Rifleman 396 "(B&B), Sun. 10-10:30 p.m
: g 4. Maverick 38.6 ! ’ ) T
8- g{]aettGEea;p Theatre %g‘ggg 5. Perry Como 3g.0 Zane Grey Theatre (CBS-150): General Foods
0 ) ) B&B . 9-9:
10. Wanted, Dead or Alive 13288 6. Rea zchOy\:r" Trave 363 (B&B) Johnson Wax (B&B), Thurs. 9-9:30
- % Homes* & Wautt barg e 338 price Is Right (NBC-161): Lever Bros.
G 8. Wyatt tarp 35.3 (0B&M), alternating with Speidel (Norman
%' \A;j;gs::](*]?rain ggé 9. Price Is Right 35.0 Craig & Kummell), Wed. 8:30-9 p.m.
3. Have Gun, Will Travel 357 10. Loretta Young 34.9  wanted, Dead or Alive (CBS-185): Bristol
4. Desilu Playhouse 34.9  10. Perry Mason 34.9 Myers (Y&R), Brown & Williamson (Bates),
5. Danny Thomas 34.5 Copyright 1959 American Research Bureau Sat. 8:30-9 p.m.
Tang Orange Juice $304,020 Hostess Cakes $1,476,190 Nervine ) . $125,090
Yuban Coffee 337,770 Morton Frozen Foods 795,100 One-A-Day Brand Vitamins 1,323,010
. COLGATE-PALMOLIVE $10,998,490 Profile Bread 2,981,750 Tabcin 12,340
Ad Detergent 1,560,270 Staff Bread 282,650 10. AMERICAN HOME PROD. $7,275,680
Ajax Cleanser 1,082,820 Twinkies 32,940 Aero-Shave 24,150
Brisk Dentifrice 6,480 Wonder Bread 3,398,430 Aero-Wax 261,080
Cashmere Bouquet Soap 55,070 Wonder Brown & Serve Rolls 4,380 Anacin . 2,951,490
Colgate Deod. Beauty Soap 36,090 Wonder Buns 26,960 Aptrol—SnaroI Ant Poison 2,870
Colgate Dental Cream 3,807,950 Wonder Rolls 900 Bisodol 3,900
Colgate Shave Cream 102,810 8. WARNER-LAMBERT $8,832,990 Black Flag _ 197,390
Colgate Shave Lotien 2,770 Anahist Cold Remedies 4,716,340 Chef-.Boy-Ar-Dee Quality Food 391,560
Fab Detergent 1,792,440 Bfiss Home Permanent 109,680 Depnlson's Foqu 60,740
Florient Air Deodorant 291,500 Bromo Seltzer 1,736,600 Dr!ai Nasal Mist 5,090
Genie Household Cleanser 319,840 DuBarry Cosmetics 310 Drial Tablets 1,120
Glance Shampoo 3,560 DuBarry Light & Bright 12,630 Dristan Tablets 1,839,860
Halo Shampoo 411,190 Fizzies 427,470 Dristan Nasal Mist 55,260
Lustre-Creme Shampoo 91,380 Listerine Antiseptic 1,261,020 Easy-Off Oven Cleaner 16,990
Metry Detergent 160 Listerine Dentifrice 11,230 Emberstick ggg
Palmolive Shave Cream 161,700 New Faces 4,900 reezone 1,
Palmofive Shave Lotion 53,’840 Quick Home Permanent 3,010 G. Washington Coffee 6,630
Palmolive Soap 306,410 Richard Hudnut Cosmetics 1,350 Griffin Shoe Polishes 45,070
Rapid Shave Cream 646,590 Sportsman Toiletries 101,400 Heet 5,400
Super Suds 102,590 3 Flowers Brilliantine 6,260 Preparation H 1,087,230
Vel Beauty Bar 7,470 Virisan 440,790 Primatene . 186,500
Vel Liquid Detergent 148,710 9. MILES LABS $7.895,950 Soothal Antacid 5,040
Vel Soap Powder 6,850 Alka-Seltzer 5,268,130 Wizard Deodorizers 126,170
. BROWN & WILLIAMSON $9,413,530 Bactine 1,167,380
DuMaurier 431,680
ngel,gh flgég'ggg Estimated expenditures of top 100 national and regional spot television
, ‘198" i nk for 1958
Viceroy 4,198,030 advertisers—by rank for
. CONTINENTAL BAKING $9,223,910 ) )
Buttermilk Bread ‘ 4,630 1. Procter & Gamble $33,833,060 7. Continental Baking $9,223,910
u
Certified Bread 38,240 2. Lever Brothers 16,578,860 8. W{:\rner-Lambert_ Pharma. 8,832,990
Continental Donuts 350 3. Adell Chemical 12,339,090 9. Miles Laboratories 7,895,950
County Fair Bread 87,810 4, General Foods 11,020,780 10. American Home Prods. 7,275,680
County Fair Triplette Cake 5,530 5. Colgate-Palmolive 10,998,490 11. P. Lonl{ard 6,717,450
Daffodil Farm Bread 88,050 6. Brown & Williamson 9,413,530 12. International Latex 5,678,510
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the only
station

that really
covers

the
Independent

Long Island
market !

~~ POPULATION ~

1,789,300

RETAIL SALES
$2,358,018,000

*

*(NASSAU-SUFFULK)

ns_mrsnAo the ooice -‘t,'l
LONG ISLAND, N. Y. j.m? I;fm

Represented by Gill-Perna
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13. Carter Products

14. Texize Chemical

15. Standard Brands

16. Philip Morris

17. National Biscuit

18. Robert Hall

19. Coca-Cola Bottlers
20. Sterling Drug

21. Shell 0il

22. Food Mfars.

23. Corn Products Refining
24. Pepsi-Cola Bottlers
25. Andrew Jergens Co.
26. Anheuser-Busch

27. American Tobacco
28. General Mills

29. J.A. Fogler

30. Charles Antell

31. Bristol-Myers

32. Pabst Brewing*

33. Avon Products

34. Kellogg

35. R.J. Reynolds

36. Marathon

37. Esso Standard Oil
38. American Chicle

39. Falstaff Brewing

40. Vick Chemical

4], Drug Research

42.- William Wrigley Jr.
43, Salada-Shirriff-Horsey
44, U.S. Borax & Chem.
45, Standard 0il Co. of Ind.
46. Exquisite Form .
47. Gillette

48. Gulf 0il

49. Norwich Pharmacal
50. Piel Bros.

51. Liggett & Myers
52.. Bulova Watch

53, S.C. Johnson

54, Jos. E. Schlitz

55. Continental Car-Na-Var

*Including Blatz

$5,202,300
4,704,170
4,368,290
4,066,710
4,022,960
3,993,850
3,699,270
3,645,220
3,272,410
3,259,850
3,191,790
3,163,040
3,153,280
3,058,690
3,018,150
2,986,970
2,975,260
2,866,820
2,845,890
2,836,100
2,770,420
2,549,440
2,434,260
2,434,000
2,383,490
2,355,040
2,288,920
2,216,890
2,144,050
2,071,990
1,991,060
1,988,690
1,961,290
1,946,620
1,994,380
1,916,020
1,877,690
1,873,880
1,865,830
1,856,220
1,813,560
1,778,680
1,772,060

56. Sun 0l $1,769,580
57. Borden 1,750,940
58. Theo. Hamm Brewing 1,690,180
59. Nestle Co. 1,681,800
60. Quaker Oats 1,679,690
61. Nehi Corp. Bottlers 1,666,200
62. Texas Co. 1,660,400
63. Ward Baking 1,660,000
64. Welch Grape Juice 1,653,830
65. Phillips Petroleum 1,608,110
66. Chesebrough-Ponds 1,591,690
67. Wander 1,577,460
68. Carling Brewing 1,556,620
69. Maybelline 1,553,810
70. Block Drug 1,533,210
71. General Motors 1,522,070
72. M.J.B. 1,507,360
73. Harold F. Ritchie 1,470,100
74. P. Ballantine 1,440,940
75. Burgermeister Brew. 1,397,930
76. Dumas-Milner 1,384,410
77. Max Factor 1,309,360
78. Hills Bros. 1,297,610
79. American Bakeries 1,297,190
80. F&M Schaefer 1,285,780
8l. National Brewing 1,278,100
82. Interstate Bakeries 1,263,860
83. Alberto-Culver 1,247,830
84. Great A&P Tea 1,237,300
85. General Cigar 1,234,070
86. B.T. Babbitt 1,221,010
87. Swift 1,209,590
88. H.J. Heinz 1,207,050
89. Safeway Stores 1,192,570
90. Tidy House Prod, 1,187,080
91. Diversified Cos. of Amer. 1,177,010
92. Kroger 1,170,340
93. Minute Maid 1,164,850
94. Atlantic Refining 1,144,300
95. Jacob Ruppert 1,137,160
96. Pacific Tel, & Tel. 1,134,560
97. Heublein 1,129,070
98. Wm. B. Reily & Co. 1,099,090
99. Taylor-Reed 1,089,890
100. Parker Pen 1,087,340

Estimated expenditures of national and regional spot television
advertisers by product classification for 1958

AGRICULTURE
Feeds, meals
Miscellaneous

ALE, BEER & WINE
Beer & Ale

Wine

AMUSEMENTS, ENTERTAINMENT

AUTOMOTIVE
Anti-freeze
Batteries

CARS

Tires & Tubes
Trucks & Trailers

Miscellaneous Accessories & Supplies

$1,350,000
746,000
604,000
44,214,000
40,299,000
3,915,000
559,000
7,376,000
112,000
131,000
4,134,000
1,554,000
132,000
1,313,000

BUILDING MATERIAL, EQUIPMENT,

FIXTURES, PAINTS
Plumbing, Supplies
Materials

Paints

Power Tools
Misceilaneous

CLOTHING, FURNISHINGS,
ACCESSORIES

Clothing

Footwear
Hosiery
Miscellaneous

CONFECTIONS & SOFT DRINKS
Confections
Soft Drinks

CONSUMER SERVICES
Dry cleaning & laundries
Financial
Insurance

Medical & Dental
Moving, Hauling,
Public utilities
Religious, Political, Unions
Schools & Colleges
Miscellaneous services

COSMETICS & TOILETRIES
Cosmetics

Deodorants

Depilatories

Hair tonics & shampoos
Hand & face creams, lotions
Home permanents & coloring
Perfumes, toilet waters, etc.

Storage

2,789,000
562,000
656,000

1,185,000

59,000
327,000

13,241,000
11,269,000
1,445,000
497,000
30,000
28,237,000
12,039,000
16,198,000
14,605,000
81,000
2,181,000
2,773,000
151,000

. 317,000
7,099,000
1,224,000
135,000
644,000
$46,749,000
8,133,000
3,426,000
295,000
8,674,000
2,813,000
5,890,000
1,704,000

Razors, blades $1,904,000
Shaving creams, lotions, etc. 1,694,000
Toilet soaps 10,744,000
Miscellaneous 1,472,000
DENTAL PRODUCTS 14,467,000
Dentifrices 11,132,000
Mouthwashes 2,455,000
Miscellaneous 880,000
DRUG PRODUCTS 44,626,000
Cold remedies 12,863,000
Headache remedies 7,792,000
Indigestion remedies 8,988,000
Laxatives 3,082,000
Vitamins 2,825,000
Weight aids 1,917,000
Miscellaneous drug products 6,285,000
Drug stores 874,000
FOOD & GROCERY PRODUCTS 135,687,000
Baked goods 26,469,000
Cereals 11,552,000
Coffee, tea & food drinks 32,140,000
Condiments, sauces, appetizers 5,515,000
Dairy products ' 7,853,000
Desserts 2,023,000
Dry foods (flour, mixes, rice, etc.) 8,314,000
Fruits & vegetables, juices 9,429,000
Macaroni, noodles, chili, etc. 1,934,000
Margarine, shortenings 6,673,000
Meat, poultry & fish 6,366,000
Seups 461,000
Miscellaneous foods 6,420,000
Miscellaneous frozen foods 1,454,000
Food stores 9,084,000
GARDEN SUPPLIES & EQUIPMENT 661,000
GASOLINE & LUBRICANTS 24,479,000
Gasoline & oil 23,411,000
0il additives 858,000
Miscellaneous 210,000
HOTELS, RESORTS, RESTAURANTS 423,000

HOUSEHOLD CLEANERS, CLEANSERS,

POLISHES, WAXES* 29,650,000
Cleaners, cleansers* 24,051,000
Floor & furniture polishes, waxes 4,146,000
Glass cleaners 392,000
Home dry cleaners 405,000
Shoe polish 148,000
Miscellaneous cleaners 508,000
HOUSEHOLD EQUIPMENT—

APPLIANCES 4,621,000
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the GREATER SAN FRANCISCO - OAKLAND MARKET

...now in the second year of operation,

KTVU will continuve to move merchandise
in AMERICA’S SIXTH MARKET with:

Greater Area coverage through unduplicated
independent programming.

Full-sell Minute Announcements in all time clas-
sifications,

Top-quality, full-length feature films in AA time.

Exclusive live and Videotape coverage of Bay

Area college and professional sports—from
football and basketball to rugby and tennis.

Largest, most up-fo-date studios and facilities
in the Area.

Complete Area coverage through maximum

power: 100 KW Video; 50 KW Audio.

ﬂ ”m} nmllll |

CALL KTVU or H-R Television, Inc., NOW
for complete information and availabilities.

bygael

San Francnsco Oakland Television INc.
ONE JACK LONDON SQUARE o OAKLAND, CALIFORNIA
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Shades of
Tom Swift

If Tom Swift had invented a money-making ma-
chine, it wouldn’t get any more play than the tele-
vision sets at the Men’s Club. At the time the heuse
committee approved TV, the club seemed to catch
its second wind. Complaints about the dining room
service are rare today, and even the oldest member
can’t recall better brandy and cigars.

Luther, the doorman and unofficial club histo-
rian, credits all this to WBNS-TV. “The station can
predict our gentlemen’s moods with uncanny ac-
curacy,” states this sagacious fellow, “and it pro-
grams to suit. Plenty of local news and sports
coverage, with CBS network shows for kicks. And,
the fact our members know so many WBNS-TV
folks through working on charity and civie com-
mittees keeps things on a first-name basis.” ‘

Luther may exaggerale our occult powers, but
he’s right about our dedication to charitable com-
munity projects. Last time we checked, WBNS-TV
names were on the working rosters of more than
twenty service groups in Central Ohio where we
were born and raised.

When these men of influence return home from
the sanctuary of the club, they’re again greeted
by WBNS-TV. So, it’s just good sense for their
local advertising dollars to back this national time-
buying guide: “If you want to be seen in Central

Ohio — WBNS-TV.” E

WBNS =TV

CBS Television in Columbus, Ohio

Affiliated with The Columbus Dispatch, The Obhio State
Journal and WBNS Radio. Represented by Blair TV. 316 kw



HOUSEHOLD FURNISHINGS $2,926,000
Beds, mattresses, springs 1,671,000
Furniture & other furnishings 1,255,000
HOUSEHOLD LAUNDRY PRODUCTS 29,940,000
Bleaches, starches 4,814,000
Packaged soaps, detergents* 23,217,000
Miscellaneous 1,909,000
HOUSEHOLD PAPER PRODUCTS 5,163,000
Cleansing tissues 1,411,000
Food wraps 1,417,000
Napkins 347,000
Toilet tissue 755,000
Miscellaneous 1,233,000
HOUSEHOLD, GENERAL 4,101,000
Brooms, brushes, mops, etc. 430,000
China, glassware, crockery, containers 356,000
Disinfectants, deodorizers 1,090,000
Fuels, (heating, etc.) 488,000
Insecticides, rodenticides 821,000
Kitchen utensils 89,000
Miscellaneous 827,000
NOTIONS 384,000
PET PRODUCTS 4,411,000
PUBLICATIONS 757,000
SPORTING G0OODS, BICYCLES, TOYS 3,045,000
Bicycles & supplies 35,000
Toys & games 2,819,000
Miscellaneous 191,000
STATIONERY, OFFICE EQUIPMENT 149,000

*Liquid cleaners (i.e. Lestoil) now included in
sub-class, ‘“‘cleaners, cleansers.””

TELEVISION, RADIO, PHONOGRAPH,

MUSICAL INSTRUMENTS $1,501,000
Antennas 108,000
Radio and television sets 208,000
Records 750,000
Miscellaneous 435,000
TOBACCO PRODUCTS & SUPPLIES 31,119,000
Cigarettes 28,164,000
Cigars, pipe tobacco 2,562,000
Miscellaneous 393,000
TRANSPORTATION & TRAVEL 2,937,000
Air 1,469,000
Bus 666,000
Rail 702,000
Miscellaneous 100,000
WATCHES, JEWELRY, CAMERAS 4,459,000
Cameras, accessories, supplies 290,000
Clocks & watches 1,925,000
Jewelry - 160,000
Pens & pencils 1,988,000
Miscellaneous 96,000
MISCELLANEOQOUS 7,144,000
Trading stamps . - 892,000
Miscellaneous products 2,760,000
Miscellaneous stores 3,492,000

TOTAL: $511,770,000

Petry urges one rate
for all advertisers

Adoption of a single rate for all ad-
vertisers was urged .last week by Ed-
ward Petry & Co., station representa-
tive. President Edward E. Voynow said
that “after lengthy and thorough inves-
tigation and discussion of the dual-rate
problem, it seems obvious that this is
the one and only answer.”

Marty Nierman, Petry executive vice
president, said all Petry client-stations
would be briefed on the one-rate propo-
sition and asked to adopt a single rate
for local and national business, effec-
tive July 1. “In addition,” Mr. Nierman
said, “we urge that the entire industry
consider the adoption of the same
policy.”
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ARBITRON’S DAILY CHOICES

Listed below are the highest-ranking television network shows for each
day of the week March 12-March 18 as rated by the muiti-city Arbitron
instant ratings of American Research Bureau.

DATE PROGRAM AND TIME NETWORK RATING
Thur., March 12 Zorro (8 p.m.) ABC-TV 27.6
Fri., March 13 77 Sunset Strip (9:30 p.m.) ABC-TV 241
Sat., March 14 Perry Como (8 p.m.) NBC-TV 27.8
Sun., March 15 Frances Langford Presents (10 p.m.) NBC-TV 22.6
Mon., March 16 Danny Thomas (9 p.m.) CBS-TV 28.6
Tue., March 17 Rifleman (9 p.m.) ABC-TV 29.2
Wed., March 18 Wagon Train (7:30 p.m.) NBC-TV 32.8

Copyright 1959 American Research Bureau

RADIO SPOT: 134 MARKETS
Adam Young estimates $165 million in '58

Adam Young Inc., New York, last
week released the company’s estimates
of 1958 spot radio billings in 134 multi-

" station markets, placing overall billing

at $165 million, down from $169.5 mil-
lion in 1957. Adam Young, president,
said annual volume presently is at the
$143 million mark, based on spot busi-
ness during the last quarter of 1958 and
the first two months of 1959.

In terms of dollar volume, according
to Mr. Young, the country’s top 50
markets now account for 71.5% of the
national total, with about 13% going to
New York. The company’s estimates
also indicate the strength of the farm
markets, Mr. Young said, with such
areas as Des Moines, Raleigh and
Omaha “well ahead of the national
average, in contrast to the wide fluctua-
tions in some predominantly industrial
markets.”

Based on a continuing analysis of
radio billing trends over the past six
years, Adam Young Inc. has issued
these estimates of gross national spot
radio billing during 1958 in the follow-
ing 134 multi-station markets:

Akron $330,000
Albany 1,280,000
Albuquerque 400,000
Allentown 250,000
Altoona 65,000
Amarillo 215,000
Asheville 80,000
Atlanta 1,580,000
Atlantic City 80,000
Augusta 150,000
Austin, Tex. 225,000
Baltimore 1,780,000
Baton Rouge 175,000
Beaumont 90,000
Binghamton 185,000
Birmingham 580,000
Boston 4,295,000
Buffalo 1,720,000
Canton 305,000
Cedar Rapids 765,000
Charleston, S.C. 165,000
Charleston, W.Va. 265,000
Charlotte 830,000
Chattanooga 195,000
Chicago 10,775,000
Cincinnati 2,720,000
Cleveland 2,680,000
Columbia, S.C. 215,000
Columbus, Ga. 130,000
Columbus, Ohio 1,150,000
Corpus Christi 375,000
Dallas-Ft. Werth 2,400,000

Davenport $370,000
Dayton 564,000
Denver 1,315,000
Des Moines 1,395,000
Detroit 5,750,000
Duluth 260,000
Durham 120,000
El Paso 200,000
Erie 160,000
Evansville 170,000
Flint 270,000
Fort Wayne 525,000
Grand Rapids 475,000
Green Bay 150,000
Greensboro 185,000
Greenville, S.C. 220,000
Harrisburg 315,000
Hartford 1,790,000
Honolulu 435,000
Houston-Galveston 1,735,000
Huntington 195,000
Indianapolis 1,600,000
Jackson, Miss. 225,000
Jacksonville 550,000
Johnstown 130,000
Kansas City 2,075,000
Knoxville 395,000
Little Rock 415,000
Los Angeles 6,700,000
Louisville 935,000
Lubbock 115,000
Macon 180,000
Madison 205,000
Manchester 125,000
Memphis 1,265,000
Miami 1,325,000
Milwaukee 1,395,000
Minneapolis 2,630,000
Mobile 185,000
Montgomery 230,000
Nashville 955,000
New Haven 445,000
New Orleans 1,170,000
New York 21,430,000
Norfolk 620,000
Oklahoma City 875,000
Omaha 1,105,000
Peoria 335,000
Philadelphia 4,900,000
Phoenix 415,000
Pittsburgh 2,790,000
Portland, Me, 265,000
Portiand, Ore. 1,120,000
Providence 1,235,000
Pueblo 75,000
Raleigh 695,000
Reading 145,000
Richmond 875,000
Roatcke 205,000
Rochester 975,000
Sacramento 690,000
Saginaw 135,000
Salt Lake City 485,000
San Antonio 1,025,000
San Bernadino 165,000
San Diego 975,000
San Francisco 4,120,000
San Jose 145,000
Savannah 175,000
Scranton-Wilkes Barre 390,000
Seattle 1,545,000
Shreveport 570,000
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WCCO-TV

TELE

Bendix Radio Division

BALTIMORE 4, MARYLAND

BROADCASTING, March 23, 1959

Audiences in the Minneapolis-St. Paul area now ‘‘see”
weather in the making. With the aid of a new Bendix *
Weather Tracking Radar station located atop the
Foshay Tower, WCCO-TV’s weather announcer can
actually show his viewers where ‘a rain storm is, how
fast and in what direction it is moving. The radar
system is constantly searching the sky, 150 miles in all
directions from the Twin Cities area. st

WCCO-TV is not only providing its audiences with
a new type of interesting *‘live’” weathercast, but is
also rendering an invaluable service to local industry.

The equipment selected to do this job was the
Bendix WTR-1 Weather Tracking Radar System. The
WTR-1, a recent development of Bendix, was designed
around the basic components of the widely-accepted,
time-proven Bendix Airborne Weather Radar System
now in daily operation on hundreds of airliners
throughout the world.

For further information on the WTR-1 System
contact: *TRADEMARK

7@1)0’9'/

AVIATION CORPORATION
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Sioux City $100,000
Sioux Falls 90,000
South Bend 210,000
Spokane 550,000
Springfield, IIl. 150,000
Springfield-Holyoke 265,000
Springfield, Mo, 175,000
St. Joseph 170,000
St. Louis 3,740,000
Stockton 200,000
Syracuse 745,000
Tacoma 65,000
Tampa-St. Petersburg 725,000
Toledo 760,000
Topeka 445,000
Trenton 145,000
Tulsa 855,000
Tucson 195,000
Utica-Rome 195,000
Washington 3,055,000
Waterbury 60,000
Wheeling-Steubenville 490,000
Wichita 485,000
Wichita Falls 170,000
Wilmington, Del. 195,000
Winston-Salem 155,000
Worcester 550,000
York 145,000
Youngstown 510,000

WHATDOESITCOST?
Buyer distrust caused
by unpublished rate

The unpublished rate leads to adver-
tiser ‘“suspicion” of spot broadcasting
(both am and tv).

This warning was left with an agency-
station representative audience in New
York Tuesday (March 17) by a time-
buyer prominent in the field—Jayne M.
Shannon, broadcast media supervisor at
J. Walter Thompson, New York. She
also volunteered that the local and na-
tional rate confusion has contributed
to a “decline in the confidence” of the
advertiser in spot.

But, Miss Shannon said, she did not
mean to imply stations should go single
rate; but rather, present a “clear defini-
tion of who is eligible” for the local and
for the national rate.

Why so much anxiety on ‘“unpub-
lished” rates? The “rate on request”
or “for further rate information con-
tact so-and-s0” in published cards, said
Miss Shannon, are an open invitation
to a timebuyer to skip that station if he

Doggone

Greyhound Corp., Chicago,
and its agency, Grey Adv., New
York, last week continued its
“feud” with Steve Allen over the
use of the name “Steverino” for
the dog who had become a sym-
bol for the company (BROADCAST-
ING, March 2). During the live
commercial for Greyhound on the
special Jack Benny program on
CBS-TV Wednesday night (March
18), a woman fondled the dog
and said sadly: “Tch, tch, poor
dog, you don’t even have a
name.” Greyhound Corp. has
sent letters to newspapers and
other publications asking readers
to suggest a name for the Grey-
hound, which will be announced
on the forthcoming Jack Benny
special over CBS-TV on May 23.

can. Reason: very often the buyer has
little time and a lengthy schedule to
line up. If the station without published
rate information is about equal to an-
other in the market that does publish
rates, the timebuyer is inclined to by-
pass the former and automatically place
the purchase with the station publishing
rates.

Creates Distrust ® But beyond this,
she explained, refusal or failure to pub-
lish rates creates distrust of that station
in the advertiser’s mind. She also was
critical of cards which provide maxi-
mum frequency discounts for 26-week
periods rather than for 52 weeks. She
proffered that the 26-week method dis-
courages advertisers from making long-
term buys.

The occasion was the Radio & Tele-
vision Executives Society’s timebuying
and selling seminar on “Streamlining the
Rate Card” and in keeping with St.
Patrick’s Day, Miss Shannon shared the

March 5. They spent:
2,231.6 million hours

1,148.3 million hours
474.3 million hours

388.1 million hours
100.5 million hours

HOW PEOPLE SPEND THEIR TIME

There were 126,564,000 people in the U.S. over 12 years of age during the week Feb. 27-

241.7 million hours ....................

.......

.........

These totals compiled by Sindlinger & Co., Ridley Park, Pa., and published exclusively by
BROADCASTING each week, are based on a 48-state, random dispersion sample of 7,000 inter-
views (1,000 each day). Sindlinger's weekly “‘Activity’” report, from which these figures are
drawn, furnishes comprehensive breakdowns of these and numerous other categories, and shows
the duplicated and unduplicated audiences between each specific medium. Tabulations are avail-
able from Sindlinger & Co. within two to seven days of the interviewing week.
SINDLINGER’S SET COUNT: aAs of March 1, Sindlinger data shows: (1) 114,011,000

people over 12 years of age have access to tv (90.1% of the people in that age group);
(2) 44,558,000 households with tv; (3) 49,201,000 tv sets in use in the U.S.
(Copyright 1959 Sindlinger & Co.)

............

Watching Television
Listening to Radio
Reading Newspapers
Reading Magazines
Watching Movies on Tv
Attending Movies
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program with Richard O’Connell of
Richard O’Connell Inc., station repre-
sentative.

Both speakers attacked existing rate
cards as “cumbersome,” “old fashion-
ed,” and by its sheer weight of termi-
nology (some of it nearly unintelligble)
as saddling the timebuyer with clerical
work. Miss Shannon declared that this
was one reason why timebuyers be-
come inaccessible to station representa-
tives—they are overloaded with detail.

Mr. O’Connell explained a simplified
rate card structure which does away
with most frequency discount formulas,
reduces paper work and billing chores
and makes the job easier for the time-
buyer. Said he, “go jet” in rate cards.
He claimed several stations have
adopted new-type cards and urged other
stations to follow suit.

o Business briefly

Time sales

e Rexall Drug Co., L.A., will sponsor a
special comedy - variety hour, At the
Movies, on NBC-TV May 3 (10- 11
p-m. EDT). The satirical show stars Sid
Caesar, Art Carney and special guest
Audrey Meadows. Also featured will be
Jaye P. Morgan, the Morgan Brothers,
Bambi Linn, Rod Alexander and CIliff
Norton. The Loretta Young Show, reg-
ularly scheduled from 10-10:30 p.m.,
will be pre-empted for this date only.
Rexall’s agency: BBDO.

¢ Gillette Safety Razor Co., Boston, has
signed for CBS Radio’s and CBS-TV’s
coverage of “Triple Crown” events of
horse racing, consisting of the Kentucky
Derby on May 2 (5:15-5:45 p.m.); the
Preakness on May 16 (5:30-6 p.m.) and
the Belmont on June 13 (4:30-5 p.m.).
Agency: Maxon Inc.,, New York.

e Mattel Inc. (toys), L. A., has con-
tracted with ABC-TV for a new cartoon
series, Matty’s Funday Funnies (Sun.
5-5:30 p. m.) which begins its 52-week
run Oct. 11. Mattel doubles its ad
budget for the new show. It will fea-
ture Harvey Famous Cartoons, pro-
duced by Paramount Pictures. Agency:
Carson-Roberts, L. A.

¢ Forty Two Products (toiletries), Los
Angeles, has started a spot tv campaign
using a new animated cartoon character
“Bridgette” created by UPA Pictures
on nine stations in major markets in
Arizona and California, with plans be-
ing formulated to extend the spots to
other markets. Cole Fischer Rogow,
Beverly Hills, Calif., is agency.

¢ Carter Products Inc. (Rise instant
shave cream), N.Y., will sponsor Texas
Championship Rodeo over CBS-TV on
March 28 (6:30-7:30 p.m.) in a special
pickup from the Lubbock, Tex., Muni-
cipal Coliseum. Agency: Sullivan, Stauf-
fer, Colwell & Bayles, N.Y.
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1958 ARB

* November,

.or ARE RATINGS EVERYTHING? Some foll\s
§et gleat store by ratings . ..and we’'d be the first to
: tell you that in every single TV audience
survey made in Shreveport, KSLA-TV
il . has come out ‘way on top.

i = : =
i

But there’s more . . . an intangible you'd have to come
to Shreveport to grasp.. - a sort of
first-name friendliness, a conﬁdence a loyaltz
ol Thls feeling is reflected in the ratings, of course,
and in the results advertisers tell us they get.

o s ar'_:&

i

i

Still, the real measure of it is the man whcqgstops

- the phone. They feel like it's their station, and
they’re right! Add that to dynamic ratings, and you
DO have euevythma 3 e

i 5 i

- - o -
- gt 2T -

! o Don’t you agree?

- i & i L

shreveport, la.

~ us on the street or the child who calls on

i

i

Represented nationally by: HARRINGTON, RIGHTER and PARSONS, INC.



summer '’ radio goes where
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People do take vacations, and
Radio goes along.

That's why SPOT RADIO is so nec-
essary In your summer media plans.

Reach people—wherever they are,
at home or on vacation—with SPOT
RADIO.

SPONSORED BY MEMBER FIRMS OF

Avery-Knodel inc. — John Blair & Company — Broadcast Time Sales

Thomas F. Clark Co. Inc. — Harry E. Cummings — Rebert E. Eastman & Co. Inc.
H-R Representatives Inc. — The Katz Agency Inc. — McGavren-Quinn Company
The Meeker Company Inc. — Art Moore Associates Inc. — Richard 0'Connell Inc.
Peters, Griffin, Woodward, Inc. — William J. Reilly, Inc.

Radio-TV Representatives Inc. — Weed Radio Corporation — Adam Young Inc.



THE NAB CONVENTION

BIG ISSUES, BIG EVENTS IN CHICAGO

Section 315, tv public relations, tv allocations are top topics

It started out like any other conven-
tion. But this one turned out to be more
important than most.

By Wednesday night (March 18) a
series of unbilled events never contem-
plated by NAB’s planners had con-
vinced several thousand broadcasters
and their business friends that conven-
tions can be important as well as fun.

These events and impressions
emerged from the 37th annual NAB
go-around:

e President Eisenhower, by remote
control, earned a niche in a broadcast-
ing hall of fame by discovering what
network and station people have been
saying for years: Section 315 of the
Communications Act is ridiculous.

¢ FCC Chairman John C. Doerfer
said for the first time that he thought
the section ought to be torn out of the
statute books.

e Lar Daly, eccentric Chicago poli-
tician, earned at least a small plaque
on the basement wall of a hall of fame
by setting up the silly series of political
pressures that directed Washington at-
tention to an incongruous law that runs
contrary -to “public interest, conveni-
ence and necessity.”

¢ A million-dollar public relations
campaign for tv was Jaunched.

¢ The electromagnetic spectrum was

kicked all over the Conrad Hilton Hotel
for an hour early in the convention but
it emerged later in the week as a
sacred document that drew the respect
of the Pentagon for the way it is used
by broadcasters. This took the form
of the first public discussion of the un-
touchable subject of military electronics
allocations.

e The spectrum and its impact on
commercial broadcasting provided the
topic for an intra-governmental shin-
kicking session. The principals were
John S. Patterson, deputy director of
Office of Civil & Defense Mobilization,
and Rep. William G. Bray (R-Ind.), who
matched bureaucratic gobbledygook and
legislative indignation.

e Comr. Fred Ford orbited the most
exciting single disclosure of the week
when he announced the Pentagon had
agreed to discuss revamping of the tv
band with the FCC.

e At the final convention luncheon
Lt. Gen. Arthur G. Trudeau, Army re-
search-development chief, broke the
Pentagon’s long electronic silence by
explaining why defense activities use up
a lot of spectrum space. Gen. Trudeau
said the missile era is based on vast
assortments of intricate electronic gear.
He assured broadcasters military people
are doing their best to avoid interfer-

ence with commercial television and to
confine electronic operations within
minimum frequency allocations. They
have, he added, no desire to snatch
commercial allocations.

e The technical side of the conven-
tion was emphasized by ingenious prog-
ress in broadcast equipment, especially
video and radio tape. Over $12 million
worth of equipment was on display and
it was ogled by large crowds.

Some Unhappy e Unluckily for film
and service firms serving the industry,
the traffic in some of the widely scat-
tered hospitality suites was light. This
year’s convention broke up the usual
carnival floor operated by service in-
dustries and tucked them into distant
corners of the Conrad Hilton where
they politely greeted delegates. A num-
ber muttered impolite comments about
the way they were shunted away from
the dignity of formal convention pro-
ceedings and some swore they would
never come back unless NAB lets them
bid in a showmanly way for broadcaster
interest.

On the other hand, research firms,
station brokers and representatives were
generally pleased at the new setup.

Some firms partially evaded NAB’s
restrictions by setting up shop across
the street at the Sheraton Blackstone

Family tradition ® Brig. Gen. David Sarnoff, chairman
of the board of RCA, won the first NAB keynote award
in 1953. Last week he watched his son, Robert W.
Sarnoff, now chairman of the board of RCA’s sub-
sidiary, NBC (a position Gen. Sarnoff used to hold),
receive the keynote award. In picture at left Gen.

Sarnoff (with cigar) from seat on platform hears his son
make keynote address. In picture at right young Sarnoff
(1) is given keynoter plaque by Harold E. Fellows, presi-
dent and chairman of NAB. Award was for “forceful
defense of the free American system of entertaining,
informing and selling through radio and television.”
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or at other hotels. Harry S. Goodman
Productions ran an old-fashioned con-
vention suite, auditions and all, at this
adjacent hotel by the simple strategy
of staying out of the Conrad Hilton. At-
tendance was fine, Mr. Goodman said.

A top-ranking service firm moaned
that its crew sat around for hours drink-
ing their own whiskey in an expensive
but remote suite. Their solitude was
broken by an occasional wandering
delegate in search of a drink or a men’s
room or maybe, oh happy thought,
some films or tapes.

Packed Meetings * Down where
things were downright serious the meet-
ing rooms were jammed. Few broad-
casters could remember when so many
delegates showed up early in the morn-
ing and stayed until it was time to go
somewhere else.

A pleasant custom of the latter tele-
vision era, the convention reception
hosted by combined film purveyors, was

missing this year. Some of the film men
thought the reception had built good-
will, prestige and business in past years.

As it must at all conventions, the
important routine was everywhere and
inevitable. Copyright, program ethics,
research, station representation and the
perils of commercial competition filled
the agendas of both Radio and Tv As-
semblies.

Advance predictions that the conven-
tion would be near an all-time record
despite the limiting of attendance to
ownership-management delegates
proved to be good guessing. The owner-
ship-management restriction turned out
to be a myth. Stations sent their usual
quotas of delegates.

Near Record ¢ Final attendance was
exactly 2,400 delegates—1,897 man-
agement-ownership and 503 engineer-
ing. Last year at Los Angeles total reg-
istration was 1,932. In 1957 the Con-
rad Hilton convention drew the all-

time record, 2,448, a bare 48 delegates
above this year’s figure. Another 1,500
or maybe 2,000 persons took part in
exhibits or hovered around the conven-
tion hotel. Many others joined non-
member service firms at the Executive
House and other hotels.

A new trade association was formed
even before the convention had formal-
ly opened. Fm Assn. of Broadcasters
was organized March 15 out of the Fm
Development Assn. Its backers are hot
after new business and hope they can
get the fm medium off the ground after
more than a decade of rough going.

The public relations project was a
tongue-tickler at hundreds of elbow-
bending sessions and formal gatherings.
NAB’s Tv Board started the project
moving Wednesday evening after tv
delegates issued a directive to do some-
thing about the way everyone is shoot-
ing at video.

A banquet ended the convention
Wednesday night.

TV TO TELL THE TRUTH ABOUT TV

NAB committee formed to prepare public relations campaign

Television isn’t going to take the
knocks any more without fighting back.

A public relations campaign, de-
scribed as “a major new industry effort,”
will get underway as fast as the details
can be worked out.

It is designed to:

e Develop scientific findings on what
the public thinks of television, and

e Tell television’s story to the public
—accurately and positively.

This job will cost up to a million
dollars a year, judging by informal
views of some of those who will be in
charge. It arose from years of suffer-
ing at the hands of biased and unbiased
critics who have been using the medium
as a headline grabber, easy target and
conversational device.

C. Wrede Petersmeyer, president ot
Corinthian Broadcasting Corp., was
elected chairman of a temporary com-
mittee of nine appointed last week at
the NAB Chicago convention, where
the project originated. . _

The committee is to meet March 27
in New York. By April 30 it must re-
port to the NAB Television Board,
which authorized the project at a March
18 meeting. Other members are Robert
D. Swezey, WDSU-TV New Orleans;
Ward Quaal, WGN-TV Chicago; Jack
Harris, KPRC-TV Houston; Roger W.
Clipp, WFIL-TV Philadelphia; Don
McGannon, Westinghouse Broadcasting
Co.; Kenneth Bilby, NBC-TV; Richard
Salant, CBS-TV; Michael Foster, ABC-
TV.

How It Started ® A dramatic buildup
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preceded the launching of the public
relations project. Robert W. Sarnoff,
NBC board chairman, made the subject
the theme of his March 16 keynote ad-
dress to the convention. Frank Stan-
ton, CBS president, had discussed the
same idea March 15 at an affiliates
meeting. Both networks had been doing
preliminary but separate work on the
idea at the same time. ABC-TV affili-
ates, too, had discussed the problem
over the pre-convention weekend.

Mr. Sarnoff called for removal of the
“semantic confusion” that automatical-
ly labels a discussion program worth-
while and a thriller worthless.

The broadcasting industry must ex-
plain itself to lawmakers, he insisted,
voicing the hope that by next year there
will begin to emerge an accurate con-
cept of broadcasting’s role in our society
(see resume of Mr. Sarnoff’'s keynote
speech page 54).

Campaign planning should begin
right away, in Mr. Sarnoff’s opinion,
noting the hazard of legislative action
and programming intervention by the
government. His ideas for the most
part were included in the final NAB
proposal.

Time for Action ® Dr. Stanton told
CBS affiliates March 15 that the time
to talk has passed. It’s now time to act,
he said, adding that CBS is ready. Rich-
ard S. Salant, CBS Inc. vice president,
told the NAB tv assembly March 17
that CBS is conducting a $100,000
survey on what people think about tele-
vision, He said results of the study

would be made available to any public
relations project set up by the associa-
tion.

The CBS study, Mr. Salant added,
would be similar to the 1946 survey,
“The People Look at Radio,” conduct-
ed by the National Opinion Research
Center at the U. of Denver. Under
NAB auspices, the research center
asked the public for its opinion of
American broadcasting. Its finding:
“The public likes most American radio
and, more important, trusts it; indeed
places more faith in it than in news-
papers or motion pictures.”

The campaign emerged from the
talking stage at the convention’s March
17 tv assembly. At that time the
membership adopted the following reso-
lution:

“Be it resolved, that the Television
Board authorize the president of NAB
to appoint immediately a committee of
broadcasters representing all major ele-
ments of the industry to develop specific
plans for the design, financing and
implementation of an industrywide tele-
vision information campaign on a na-
tional basis.

“This campaign is to be conducted in
liaison with the NAB, but is to be
undertaken as a major new effort and
separately staffed, operated and fi-
nanced. The committee is to submit its
initial proposals on the design, financ-
ing and implementation of the campaign
to the Television Board of NAB by
April 30.”

At the moment there are few specific
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ideas for the project, beyond the basic
research and tell-the-public motives.

The Money Problem e A tough ques-
tion which the committee hopes to
meet head-on will be financing of the
project. Scientific national research is
expensive, some of the members said,
and so is an effort to let the public
know the truth about television.

Much criticism against radio more
than a decade ago simmered down aft-
er the National Opinion Research Cen-
ter was retained to find out exactly what
the public thought of the aural medium.

The plan adds a fourth industry
organization, apparently starting to take
the early course of Radio Advertising
Bureau, which grew out of an NAB
department, and Television Bureau of
Advertising, which developed originally
under the NAB umbrella but soon be-
came a completely separate unit similar
to RAB. The Television Code Review
Board is essentially a part of the NAB
structure.

The eligibility of non-members will
be one of the problems facing the com-
mittee. NAB’s Tv Code is open to both
members and non-members. Because of
the size of the undertaking, there is
some feeling that non-members have
just as much at stake as members and
besides their financial support will be
welcome.

Past Efforts ¢ Two special NAB com-
mittees have delved into the bad pub-
licity that television has been getting
since its infant days. One took up each
major attack on the medium, such as
highly critical magazine articles and
columns in major newspapers. The
other proposed to expand NAB’s public
relations operation into a major func-
tion but major money for the proposal
was never provided by the board.

The association has been conducting
public relations activities on an acceler-
ated basis for three years but never on
the basis now proposed. At the start
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Mr. Bilby Mr; Iiun

Mr. Foster Mr. Harris
of the year the association snapped
back at a critical article in Fortune
magazine by answering it point-by-point
and indicating what were described as
inaccuracies, innuendoes and the con-
text treatment. NAB President Harold
E. Fellows authored this reply (Broap-
CASTING, Dec. 29, 1958). Other NAB
activities include film strips and an array
of other promotional devices, plus
speech material and similar projects.
Tv broadcasters back of the new plan
felt that NAB hadn’t done a positive
job to show the best side of television.
They said the criticism of persistent
complainers, the statements of politi-
cians and legislators, the biting com-
ments of columnists and other unfavor-
able pot-shotting were bound to leave
an influence on the public if continued

-year after year.

They took the position that the con-
structive role of tv’'s purely entertain-
ment programs such as whodunits and
westerns in a tense world should be
made clear. They believe the public
should understand that not every pro-
gram should be an art form, high-brass
panel or something appealing to lovers
of opera or serious-music.

Martin’s Future ® The action of the
Tv Board raises problems about the
future of the NAB public relations de-
partment headed by Don Martin. At
this point, it was suggested, the present
headquarters staff will be needed to
handle the publications, servicing, spe-
cial campaigns and other promotional
activities. The special tv drive is to be
outside this department, judging by
early thinking.

While the nine-man committee will
have to work swiftly to meet its April

Mr. Salant

Mr. Quaal

30 deadline, there’s nothing panicky
about the timing.

“There’s no crisis,” one of the main
backers told BROADCASTING. “The prob-
lem is serious but we’re not putting out
a fire.”

National research moves slowly and
much of the public relations work will
be based on the findings, it is believed.
While, this research is getting under
way, the routine of setting up facilities,
raising money and putting the project
into motion will be a big undertaking.

k2]

Sarnoff asks tv trade
to pull out PR stops

A massive public relations campaign
supported by all elements of the tele-
vision business was called for last week
by Robert W, Samoff, NBC chairman
of the board.

Mr. Sarnoff made the keynote ad-
dress at the NAB’s annual convention.

He urged that the campaign plan-
ning begin at once. The project should
receive financial support from “all
those with a stake in the medium,” in-
cluding networks, stations, talent agen-
cies, program producers and syndica-
tors, and other suppliers and services.

The project should be organized as
a “distinct new effort” to be specially
financed and staffed, Mr. Sarnoff said.
He thought it might be begun under
the auspices of the NAB, but it would
have to have broader support than that
now available to the NAB.

First a Survey e As the first big
phase of the campaign, Mr. Sarnoff
suggested a major survey of public at-
titudes toward television.

“Such a survey of radio in the 40s
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“Nothing endures but personal gualities.”

These words from the pen of Walt Whitman
account for the great music which has endured
the years. Each composition reflects the
personal qualities of its composer. This same
reflection could easily be applied to quality radio
and television stations of today ... the dedicated
efforts of those behind the scenes to constantly

build and Mmaintain a quality image.
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gave it more than 80% endorsement,
more even than churches which oc-
cupied the second highest rung of pub-
lic favor,” said Mr. Sarnoff. “I am con-
fident that television would get equally
high marks.”

The need for an all-television public
relations campaign arises from grow-
ing criticism of the medium. The criti-
cism has become so widespread and
persistent, he said, that a “climate is
being created for more government
regulation of broadcasting.”

“Proposals for legislative measures,”
Mr. Sarnoff said, “are prefaced with
sweeping references to inferior quality
of programming. Congressional hear-
ings are on tap to consider what can be
done about programs which bear the
stigma of popular appeal.

“The danger of government inter-
vention in the programming process is
very real. Yet it is only one offshoot
of a broader danger—the creation of
an unflattering image of broadcasting
which could undermine its public ac-
ceptance. This image is being painted
with many brushes in many places: in
social gatherings; in speeches and arti-
cles; in print attacks, such as Fortune's

recent exercise in gamesmanship; in the
egging on of dissidents within our own
house; in the continued repetition of
slogans intended to make television
viewing a symbol of inferior status.

“It is this last approach which I con-
sider the most direct threat to our
service. If the average viewer is con-
stantly told, without contradiction, that
he is guilty of a shameful act in watch-
ing his favorite programs, then he might
begin to approach his set the way the
small boy approaches the cookie jar.

“As a medium which draws its
strength and prestige from its uni-
versality of appeal, broadcasting could
find itself artificially downgraded in the
eyes of its two main supporters—its
audience and advertisers.”

Local Angle e The campaign to
counter  anti-television propaganda
must start with the individual broad-
caster, Mr. Sarnoff said. In his own
community the broadcaster is in direct
touch with centers of local influence
and with his own representatives in
state and federal legislatures.

But, said Mr. Sarnoff, “the thrust
against us is so widespread and per-
vasive that broader action is also need-

VHF TV BAND WAGON

Dept. of Defense agrees to explore frequency
exchange which could provide more v channels;
military privately admits exchange feasible

The possibility of expanding the vhf
television band became more than a
hope last week.

It was announced at the NAB con-
vention that the Dept. of Defense had
agreed to explore an exchange of fre-
quencies which might provide many
new vhf channels for television assign-
ment.

What was not announced was this:
The military, which now holds large
blocks of vhf space, has privately indi-
cated a belief that an exchange is
feasible.

The agreement to negotiate was
reached March 13 at a meeting of FCC
Chairman John C. Doerfer, FCC Comr.
Frederick W. Ford, who is the com-
mission’s liaison officer with the Dept.
of Defense, and Paul Goldsborough,
director of telecommunications policy
for the Dept. of Defense.

The military’s willingness to attempt
an accommodation marked an abrupt
change from its historic policy of in-
flexible secrecy on spectrum assign-
ments. Until March 13 the FCC had
been repeatedly rebuffed in efforts to
talk with the military about the subject.

It was speculated that the military’s
turn-about was a result of Congression-
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al and broadcasters’ pressure for discus-
sion of frequency use. A further indica-
tion of an easing of military policy
came in the assurance to the NAB last
week by the chief of Army research and
development that the Army has no
designs on tv channels (see page 58).
Defense ‘Ready To Talk’ ¢ The most
optimistic report yet submitted on mili-

Bnr. Ford: frquency trader

ed. It calls for the inauguration of a
massive communications effort—an ef-
fort which can be successful only if
all elements of our industry band to-
gether for centralized and coordinated
action.”

He asked NAB delegates to con-
sider three elements of a public rela-
tions plan:

1. The commissioning of the survey
of public attitudes toward television.

2. The use of *“our own facilities to
create wider understanding of our
medium and how it functions in every-
one’s interest.”

3. The establishment of a special or-
ganization to plan and guide the cam-
paign.

“Meeting the challenge decisively on
a national basis will require greater fi-
nancial support than the industry now
provides in the information area,” Mr.
Sarnoff said. “But this should give us
no cause to flinch. In 10 years television
broadcasting has become a business of
$1.3 billion annually. In another 10
years, it should more than double that
figure—provided it acts now to assert
its stature and assure the proper climate
for growth.”

IN SIGHT?

tary willingness to “negotiate” with
FCC for new spectrum space for tele-
vision was given to the NAB conven-
tion last week by FCC Comr. Ford.

Comr. Ford, the FCC’s liaison officer
with the Defense Dept., said he was
advised Friday (Oct. 13) that Defense
was ready to talk frequency trading.

He called it “encouraging” but not
necessarily proof of “immediate solu-
tion” of television’s spectrum problems.
He did say, however, that within a few
months it should be possible to say
whether the negotiations were making
progress.

Comr. Ford thought the “ideal” ob-
jective for television would be 38 chan-
nels immediately above ch. 13. Count-
ing the present 12, this would make 50
tv channels.

Trade Talk ® Mr. Ford acknowledged
that a lesser number—say 35 in all—
would be worth considering. But he
felt that a really limited number would
be another matter. What FCC has to
trade for new tv space presumably is
the upper reaches of the current uhf
band.

Ch. 14 starts at 470 mc under the
current allocations and ranges up to
890 kc, upper limit of ch. 83.

Mr. Ford also proposed that Con-
gress enact a law requiring that all tele-
vision sets traded in interstate com-
merce be capable of receiving all
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Will he
take away an

American
steelworker’s

job?

Meet Vladimir Petrov, Russian steelworker. He
earns about 56 rubles a day.

American steelworkers earn about $24.00 a
day...four times as much as steelworkers of
Western Europe, over four times as much as
Vladimir, and seven times as much as Japanese
steelworkers.

So what?

So this: Many foreign countries have zoomed
their output of steel —they’re selling it all over
the world—and in increasing amounts even in the
U.S.A. For instance, more barbed wire is being
imported here from abroad than American mills
are producing.

Soaring costs in this country are hurting the
American steelworker as he tries to compete with
his counterparts all over the world. .. European
and Japanese steel producers are even now under-
selling American steel right here in this country.
Some American steelworkers have already lost
their jobs just for this reason; foreign steel-
workers have gotten their jobs.

Certainly it will not help America if the spread
between U.S. and foreign wages is increased. It
will only serve to export jobs.

Isn’t it time to stop this inflationary rise in
wage costs that is undermining the job security
of American workers?

This message is being brought to you by

REPUBLIC STEEL

as a member of the

AMERICAN IRON AND STEEL INSTITUTE

REPUBLIC STEEL’S management, in order to keep the
company growing and so help protect the jobs of its
present employees, has been alert to the ever-present
competition (wholesome and healthy) from other
materials as well as from foreign labor. Therefore,
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Republic now produces plastic pipe as well as steel;
aluminum windows as well as steel; titanium as well as
stainless steel. Republic makes the world’s widest range
of standard steels and steel products, including barbed
wire, farm fencing, and other wire products.
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television channels, regardless of what
these may be when the negotiations
with the Defense Dept. are completed.
He said he had been told by manufac-
turers that adding all-channel reception
would increase the cost of receivers by
$35 or $40.

Panel Session ® Mr. Ford spoke at
the NAB convention’s FCC panel dis-
cussion. He amplified his remarks later,
in answer to questions.

On the allocations question, Comr.
Lee said during the panel session he
felt that “long-range” decisions are nec-
essary. He said transition to uhf over
a five-to-seven-year period would be the
correct solution—but he pointed out
that he didn’t expect endorsement of
this plan by current vhf operators.

Lt. Gen. Arthur G. Trudeau, Army
research - development chief, told the
NAB convention March 18 that com-
plete information of military commu-
nications operations will be given the
FCC. He added, “If it will allay your
fears, we do not seek to expand military
bands by this action.”

Six ways of working out *a national
compatible tv system” have been pre-
sented to the Pentagon by the FCC,
Gen. Trudeau said.

The six solutions referred to by Gen.
Trudeau in his NAB speech last week
are the alternatives suggested by FCC
Comr. Frederick W. Ford last De-
cember.

In a speech to the Houston, Tex.,
Radio & Tv Executives Assn. at that
time, Comr. Ford set up six possible
alternatives for the FCC in solving the
tv allocations problem. They were:

(1) Do nothing, (2) change present
vhi standards to permit more stations
to be assigned to cities where competi-
tive facilities are limited, (3) deinter-
mixture, (4) add more channels in the
vhf spectrum between the present low
band tv (chs. 2-6) and high band tv
(chs. 7-13), (5) add more vhf channels
in the spectrum area above ch. 13, and
(6) shift all tv to uhf.

Gen. Trudeau referred to these as
having been presented to the Army, Air
Force and Navy for comment on mili-
tary impact.

In probably the first public review of
the Army’s electronic communications,
Gen. Trudeau said every effort is made
to avoid interference with civilian tv
service, with some operations conducted
at night. The maneuvers are engineered
to be compatible with services in various
frequency bands. These policies, he said,
reflect “our recognition of broadcasting
as an essential service of the public
welfare.”

Gen. Trudeau said the Army believes
the national allocation problem must
be resolved to clarify national frequency
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planning in the general 30-1000 mc
region. He described tests designed to
bring efficiency in frequency manage-
ment of equipment.

Electronics Needs ¢ Preparedness re-
quires “means to move, shoot, commu-
nicate and defend ourselves regardless
of enemy aircraft or missiles,” Gen.
Trudeau said. He anticipated a tenfold
increase in Army electronics require-
ments by 1970.

Research in the field of frequency
control devices and techniques will be
helpful in conserving the spectrum, he
said, adding that equipment will be
small and light in weight. New power
sources will include nuclear energy,
solar energy and fuel batteries.

Looking into the future, he said fixed
satellites 22,000 miles from the earth
over given points will be tested when
the Army sends up its 12-foot, high-
visibility balloon to act as a reflector for

Gen. Trudeau: no expansion

electro-magnetic radiation experiments.
These new systems include ionospheric
and tropospheric scatter methods of
transmission, with high-power output
and narrow beam transmission.

Spectrum Needs ® Rapid advances in
radio and electronic techniques for the
space age will require “an enormous
number of radio frequencies,” Gen.
Trudeau said, describing the radio fre-
quency congestion as “one of the most
serious problems facing the military.”
He continued, “We cannot wait until a
national emergency occurs to develop
and procure equipment, or to train the
men who will have to operate it. . . .
In fact, the radio spectrum can be con-
sidered one of our critical national re-
sources.

“Some persons think that the military
has its equipment in a few discreet fre-
quency bands. This concept encourages
many rumors that the military is en-

croaching into the area outside of the
assigned frequency bands. I can clarify
this misunderstanding by stating simply
that the military has some type of equip-
ment operating in practically every fre-
quency band of the spectrum.”

Gen. Trudeau said broadcasters “per-
form a very important job of leadership
—Ileadership for the minds, the attitudes
and the spirit of our nation. Your media
has certainly done a splendid job in
affording the Army much valuable sta-
tion time and in presenting the new ad-
vancements of science and technology
for the benefit of your audiences.
Through these means of disseminating
this challenging information about our
rapidly changing world, I think much
of the credit goes to you for stimulating
the national response we have had in the
last few years towards a more critical
view of some of our educational, sci-
entific and military progress.

“In addition, I think that your con-
tributions to protect our freedom of
speech are highly commendable. I
heartily endorse your efforts in all of
these areas and I am sure that the Army
stands behind me on that. We will as-
sist you in any way we can in the future
and always regret our inability to do
more.”

At a news conference Wednesday,
Gen. Trudeau said he did not believe
defense needs require a reallocation of
the spectrum. He said the military
would not ask for more frequencies than
it can use, reiterating that care is taken
to avoid interference with commercial
frequencies.

Gen. Trudeau presented plaques to
NAB tv and radio members for their
role in acquainting the public with the
role of the military in national life.

Spectrum Battle ¢ A Congressman
and a high civil defense official fought
the battle of the spectrum last week
before an amazed broadcaster audience.

The winner: Rep. William G. Bray
(R-I11.).

The loser: John S. Patterson, deputy
director, Office of Civil & Defense
Mobilization.

Caught in the middle: The broadcast-
ing industry.

Both combatants agreed there ought
to be a thorough investigation of the
radio spectrum to find if it’s efficiently
used; if the military is hogging more
channels than it needs, and if parts of
the facility now assigned to broadcast-
ing are in danger.

Rep. Bray flexed his Congressional
muscles under Mr. Patterson’s nose
when the subject got around to the
hiding of a secret report on what should
be done about investigating the spec-
trum.

Mr. Patterson was in a bad spot as
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Rep. Bray: puts'ﬂefense on defensive

he stumbled away from direct answers
to the Congressman. He tried to ex-
plain why the report of a temporary
committee to the President was the
most concealed document around
Washington.

The platform battling became down-
right embarrassing to the broadcaster
spectators when Rep. Bray charged that
OCDM had given him the fastest run-
around he could recall by concealing
the report of the committee.

Persistently foiled by Mr. Patterson’s
bureaucratic dodging, Rep. Bray held
up an article from BROADCASTING and
read portions dealing with the still-
secret contents. In a hopeless jam, Mr.
Patterson said the matter is “under ad-
ministrative review.” He said if the
President wants it kept secret, he was
satisfied this was the thing to do.

The two went into the problem of
setting up a committee to make a
thorough study of the spectrum, as ad-
vised in the secret report. Mr. Patterson
explained the President’s request for
legislation (SJRes 76) to set up a five-
man, one-year commission to be named
by the President.

Rep. Bray chided him for letting an
important matter of this type become
susceptible to the charge of White
House or military domination, explain-
ing the people through Congress should
have a voice in naming the members.

Mr. Patterson suggested it would be
hard to get experts to give away a
year of their lives for $75 a day. He
startled the audience by adding that he
didn’t see what business it was of this
broadcaster meeting to discuss this sub-
ject. .

The two disagreed again on the need
for FCC’s continuing investigation of
the 25-890 mc band. Rep. Bray thought
it should be held up while the whole
spectrum study matter is being dis-
cussed. Mr. Patterson saw no reason
to defer the FCC study. Asked for

BROADCASTING, March 23, 1959

Patterson: not broadcasters’ business

comment from the floor, Comr. Robert
T. Bartley, of the FCC, said the 25-890
study is a paper hearing now but added
that it has many purposes, One of
these is to provide material for the
international radio conference sched-
uled later this year.

Rep. Bray pointed out in his pre-
pared talk that no major agency has
ever reviewed or evaluated the needs
or uses of the govermment frequency
assignments. He noted the “vast
amounts of equipment” acquired by the
military, adding, “I am certain that if
all the equipment were turned on at
once there would be so much inter-
ference between various pieces of equip-
ment that jamming by the enemy might
be unnecessary.”

He reminded that much equipment
has been produced for use in emergency
on parts of the spectrum assigned non-
government users on the theory these
users would cease operating in war.
“No agency has made a comparative
analysis to determine whether even in
wartime some of the civilian uses might
not be more important than the military
uses which are planned,” he said.

Rep. Bray argued the allocation of
spectrum use is the business of Con-
gress, stating an impartial investigation
“would slay the ghost of any suspicion
or concern over hoarding or unneces-
sary demands for frequency space by
the military.” At least some of the mem-
bers of a spectrum study group should
be named by Congress, he said, so the
project isn’t subject to charges of being
slanted toward the military or White
House.

Mr. Patterson reassured broadcasters
there is no desire to appropriate non-
government frequency space for gov-
ernment or military use. He said the
White House-OCDM plan for a spec-
trum study is designed to learn if na-
tional management of the spectrum can
be improved.

Asked during the question-answer
exchange if the lower half of the vhf
television band is coveted by the gov-
ernment or military, Mr. Patterson said,
“I have never heard any military de-
mand for these channels. I would know
if requests were made.”

He called broadcasting one of the
nation’s best assets in time of armed at-
tack. “The key to recovery and personal
survival is communications,” he said.

ENGINEERING WON'T CURE UHF

Political, economic, social factors act
to decide fate of uhf tv, says TASO head

The success or failure of uhf tele-
vision will depend on many factors
other than the technical, Dr. George
Town, executive director of the Tele-
vision Allocations Study Organization,
said last week.

Dr. Town’s observation, implying
that political, economic and social fac-
tors will determine the future of uhf
tv, was made to reporters after he and
his associates had presented a summary
of TASO results to the NAB engineer-
ing conference.

The findings of the two-and-a-half
year technical study on uhf-vhf tele-
vision (BROADCASTING, March 16) were
officially turned over to FCC Chairman
John C. Doerfer at the opening engi-
neering session of the trade association.

A separate statement, urging the
transfer of all tv to uhf was submitted

with the TASO report by the uhf Com-
mittee for Competitive Tv.

Additional statements may be sub-
mitted by other groups making up the
sponsoring organizations, it is under-
stood.

In general TASO found that uhf was
inferior to vhf television in almost all
respects. Uhf showed comparable
characteristics with vhf in areas where
the terrain was level, and surpassed
vhf in its resistance to man-made and
natural interference.

Worth Saving ¢ Dr. Town emphasized
that the TASO report shows that uhf
has a potential for good service “under
proper conditions.” These are limited
coverage and level terrain, he pointed
out. “There are enough good areas to
make uhf worth continuing,” he stated.

Broadcast engineers, however, mostly
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Heavy manuscript ® Smiles wreath the faces of participants in highlight
engineering ceremony when Dr. George R. Town, executive director, Tele-
vision Allocations Study Organization (r), hands completed TASO report
to FCC Chairman John C. Doerfer (1). In center rear is Raymond F. Guy,
.NBC senior staff engineer, who was chairman of the TASO session at
.NAB engineering conference (and who played a leading role in the
original 1950 hearings on uhf for television, see box below).

shook their heads as the disappointing
results were unfolded. Some of their
remarks in response to reporters’ ques-
tions were brutally frank:

e “Uhf is no damned good.”

e “Will a broadcaster be satisfied
with a 30-mile service when his vhf
competition gets a good 60 miles or
more?”’ '

‘e “There’s nothing wrong with uhf
—except vhf.”

Dr. Town called for the continuance
of two TASO projects, still incomplete.
These are a full-scale analysis of the
voluminous technical data accumulated
by TASO ‘and a study on directional
antennas.

Other highlights of the TASO panel:

e Uhf receivers suffer from internal
noise, but this is mot inherent. Research
and development probably can over-
come this equipment fault.

e Engineers were less critical of pic-

ture quality than householders. On the
average, engineers rated a picture as
better by 20% than the layman.
- o Despite power compensations for
high band vhf transmitters over low
band vhf stations (316 kw to 100 kw
maximum power with tower heights of
1,000 ft. above average. terrain), there
is still a “significant” difference in field
strength measurements. Signal strength
of low band vhf stations is higher for
longer distances than high band vhf
outlets. .

e ‘There were more cases of receiver
misalignment, both vhf and uhf, than
of bad antenna -installations. Surpris-
ingly, more receivers suffered from
this disability the closer they were situ-
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ated to the transmitting antenna.

¢ A new concept of figuring theoreti-
cal coverage, worked out by U. of
Texas engineers, results in closer mat-
ing with actual on-the-air measure-
ments. The new estimated coverage
map looks more like a topographic map
than the usual estimated coverage map
with circles.

e Directional antennas seem to hold
out promise for use in future tv allo-
cations.

e Visual power should be increased

from the present two to one to four -

to one.

Besides Dr. Town, the following
TASO members participated in the
panel:

Dr. William L. Hughes, Jowa State

College; Dr. Charles E. Dean, Hazel-
tine Corp.; Harold G. Towlson, man-
ager of engineering, Broadcast Trans-
mitter Section, General Electric Co.,
and Lucien E. Rawls, L.H. Carr &
Assoc., Washington consulting engi-
neering firm.

Raymond F. Guy, NBC senior staff
engineer, was chairman of the session.

MAKE TV ALL UHF
Says u group’s dissent
to TASO reportto FCC

Delete the vhf band and make tele-
vision all uhf. This is the position of the
organization representing uhf broad-
casters in a separate report filed with
the TASO report submitted last week
to the FCC.

The Committee for Competitive Tv,
one of the five groups sponsoring
TASO, emphasized that the tv alloca-
tions problem is primarily political,
social and economic, rather than tech-
nical.

The technical information gathered
by TASO, CCT said, was known be-
fore this investigation. The report
merely shows, CCT stated, “that if the
final allocations plan anticipates [using]
vhf there will be a relatively few sta-
tions in the country—each of which
will serve multiple markets.”

U-V Diftferences ® The CCT report
emphasized that the significant differ-
ences between high band vhf and low
band uhf are not very great—about
5 db. Coverage of uhf stations, while.
not as great as vhf, is still good, the
report stated. In the low uhf band a
40-mile coverage is the equivalent of
5,000 sq. mi., it pointed out, while a
city like Los Angeles occupies only
454.8 sq. mi.

The problem of uhf receivers, CCT
said, is bound to be overcome with “in-

“It will be most unfortunate if
television must go into the uhf
band.” Those words were spoken
more than eight years ago of Ray-
mond F. Guy, then NBC alloca-
tions director, when he presented
the RCA findings on its experi-
‘mental uhf Bridgeport, Conn.,
operation to the FCC,

This was the only comment
NBC or RCA would make at that
_time. Spokesmen told the FCC
“that they preferred to let the
voluminous technical data speak
for itself.

The comment was made at the
FCC’s hearing in October 1950 on

Faint echo

the question of opening up the
uhf band for commercial tv.

The next month RCA sub-
mitted revised data on the Bridge-
port experiment. It was no secret
that RCA was under heavy FCC
pressure to revise its original find-
ings. Other witnesses, represent-
ing other broadcast and manufac-
turing interests, had lauded uhf’s
potential for telecasting.

From then on, there was no
question that uhf would be opened
for commercial tv. This happened
in April 1952, on the issuance of
the Sixth Report & Order, ending
a four-year-long tv freeze.

—_—_— e ———————
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HERITAGE
PRODUCTIONS

proudly announces

CAMPY'S
CORNER

260 5-minute shows, featuring
CAMPY, CHRIS SCHENKEL,
and greats from the sports or
entertainment world. CAMPY
looking into the coming baseball
season with WILLIE MAYS,
CASEY STENGEL or TALLU-
LAH BANKHEAD (you read
right) ; Perhaps CAMPY and
SUGAR RAY cutting up the
fight game; maybe CAMPY and
PHIL SILVERS reminiscing;
..... whoever the guest or
guests . . . . an inside, vital and
exciting story ....and IMPACT
for your station as you’ve never
known IMPACT! Whether for
the human interest . . . . . the
coming sports picture as it’s
never been described . . . . or
simply, the fabulous warmth of
the old thirty nine . . . . you
ought to take a good, Iong listen.
The 62 stations NOW SOLD
OUT for 52 weeks did.

THANK YOU “PERSON TO PERSON”

May we show you just how exciting radio really can be? Contact:

HERITAGE PRODUCTIONS

45 W 54 Street New York City
Clrcle 5-2166
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WOOD-AM devotes more time to news than 5-county Puise surveys show WOOD-AM
any other station in Grand Rapids. How with the greatest share of audience for
many minutes per day? 248 263 197 how many consecutive years? 10 6 3

(81& 81 afivaaav :A0p yorym spuada(y) (g8 40f 184y usaq svy
aoOAM 1mq ‘9 4of pafianins soy Auo asing)

" WOOD-AM personalities have double impact Which Grand Rapids station has the only
~ bef:ause they are: listened to by martini easity-remembered frequency?

\ drinkers-—stereophonic—-appearing both (TOOM #t

*, ~oon radio and WOOD-TvV. - ' ©,.£10wpD1, snouy fipogfiisas — uovis 001

: (43110} 2y7 Rpjsows Jnq 'azay). Jjy) uana,, Ajuo ay) 81 (JOOAL jnouy 1ok ‘Yyy)

How to rate your WOODgquotlent:

0 right — Where were you last night?

1-2 right — Let the Katz man fill you in.

3 right — T.B.E. — (Time Buyer Extraordinaire)
4 right — Just renewed your schedule, eh!

WwWOOD-AM is first—morning, noon, night, Monday through Sunday
Aprii'58 Pulse Grand Rapids—5 county area.

WOOD 3V
™V
WOODIland Center, Grand Rapids, Michigan

WOOD-TV — NBC for Western and Central Michigan:
Grand Rapids, Battle Creek, Kalamazoo, Muskegon and Lansing.
W00D — Radio — NBC.

MUSKEGON

e GRAND RAPIDE
» Lautg

e ¢ BATTL L CAKLE
RALAMAEOD |

v
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evitable refinements in technology.” In
this regard, CCT observed, the TASO
report is already outdated since “re-
ports of the excellent performance of
parametric amplifiers at uhf have been
released.”

Stressing TASOQO’s acknowledgment
that uhf is superior to vhf in freedom
from various types of man-made and
natural interference, CCT said that
further investigations seeking to permit
more vhf stations (either through the
use of directional antennas or the ex-
tension of the present vhf band) is a
“narcissus-like approach.”

“The information submitted by this
TASO report,” CCT concluded “con-
tains the basis for an allocations plan
whereby a competitive television sys-
tem could be established in the uhf
band.” This could be done, CCT stated,
by assigning the top 23 uhf channels
for translator purposes to permit the
delivery of city-grade signals to com-
munities unable to support a regular
station.

Labor panel surveys
strategy of strikes

When and how to take a strike were
explored by leaders in the labor-man-
agement field at a jam-packed labor
clinic at the NAB convention last week.

The session on Monday attracted an
overflow audience of close to 500, in-
cluding 150 who listened by closed
circuit in another room while some 350
of their colleagues sat in on the ques-
tion-and-answer session.

C. Maynard Smith, Atlanta attorney;
William C. Fitts, CBS vice president
for labor relations, and Ward Quaal of
WGN Chicago, chairman of the NAB
labor relations advisory committee,
were panelists at the meeting. Charles
H. Tower, manager of the broadcast
personnel and economics department
of NAB, was moderator of the meeting.

When to take a strike was one of the
chief questions. The panelists felt that
when union demands are unreasonable,
when they include “featherbedding”
proposals, when they would have poor
economic results for the company and
when they would discourage automa-
tion they should be met firmly.

The Congressional picture was de-
scribed as confused. Little hope was
held out for legislation that would ma-
terially help management. It was pointed
out that the U.S. Chamber of Com-
merce had estimated that 185 House
members and 55 Senators owed their
election to union support—and that
therefore they could not be expected to
back management’s position in current
labor bills.

Station officials were asked to sup-
port changes in the law that would ban
secondary boycotts.
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(This is one of a series of full page ads appearing regularly in the NEW YORK TIMES)

Radio is More Important than ever...but so is
the Growing Ditference between Stations!

Radio’s basic strength is its ability to talk to huge masses of people
frequently, persuasively and economically. Radio’s unique advantage is
its ability to reach your customers when they are available to no other

medium. But there are all kinds of stations. The real power of “‘the companion
medium” is yours only when you are selective in choosing between ordinary
and great radio stations. The difference is big and growing all the time.

In most major markets one station stands out unmistakably as the great
station. It's the one investing substantially in top facilities and outstanding
personnel. Its expert programming covers the entire range of listener

interest . . . with features thoughtfully produced, professionally presented.

Its responsible management permits no carnival gimmicks, shoddy

giveaways, advertising in bad taste or in indigestible overdoses. Great
stations amass huge audiences. Great stations earn the confidence of the
community for themselves and for their advertisers. This is the combination
that produces results. The stations listed here are the great stations in 18
important markets. So efficient is their coverage, you need add only 30
selected stations, out of the more than 3,000 stations now broadcasting, to
achieve effective nationwide reach. This technique of concentrating on 48
top stations is called ‘“The Nation's Voice.” A call to any Christal office will
bring complete information, documented with data developed by Alfred Politz
Resedrch, showing how the strategy of concentration on leadership stations
can quickly put radio’s vitality to work solving your sales problem.

HENRY I. CHRISTAL CO., INC.

NEW YORK * CHICAGO - DETROIT * BOSTON * SAN FRANCISCO - ATLANTA
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FIRST ON EVERY
UST ARE THESE
18 GREAT RADIO
STATIONS

WBAL

Baltimore

WAPI

Birmingham

WBEN

Buffalo

WGAR

Cleveland

KOA

Denver

WIR

Detroit

WTIC

Hartford

WDAF

Kansas City

KTHS

Little Rock

KF|

Los Angeles

WHAS

Louisville

WCKR

Miami

WIM)

Milwaukee

WHAM

Rochester

WGY

Schenectady

KWKH

Shreveport

WSYR

Syracuse

WTAG

Worcester

oS
W, o*
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TV CODE ‘TEETH’
New code board set
to ‘bite’ violators

NAB’s Tv Code Review Board is op-
erating under a get-tougher attitude that
is headed toward punishment of stations
that consistently violate its rules.

The board was re-formed last week
at the NAB Chicago convention when
three new members took office under
the chairmanship of Donald McGan-
non, Westinghouse Broadcasting Co.

For some time the board has been
disturbed by multiple spotting, up-cut-
ting of network programs and violations
of the rule on intimate personal prod-
ucts. An extensive monitoring campaign
has shown that some stations frequently
ignore the code provisions against these
practices. The personal products prob-
lem has centered around a hemorrhoid
treatment.

After two meetings last week, the
new code board indicated it may cite
several stations to the NAB Television
Board by recommending loss of the
code seal. Stations violating the rules are
given warnings and in some cases have
voluntartly withdrawn from the code
when repeated violations have been
brought to their attention.

Roger W. Clipp, Triangle Stations,
ended his chairmanship of the code
board March 16 in an address to NAB'’s
Tv Assembly. He said 307 stations and
all three tv networks are subscribers
plus a score of tv film firms represented
by the Alliance of Television Producers.
The ATP film companies and some non-
member firms are affiliate subscribers.

97% Comply ¢ Mr. Clipp said moni-
toring logs cover 40,123 hours viewing
time. They showed that 3% of all tv
programs exceeded the commercial time
limits of the code by 20 seconds or
more, with 97% complying fully. The
logs showed a few spots apparently vio-
lating the liquor advertising ban, the
offending stations stopping the practice
voluntarily. Cases where beer commer-
cials were adjacent to children’s pro-
grams were corrected.

Tv program content will be de-
nounced “more violently in proportion
to revenue lost by magazines and news-
papers,” Mr. Clipp predicted.

New code board members, besides
Chairman McGannon, are Mrs. A. Scott
Bullitt, KING-TV Seattle; Joseph Her-
old, KBTV (TV) Denver, and Gaines
Kelley, WFMY-TV Greensboro, N.C.
Joseph Hartenbower, KCMO-TV Kan-
sas City, continues in service. Retiring
besides Chairman Clipp are Mrs. Hugh
McClung, KHSL-TV Chico, Calif., and
Richard A. Borel, WBNS-TV Colum-
bus, Ohio.
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Out and in ® Roger W. Clipp (1), Triangle Stations, retired as chairman of
the NAB Tv Code Review Board last week and welcomed his successor,
Donald McGannon, Westinghouse Broadcasting Co. The occasion was a
meeting of the new board March 15 at the NAB convention in Chicago.

FORM NEW FM TRADE GROUP

Chicago-born: Fm Assn. of Broadcasters

A new trade association, Fm Assn.
of Broadcasters, emerged from conven-
tion week in Chicago.

Pre-convention meetings of Fm De-
velopment Assn., predecessor to FMAB,
produced two days of provocative pro-
gramming with emphasis on stereo and
its broadcasting potential.

A brief but fast-moving fm discus-
sion at the opening of NAB program-
ming Monday (March 16) was the best-
attended meeting within the memory of
fm broadcasters, having an audience of
more than 500. They talked in gener-
ally optimistic terms about fm’s future
while recognizing the practical prob-
lems of the medium’s growth.

FMAB is headed by Larry Gordon,
WBNY-FM Buffalo, N. Y. Mr. Gordon
was active in the old FMDA, of which
Jack Kiefer, KMLA (FM) Los Angeles,
was retiring president. Officers of
FMAB besides President Gordon are
Fred Rabell, KITT (FM) San Diego,
vice president; Frank Knorr Jr., WPKM
(FM) Tampa, Fla., secretary, and Har-
old I. Tanner, WLDM (FM) Detroit,
treasurer. '

The association quickly set up organ-
ization plans. A permanent office will
be maintained at 1 Park Ave., New
York, with plans for a fulltime execu-
tive director. A mailing campaign for
members was started at once. About
100 fm stations voiced interest in joining
the association. A flexible dues struc-

ture will be set up, with a sliding
dues scale. The immediate goal is 200
members. Each station is to contribute
three spot announcements daily to an
overall sales campaign to be sold to an
account for the benefit of the partici-
pants. Funds will go to set up associa-
tion facilities. About 50 stations had
been signed to the plan by mid-week.

Plain Talk About Stereo ® A real
stereo slugfest developed at the March
14 FMDA meeting when a half-dozen
developers of assorted stereo systems
threw parliamentary procedure out the
window and plain-talked their way
through technical and commercial as-
pects of their methods of producing
realistic stereophonic sound.

A. Prose Walker, NAB engineering
manager who is active in the current
industry study of stereo through Na-
tional Stereophonic Radio Committee,
warned of the danger in promoting and
selling fm stereo equipment to the pub-
lic before FCC adopts standards—
equipment that might soon become
obsolete. NSRC will investigate more
than a score of stereo systems, a tech-
nical routine that will probably take
a year Or more.

The technical discussion brought up
such practical problems as multiplex
band limitations and servicing problems.
At least one stereo system will require
servicemen with doctor’s degrees, it
was suggested. A warning was sounded
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Broadcasting has never had so many opportunities to do so much

Given the eyes and ears of 175,000,000 people in every
walk of life . .. the eagerness of minds through every

pulsing second of each day...where are the limits
to opportunity?

There are no limits.

Broadcasting has already made our children famil-
iar with the images of Khrushchev, Von Braun, John
XXII1, DeGaulle, Castro, Mikoyan, the dynamic
meaning of the United Nations, L.ondon, Paris, Wash-
ington, Moscow, the mechanics of the atom, the music
of Pat Boone and Bernstein.

For ninety minutes, 1,253,000 people sat spell-bound
in one community—San Francisco—watching a heart
operation on an eleven year old boy. Through broad-
casting millions know the look and sound of Hamlet

and Billy Graham. An educational program goes on
at dawn — and stores sell out of books it discusses.

Now cancer, heart disease, mental illness . . frontiers
from neutrons to galaxies...the ever-changing Cross-
currents of human relations here and abroad chal-
lenge us to serve our fellow men — with program
material more gripping than we could ever invent.

In our cameras and microphones we have the living
documentation of our times...the most direct and
powerful means of illuminating, selling, entertaining,
inspiring our youths, our homes, our communities.

That’s why the Westinghouse Broadcasting Company
believes that television and radio alone among com-
munication media have such a magnificent potential
to serve the American people.

 ®e© WESTINGHOUSE BROADCASTING ACOMPANY, INC.

RADIO: Boston WBZ+WBZA Pittsburgh KDKA Cleveland KYW Fort Wayne WOWO Chicago WIND Portland KEX
TELEVISION: Boston WBZ-TV Baltimore WJZ-TV Pittsburgh KDKA-TV Cleveland KYW-TV San Francisco KPIX




FMAB is formed ® A new trade association was set Up during convention
week at Chicago, growing out of Fm Development Assn. Its name is Fm
Assn. of. Broadcasters. President of FMAB is Larry Gordon, WBNY-FM
Buffalo, who was elected president at the March 15 organization meeting.
Officers and directors are (seated, 1 to r), Frieda Hennock, attorney, director;
President Gordon; Fred Rabell, KITT (FM) San Diego, vice president; Frank

Knorr Jr., WPKM (FM) Tampa, Fla,,
(FM) Oak Park, Mich.; treasurer; (standing, 1 to r), H. Stilwell Brown, North-
east Radio Corp., director; T. Mitchell Hastings Jr., Concert Network, di-
rector; William Tomberlin, KMLA (FM) Los Angeles, director. William B.
Caskey, WPEN-FM Philadelphia, director, was absent when photo was taken.

secretary; Harold I. Tanner, WLDM

that inferior stereo broadcasts might
give the medium a bad name because
of the quality attained quickly in re-
recorded and specially recorded stereo
phonograph records.

The FMDA “F-Emmy” award was
presented to Mr. Kiefer. It was accepted
in his absence by Mr. Tomberlin, who
explained Mr. Kiefer was unable to
attend because of illness.

In opening the Monday NAB discus-
sion, John F. Meagher, NAB radio vice
president, said 591 fm stations are on
the air with another 134 about to join
this group. This compares to 540 on
the air and 64 cps a year ago. He said
740,145 fm sets of all kinds had been
produced in 1958, according to FElec-
tronic Industries Assn., plus an esti-
mated 250,000 imports.

Everett Dillard, WASH (FM) Wash-
ington, a panel member, advocated sep-
arate am-fm programming for joint op-
erations. Mr. Rabell described stereo
as confusing. “I don’t know whether
stereo is a freak or a broadcasting
medium,” he said. Michael R. Hanna,
WHCU-FM Ithaca, N. Y., chided the
FCC for enticing broadcasters into the
fm band in 1946. “The FCC had the
applications at the [1946 N AB] conven-
tion and offered to fill them in,” he
said. “A lot of us lost a lot of money.”

All the new sideband services for fm
stations may simply be “new ways to
lose money,” Mr, Hanna suggested. He
urged FCC “to put actions where its
mouth was in 1946.”

Ben Strouse, panel moderator, con-
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tended fm is a class medium in major
markets, differing from am. Merrill
Lindsay, WSOY-FM Decatur, Ill., said
there’s no basic programming differ-
ence between fm and am broadcasting.

FCC Comr. Robert E. Lee said the
Air Force has reaffirmed the need for
the CONELRAD alert system (BROAD-
CASTING, March 16), with the system of
silencing broadcasting as a homing aid
needed for the nation’s defense at least
another decade. He read a letter affirm-
ing this from James H. Douglas, secre-
tary of the Air Force.

The fm panel members agreed there
is need for station representation in the
fm field. Mr. Strouse said the reps
aren’t interested because of the low
rates of fm stations, with some stations
adding they were raising their rates.

Permanent committee
on radio music urged

Suggestion that radio establish a per-
manent copyright committee to mini-
mize future music licensing problems
was made last Monday (March 16) by
Robert T. Mason, WMRN Marion,
Ohio. Mr. Mason is chairman of the
All-Industry Radio Music Licensing
Committee set up at the 1958 NAB con-
vention on a temporary basis for
ASCAP negotiations.

Reporting to an NAB radio assembly
in Chicago, he described 'the compli-
cated spadework required of the com-
mittee since its formation, and said

that a permanent setup would obviate
such tasks in future negotiations.

It was “the sense” of Judge Sylvester
J. Ryan of the U.S. Court for Southern
District of New York, who presided
over the March 4 sessions between in-
dustry negotiators and ASCAP (BRrRoaD-
CAST, March 16) that there should be
a permanent committee, according to
Mr. Mason.

He also reported that in these par-
ticular negotiations, a recommendation
was being considered that would effect
a 9% reduction in the existing license
fee. The old contract expired Dec. 31,
1958. The new contract will be retro-
active to last Jan. 1.

Mr. Mason reported that over 3,000
radio stations already have renewed
licenses with BMI. March 11 was ex-
piration date of those old contracts.

Increasing retail use
on tv related by TvB

The increasing use of television by
retailers was highlighted in a presenta-
tion made by the Television Bureau of
Advertising at the NAB convention in
Chicago last week before an audience
of retailing, agency, advertiser and sta-
tion executives.

TvB’s film presentation, ‘“Plus Over
Normal,” was introduced by George
Huntington, TvB vice president and
general manager, in the absence of
Norman E. Cash, bureau president, who
has been ill. Other TvB executives who
spoke during the session were Howard
Abrahams, vice president of retail sales;
William MacRae, director of station
relations, and Stanford Meigs, director
of the Chicago office.

Mr. Huntington cited case histories
of retailers who were skeptical about
tv’s effectiveness for *‘direct sales” and
of “its high cost and lack of availabil-
ity.” In each instance, Mr. Huntington
related, when the retailer tried tv, he
changed his opinion of the medium.

TvB released its *“Second Index of
Department Stores Using Television”
during the session. Mr. Huntington
noted the index shows that 249 stores
now are using tv, as compared with
162 establishments when the first index
was issued. As an example of the grow-
ing confidence in tv by retailers, Mr.
Huntington reported that Sears, Roe-
buck’s investment in tv increased by
49% in 1958 over 1957.

“You won’t hear much talk about
tv’s continued growth anymore,” Mr.
Huntington asserted. “Growth is im-
portant . , . until you’re full grown . . .
and then it’s the strength that counts.
. . . Today, its a question of which and
how much television and how do you
get more television. And how do you
best use television.”
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A RATIONALE FOR REGULATION

Doerfer says it's necessary because
of broadcasting’s power to influence

Regulation of broadcasting is neces-
sary not only because frequencies are
limited but also because radio-tv’s po-
tency is virtually unlimited, FCC Chair-
man John C. Doerfer declared last
week.

He made the assertion in a speech
on “the Commission’s role” in pro-
gramming, delivered at the Tuesday
luncheon session of the NAB conven-
tion.

Mr. Doerfer’s speech traced the evo-
lution of government regulation of
broadcasting in an overall look at “the
commission’s role” in programming.

Regulation, he said, “stems from the
potential power inherent in broadcast-
ing, i.e., the power to influence the
minds of men and the concomitant
scarcity of the available frequencies.”
He told the convention that ‘“the con-
junction of potentially great persuasive
powers and the insufficiency of desir-
able spectrum space has been the main-
spring of all actions: legislative, ad-
ministrative or court, which has quali-
fied those freedoms generally enjoyed
by the journalist, the artist and the
minister.”

Procedures Reviewed ® He reviewed
FCC’s practices regarding consideration
of program plans, performance, and
complaints received about stations’ pro-
gramming. For specific law violations
or failure to program in the public in-
terest, he pointed out, the Commission
may refuse to renew a station’s license.

But, he continued, “is not the threat
of a refusal to renew, expressed or im-

plied, a form of censorship and an in-
terference with free speech?” The an-
swer, he said, “apparently is no. The
power to select another competing ap-
plicant, even at the time of renewal, is
not censorship.”

Chairman Doerfer also had a word
for critics of FCC’s requirement that
applicants file “statistics, percentages
and classifications” regarding their pro-
gramming. These, he said, “may be
crude tools to properly appraise a li-
censee’s performance.” But they are
intended, he asserted, “to be more of a
method of test-checking a mass of diffi-
cult data and to alert the Commission
as to the advisability for further investi-
gation.”

He said that “no license has been lost
or even jeopardized that I know of by
reason of a mere examination of a re-
port or statement. There is ample due
process in the form of issues and hear-
ing, as you all know, long before defini-
tive action is taken.”

A Reminder ® Another function of
this data, he continued, is to remind
the broadcaster that he may not dele-
gate his program responsibilities and
that he comes up for renewal every
three years.

But, he acknowledged, ‘“whether
these are sufficient reasons to maintain
the present practice or the proposed
form in the face of comments to the
contrary, I cannot say. My purpose was
to relate a bit of the background and
reasons for the Commission taking pro-

-grams into consideration in its various

Doerfer: the reasoned approach

licensing functions. It must be looked
at more in the light of a selection proc-
ess than any overt attempt to usurp an
ungranted power.”

FCC’s insistence that stations be
“fair” in handling controversial sub-
jects is “‘essentially an extension of the
same function,” Mr. Doerfer said. He
offered this evaluation of what it takes:

“Any station licensee who is aware
of the needs of his community, or the
area he serves, should know or develop
a sense of understanding of that which
ranges from the mildly controversial to
that which is highly debatable or hotly
discussed. He should have or develop a
sense of perspective. He should be par-
ticularly zealous to provide a fair pres-
entation of those matters in which he
may have a personal financial interest,
bias or prejudice.

“. . . There is no all-inclusive for-

Nine ways to better broadcasting

Harold E. Fellows, president and chairman of the
board of NAB, last week presented a nine-point ‘“‘cate-
chism’ which he said broadcasters ought to live by.

If all broadcasters abided by his nine rules, Mr.
Fellows said, a “great future” would be assured for tele-
vision and radio. Here, in his text, are the rules:

The modern broadcaster should subscribe to:

1. A realistic understanding that the function of a
broadcasting station is to serve the public—and that its
economic progress will be in ratio to the scope and
sensitivity of that service.

2. A firm and unwavering resolve to fulfill obligations
to the advertisers—for their reciprocal support will assure
a full and rewarding system of free broadcasting.

3. An acknowledgment of the equal rights of clients
through an honest policy of equal treatment in charges
for advertising and supplementary promotional services.

4. An adherence by action, not by lip service, to decent

standards underpinning everything that goes on the air:
information, entertainment, comment, and the sponsor’s
message.

5. A respect for, but not subservience to, the continu-
ing inquiry of government at all levels of jurisdiction.

6. A militant attitude toward criticism—heeding it,
whatever the source, when it is honestly inspired and
fairly given; resisting or ignoring it if the motivation is
selfish or the method unjust.

7. An enlightened attitude in employee relations which
will encourage reward and advancement for those demon-
strating talent, productivity, and loyalty.

8. A continuing effort to achieve better educational
programs training young people for careers in broad-
casting, and recognition by the industry of those insti-
tutions contributing to this endeavor.

9. Resolution to set aside incidental matters of com-
petitive impulse in joining together on issues of major
and critical concern to the survival of a free system.
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mula; it is only in the crucible of ex-
perience over the years that the Com-
mission can develop precedents which
shall afford more definite guides. In
the interim it is mostly a matter of
common sense and an abiding faith in
the principles of free speech shared by
the judges and the judged. This, in the
last analysis, is the best guarantee
against arbitrary or punitive action.”

Three Decisions ¢ The chairman did
not mention the Lar Daly decision by
name in his formal address, but dis-
cussed it under questioning at a news
conference. Actunally, he noted, there
were three decisions. In one case tv
newscasts showed Chicago Mayor
Richard J. Daley, then running for re-
nomination, as he greeted a foreign dig-
nitary, and in another the mayor and
his wife were shown launching a charity
drive. On these two, FCC voted 4 to 3
that campaigner Lar Daly was entitled
to equal time, but in the third case—
where Mayor Daley and another candi-
date were shown filing nomination
papers—all seven commissioners ruled
that Mr. Daly should have equal time.

Chairman Doerfer, in the minority
on both divided decisions, explained
that in both of these he felt the news-
casts contained no political material
within the sense of Section 315. On
the third case, he said he felt showing
two candidates filing political papers
did have political connotations, but that
under certain circumstances even this
need not necessarily be true. For
instance, he said, if the candidates were
shown as part of a get-out-the-vote
campaign his attitude might be dif-
ferent.

In his news conference he called for
repeal of Section 315 (see page 32).

Mr. Doerfer addressed the Tuesday
luncheon and general assembly. A.S.
Cowan of the Australian Federation of
Commercial Broadcasting Stations ex-
tended thanks for NAB’s cooperation
and assistance to his group. Another
feature was the presentation by James
W. Rachels Jr., Columbus (Ga.) high
school student, of his prize-winning
Voice of Democracy script. G. Richard
Shafto, WIS-AM-TV Columbia, S.C.,
convention co-chairman, presided.

Fellows’ contract
runs out in June '60

NAB President Harold E. Fellows
will know before the 1960 convention
(also in Chicago) whether it will be his
last as head of the industry trade asso-
ciation. The decision rests between Mr.
Fellows and an eight-man committee
that is working on the problem of what
to do when the current five-year presi-
dential contract runs out in June 1960.

Last week the contract committee
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on the board.

J. Bernard, KTVI (TV) St. Louis.

Tv board elections ® Two new directors were elected to the NAB Tv Board
of Directors at the NAB convention last week. They are Clair R. Mc-
Collough (second from left, above), Steinman Stations, and W. D. Rogers
Jr. (third from left), KDUB-TV Lubbock, Tex. Both had served previously

C. Wrede Petersmeyer (r), Corinthian Stations, and Willard E. Walbridge
(), KTRK-TV Houston, were re-elected tv directors. Messrs. McCollough
and Rogers succeed Henry B. Clay, KTHV (TV) Little Rock, Ark., and J.

Continuing on the board until the 1960 convention are Joseph E.
Baudino, Westinghouse Broadcasting Co.; John E. Fetzer, WKZO-TV
Kalamazoo, Mich.; Payson Hall, Meredith Publishing Co.; C. Howard
Lane, KOIN-TV Portland, Ore.; Dwight W. Martin, WFAB-TV Baton

Rouge, La.; James D. Russell, KKTV

(TV) Colorado Springs, Colo.; G. Rich-
ard Shafto, WIS-TV Columbia, S.C.;
Alfred Beckman, ABC-TV; William B.
Lodge, CBS-TV, and David C. Adams,
NBC-TV New York.

At a reorganization meeting March
18, the new television board elected
G. Richard Shafto, WIS-TV Columbia,
S.C., chairman and Payson Hall, Mere-

Mr. Hal Mr. Shafto

dith Stations, vice chairman.

met during the NAB Chicago conven-
tion to lay out planning. Some of the
members contacted delegates during the
week. In general, they indicated, the
membership feels Mr. Fellows has done
a good job as association president.
Their feeling, based on first contacts,
was that he would be difficult to re-
place, judging by current indications,
and that he is not ready for retirement
at age 60 (as of this past weekend).
The contract group will meet again
just before the June NAB board meet-
ing in Washington. Members are Radio
—J. Frank Jarman, WDNC Durham,
N. C., co-chairman; Robert T. Mason,
WMRN Marion, Ohio; Frederick A.
Knorr, WKMH Dearborn, Mich., and
Alex Keese, WFAA Dallas. Television
—C. Howard Lane, KOIN-TV Port-

land, Ore., co-chairman; G. Richard
Shafto, WIS-TV Columbia, S. C.; Pay-
son Hall, Meredith stations, and
Dwight W, Martin, WAFB-TV Baton
Rouge, La.

Mr. Fellows enters the fifth and
final year of his current contract next
June when his pay advances $5,000
under an escalator clause to $75,000 a
year plus $12,000 expenses. The pact
provides that he will enter a consultancy
arrangement in June 1960 unless the
contract committee offers him a revised
deal. Some of Mr. Fellows’ friends
have voiced the belief he would be
willing to continue in an active presi-
dential role. The committee has until
next Dec. 31 to offer a new contract
for his consideration.
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Here is true high fidelity radio transmission.

It was developed by Collins Radio Company,
pioneer of high fidelity broadcast equipment.

Collins transmitters cannot be described — they
must be experienced. You can actually prove their
superior performance by listening. Clear, sharp, low
distortion signals . . . your proof that
Collins gives today’s ultimate in high
fidelity broadcast transmission.

For complete information about the
Collins 21E, 20V, 550A, and 300J high

fidelity transmitters, call or write Collins
Radio Co., Broadcast Sales Division,

315 Second Ave. S.E., Cedar Rapids, lowa.

COLLINS RADIO COMPANY

CEDAR RAPIDS = DALLAS s BSURBANK
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BATTLE OF THE TAPE'TITANS

Ampex, RCA roll out sale:'é"a}maments
to win tv recorder orders in Chicago

A battle of television tape recorders
swirled in Chicago during the NAB
convention. The crescendo of selling
claims threatened to overwhelm broad-
casters—to their delight. They are the
ultimate benefactor.

Both RCA and Ampex unlimbered
heavy sales promotion to woo the pros-
pective multi-million dollar broadcast
market.

Both companies stressed equipment
for color tv tape recordings. They also
showed interchangeability of tape re-
corded on a machine of one company
and played on the machine of another
company. And they both hit hard at
the improvements they have incorpor-
ated in their respective machines.

The battle appeared to be a standoff
when the convention ended Wednesday
night.

RCA Sells 25 Units ® RCA announced
it had sold 25 units, with 25 other
orders on a tentative basis. About one-
third of these orders are for equipment
including color.

Ampex reported it had taken 23
“firm” orders. None included color. It
also estimated that by the end of this
month there would be 328 vtr machines
in operation at stations throughout the
country. The 23 orders represent $1.3
million worth of business, Ampex said.

Neal McNaughten, Ampex profes-
sional products division manager, said
production of the Ampex vtr machine

had been increased from one model

per day to two. This has necessitated
an increase in production space, it was
announced.

Both companies stoutly insisted that
their machines could use tape record-
ings made on any other machine. Both
successfully demonstrated this quality
to viewers who crowded their exhibits
in the downstairs Exhibit Hall at the
Conrad Hilton Hotel.

The successful showing of inter-
changeability is considered the opening
element in the era of program syndica-
tion on tape, it was stressed.

Maintenance Consideration ® The in-

terchangeability feature of the tape re--

cording apparatus has raised a major
consideration in the manufacture and
maintenance of the machines. These
are engineering standards.

This was the subject of a panel dis-
cussion Wednesday morning at the
engineering conference.

The experts discussed standards pro-
posed by the Society of Motion Picture
& Television Engineers, covering main-
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tenance, - adjustment and operation.
Also discussed were problems associ-
ated with ¢ tape program production,
scheduling and syndication.

The prediction that broadcasters may
eventually adopt tape as the preferred
means of producing high quality and
low-cost television entertainment was
made by Ross H. Snyder, Ampex video
products manager. He lauded the co-
operation among engineers, manufac-
turers and broadcasters in achieving
the standardization required to meet
the interchangeability feature.

Bill Michaels, WIBK-TV Detroit
managing director, cautioned that tape
recording was not “the panacea for all
our daily operating aches and pains.”
Agreeing that it was the industry’s most
dramatic and potentially useful piece of
equipment;* Mr. Michaels said it was
never intended 'to be the answer to all
problems of programming, manpower,
engineering and operating expenses
“tied up into a neat little package.”

Mr. Michaels also stressed that there
was an ‘errongous belief that tape re-
cording cut expenses. Expenses do go
up, he said,"but so does income, and
“it’s the type of expense we enjoy add-
ing, if there is such a thing.”

Y

The Operating Factor ® Expenses in
running a tape recorder rum about
$550 per week (at 20 hours weekly
operating schedule), Virgil Duncan,
WRAL-TV Raleigh, N.C., chief engi-
neer, told the audience. Mr. Duncan
also emphasized the need for keeping
the tape and the machine in the clean-
est possible shape.

Other panelists were Edward Ben-
ham, KTTV (TV) Los Angeles; Robert
M. Morris, ABC, and J. L. Berryhill,
KRON-TV San Francisco. Raymond
Bowley, Westinghouse audio-engineer-
ing director, was the coordinator.

Upgraded elements and accessories
comprised mostly the refinements in the
machines. They included:

For RCA, a master erase head, a tape
footage indicator, an electronic head-
wheel quadrature adjustment control
and air lubricated tape guides.

For Ampex, a new erase-cue Kkit, a
program timer and an audio amplifier.
The Redwood City, Calif.,, company,
whose introduction of Videotape re-
cording three years ago sparked televi-
sion’s latest technical studio equipment
advance, also illustrated its machine’s
versatility by showing a tape recorder
installed in a custom-built “cruiser” mo-
bile unit. Recordings made at Boulder
Dam while the mobile unit was moving
were -also shown.

The price of both the RCA and
Ampex machines are considered com-
petitive.

RCA'’s price is $49,500 for its black-

RCA’s television tape recorder ® It has engineering advances which the
company said came from its laboratories and military development division.
It is shown being operated by C.H. Colledge (1), general manager, RCA
Broadcast & Television Equipment Div. Watching is E.C. Tracy, manager,
Broadcast Equipment Marketing Dept.
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and-white model. Color costs $13,500
extra. Ampex’s black-and-white model
is marked at $45,000, with color cost-
ing an additional $19,500.

Tv tape use standards
to be set by committee

Establishment of a video tape usage
advisory committee, headed by Harold
P. See, KRON-TV San Francisco, was
announced last week at the NAB con-
vention.

The committee was established to
draw up uniform operating practices for
the new recording system. These would
be concerned with roll time, cue-up
time, and commercial insertion stand-
ards in order to maintain practices for
advertisers, agencies, producers and sta-
tions. One major objective, according to
Mr. See, will be to coordinate operating
standards between film and tape—since
for some time to come film and tape
will be used together. :

In addition to Mr. See, members of
the committee are: Ken Tredwell,
WBTV (TV) Charlotte, N.C.; Norman
P. Bagwell, WKY-TV Oklahoma City,
Okla.; Bill Michaels, WIBK-TV Detroit,
Mich., as management representatives;
Stokes Gresham Jr., WISH-TV Indian-
apolis, Ind.; R, T. Bowley, Westinghouse
Broadcasting Co.; Virgil Duncan,
WRAL-TV Raleigh, N.C.; Howard A.
Chinn, CBS-TV, as engineering repre-
sentatives.

- HOW TO MAKE VTR PAY OFF

For stations, video tape machines can
make new business, ease labor shifts

Station operators who own or plan
to buy video tape recording equipment
can make it pay off in two big ways:
improving operations and developing
new business.

That was the gist of messages com-
municated last week to NAB delegates
by Ampex Corp., RCA, broadcasters
and an advertising agency official.

Ampex held a special seminar Mon-
day in which Robert Breckner, vice
president at KTTV (TV) Los Angeles,
and Al Cantwell, BBDO New York,
told broadcasters how to develop new
business from tape.

Mr. Breckner reported that KTTV
has enjoyed profit in “the six figure”
bracket since it started syndicating
Divorce Court through Guild Films last
September (now in 17 markets). Other
properties include Peter Potter’s Juke-
box Jury, through National Telefilin
Assoc., and a Paul Coates strip series.

Mr. Cantwell reported on case his-
tories of clients at BBDO (Philco, U.S.
Steel, Armstrong Circle Co., General
Foods) who have used taped com-
mercials (BROADCASTING, March 2).
Video recording has “the safety of film
and flexibility of live and is cheaper
than either,” he said, and has enjoyed

Ampex’s new, two-level VTR-1000 ® First exhibited at the NAB conven-
tion, it includes all improvements such as the new erase-cue kit and tape
timer. The overhead assembly houses the tv moniter, switching panel and .
audio monitor. o
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“tremendous acceptance” by advertisers.
He noted that among the major three
tv networks programming some 223
hours weekly, 26% was tape and 23%
on film. Within a few years, he pre-
dicted, 80% of all commercials will be
taped.

“Once stations become equipped with
this equipment,” Mr. Cantwell prom-
ised, “advertisers and agencies will leap
into tape.” With such facilities, he
pointed out, local stations can pre-sell
local personalities, and agencies and
their clients “need no longer buy a pig
in the poke.” With respect to talent,
there is “no reason stations can’t get
into the commercials end” under exist-
ing contract scales of the American
Federation of Tv & Radio Artists, he
claimed.

Tape-equipped stations also will re-
ceive greater “consideration” from ad-
vertisers who are faced with skimming
the top markets for spot buys, Mr.
Cantwell stressed.

During a question-and-answer period,
Junius R. Fishburn, Chicago sales man-
ager of Metropolitan Broadcasting Co.,
expressed belief that it’s to the ad-
vantage of stations to make greater use
of video tape for programming needs.
He said that Ampex is missing a bet by
not selling station representatives on its
recording equipment.

But what about some 90 stations
presently equipped with vtr? How are
they utilizing the technique in their
respective markets? The following
“testimonials” on uses were given by
station operators on a tape played at
the Ampex convention exhibit.

® Robert Hart, sales manager, KLZ-
TV Denver—“It has been a real bo-
nanza to the station but most specifical-
ly the sales department. It opened
doors commercially to many places that
we had not ‘been in, the last few years.
Our first and primary sale was to the
American Furniture Co., where we
shot 13 one-minute commercials. They
were put in use the next day and, inci-
dentally, are still in use.”

e George Stevens, general manager,
KOTV (TV) Tulsa, Okla.—*“In attract-
ing new advertisers, frequently KOTV
is able to go to advertisers not using
television to tailor a commercial for
them. When they see the commercial,
if. they think it sells merchandise, fre-
quently we are able to get new custom-
ers for our medium.”

» Carl Berquist, operations manager,
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WFLA-TV Tampa, Fla.—"“Early morn-
ing and late evening are a universal
problem, not only for the station man-
agers but for sales, programming and
everyone concerned with the station.
Although the rates make these hours
very attractive to the local sponsors,
those sponsors usually want live spots
which means holding expensive studio
crews and adding to the cost to such
an extent that it prices it right out of
the market. However, fringe time looks
better all the time since we have tape
spots. . . .”

¢ Tom Thompson, program director,
KGUL-TV Houston—*“We had a studio
show scheduled at 1 p.m. Sundays and
a very popular bowling show on an-
other basis at 2:30 p.m. Only one
crew was available at this time, so we
taped the studio shows on Saturday
morning when there was plenty of help
and did the bowling show live. Saves
trouble and overtime, too. . . . The
video tape recorder [also] performs a
very valuable function on holidays. We
tape all live shows during the preced-
ing week and it saves a very substantial
amount in double time pay.” Station
also uses tape interviews with personal-
ities who cannot be present when the
program is scheduled.

(For the WBTV [TV] story on tape,
see page 102).

AUTOMATIC SPOTS FOR RADIO

New gear makes announcement cueing easy

A new working tool—to make spot
announcement handling as simple as
push-button technology will permit—
greeted broadcasters at the NAB con-
vention last week.

The newly developed equipment took
two forms. One was a wide, 13-in.
belt tape with space for 101 spots
shown by Gates Radio Co. The other
was a unique automatic tape control
with 30-second to 45-minute tapes en-
cased in plastic cartridges shown by
Collins Radio Co.

Both systems are aimed at overcom-
ing the need for searching through
regular hour-long professional tape for
the right spot at the right time.

The Gates system, called a spot selec-
tor, handles spot announcements,
themes and short programs up to 90
seconds. The machine can accom-
modate 101 spot recordings. These are
recorded on a vertical playing, single,
13-in. wide tape belt. An index control
knob on the front of the apparatus
selects each spot. The index is num-
bered from 1 to 10, and each unit is
further subdivided by letters A to K

Orthicon saver ® The first NAB engineering award was made to John T.
Wilner (r), radio-tv engineering vice president, Hearst Corp., by A. Prose
Walker, NAB engineering manager, at the NAB convention last week. Mr.
Wilner won the new honor for his efforts in developing the image orthicon
saver which has become an accepted device in broadcasting. It has resulted
in untold savings to television stations. In 1958, Mr. Wilner said, the Hearst-
owned WBAL-TV Baltimore, with four image orthicon cameras, saved
$17,000 through using the device which prolongs the life of the tubes. The
award will be made to any broadcast engineer or person actively engaged in
broadcasting or to a member of the federal government engaged in broad-
casting engineering for an invention, the development of a technique, a con-
tribution to the broadcasting engineering art or for engineering leadership.
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(the last number, 10, is subdivided A
to L). This knob is moved to the cor-
rect spot by number and letter and
locked into place. A push of the on-
air button starts the commercial or
theme immediately. The machine auto-
matically rewinds and sets up. The unit,
designed for rack or desk mounting, is
8% x 19 x 16%-in. It contains six
tubes. Price is $850 per unit, with
delivery promised by July. By Wednes-
day night at the NAB convention, about
55 units had been sold to interested
broadcasters.

Tape Cartridge ¢ A more radical
break in handling short copy is Col-
lins Radio’s automatic tape control.
The tape itself is enclosed in a plastic
cartridge. This is inserted in the tape
contro! machine and a push button
feeds the message into the control con-
sole channel.

The cartridge centains a spool of tape
on which announcements, mood music,
themes, etc., running anywhere from -
30 seconds to 45 minutes, can be
recorded. The units are made by Sound
Electronic Labs.,, and wuse lubricated
tape on an endless loop arrangement.
The tapes rewind themselves automati-
cally after use.

The cartridges are used in conjunc-
tion with the Collins automatic tape
control playback unit. They are stored
like film or records when not in use.

Price for the playback unit is $525;
for the recording unit, $350 and for
a remote control panel $19.75. Also
available is an automatic master switch
handling three playbacks, $110, or four
playbacks, $135. -

The cartridges range in cost from
$1.95 each in quantities of 100 for 40-
or 70-second tapes, to $9.95 each for
31 minutes of play.

The equipment was developed by
Automatic Tape Control Inc., Bioom-
ington, Ill. Leslie C. Johnson, WHBF-
AM-FM-TV Rockford and WIBC-AM-
FM Bloomington, both Illinois, is presi-
dent of this firm. The development was
proved out for six months at WHBF-
TV.

Collins reported it had sold 45 sta-
tions during the convention. Each sta- -
tion bought at least two playback units
and a recorder, in addition to the tape-
pack cartridges, the business amount-
ing to more than $100,000, Collins
said.

A machine similar to the Gates end-
less belt tape was shown by RCA,
but no price was given for this equip-
ment.

The technique of cueing a regu-
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Bates spot selector contains tape belt inside above unit

Collins gear uses tape cartridge that slides in slots

lar tape transport was brought up to
date by Schafer Custom Engineering,
Burbank, Calif. Schafer showed a new
device called a Spotter. This unit—

Tv-tape editing:

Tv-tape is great, but when are we
going to be able to edit it .as we edit
motion picture film?

That’s been a standard question of
producers of tv programs and com-
mercials ever since a workable system
of recording sight-and-sound programs
on magnetic tape was first demonstrated
by Ampex Corp. at the NAB conven-

comprising a control head, tape re-
corder, rack and accessories—is used
to put a subaudible tone on tape,
and enables the operator to automatic-

ally position the tape for the announce-
ment. Up to 99 such cueing indicators
may be used with this machine. The
unit sells for $2,495, or can be leased.

NBC-TV method gets film type results

tion in 1956, also held in Chicago.
Last week, three years (and three
conventions) later, NBC-TV answered
the question with a resounding “Now.”
The answer, like the announcement,
came on the first day of the NAB con-
vention in Chicago. But it didn’t come

from Chicago. It came from Holly-.
wood, where the editing process was

PROGHAM LQGG"' o

'l:he Gammunlfy__Accepta""'ce ﬂ'F'i.:":'

‘ KWTV OH.L;.I.-IOMA l::l'l"“u"
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conceived and developed by a commit-
tee comprising Oscar Wick, recording
supervisor for the network; two record-
ing engineers: Russell Nies and Lou
Briel, and Bob Smith, a kinescope edi-
tor.

Single Frame Editing ¢ Announcing
the breakthrough in the vir editing

. problem, Thomas W. Sarnoff, vice

president in charge of production and
business affairs for NBC’s Pacific Div.,
stated that “after three years intensive
research, we’re able to announce that
we have licked double-system editing to
the point where we can edit down to
a single frame. Naturally, we can still
electronjcally on tape do all dissolves,
wipes, matts and other optical effects
that are normally done in live tele-
vision.”

How is this “editing down to a single
frame” accomplished? BROADCASTING
posed the question to Mr, Wick. He re-
plied that since tape can’t be examined
frame-by-frame as film can be, NBC-
TV recording engineers now make a
16 mm kinescope of the program or
commercial they are itaping simultane-
ously with the tape. The kinescope is
edited in the traditional film editing pro-
cedure; the tape is then edited to match.

Matching is done by recording one-
second beeps on the sound tracks of
both kinescope and tape. A man’s voice
counts the seconds, from one to 60,
omitting all five’s or multiples of five.
A woman’s voice, at each five-second
gap following the end of the first min-
ute, inserts the word “one,” changing
to “two” after the second minute has
ended, and so on. This provides for
tape the equivalent of frames on film.
When the kinescope is edited and a cut
is made at four frames past one minute
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Completely Cover Michigan’s Rich
GOLDEN TRIANGLE
with a City Grade signal!

CHANNEL

FULL POWER:
Video—316,000 watts
Audio—174,000 watts
Antenna height—983

WILX-TV, an NBC affiliate, is the only—repeat—only
station covering the three key Michigan cities of Jackson,
Lansing and Battle Creek with a City Grade signal!

WILX-TV has the Right coverage in the Right spot
TOTAL STATE EXCLUDING METROPOLITAN DETROIT B SIGNAL AREA

Population 43.49, Retail Food Sales 47.3%
Households 44.7%, Retail Drug Sales 48.69,
TV Households 44.0% Retail Automotive Sales  50.39,
Farm Population  34.19, Retail Filling Stations 46.3%
Retail Sales 47.3%, Gross Farm Income 39.9%

Only WILX-TV, an NBC affiliate, can so thoroughly cover and deliver this rich out-state
market! Just check those figures again!

Michigan’s Golden Triangle is a major market. prime time now available!
In total population it ranks just below the 10th . , ,
largest metropolitan area® and in TV homes, ALEls R ARG o o B I TS|

ranks just below the 27th market area®* in the VENARD, RINTOUL & McCONNELL, INC.
nation. &

*BASED ON SRDS CONSUMER MARKET DATA
*BASED ON TELEVISION AGE 100 TOP MARKETS

WILX-TV

CHANNEL SERVING MICHIGAN'S ¢
10 GOLDEN TRIANGLE

for complete market information
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BROADCASTING

Around mitlions and millions of card
tables, the “we’s" and the ‘“they’s” play
their bridge hands according to Goren,
that ace authority on the strategy of bid-
ding what you can make and making what
you've bid. Similarly, around the confer-
ence tables of broadcast advertising, the
authority is BROADCASTING YEARBOOK,
ace souree of strategic information on tele-
vision and radio. Each year, this compre-

hensive reference volume is the working .

1735 DeSales Street, N. W., Washington &6, D. C.
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YEARBOOK !

partner of the broadcast media's top peo-
ple. They demand accurate facts, figures,
analyses such as only BROADCASTING
YEARBOOK can give them. To lay your
cards on their conference tables, be sure
they see your advertising in these infor-
mation-packed pages. It's opportunity —in
spades — to reach over 16,000 subscrib-
ers. Publication date: August. Deadiine
for proofs: July 1. Final closing: July 15.
Still time to play your hand—BUT HURRY!

BROADCASTING

THE BUSINESSWEEKLY OF TELEVISION AND RADIO

and 32 seconds, it is now simple enough
to locate the 1/32” place on the tape
by the audible measurements and, by
use of a rule calibrated to translate
film’s, 24 frames per second to vtr’s 15
inches per second, to find the same
exact spot on the tape. Such exactness
is important, Mr. Wick stated, to keep
sound and picture in synch after a
number of cuts and splices have been
made.

While the time sighals are being re-
corded on the video tape and on the
work print kinescope, the program
sound (dialog, music, sound effects) is
recorded on a separate tape. After the
editing is complete, this sound track
is recorded on the final vtr, whose time
signals are automatically erased as the
new sound is recorded.

Multiple Audio Tracks Next ® Since
immediate playback is one of the ad-
vantages of video tape over film, the
program or commercial is recorded on
a second tape simultaneously with the
first tape and kine. However, Mr. Wick
noted, work is now under way on a
process of recording both time cues
and program sound on the tv-tape with
separate tracks. Perfection of this proc-
ess will eliminate the need for tieing
up an extra tape recorder.

A major advantage of a separate
sound track, Mr. Wick explained, is
that in the vtr process the sound is
physically recorded 9%2 inches ahead
of the accompanying picture. This
makes editing difficult when the picture
and the sound track have already been
recorded on a single video-tape. The dif-
ficulty is removed when the sound is
taped separately, he said, commenting
that as far as he knows NBC-TV is the
only network now doing this. ,

Another advantage of separate sound
recording is that new sound can be over-
layed over the original sound, he said.

Broadcast Pioneers
give varied honors

Walter A. Wade, founder-president
of Wade Adv., was posthumously in-
stalled in the Broadcast Pioneers’ Hall
of Fame last Tuesday. The citation was
accepted by his son, Geoffrey Wade 11,
president of the agency bearing his
name, at the Pioneers’ annual dinner
meeting in Chicago.

Other special citations were ten-
dered to Raymond F. Guy, NBC com-
munications engineer; Goar Mestre,
CMQ Tv Network, Havana, Cuba;
Don McNeill, ABC radio personality.
and James C. Petrillo, president of the
Chicago Federation of Musicians.

The elder Wade was honored for his
contributions to the development of
radio and to Chicago as a “major ad-
vertising center,” including his identifi-
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This quote is from only one of many complimentary letters received from our sub-
scriber stations; in this case Duncan Mounsey, Executive Vice President and
General Manager of WPTR, Albany:.

And these stations have come to recognize the advantages of exclusive-in-the-
market RADIO PRESS service:

o Complete foreign, national and Washington coverage. .. at low cost...all in one
quality package.

e Seven-days-a-week service, with round-the-clock standby for fast breaks; top
quality transmission.

e Highest professional standards, backed by fu'{I-time news bureaus and experi-
enced correspondents around the world.

e Stability of operation and policy in the face of an uncertain period in radio.

Here's what some other RADIO PRESS subscribers say:

““We have made capital . . . not only of spot news but also of your recent interviews with Errol
Fiynn and Ernest Hemingway...the sponsors of our newscasts have commented quite

favorably...we freely credit the excellent service you are giving us.”
WWDC, Washington, D. C.

“...your excellent ‘voiced’ news service has gained favorable comment among our
listeners."" WGN, Chicago, Ili.

For free audition record and further details, call, write or wire:

RADIO PRESS

18 East 50th St., N. Y. 22, N. Y., PL 3-3822 « George Hamilton Combs, Pres.; Stewart Barthelmess, Yice-Pres,

RADIO PRESS subscribers as of March 2, 1959

WGN, Chicago * WFIL, Philadelphia « WHDH, Boston ¢ WWSW, Pittsburgh « KWK, St. Louis « WWDC,
Washington « WERE, Cleveland « WITH, Baltimore « WPBC, Minneapolis « WEMP, Milwaukee * WSAI, Cincinnati
WAKE, Atlanta « WICE, Providence « WKLO, Louisville « WCOL, Columbus ¢ WCCC, Hartford = WIBC,
Indianapolis » WING, Dayton « WGH, Norfolk « WBBF, Rochester « WPTR, Albany « WAKR, Akron = WNDR,
Syracuse « WEZL, Richmond « KFRE, Fresno « WRUN, Utica *+ WNHC, New Haven « WNBF, Binghamton * WIZE,
Springfield « WDZ, Decatur » WFBG, Altoona » WADS, Ansonia * WDEW, Waestfield « WICH, Norwich « WTWN,
St.Johnsbury « WSGA, Savannah « WCBG, Chambersburg « WGSA, Ephrata « WWCO, Waterbury « WOTW, Nashua
WTAX, Springfield « WKMH, Dearborn + WKMF, Flint «+ WKHM, Jackson * WSAM, Saginaw « WELL, Battle Creek
WIKE, Newport « WMBR, Jacksonville ¢ WEOQK, Poughkeepsie * WGGH, Marion + KBIS, Bakersfield
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cation with the WLS Chicago National
Barn Dance for Miles Labs’ Alka-Selt-
zer and other programs. The younger
Wade suggested that if his father were
alive today, he would show disfavor for
“triple-spotting, lack of separation be-
tween competitive products, triple-spot-
ting, “Tea-For-Two Cha-Cha,’ and triple-
spotting.”

Stakes His Life on Free Radio ® Mr,
Mestre was honored for “staking his
life on the principle that radio must
be free.”

Mr. Guy was lauded for his leader-
ship in technical developments the past
39 years, while Mr. McNeill was singled
out for “sweetening the morning air”
on his ABC radio Breakfast Club for
26 years.

Mr. Petrillo reminisced over his ca-

reer as president of the international
American Federation of Musicians,

claiming to have helped radio in the

early days and expressing pride that
“we never have called a chain [broad-
casting] strike in radio and television.”
Mr. Petrillo also reiterated charges that
“canned” music served to put musi-
cians out of work.

B

Tranquilizers ® RCA’s automatic switcher can handle 10 events, with each
event taking up to 10 minutes, 59 seconds. Tied into slide, film and studio
apparatus, the equipment brings calm to the frenetic station break periods of
a tv station’s operations, more commonly known as the “panic” period.

Visual Electronics’ program automation machine (r) is computer-like in its
appearance and functioning. In unitized construction, the automatic switcher
can be operated on a timed and untimed basis.

1970: BRIGHT RADIO HORIZON

Panel adds warning in probe of future

NAB last Wednesday (March 18)
tried to give its radio members a help-
ing hand in figuring 1970 income. It
was part of the NAB Chicago conven-
tion in a panel, “Radio in 1970—A
Look at the Future.”

Overall, a bright picture was offered,
but there also were words of warnings
about mathematical delusions and fac-
tors within the industry that could upset
the applecart.

Dr. Irving Schweiger, associate pro-
fessor of marketing, Graduate School of
Business, U. of Chicago, said the gross
national product ($438 billion in 1958)
should rise 48% to $625 billion in
1970. In addition, he expects that total
disposable income ($312 billion in
1958) will reach $456 billion in 1970.

Population Factor ® However, Dr.
Schweiger reminded that population
growth over the same period would
restrict the per capita income increase
to around 20%.

The gross national product usually
grows at a 3% per annum rate and
since World War II has increased to a
near 4% rate, he said, adding however
that this rate should level down to
nearer 3% again.

He said that the proportion for ad-
vertising expenditures should keep pace,
though not reaching the percentage of
1929, the best statistical year for ad-
vertising, according to Dr. Schweiger.

Dr. Hyman Goldin, chief of the
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economics division of the FCC, ques-
tioned comparison with 1929, pointing

. out that reliable data on advertising

were not generally available then.

Dr. Schweiger explained that the
character of the consumer market was
undergoing a face-lifting. He said the
median family income of $5,000 in
1958 will increase to $6,700 by 1970,
and the present number of families
with incomes of over $10,000 yearly
would triple to 11.3 million families.

Other expectations of the U. of Chi-
cago professor:

® The intellectual or “egghead” mar-
ket will differ. Whereas in 1940 24%
of the population completed high
school, in 1970 high school graduates
will amount to 58%. In addition the
number of people completing at least
one year of college (10% in 1940) will
increase to 19%.

® The age distribution will change
greatly as will the concentration of
population. By 1970, 63% of the pop-
ulation will live in 168 major centers.

¢ The consumer market will also
be changed by a higher degree of so-
phistication, more leisure time avail-
able, an increased interest in quality
products, and a much greater number
of auto radios due to the trend toward
suburban living.

Dr. Schweiger said that the alloca-
tion of radio dollars in 1970 probably
would be 60% Ilocal, 30% spot and

10% network. He also predicted that
the number of radio stations would in-
crease from the present 3,500 to
arourd 5,500. This touched off a dif-
ference of opinion with the others.

Dr. Goldin reminded that the prob-
lem of allocations must be considered.
Ward Quaal, WGN Chicago, said such
an expansion would create havoc in
radio. He declared that the dictate of
Congress to the FCC in the Communi-
cations Act was that *radio should
serve the most with the most.” The by-
product of such an expansion would be
deterioration of program quality and
a technical loss, he added.

Competition ® Dr. Goldin, on the
other hand, said the FCC feeling is that
competition is the “life blood” of the
industry. He said that in recent years
the number of radio stations had ex-
panded many times more than was
thought economically feasible several
decades ago.

Mr. Quaal persisted that “you don't
improve program content by increas-
ing the number of stations. It goes up
to a certain point and then it cuts off.
If we would religiously adhere to engi-
neering standards we would render a
better service.”

Dale G. Moore, KBMN Bozeman,
Mont., said that he expected cable serv-
ices to cut into the radio industry by
1975. For the immediate future, he
saw radio climbing to a point whereby
1965-70 would be a brilliant era.

Mr. Quaal, who expects “wrist
radios” and 250 million receivers by
1970, said that radio by 1970 will be
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“Last time | ever try my hand in
Kentucky without WAVE-TV”

The helpingest hand in advertising in Kentucky and

Southern Indiana ... that’s us. The more you compare
balanced programming, audience ratings, coverage, cost-
per-thousand, or trustworthy operation, the more you’ll

prefer WAVE-TV.

* Jack Paar gave us his blessing.

CHANNEL 3 ® Maximum Power

LOUISVILLE
NBC SPOT SALES, Exclusive National Representatives
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patterned after newspapers with pro-
grams “departmentalized just like to-
day’s newspapers.” He said news
and public affairs would be the domi-
nant programming fare. Businesswise,
radio will prosper along with tv, ac-
cording to Mr. Quaal.

However, he affixed a “big if”: the
people in the industry “intent on a
quick buck” through rate card cutting
and other unethical practices can do
much harm. They could exterminate

others as well as themselves Mr. Quaal

warned.
The panel was moderated by Charles
H. Tower, manager of the broadcast

personnel and economics department
of the NAB.

Exhibitors bemoan
de-glamored conclave

Purveyors of programming services
took a dim view of the physical facili-
ties at last week’s NAB annual con-
vention.

An informal poll of film, recording
and other suppliers at the de-carnival-
ized conclave produced an assortment
of complaints and the revelation that
hospitality suite traffic was generally
“soft.” For many exhibitors it fell be-
low the socializing at the 1957 Chicago
convention and at last year’s Los An-
geles sessions.

The nub of most complaints: (1)
With most suites scattered all over the
Conrad Hilton and Sheraton-Black-
stone Hotels, broadcasters circulated
less with more time-consuming efforts;
(2) the lack of a central cocktail func-
tion which filmers might have been pre-
pared to underwrite meant many broad-
casters were unable to see their sup-
plier contacts and friends. Exhibitors
generally agreed that NAB’s action de-
glamorizing this year’s convention “put
a damper on things.”

Burned ¢ Typical comments: “This is
ridiculous—we take a room and we'’re
way out in left field. It’s a shame to be
treated this way by an industry that
needs us. And why should broadcasters
have to travel over hell’s 40 acres to
see us? We won’t be back next year.”

“We were generally satisfied with the
wraffic though it was less than we had
on the West Coast in 1958. People
found it more difficult to reach us.
Actually, broadcasters complained more
than we did. They must have worn out
a lot of shoe leather.”

Some service people reported that
elbow-bending traffic dropped off during
the not too late evening hours. Core
of the complaints about uneasy accessi-
bility to suites centered around elevator
service.

At least one programming supplier
threatened to cancel its NAB associate
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The Society of Television Pioneers
meets annually during the NAB con-
vention, but its procedures are in
sharp contrast to those of the NAB.
Here, almost in its entirety, is the
major speech delivered at a break-
fast meeting of the tv pioneers last
week. The speaker was W. D. (Dub)
Rogers, KDUB-TV Lubbock, Tex.,
president of the Television Pioneers.

“I would like to tell you first what
the society has accomplished during
the last year since we met in Los
Angeles.

“Nothing.

-ciety. Nobody knows about us but

Forgotten but not forlorn

“The result has been encouraging:

“l. We have rarely been men-
tioned in the press.

“2. We have not been investigated
by Congress.

“Almost, we are like a secret so-

us. We can correct this.

“We can take a position on some-
thing, and I guess that is the biggest
decision that faces us today . . . _

“I cannnot speak for my fellow
officers and board members, but as
for me, give me nothing. Which re-
minds me that it’s about time for
the treasurer’s report,”

membership because of the physical
setup at the convention. And another,
a non-member, related how it found
it difficult to enter Exhibition Hall in
the Hilton to pick up some equipment
on a loanout basis because of what it
characterized as ‘“NAB’s independent

attitude.” The absence of lobby dis-
plays listing exhibitors’ rooms was criti-
cized by another supplier. Some broad-
casters bemoaned that, while the female
contingent may have been as large as
at previous conventions, it was spread

-out among suites last week.

WHY THEY EDITORIALIZE

Radiomen discuss pro, con of on-air views

The radio station that editorializes
enjoys added prestige, augments its
personality, sinks deeper roots in the
community and fulfills a moral obliga-
tion. That is the feeling of broadcasters
who do editorialize and who partici-
pated in a panel Tuesday (March 17)
at the NAB Chicago convention.

Simon Goldman, WITN Jamestown,
N.Y., explained that his station steers
clear of national issues unless these
have a direct bearing on a local or re-
gional problem.

Dan Kops, WAVZ New Haven,
Conn., pointed out that stations need
not editorialize every day, being un-
like newspapers which are compelled
to fill out an editorial page each day.

Alex Keese, WFAA Dallas, raised
the question of a broadcast operation
under joint ownership with newspapers.
He said that WFAA and WFAA-TV
do not editorialize, claiming the broad-
cast operations are less equipped
than the sister Dallas News to do this
particular service. The News, he point-
ed out, has eight men devoted to edi-
torials plus staff experts in every field.

Mr. Keese conceded that radio and
tv should assert its leadership, but said
there was danger if a group that con-
trols all three news media should adopt
a single view on an issue. “That could
get us into trouble.” he declared.

Robert L. Pratt, KGGF Coffeyville,
Kan., said that in joint media setups,
a completely separate person should
decide radio editorializing matters.

There is a moral obligation to editori-
alize, he maintained.

Mr. Pratt also stressed that the most
important ingredients are facts: “No
matter what subject you are editorializ-
ing about, dig up the facts and you will
have a good editorial, but if you fail,
the editorial is incomplete.”

Mr. Kops cautioned about meaning-
less editorials “against sin.” People just
don’t listen, he said. He suggested that
a station take inventory of its city and
determine what conditions and situa-
tions should be singled out.

Mr. Pratt warned against editorials
that involve the station personally. One
example he criticized was editorials by
radio-tv against subscription television,

Mr. Goldman partially disagreed and
offered the counter example of news-
papers editorializing after a recent
strike in which claims were made about
the power of the press in contrast to
other media. This definitely needed an
answer, he said.

Mr. Kops similarly opposed restric-
tions. If a subject is fit for editorializing
in other media, it’s appropriate for
radio, he said.

All of the panel participants are radio
members of the NAB committee on
editorializing.

John F. Meagher, NAB radio vice
president, who conducted the Wednes-
day radio assembly, said that the ad hoc
committee’s report on editorializing
would be in the hands of NAB members
Very soon.
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THAT RAB-ID PITCH FOR RADIO

Sweeney, Hardesty lay 'em in the aisles
with breezy, but hard-hitting, radio session

The team of Sweeney & Hardesty
chose St. Patrick’s Day to drive the
snakes out of broadcasting.

They performed at a Radio Advertis-
ing Bureau session during the NAB con-
vention in Chicago March 17.

Kevin Sweeney, RAB president, had
named ‘it “The Meeting You Won't
Enjoy but Don’t Dare Miss If You
Want to Stay in the Radio Business.”

Assisted by RAB Vice President John
F. Hardesty, Mr, Sweeney traced ra-
dio’s inability to keep up with the
growth of all advertising. Example:
newspapers and tv each have added

$1.3 billions in billings since 1948,

while radio’s annual income increased
a scant $54 million in the same period.
RAB declared that tadio bags only
9% of the $6.8 billion dollars annually
spent for consumer advertising.

Radio last year, according to Mr.
Sweeney, experienced a .6% drop in
billings (local, national spot, network
combined) whereas newspaper was off
5% and magazines 5.5%.

Messrs. Sweeney ~ and Hardesty
turned to paradoxical evidence of ra-
dio’s growing strength. Three new
RAB presentations were capsuled to
demonstrate radio growth in numbers,
listening habits of actual customers in
product studies, the influence of radio
on consumers making purchases, and
the heavy concentration of adult listen-
ers in summertime as opposed fo tele-
vision viewers.

The Unexpected ® Any complacency
that might have set in in the radio audi-
ence was doused by the ensuing Sweeney
«question:

“If radio’s so damned good, why
ain’t it rich?” _

The RAB president answered his own
.question. First, he belittled some of
radio’s selling habits. He took to task
{1) the independent sales argument of
“Yaaaa, your mother’s in the numbers
racket and your father is a network
affiliate™; and (2) the affiliates counter
sales pitch, “Help stamp out rock-and-
toll stations.”

Mr. Sweeney charged that “radio can
shoot ahead 10% in 1959 if radio ends
its own civil war.” To emphasize the
point, Mr. Hardesty reappeared on the
platform in a Confederate uniform to
the tune of “Dixie.” Shortly thereafter,

it was the “Battle Hymn of The Re-

public” with Union General Kevin
Sweeney attired in the blue.

The RAB head labeled radio as “a
good medium badly sold,” and to docu-
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ment the charge offered three just-
completed studies among advertisers.

Study No. 1 is a monitored survey of
advertising in two cities. In one (in the
East) there were a total of 1,459 ad-
vertisers in all three media (radio, tv,
newspapers) with only 224 using radio.
In the other city (Midwest) there were
982 advertisers with just 165 using
radio only.

To further understand this, RAB re-
searched the selling personnel of the
three media and found the number of
salesmen in each media was propor-
tionate to the use of each media.

Study No. 2 is based on depth inter-
views with local advertisers to ascertain
how good a selling job each media does.
Eight cities were studied where radio
stations outnumber newspaper 5.5 to 1,

e

and outnumber tv station 3.5 to 1.
Nevertheless, when asked which medium
called on them most frequently with
a presentation of new facts, newspapers
were picked 2 to 1 over television, and
tv led radio by 10%. An even greater
margin was reported to the question on
which medium makes the most “inter-
esting and informative” presentations.

Mr. Sweeney added that the study
revealed nearly one-third of the local
advertisers interviewed are never called
on by radio stations; and that two-
thirds see less than two radio presenta-
tions a month.

The RAB head quoted two adver-
tisers’ comments on the radio-against-
radio selling: “You boys must have a
friendship pact with the newspapers;”
and “All radio stations have to say is
they’ll sell it cheaper than their com-
petitor.”

Study No. 3 of RAB pointed to

Hardesty (1) and Sweeney m Civil War uniforms invite radio to Appomattox

equally low standards in selling national
advertisers. Like the local study, it
touched on number of presentations,
content of presentations and promo-
tional mailing pieces—in which radio
and outdoor advertising proved strong
competitors for bottom ranking.

Then Some Prescriptions ¢ Following
the statistical report, Mr. Sweeney sug-
gested ways for solving radio’s selling
problems. In quest of national business,
stations should:

(1) Go to the national advertisers
with specific plans for specific amounts
of dollars to be spent in their area.

(2) Sell the local manager or broker
of the national advertiser.

Mr. Sweeney emphasized these two
steps were all-important to supplement
RAB’s current stepped-up national sell-
ing effort.

In the quest for local business, sta-
tions were urged to (1) call on the local
advertiser direct at a high level if the
agency refuses to consider radio; (2)
insist that station salesmen know and
use the arguments for radio on each

---------------

sales call; and (3) stop the “Civil War™
and start telling customers that all radio
stations are better than other media.

The RAB presentation pointed out
that the association locally is intensify-
ing efforts to remove roadblocks in the
way of use of radio for co-op plans
among the big categories of co-op ad-
vertisers; and that factual reports on
local advertiser use of radio plus re-
search and promotional aids are being
offered.

Throughout the entire Tuesday ses-
sion, Messrs. Sweeney and Hardesty
dramatized their points by unrolling a
50-foot “crying towel” from the baicony,
by having pretty models pass out
handkerchiefs to those whose emotions
reach the point of eye-dabbing, and
also by calling on the same ladies to
distribute bandaids in the audience to
delegates whose feelings might be
bruised or cut by the frank report.
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AS WE BEGIN OUR SECOND DECADE of opera-
tion, we are particularly proud of the recognition
which we have received from our efforts to be of serv-
ice to the South Florida community. 1,296 citations
have been awarded WTVJ for civic service during
10 short years.

BY EVERY MEASURE, WTVJ IS FLORIDA’S
LEADING STATION!

e Largest total coverage and the only unduplicated
network coverage!

e Consistently #1 in every rating survey taken in the
fabulous South Florida market by ARB and Nielsen.

BROADCASTING, March 23, 1959
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1. Freedoms Foundation George Washington
Honor Medal— Public Service Programming.

2. Radio & TV News Directors Association—
Continuous Daily Editorial.

3. Encyclopedia Britannica-University
of Missouri— Best News Film.

See your PG colonel

WIV)

SOUTH FLORIDA

CHANNEL 4

Represented Nationally by:
Peters, Griffin, Woodwurd, Inc,

83



AP Py T TN At et Pt e o B T3 naejbd romn

_THE MEDIA

DOES TV MOLD CANDIDATE’S IMAGE?

Tv's impact on voters’ minds surveyed by C&W research team

What is tv's effect in establishing a
political candidate’s personality or
image in the mind of the voter?

This is a question of immense magni-
tude and one that has tickled the fancy
of many a person in tv or in the busi-
ness of running for and winning public
office.

A new report, which may be con-
sidered a “first” of its kind, is being
released on the subject today (March
23) by an advertising agency—Cun-
ningham & Walsh, New York.

C&W nibbled on one segment of the
broad conundrum of tv’s effects in
political elections. To wit: “how tv cre-
ates the image of a candidate.”

No Conclusions ® The study shies
from conclusions but presents a com-
plex of findings, observations and sam-
plings.

The report does plant one tentative
thought: An aspirant for political office
who fails to take tv into consideration-—

whether or not to use it, how much to
use it and how well or how poorly he
projects his personality in the medium
—may be asking for trouble at the
voting booth.

Among the findings:

o Television rates equally with news-
papers as the “‘most important” news
source about candidates. (Friends,
family and associates ranked next, fol-
lowed by radio as a substantial third,
magazines, campaign literature and
speeches, in that order).

® The candidate is seen on tv. Only
one out of seven voters surveyed did
not see either candidate on tvduringthe
campaign. Others saw one or both, with
two out of three seeing both men.

e Voters during the campaign defi-
nitely did favor one candidate (Rocke-
feller) more than the other (Harriman)
because of television.

Tv Reaches Voting Age ® In releas-
ing the study, John P. Cunningham,

!

C&W'’s board chairman, said it con-
firmed that “television has come of age
politically.”

He reminded that since the 1952
national conventions, the importance
of tv as a “political communication”
has grown “considerably.” Tv, he said,
has become a “major source of infor-
mation for voters.”

The report at the outset splits tv into
“two basic aspects”: (1) as a medium to
pass on information and (2) as a “vital
presence” in the home. The first is com-
mon to many media, said C&W re-
searchers, but the second is a unique
function for a mass medium.

The C&W study covered one segment
(before and after) of last November’s
gubernatorial race in New York. In that
election, Nelson A. Rockefeller, the
GOP candidate, swept the polls, deal-
ing a crushing defeat to incumbent

W. Averell Harriman. Results ran
contrary to the general Democratic

[




trend across the country.

At the time, several responsible ob-
servers indicated that Gov. Rockefel-
ler’s ability to project himself on the
tv screen played an important part in
rolling up his big plurality. Sylvester L.
(Pat) Weaver Jr., former NBC head
and now a tv consultant, aided Gov.
Rockefeller in a tv advisory role
(agency was Marschalk & Pratt division
of McCann-Erickson).

Survey’s Method ¢ In the main, the
survey concentrated on the voter’s per-
sonal impression of the candidate. In-
terviewed were about 200 voters in each
of these areas: Buffalo, Rochester, Syra-
cuse and suburban Nassau County adja-
cent to New York City. Questioning
was before election Oct. 30-31 and im-
mediately afterward Nov. 5-6. Pre-
selected were 10 interviewing clusters,
six within city limits and four in
suburbs. Places where either party or
one ethnic group dominated were
avoided.

In all, 818 interviews were com-
pleted in October. Voters were asked
what candidate they favored at that
time and their exposure to candidates
on tv during October. In the next inter-
viewing wave, the voter was asked the
sources used for information about the
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How tv altered voter impression of the candidates

* Percentages add across to 100% and are based on voters who saw candidate on tv and

answered question.

candidate, who he voted for, exposure
to the candidates on the weekend before
election and impression of the men on
tv. Of the original 818, C&W research-
ers were able to reinterview 618. Of
those, 537 had voted and this group
formed the basis for the report.

The study takes pains to qualify the
approach, noting that only one area of
a voter's experience is observed (his
awareness and exposure to mass media,
that is tv) and that the report is an
“experiment,” a step in a “new direc-
tion” toward understanding tv’s effect
among people.

Included in the pertinent findings and
observations scored in the agency
study:

¢ Voters emphasized the sense of
personal contact tv permitted them with
the candidate, allowing them to “par-

ticipate”
happened.

e During October before the first in-
terview, 6 out of 10 voters said they had
seen one or the other or both of the
candidates at least once. On the week-
end before election, substantially more
voters said they saw Gov. Rockefeller
than saw the then Gov. Harriman.
(C&W points out, however, that Mr.
Rockefeller appeared in paid political
telecasts more frequently than Mr. Har-
riman at that time, as he did during the
entire campaign. Or, the survey results
may have reflected a growing interest in
Mr. Rockefeller at the last stage of the
campaign, C&W indicated.)

e What C&W thought was the *“crux”
of the study: the impression gained of
the candidates. Here the agency found

in political events as they

results
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Gov. Rockefeller and “more reserved”
for Mr. Harriman.

Handsome ® The report had this to
say about personality and image in
that particular campaign:

® “Voters saw Mr. Rockefeller as a
dynamic, personable, handsome man,
a man with a great deal of personality.
During the campaign their attitude to-
ward him, because of television, defi-
nitely became ‘more favorable’; there
was almost a complete lack of any
negative impression . . .

“, . . Impressions of Mr. Harriman,
on the other hand, were restrained and
qualified. There was . . . little change
in voters’ attitudes toward him because
of television . . . little of the excitement
evinced for Mr. Rockefeller. Voters’
remarks add up to a picture of a man
who is capable and sincere but inclined
to be stiff and uninteresting.”

Tv, said the report, stands with
newspapers as a universal source of
information for voters about candidates
but adds “the unique dimension of per-
sonality.”

Survey Statistics ® A brief sample of
the statistics provided:

® On sources of information about
candidates, 40% said newspapers were
the most important source, 38% said
television, 10% said family, friends and
associates and 5% said radio. Sources
mentioned: newspapers 85%; television
77% ; family, friends, etc. 45%, and ra-
dio 39%.

® Newspapers reach a peak as a
source of information in the 31-40 age
group and then decline. Tv is strongest
with the youngest group of voters
(21-30). Radio noted as a source
showed up particularly strong among
older voters.

® Voters generally were favorable in
opinions on the effect tv had: 86%
said tv had positive effects and only
9% said tv had negative effects while
13% saw little or no effect.

¢ Use of media: Voters in all areas
surveyed had ample opportunity to see
either candidate on tv; but Mr. Rocke-
feller appeared in paid time about twice
as often and twice as long as Mr.
Harriman, and Mr. Rockefeller main-
tained a schedule of relatively frequent
appearances up through the eve of
election while Mr. Harriman’s appear-
ances on the last weekend were at a
minimum.

e While six out of seven saw one
or both candidates on tv during the
campaign, 53% of the voters reported
seeing Mr. Rockefeller and 40% re-
ported seeing Mr. Harriman. Also 21%
reported seeing a program supporting
Mr. Rockefeller and 17% backing Mr.
Harriman.

¢ Generally the remembrance factor
(what they remembered of either candi-
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date on tv) was up for Mr. Rockefeller
compared to Mr. Harriman. They re-
membered the occasion of appearance
rather than the content.

o Greatest single event “by far” is
having a panel on tv with both candi-
dates and seen by voters as on Right
Now sponsored by the League of Wom-
en Voters on WCBS-TV New York.

¢ In Voters’ Impressions, 57% were
inclined to be more favorable toward
Mr. Rockefeller during the campaign
and only 11% toward Mr. Harriman.

¢ Top factor in those “more favora-
ble” toward Mr. Rockefeller was “Per-
sonality” (52%).

New NBC format

modifies radio image

NBC Radio is beefing up its sched-
ule with more changes in a bid to
further improve programming service
to its affiliates and listeners.

The basic ingredients: (1) a new
120-minute afternoon variety show (It’s
Network Time,) Monday through Fri-
day, 2-4 p.m. EST, replacing half a
dozen soap operas; (2) two S55-minute
dramatic shows, making up the morning
schedule, with one of them replacing
Bert Parks’ Bandstand. The changes are
expected to become effective in the near
future.

Announcing the new plans in Chica-
go, where he addressed the Broadcast
Ad Club luncheon Thursday (March
19), Matthew J. Culligan, executive
vice president in charge of NBC Radio,
emphasized:

e The realignment retains the net-
work’s present total of 75 programming
hours weekly.

¢ It has the endorsement of the NBC
Radio Affiliates Committee.

The new NBC Radio image will
look like this: drama in the morning,
variety in the afternoon; News on the
Hour and five-minute Stardust segments
at the half hour; the NBC Image series
and Monitor, which will be extended
across the board for the summer (8-10
p.m. nightly) and replace Nightline.

New Lineup e Here’s how the day-
time looks as affected by the changes:
10:05-11 EST, My True Story; 11:05-
noon, a new drama to be announced;
2-4 p.m., It's Network Time, replacing
Don Ameche’s Real Life Stories, One
Man's Family, The Affairs of Dr.
Gentry, Five Star Matinee, Woman in
My House and Pepper Young’s Family.

Transcontinent Corp.
to take over Marietta

Transcontinent Television Corp. and
Marietta Broadcasting Inc. last week
announced the signing of an agreement

which would combine the two firms
under Transcontinent ownership and
operation (AT DEADLINE, Feb. 16). The
transaction is one of the largest of its
kind in broadcasting history, with the
combined value of the properties merged
in the neighborhood of $30 million.

Under the new set-up, 65.19% of
the expanded Transcontinent Television
Corp. will be owned by present TTC
stockholders. David C. Moore is presi-
dent of TTC. The remainder of the
giant corporation will be owned by
former Marietta Broadcasting owners
Jack Wrather (who owned 63.64% of
Marietta) and station representative Ed-
ward Petry Co. (which owned the re-
maining 36.36%). Transcontinent stock
will be exchanged for Marietta stock to
effect the deal.

Transcontinent stations included in
the agreement: WGR-AM-TV Buffalo,
N. Y.; WROC-TV Rochester, N. Y.;
60% of WNEP-TV Scranton-Wilkes-
Barre, Pa.,, and 50% of WSVA-AM-
TV Harrisonburg, Va. Marietta sta-
tions included in the agreement are
KFMB-AM-TV San Diego, Calif., and
KERO-TV Bakersfield, Calif.

One year following its formation in
1955, Transcontinent purchased 50%
of WSVA-AM-TV and WHAM-TV
changing the call of the latter to WROC-
TV. In 1957, the WGR Corp., formed
six years ago by certain principals of
Transcontinent and consisting of WGR-
AM-TV, was merged with TTC. In the
autumn of last year Transcontinent ac-
quired 60% of WNEP-TV.

Radio World Wide acts

Radioc World Wide, a cooperative
venture growing out of network radio’s
troubles, is about to assume legal status.

Nearly three-score broadcasters took
part in a March 17 meeting during the
NAB Chicago convention, listening to
plans for RWW and offering ideas of
their own.

Herbert L.. Krueger, WIAG Worces-
ter, Mass., presided at the Chicago
meeting. He announced a development
had been subscribed. Each participating
station will contribute 30 times its
highest one-minute announcement rate
toward the legal action.

Subscriber Roll ® A minimum goal
of 25 subscribers apparently was not
quite met at the convention but this
didn’t disturb the backers. Those who
signed will meet in New York within
a few weceks. The original group that
handled the exploratory work will be
enlarged.

It’s Legal ® Reed T. Rollo, Washing-
ton attorney and counsel for several
members of the group, reported that
his research showed no legal problems
to stand in the way of RWW’s plans.
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announcing an entirely NEW

3-SPEED TRANSCRIPTION
TURNTABLE

To meet the exacting

demands in the broadcasting

of transcribed music, GATES offers

an entirely new commercial transcription turn-

table. This exclusive new design reduces

" the rumble to such a degree that pro-
duction line turntables now exceed

earlier laboratory standards.

Rumble or noise reduction has been accomplished
. in turntables before, but with the sacrifice of other
needed features. The GATES CB-500 turntable will
come up to speed at 3315 RPM in 1/8 turn and at 45 RPM
in 1/6 turn. This is equivalent or superior to other recognized
quality turntables which in most cases have higher rumble content.

Speed change is exact and functionally correct.  All 3 speeds shift
across a single indexed plate. The operator may start his turntable in three
modes: (1) slip cueing, (2) start switch, and {3) by moving the speed shift lever
from neutral to the speed desired. Any starting method is free of jumping or
grabbing.

Yes, you will want to know more about this exciting new turntable. Write today for
Bulletin 108-B which provides test comparisons of leading friction drive turntables and
describes each outstanding feature of the new GATES CB-500. -

"Il GATES RADIO COMPANY

TR T

INTE RTYPE Subsidiary of Harris-Intertype Corporation

PR R QUINCY, ILLINOIS

CORPORATION Offices in: . : _Internctonal division: -In Canoda:
— ' NEW YORK, HOUSTON, ATLANTA, WASHINGTON, D.C. 13 EAST 40th' STREET, NEW YORK.CITY CANADIAN MARCON! COMPANY

2
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“Sunny” knows WSUN
delivers more radio homes,
at the lowest cost per home

of any station in the heart
of Florida.*

WSUN is programmed

for service and for
sales, and has been making
friends in Florida for 31
years.

24-hour
service fo
the

Wy UN -

Tampa St. Petershurg

National Rep:
VENARD, RINTOUL & McCONNELL
Southeastern Rep:

JAMES S. AYRES
*NCS 2
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CBS-TV SEES AN UPBEAT YEAR

- Network officials at affiliates meeting
plot optimistic course for good 1959

A decidedly upbeat business note
marked the annual conference of
CBS-TV affiliates and top network offi-
cials in Chicago March 14-15.

While 1958 was “the year of the
doldrums,” Sales Administration Vice
President William H. Hylan told the
approximately 350 station and network
executives, the current year is shaping
up as “the year of opportunity.”

A year ago recession-conscious ad-
vertisers were putting off decisions about
what and how much television to buy,
he recalled. This year, he said, the de-
mand is such that CBS-TV faces the
“dilemma” of finding available periods
even before it knows what vacancies
will occur in the coming season’s lineup.

Wide Range ® Mr. Hylan’s report
was one of a series ranging across
business prospects, the Washington situ-
ation, technical developments, affiliate
relations, news coverage, sales promo-
tion and publicity, as well as a report
by Network President Louis Cowan,
programming plans by Executive Vice
President Hubbell Robinson Jr., a spe-
cial report on nighttime tv and a high-
light address by CBS President Frank
Stanton denouncing FCC’s extension of
the equal-time political rule to news
broadcasts (BROADCASTING, March 16.)

Dr. Stanton also tipped plans for a
far-reaching campaign to carry tele-
vision’s story to the public, holding up
a 7l-page draft of a CBS committee
report and promising details in the
near future. There was speculation that
the project would include on-the-air
editorials but Dr. Stanton said after-
ward that this was not anticipated ex-
cept as it might be necessary in the
network’s all-out fight against the FCC
application of the equal-time require-
ment to newscasts.

A comprehensive rundown on the
Washington situation and the implica-
tions of pending legislation and investi-
gations were presented by Richard S.
Salant, CBS Inc. vice president.

William B. Lodge, CBS-TV Network
vice president in charge of affiliate re-
lations and engineering, covered a wide
range of developments:

e Videotape—CBS-TV has logged
50,000 hours of recording and play-
back, has bought more than 900 rolls
of tape (of which only about 10%
have been discarded as worn out), and
by DST time will be logging 900 ma-
chine hours a week (more than half for
network delay purposes). Quality is

improving; splicing is still somewhat
ticklish but is being done successfully
on an every-day basis. Tape has be-
come a normal part of networking.

® Better cameras—It may not be
justified for stations individually, but
CBS-TV “may find it desirable to
change over to a new type of live
camera.” After looking at results from
4% -inch image orthicon used by BBC
and the Canadian Broadcasting Corp.,
CBS-TV is “fairly well convinced that
the improvement is great enough to
warrant a major re-equipping program.”
Laboratory model of the latest Marconi
Mark IV camera is expected within 60
days.

¢ Community antenna systems—
Translating general principles into spe-
cifics 1s “very difficult.” CBS-TV en-
dorses three principles—protection of
program property rights, no charge for
television reception, and continued op-
eration of television stations wherever
the market will support them—*but we
don’t know how to apply them in prac-
tice.” '

e Color—“For our own welfare, and
as an obligation to our affiliates, we
are very definitely ‘keeping our foot in
the door.”” But at the moment, color
is a potential rather than actual adver-
tising medium. If television in color-
equipped homes is watched twice as
much as in non-color homes, then cur-
rent color circulation—about 1% of tv
homes—would boost a 25 rating only
to a 25.25. So at present, audience sta-
tistics “give little reason for a build-up
in the volume of color programming by
a station or by a network.” CBS-TV
will have four color programs between
March 27 and April 24, and any adver-
tiser “who considers color important”
can get it.

e Uhf affiliates—There’s a ‘“surpris-
ing” amount of business on CBS-TV’s
20-odd uhf affiliates: Six have rate
cards of $400 or more; seven deliver
more than 37% ARB share of audi-
ence, ten carried more than 75% of the
total network schedule in 1958, eight
carried more than $500,000 in gross
network billings apiece last year, and
gross network billings on the uhf affili-
ates during the year totaled $10 million.

e Longer lineups—T0 determine and
dramatize the value of longer station
lineups, CBS-TV studied the costs and
audiences of programs which on one
week are sponsored on a larger number
of stations than are used by the alter-
nate-week advertiser. A total of 252
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Czech This If You Dig Kolaches
(A True Story About lowa Radio With a Sokol Finish)

Once upon a recent smiling noon hour Smil-
ing Dean Landfear, M.C. of our Voice of
Iowa smiling audience participation show,
gave 5,000-watt voice to a lady. She told the
folks.to hurry on down to an upcoming Bake
" Sale and grab kolaches.

(This could have been messy but the distaff
bakers had the foresight to protect said
kolaches with smiling wax paper.)

N

Do we have to spell it ocut? You practically can’t beat
smiling WMT when it comes to selling kolaches {okay:
they’re the Czech national sweet roll made famous by
Bohemian Gypsies who—especially on week-ends when

WMT

When the prune, apricot and cherry pits had
cleared away 3,240 kolaches were missing.

(This was good because people paid good
money for them, which is more than we can
say for the commercial.)

Proceeds went to the local Sokol (a Czech
gymnastic association whose purpose is body
and character building. We don’t know about
character, but kolaches sure build body).

trafiic is heavy—wouldn’t set a table without a clutch
of smiling kolaches. The middle is filled with goodies -
like prunes, poppy seed, apricots, cherries, cottage
cheese, or sauerkraut).

CBS Radio for Eastern Iowa

Mail Address: Cedar Rapids e

BROADCASTING, March 23, 1959

Represented by the Kat: Agency e

Affiliated with WMT-TV; KWMT. Fort Dodge
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It was a pleasure
greeting our many
old friends and
making new ones at
the NAB convention
last week. We have
increased our nation-
wide listing of fine-
broadcast properties
and cordially invite
you to call or visit our
nearest office for fur-

ther details.

Blackburn & Company

NEGOTIATIONS
FINANCING

APPRAISALS

EAST

James W. Blackburn
Jack V. Harvey
Joseph M, Sitrick
Washington Building

SOUTH

Clifferd B. Marshali
Stanley Whitaker
Healey Building
Atlanta, Georgia

STerling 3-4341 JAckson 5-1576
MIDWEST WEST COAST
H. W. Cassill Colin M. Selph
William B. Ryan Calif. Bank Bldg.

333 N. Michigan Ave.
Chicagoe, Ilincis
Flnancial 6-6460

9441 Wilshire Blvd.
Beverly Hills, Calif.
CRestview 4-2770
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nighttime and 240 daytime broadcasts
was examined. The findings: At night,
the average alternate-week “long line-
up sponsor” spent 4% more than his
average ‘“short line-up” co-sponsor—
but reached 7% more homes. In day-
time, the average “long line-up” spon-
sor spent 17% more but reached 28%
more homes than his “short line-up”
colleague.

Carl S. Ward, vice president and di-
rector of affiliate relations, analyzed
triple-spotting and program clipping
data compiled by Broadcast Advertisers
Reports in 25 medium and small mar-
kets (BROADCASTING, March 16, 9). He
said CBS-TV stations were involved
less frequently than affiliates of other
networks—the average CBS program
was adjacent to “overtime breaks” 4.8
times in the 25 markets during the
measured week, against 7.1 in the case
of NBC-TV programs and 10.1 for
ABC-TV, according to his analysis.
But “the great majority” of affiliates
and the network itself are bound to
suffer if even this level of abuse is
continued, he warned.

News Coverage ® Sig Mickelson, vice
president and general manager of CBS
News, reviewed the Berlin crisis, which
be called “overwhelmingly important,”
and said the time has come when the
networks must keep “maximum infor-
mation’ moving to the public.

George Bristol, operations director
for sales promotion and advertising, re-
ported that $3,736,829 worth of pro-
motion and advertising—including on-
the-air promotion—is devoted by the
network to its sponsors’ programs each
week.

Paley, Stanton tie
in salaries at CBS

CBS Inc.’s top two officers came off
even in salaries during 1958, the com-
pany reports to its stockholders in a
proxy statement in advance of the an-
nual meeting April 15. William 8.
Paley, chairman, and Dr. Frank Stan-
ton, president, each earned $327,-
884.86.

Mr. Paley earned somewhat more in
fringe benefits, the company alloting
$35,584 for his pension plan against
$24,625 for Dr. Stanton.

Other salaries of top CBS officials
noted in the proxy statement, and the
amounts set aside for their pension
plans, were:

Louis G. Cowan, president of CBS-
TV, $111,825 and $13,996; Merle S.
Jones, president of the CBS Television
Station Div.,, $107,669 and $14,483;
Arthur Hull Hayes, president of CBS
Radio, $81,154 and $11,701; Arthur L.
Chapman, president of CBS-Hytron,
$81,154 (no pension plan); Goddard

Job security

CBS-TV last week claimed su-
periority in all sorts of things, in-
cluding working conditions for
close relatives of agency and ad-
vertiser people.

To get a line on the CBS-TV
“corporate image” in the minds
of top agencies and advertisers,
network officials told their affili-
ates’ convention (see page 88),
Audits & Surveys Co., an inde-
pendent firm, was hired to query
104 influential executives in 30
major agencies, plus 35 leading
advertiser executives.

If a close relative of yours
were offered the same job at the
same salary at all three tv net-
works, which would you advise
him to accept?

Of those who replied, CBS-TV
reported, 81% named CBS, 13%
named ABC and 8% named
NBC.

The reasons of those nominat-
ing CBS-TV? “Stability,” said
CBS-TV.

Lieberson, president of Columbia Rec-
ords, $59,999 and $8,115, and Henry
C. Bonfig, vice president for marketing
services, $50,961 (no pension plan).
Mr. Paley owns 855,997 shares of
CBS stock; Dr, Stanton 148,727 shares.

Changing hands

ANNOUNCED ® The following sales of
station interests were announced last
week, subject to FCC approval:

e Transcontinent Television Corp. and
Marietta Broadcasting Inc.: Combined
into $30 million new Transcontinent
set-up (see story, p. 86).

e WJAR-AM-TV Providence, R.I.: Ap-
plication for $6 million sale filed with
FCC (see story, p. 94).

o WSAI-AM-FM Cincinnati, Ohio: Sold
to Consolidated Sun Ray Inc. (CLOSED
Circuit, March 16) by Sherwood Gor-
don for almost $2 million. Sun Ray
owns WPEN Philadelphia and the re-
cently purchased WALT Tampa, Fla.
(awaiting FCC approval). R. C. Crisler
& Co. handled the sale. WSAI is on
1360 kc with 5 kw, directional antenna,
night. WSAI-FM is on 102.7 mc with
14.7 kw.

e KLEO Wichita, Kan.: Sold to Lee
Vaughn and Merritt Owens by Harry
Patterson and William O’Connor for
$210,000 including liabilities, for two-
thirds interest. The sale was handled
by Blackburn & Co. KLEO is on 1480
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kc with 5 kw, day, 1 kw, night, direc-
tional antenna different pattern day and
night, and is affiliated with NBC. (This
is a corrected version of the sale of
KLEO which by error was previously
listed under its old call letters KANS.)

¢ WEER Warrenton, Va.: Sold to Radio
Associates Inc. by George Oleson and
Arthur Kellar, who retain WEEL Fair-
fax, Va., for $65,000, Radio Associates
is owned by Thomas Strothman, Fran-
cis Lambert and George G. Gatley. The
sale was handled by Allen Kander &
Co. WEER is on 1570 kc with 500 w,
day.

Rival affiliates
wooed by ABC-TY

ABC-TV last week issued an implied
invitation to stations with primary CBS-
TV and NBC-TV affiliations to swifch
to ABC.

The pitch came during ABC-TV’s
“Go Right to the Top” presentation for
affiliates—secondary and basic—at the
Sheraton Blackstone Hotel in Chicago
March 15. A heavy turnout greeted a
battery of ABC-TV executives in a re-
prise of the network’s earlier New York
production (BROADCASTING, March 16).

Oliver Treyz, ABC-TV president,
cited A. C. Nielsen data purporting to
show that if either of the other two
networks were to insert a handful of
ABC-TV top-rated programs into their
schedules, they would stand to increase
substantially their share-of-audience
figures.

Mr. Treyz directed his remarks at
broadcasters in two- and three-station
markets. He reiterated the competitive
picture in 24 markets in which all three
networks have “equal facilities” and for
which ABC-TV claims to have raised its
average evening ratings for half-hour
time periods to a point of being a close
No. 3.

Affiliates seemed generally enthusias-
tic about ABC-TV’s 1959-60 program-
ming plans, though the network tended
to gloss over daytime tv in its presenta-
tion (as it did in New York). Govern-
ment and press representatives also at-
tended the relatively open conference.

Daytime tv came up for discussion
at the ABC-TV Station Affiliates Assn.
meeting March 15, devoted largely to
business matters, including election of
new officers (see separate story). About
50 members reviewed ABC-TV pro-
gramming for 1959-60 and took up
other issues, including triple-spotting,
audience ratings and other topics. The
business meeting was a followup to the
affiliates’ session in Las Vegas, Nevada,
in late February (BROADCASTING, March
2).
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Multiplying

opportunities

The 1959 NAB convention recorded some important

history for everyone associated with the industry.

From our sideline outpost, it was a pleasure to greet
so many old and new friends. We left Chicago with
considerable information of value to prospective

buyers or sellers of broadcasting properties.

A post-convention contact with us now may be very

timely in your future planning.

It’s been our business over many years to blaze the

trails for TV-Radio executives who want the facts.

ALLEN KANDER AND COMPANY

Negotiators for the Purchase and Sale of

Important Radio and Television Stations

WASHINGTON 1625 Eye Street NNW. NAtional 8-1990
NEW YORK 60 East 42nd Street MUrray Hill 7-4242
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ANOTHER TV PROBE

Rep. Brown to air
small business access

A House subcommittee last week an-
nounced plans to conduct an investiga-
tion “to see if small business is getting
a fair opportunity to advertise” on tele-
vision. The five-man subcommittee of
the Small Business Committee is headed
by Rep. Charles H. Brown (D-Mo.),
who was in the advertising and radio
fields before his election to Congress in
November 1956.

Specifically, Rep. Brown said the in-
vestigation would cover these points:

“1. Under the broad language of ex-
isting federal laws pertaining to broad-
casting, what practices and policies have
developed which affect small business?

“2. What program and time periods
on television are reserved exclusively
for the larger national network adver-
tisers?

“3. What programs and time periods
on television are available to smaller
regional and local advertisers?

“4. Are present laws and administra-
tive procedures adequate to assure small
business a fair chance to advertise on
television?

“5. What might be done to improve
the existing laws in this field?”

The investigation will be *“painstaking
and factual,” Rep. Brown said. “The
subcommittee staff will first compile a
survey of current time-selling practices
in the tv industry and will contact small
business firms and advertising ageéncies
regarding their experiences in pur-
chasing television advertising.” Hearings
will follow, he said, although they will
not be in the immediate future.

Other members of the subcommittee
are Reps. Joe L. Evins (D-Tenn.), Sid-
ney R. Yates (D-Ill.), Howard W. Robi-
son (R-N.Y.) and William H. Avery
(R-Kan.). The inquiry was ordered as a
result of complaints from small advertis-

DETROIT? PITTSBURGH?
NEWARK?

ey

NO,

(embracing. industrial,
Arkansas, West Mississippi)
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Lovisiana, South

JUST LOOK AT THIS MARKET DATA

Population 1,520,100
Households 423,600
Consumer Spendable Income
$1,761,169,000
Food Sales $ 300,486,000

Drug Sales $ 40,355,000
Automotive Sales § 299,539,000
General Merchandise § 148,789,000
Total Retail Sales $1,286,255,000

KNOE-TV AVERAGES 79.4% SHARE OF AUDIENCE

According to December 1958 ARB we average 79.4% of audience from Sign On to
Sign Off 7 days o week. During 363 weekly quarter hours it runs 80% to 98%.

KNOE-TV

Channel 8
Monroe, Louisiana

CBS e ABC

A James A. Noe Station

Represented by
H-R Television, Inc.

Photo: The Crossett Company—producers of lumber, paper, chemicals and charcoal

—Crossett, Arkansas.
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ing agencies and businesses received by
Rep. Wright Patman (D-Tex.), parent
committee chairman.

Rep. Brown asked for, and was given
the assignment of heading the investiga-
tion. From 1945-55, he headed Brown
Radio Productions Inc., Memphis and
St. Louis. During much of the same
period, the 38-year-old congressman
headed. his own agency Brown Bros.
Adv., also with offices in Nashville and
St. Louis:

He also managed KYTV (TV) Spring-
field, Mo., during its first months on the
air in 1954, was with KWTQ Spring-
field, and Gardner Adv. in St. Louis
from 1942-45.

In its investigation of tv advertis-
ing availabilities, the subcommittee will
use staff members of the parent Small
Business Committee and will not have
its own staff, as such. Bryan Jacques is
the committee’s staff director and Ever-
ette Maclntyre is the chief counsel.

Court hears Justice,
FCC on ch. 2 shift

The FCC and the Justice Dept.
threshed over their differences as to
what ought to be done in the Spring-
field-St. Louis-Terre Haute deintermix-
ture rulemaking in arguments Thurs-
day (March 19) before the U.S. Court
of Appeals for the District of Colum-
bia.

The court’s decision upholding the
FCC shift of ch. 2 from Springfieid,
I, to St. Louis and Terre Haute, Ind.,
was returned last October by the U.S.
Supreme Court - after an appeal by
Sangamon Valley Tv Corp., unsuccess-
ful applicant for ch. 2 at Springfieid.
The high court returned the case to
the lower court for reconsideration in
the light of Capitol Hill testimony—
not available to the lower court at the
time it made its March 1958 decision
—that KTVI (TV) St. Louis made
ex parte representations to the FCC in
the deintermixture case.

The Justice Dept. followed its brief
filed last month (BROADCASTING, Feb.
9) in holding that the alleged ex parte
activities, though made in a rulemaking
instead of an adjudicatory case,, are
grounds for ordering a full-scale hear-
ing by the FCC. Justice also is asking
for another proceeding to determine if
any FCC member contacted by KTVI
should be disqualified in the proposed
full-scale hearing. Justice noted that
some of the KTVI contacts with FCC
members took place after cut-off dates
imposed by the FCC’s own rules in
the case.

FCC's new assistant general counsel
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Nothing else like it
in Greater New York

IN PROGRAMMING : The voice of WVNJ is
unique. 1t’s the only radio station in the entire
Metropolitan New York area that plays

just Great Albums of Music from sign on to
sign off — 365 days a year.

IN AUDIENCE: So different, too. So largely
adult— so able to buy — so able to persuade
others to buy. And in Essex County alone

(pop. 983,000) WVNIJ dominates in
audience in quality of audience —
and in prestige.

IN VALUE: It delivers the greater New York
audience for less than 31c per thousand homes —
by far the lowest cost of any radio station

in the market.

RADIO STATION OF The Newark News

nationai rep: Broadcast Time Sales * New York, N. Y. « MU 4.6740

BROADCASTING, March 23, 1959 93



Sell
Hin

home of great '99’s...
sef for a record '59

Two great cars for ‘59, BUICK
and CHEVROLET, mean great
things right now for this
World’s largest General Mo-
tors plant city. They're made
in Flint . . . and backed-up by
AC Spark Plug, Fisher Body,
and Ternstedt . . . all going
full speed. Sell this big, rich

market . . . and all of North-
east Michigan, too . . . on
W F D F.

N B C Affiliate . . . 210 on the
dial

Represented nationally by

the KATZ AGENCY

WEDF

DIAL 910

For Flint And

Northeast Michigan

e

{(GOVERNMENT)

for litigation, Max Paglin, said the
language of the FCC rule confining
representations to those made on the
record and setting up a cut-off date for
representations was not what the FCC
had intended. The representations made
by KTVI were not improper, were in
keeping with the Administrative Pro-
cedures Act and are traditional in such
“informal” rulemakings as the ch. 2
deintermixture, he said.

Intervenor KTVI said the FCC rules
for rulemaking procedures do no more
than paraphrase the applicable part of
the Administrative Procedure Act.

Sangamon’s Side ® Sangamon Valley
said it agrees with the Justice position,
but also feels the FCC should recon-
sider the merits between it and WMAY-
TV Springfield, which was granted the
ch. 2 permit in Springfield by the FCC
before the deintermixture shift. The
Sangamon Valley ch. 2 application had
been denied at the same time.

WMAY-TV, although it opposed the
shift of ch. 2, said it does not believe
any impropriety is involved in the
KTVI talks with the FCC.

Judges hearing the argument last
week were Henry W. Edgerton, Charles
Fahey and Walter M. Bastian.

Contested Outlet sale
goes to Commission

Application for the sale of about
55% of the Outlet Co., owner of
WIJAR-AM-TV Providence and the
Outlet Co. department store in that
city, was filed at the FCC last week in
the face of a preliminary injunction by
the Superior Court of Rhode Island re-
straining the sale (BROADCASTING, March
9).

A group representing five blocks of
Outlet Co. stock, held by the Industrial
National Bank of Providence asked an
FCC okay on the sale to New York
realtor William Zeckendorf and Denver
broadcaster John C. Mullins for a total
of $12,480,400. The stockholders said
they will appeal the injunction.

Store Disposal e It was revealed in
the application that the purchasers plan
to resell the department store for a
“minimum” of $4 million dollars and
reap a “tax refund and saving” of more
than $2 million, resulting, in effect, in
an outlay of about $6 million for the
Providence radio-tv properties. Pro-
posed purchaser of the Outlet Co. de-
partment store is Roger L. Stevens,
New York realtor and Broadway pro-
ducer, who originally was a part of the
Zeckendorf-Mullins purchase syndicate
(BROADCASTING, Jan. 26; Dec. 15, 8,
1958), but withdrew in mid-December.

The Zeckendorf-Mullins group, 91065
Corp., is owned 100% by Tv Denver

Hurry up & wait

Sometimes it doesn’t pay to be
too conscientious in bureaucratic
Washington. Take the case of
FCC Chairman John Doerfer and
Comr. T. A. M. Craven who
passed up the NAB banquet
Wednesday night, highlight of the
annual broadcasters’ convention,
to return to Washington for a
Thursday appearance before the
Senate Commerce Committee.
The other commissioners left Chi-
cago on the first plane Thursday
morning and had a government
car waiting at the Washington air-
port to rush them to the Capitol.

The end result—Iate Thursday
morning the hearing was post-
poned until Friday. Committee
Chairman Warren Magnuson (D-
Wash.) was at home with three
broken bones in his foot, which
is in a cast; Sen. John Pastore
(D-R. 1.), No. 2 Democrat and
chairman of the communications
subcommittee, was in his home
state, and No. 3 Sen. Mike Mon-
roney (D-Okla.) had a Pentagon
conference.

Inc., licensee of KBTV (TV) Denver,
which is controlled by Mr. Zeckendorf.

The contract ‘gave the purchasing
group an option to meet the price of-
fered by any other purchaser. Stock in-
volved is 55,230 shares of common stock
out of a total of 99,420 shares at $120
per share.

Objecting * The sale was contested by
Joseph Samuels (Dody) Sinclair, general
manager of WJAR-AM-TV and grand-
son of the founder of the stations and

- department store.

The sales contract provides that the
buyers must obtain 70% of the Outlet
Co. stock and that the contract must be
approved by FCC within six months.

Hansen to retire

Victor R. Hansen, head of the Jus-
tice Dept.’s Antitrust Div., has told At-
torney General William Rogers that he
plans to resign in the near future. No
date has been set for Mr. Hansen to
leave Justice nor have any formal steps
to this end been taken.

Mr. Hansen, who has been antitrust
chief the past three years, wants to re-
turn to his native California. He al-
ready has disposed of his Washington
home and Mrs. Hansen has returned to
the West Coast. He said he has not dis-
cussed a successor with Mr. Rogers
but indicated that the choice of Robert
A. Bicks, assistant antitrust chief,
would be a “very fine appointment.”
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Bunldmgs Color ..and

Now you can have a modern building in beautiful factory-applied
color—a major new advance in pre-engineered buildings brought
to you by National Steel through its Stran-Steel Division.

Now for that new store, manufacturing plant, warehouse or farm
structure, you can select a fine building made of steel, with the
special elegance of one or more lustrous Stran-Satin colors: blue,
green, rose, bronze, white or gray.

Yes, National adds the magic of color to the many features and
functions that have already made Stran-Steel buildings a main-
stay of commerce, industry and agriculture. For here are easily

NATIONAL STEEL CORPORATION, GRANT BUILDING, PITTSBURGH, PA.

£

o

ATIONAL STE

R

L

insulated buildings that cost less to heat or cool. Handsome

buildings that are low in first cost, low in maintenance, too.

Pre-engineered buildings in factory-applied colors* are typical of
the many continuing advances that National Steel brings to
American industry through its six major divisions: Great Lakes
Steel Corporation, Weirton Steel Company, Stran-Steel Corpora-
tion, Enamelstrip Corporation, The Hanna Furnace Corporation,
National Steel Products Company.

*For descriptive literature, write
Stran-Steel Corporation, Detroit 29, Michigan.

NATIONAL
, STEEL

B D S T R S e



1958 EIA REPORT
All sets at new high,
industry 5th largest

There were 96 million home radio
sets, 47 million auto sets and 49.7 mil-
lion tv sets in use in the U. S. at the end
of 1958, Electronic Industries Assn. re-
ports in its annual Electronics Industry
Fact Book, now being distributed.

This compared with 95 million, 35
million and 46.1 million respectively in
1957, EIA said.

Factory sales for the entire electronics
"industry totaled $7.94 billion, up from
$7.8 billion in 1957, EIA said, but fac-
tory billing of tv sets was $686 million,
down $145 million from 1957, while
radio sets were down from $350 million
to $326 million.

EIA said the electronics industry held
its place as -the fifth largest manufac-
turing industry and that electronics in-
dustry business totaled $13.3 billion
when distribution, servicing and broad-
casting revenues are added. The in-
crease of $140 million in electronics
manufacturing was attributed to in-
creased sales of military and industrial
products. :

Tv Set Slide ® The tv set produc-
tion figure for 1958 was 4,920,428,
about 23% less than 1957’s 6,399,345.
Retail tv set sales dropped 23%, from
6,560,220 to 5,140,082. Radio set pro-
duction was 11,747,000, a drop of 2.8
million from 1957.

The manufacture of tv sets for Janu-
ary showed an increase over sets pro-
duced in December 1958, EIA also re-
ported last week, while radio set
production showed a decline. Sales of
both items dropped from December
jevels, however.

January tv production totaled 437.-
026 sets (35,841 with uhf tuners), com-
pared to 414,850 in December and
433,983 in January 1958. There were
501,704 tv sets sold in January, con-
siderably less than the 649,514 receivers
purchased in December and 581,486 a
vear ago.

Radio set output for the first month
of 1959 totaled 1,124,737, including
420,052 car radios, EIA reported. Last
December, 1,525,744 radios (including
558,767 for cars) were produced, while
the figure was 1,026,527 (including
349,679 for automobiles) for January
1958. Consumers purchased 700,490
radios in January, excluding auto sets,
compared with 1,044,838 in Decem-
ber 1958 and 534,640 a year ago.

Fm Output ® Fm radio production in
January totaled 30,235 sets. No com-
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parative figures for a year ago are
available.

Factory sales of both receiving and
tv picture tubes increased in January
while transistor sales declined, EIA an-
nounced. Over 31 million receiving
tubes were sold in January, worth $26.8
million, compared with 28.5 million
(value $25.1 million) in December and
26.8 million (value $23.2 million) in
January 1958.

Picture tube sales reached 784,906,
worth $15.2 million in the first month
of 1959; compared with 649,031 (value
$12.6 million) in December and 621,-
910 (value $12.3 million) a year ago.
Sales of transistors declined in January
to 5,195,317 units (value $13.6 million)
from the 5,627,700 units (value $16.6
million) sold the previous month. Just
under 3 million transistors were sold
in January 1958.

New Ampex stock

The Securities & Exchange Commis-
sion announces that Ampex Corp.,
Redwood City, Calif., has filed a regis-
tration statement proposing to offer
204,191 common shares to current
stockholders of record at the rate of
one new share for each 10 shares held.
Principal underwriters are Blyth & Co.
and Irving Lundborg & Co. with the
price per share to be determined later.
The registration statement also includes
an additional 206,250 shares to be is-
sued to holders of warrants attached to
Ampex’ 5% sinking fund debentures.
Part of the proceeds of the sale will be
used as initial capitalization for a new
subsidiary.

Collins Radio report

Collins Radio Co., Cedar Rapids,
Iowa, reports earnings of $986,227 on
sales of $48,159,000 in the six months
ended Jan. 31.

After deduction of preferred divi-
dends paid in the amount of $122,422,
earnings were 57 cents a common
share. In the comparable period a year
ago, Collins reported an operating loss
of $171,021 on sales of $49,488,000.
The company’s backlog at Jan. 31 had
increased to $175 million from $131
million at the July 31, 1958 fiscal year-
end. The backlog of commercial orders
stood at $20 million compared with
$17 million at the yearend.

Sylvania now merged

The projected merger of Sylvania
Electric Products Inc. into General Tele-
phone Corp. to form General Telephone
& Electronics Corp. (BROADCASTING,

Feb. 16, Jan. 12; Nov. 17, 1958), is
final. Sylvania, now a wholly-owned
subsidiary of GT&E, continues opera-
tions as a separate entity. Elected to of-
fice in the parent corporation at the
board of directors’ March 5 meeting:
Donald C. Power, former GTC presi-
dent, chairman, and Don G. Mitchell,
who continues as chairman of Sylvania,
president.

Most miniature yet:
new micro-module

RCA and the U. S. Army Signal
Corps showed off their latest trick in
electronic miniaturization last - week:

the micro-module. Although far from
ready for civilian application, it repre-
sents another step in the engineers’ de-

Next: wristwatch radios

termination to decrease the size while
increasing efficiency of electronic gear.

In essence, a micro-module is a
series of wafers encased in plastic (see
cut). It measures 3/10 of an inch on
each face. Each wafer is designed to do
the job now performed by a conven-
tional component (resistors, transistors,
diodes, etc.), while the assembled micro-
module operates as a complete circuit
(amplifiers, oscillators, etc.).

Immediate applications will be in

military gear, including such missile ap-
plications as satellites as well as such
tactical equipment as improved helmet
radios that replace earlier walkie-talkie
devices.
" Future civilian applications might
include “wrist watch” radios and “pic-
ture on the wall” television. RCA
emphasized it would be at least two or
three years before work was even be-
gun in those areas.

RCA is the prime contractor to the
Signal Corps on the micro-module pro-
gram, which began with a two-year,
$5 million budget which officials hope
to expand to a four-year, $13 million
project.
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STORIES

One of a series of salutes to successful
Radio and TV stations across the nation
... and to the Northwest Schools gradu-
ates who have contributed to their
success.

K’ WBCasper Wyoming

Salute to KTWO-TV—the first
TV station in Central Wyoming
and the first inter-connected
station in Central Wyoming . ..
located in Casper—Wyoming’s :
first market and largest Clty BOB BERGER, General Manager

Here is what Bob Berger

KTWO-TYV started telecasting on March 1st, says about his experi-

1957, with a power of 208 watts and an an- ence with Northwest

tenna height of 5120 feet above sea level. In Schools Graduates:

January 1958 power was increased to 28,500 )
watts and antenna height moved to 7797 “Both of these men do outstanding
feet. KTWO-TV is an affiliate of NBC and Work and we are quite pleased to have
ABC. them on our staff.”

WILLARD DAMOURS DONALD MacCAMBRIDG
Wiliard Damours, Northwest graduate, has been employed Another grad, Doncld MacCambridge joined KTWO-TV
at the station since original air date and is now transmitter on December 15, 1958 as a trainee . . . has now become
engineer, in sole charge of transmitter operations. a full-fledged director.

For further information
on Northwest training and graduates acatluble in your arca, write, phone or wire

-NORTHWEST SCHOOLS

1221 N.W. 21st Avenue, Portland 9, Oregon
Phone CApitol 3-7246
737 N. Michigan Avenue, Chicago s« 6362 Hollywood Bivd., Hollywood
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FATES & FORTUNES

Advertisers

e WiLLiaM H. GAINEs, formerly sales
manager of Kay Daumit division of Col-
gate-Palmolive Co., appointed general
sales manager of Charles Antell division
of B. T. Babbitt, N.Y.

¢ JAMESs B. AsH, formerly assistant man-
ager of public relations, Lukens Steel
Co., Coatesville, Pa., appointed public
relations director of Curtiss Candy Co.
(Baby Ruth, other candies), Chicago.

e K. N. JoLLy, assistant to chairman,
named director of corporate relations
of Campbell Soup Co.

e WiLLiaM ELDRIDGE, formerly account
executive for packaged goods, Leo Bur-
nett Co., named. product manager in
household products division, Colgate-
Palmolive Co.

® STUART V. D’ADOLF, formerly of New
Haven (Conn.) Journal - Courier, to
press section of public relations depart-
ment, Borden Co., N.Y.

Agencies

= o WiLLIAM D, TYLER,
with Benton & Bowles
since 1958 as vp in
charge of creative
services, elected exec-
utive vp.

® COURTENAY MOON,
vp and radio-tv direc-
tor, and BoB FooTt-
MAN, account execu-
tive, both of Guild, Bascom & Bonfigli,
S.F., join Johnson & Lewis, S.F., as
principals and vps.

R |
Mr. Tyler

¢ ToM MALONEY, account supervisor,
Dancer-Fitzgerald-Sample, Bristol, Pa..
to Brown & Butcher, N.Y., as vp with
Thiokol Chemical Corp., Bristol, Pa.,
account. Also to B&B: ToM JOHNSTON,
account executive, and Roy WEBER,
copy director.

e RENA L. NELsON, copywriter on
Oscar Mayer (meats) and Quaker Oats
account at Wherry, Baker & Tilden,
Chicago, and previously copy -chief,
Grant Adv., that city, elected vp of
WB&T.

¢ NorRMAN WINGERT, head of produc-
tion; JoE GEYER, art director, and
GEORGE VIOLANTE, copy chief, elected
vps of Schwab, Beatty & Porter, N.Y.

¢ EpwArRD G. CoMsTOCK, senior vp of
Cunningham & Walsh, N.Y., to agen-
cy’s executive committee.

¢ HARrRY M. BILLERBECK, vp, media di-
rector and director of H. B. Humphrey
Alley & Richards Inc., recently merged
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with Reach, McClinton & Co., has re-
signed, effective April 1.

¢ CHARLES H. BROWER, president of
BBDO, will receive plaque given each
year by Rutgers U. to alumnus who has
“served his community, professional
field and the university with distinc-
tion,” at alumni dinner, April 4.

® WickLIFFE W. CRIDER, supervisor in
radio-tv department of Young & Rubi-
cam, N.Y., named vp.

e Davip L, HowLETT, public relations
director in Chicago office of Western
Adv., elected vp in charge of publicity
and public relations.

¢ GEORGE MCGARRETT, formerly of
NBC-TV as executive producer, ap-
pointed program supervisor in tv de-
partment of Lennen & Newell Inc.,
N.Y. Mr. McGarrett was previously
with Young & Rubicam as program
manager of radio department and with
CBS as commercial program manager.

¢ RoBERT Ross, formerly account ex-
ecutive of Tatham-Laird, Chicago, to
Arthur Meyerhoff & Co., that city, in
executive-administrative capacity and
as member of plans board.

¢ WiLLiaM F. Forcg, 45, copy group
supervisor, BBDO, N.Y., died following
heart attack March 18 in New York.

® ALLAN KAUFMAN, copy chief of John-
son & Lewis, S.F., to Weiner & Gossage,
that city.

e StaN M. GoLpsTEIN, formerly of
Food Fair Stores Inc., Phila., to Arndt,
Preston, Chapin, Lamb & Keen Inc.,
that city, as creative director of tv-radio.
DonaLDp C. HoEFLER, formerly editor
of Electronics magazine, to public re-
lations staff of agency.

® RosweLL H. EAaToN, formerly direc-
tor, secretary and treasurer of Henri,
Hurst & McDonald, Chicago, named
treasurer and member of executive com-
mittee of Henderson Adv., Greenville,
S.C. PETER M. SoUTTER and J. B. Ma-
JETTE JR., both formerly of BBDO,
N.Y., join Henderson as account ex-
ecutives.

o MarsHALL Hawks, radio-tv director
of Emery Adv., Baltimore, elected vp,
and MRs, GRACE C, TAVENNER, assist-
ant treasurer, named treasurer.

e AL BUFFINGTON, formerly vp in
charge of production, Fidelity Films,
Hollywood, to Beckman e Koblitz Inc.,
L.A., as creative director.

¢ JoN Ross, partner of Ross/Reisman/
Naidich Inc., L.A., has left to form new

agency, Jon M. Ross Adv., with offices
at 1717 N. Highland Ave., Hollywood
28. Telephone: Hollywood 9-2205.
MURRAY NamicH and EMIL REIsMaN
will continue to operate Ross/Reisman/
Naidich at 7805 Sunset Blvd., L.A. 46.

Networks

: e JosepH F. HLADKY
JrR., president of
KCRG-TV Cedar
Rapids, Iowa, elected
chairman of ABC-TV
Stations Affiliates
Assn, Other officers:
i BReENT KIRK, station
s B manager, KUTV
Mr. Hladk (TV) Salt Lake City,
Utah, vice chairman; DoNALD D. Davis,
president of KMBC-TV Kansas City,
secretary; HOwWARD MASCHMEIER, gen-
eral manager, WNHC-TV New Haven,
Conn., treasurer. Mr. Hladky succeeds
JosepH C. DRILLING, vp and general
manager, KJEO-TV Fresno, Calif.

® JULIUS BARNATHAN, ABC-TV director
of research, elected ABC vp.

¢ HENRY R, POSTER appointed manager
of sales promotion for CBS Radio Spot
Sales. LeoN LUXENBERG, formerly
presentation writer in CBS Radio ad-
vertising and promotion department, re-
places Mr. Poster as director of net-
work sales presentations. JOEL AZER-
RAD, previously of NBC-TV and Co-
lumbia Records, appointed art director
of CBS-TV Spot Sales.

¢ Davip FucHs, copywriter in CBS-TV
sales promotion and advertising depart-
ment past three years, appointed man-
ager of sales presentations for CBS-TV.
LEONARD BROOM, copywriter in same
department since 1956, appointed man-
ager, program promotion, N.Y.

® GEORGE A. HEINEMANN, director of
programs, WRCA-TV New York, ap-
pointed manager of public affairs for
NBC.

e MiLT FisHMAN, assistant director of
radio and tv news for ABC’s western
division, promoted to director.

e ROBERT R. PAULEY, account execu-
tive of ABC since 1957, named net-
work’s eastern sales manager.

e EpDY MAaNSsoON, recording artist and
conductor, signed as musical director
and composer for CBS-TV’s forthcom-
ing series Wonderful World of Little
Julius.

e Davip BrowN, formerly executive
producer of NBC-TV’s Haggis Baggis,
named producer of CBS-TV’s Captain
Kangaroo.
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Mr. Summerville  Mr. Carino Mr. Vath
» Howarp (SLIM) SUMMERVILLE, gen-
eral manager of WWL-TV New Or-
leans, has been granted leave of absence
at his request because of health. Law-
RENCE CARINO, general sales manager
of WWL-TV, named acting manager,
and JouN L. VaTH, with WWL since
1954, named general manager of WWL
Radio. Mr. Summerville, who had been
general manager of radio-tv, gave up
his duties with WWL Radio several
weeks ago because of demands upon
his health. Mr. Carino was formerly
general manager of KTNT-AM-FM-TV
Seattle-Tacoma, Wash.

e WiLLiaM H. HANSHER, technical as-
sistant to President Hulbert Taft Jr.
of Radio Cincinnati Inc., named vp in
charge of engineering. DoroTHY 8.
MuRPHY, company treasurer, and KEN
CHURCH, vp in charge of radio opera-
tions and director of sales for radio-tv,
named directors of corporation. Radio
Cincinnati includes WKRC-AM-FM-
TV Cincinnati, and WTVN-AM-TV
Columbus, both Ohio; WBRC-AM-FM-
TV Birmingham, Ala.; WBIR-AM-FM-
TV Knoxville, Tenn.; WKYT (TV)
Lexington, Ky.

® JAMES P. STORER, national merchan-
dising manager of Storer Broadcasting
Co.’s New York sales office, named
national sales manager of WIBG Phila-
delphia. Roy M. ScuwaArtz, WIBG
promotion manager, adds duties of pro-
gram manager. GENII MACAULAY
named -assistant promotion manager.

¢ FraNnk KNORR JR.,
owner of WPKM
(FM) Tampa, Fla.,
will be appointed sta-
tion manager of
WALT, that city, con-
tingent upon FCC’s
approval of 'WALT’s
S ERRESSEE sale t o Consolidated
Wr. Knorr Sun Ray Inc. (WPEN-
AM-FM Philadeiphia), according to
WiLLiaM B. CASKEY, executive vp of
WPEN (BROADCASTING, March 9).

e GENE TIBBETT has resigned as execu-
tive vp and general manager of WRMA
Montgomery, Ala., to become partner
(subject to FCC approval) and general
manager of WLAU Laurel, Miss.

o LioN RIDINGS, sales thanager of
WBIR-AM-FM Knoxville, Ténn., adds
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“Uncle Eddy”

MEATH

Ctarte Rochester Listenere
off with a Morning Smile

that lacte all day !

“Musical Clock” \\@ '

6:00 to 9:30 AM. MONDAYS thru SATURDAYS

He's not a comedian, not a wise-cracker, not the
frantic D. J. type of guy.—Just a likeable, happy,
warm-hearted young man who has an almost magi-
cal ability to make folks face each day with a smile on
their face—and a song in their heart. His ten-year
ratings never have been, nor ever will be, topped in

Rochester!

Ed is a master of the “‘soft sell” that’'s extremely
hard to resist. Availabilities on his show don't crop
up very often, but you're welcome to join our waiting

list. Write or phone!

BASIC CBS

AM-TV

ROCHESTER

' REPRESENTATIVES: EVERETT McKINNEY, INC.
NEW YORK » CHICAGO » LOS ANGELES » SAN FRANCISCO
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duties of station director. Doc JoHN-
STON, staff announcer, elevated to radio
program director, replacing Bop AGEE,
to radio sales staff. BiLL DooLEY, mem-
ber of WBIR-TV production staff,
named account executive, replacing
TeED BRrROSSEAU, to Knoxville branch of
Nelson Chesman Adv.

¢ JaMmMeEs H. FERGU-
SON, general sales
manager of Spring-
field Television Broad-
casting Corp., elected
vp for sales of its sta-
tions, which include
WWLP (TV) Spring-
field, WWOR-TV
Worcester, both

e

Mr. Feruéun

Massachusetts, and WRLP (TV)
‘Brattleboro, Vt.-Greenfield, Mass.-
Keene, N.H. Mr. Ferguson joined

Springfield in 1953 at WWLP.

e WaRD L.. QuaaL, vp and general man-
ager of WGN-AM-TV Chicago, re-
elected president of Quality Radio
Group Inc. WiLLiam D. WAGNER,
WHO-AM-FM Des Moines, Iowa, ap-
pointed secretary-treasurer and FRANK
GAITHER, general manager of WSB At-
lanta, Ga., elected to board as vp. Con-
tinuing on board until 1960: Joun H.
DeWITT IR., president, WSM Nashville,
Tenn.; RALPH EvVANs, executive vp,
WHO Davenport; DoNaLD H. McGAN-
NON, president, Westinghouse Broad-
casting Corp. (for KDKA Pittsbu:gh,
Pa.; KEX Portland, Ore.; WBZ Boston,
Mass), and Mr. Quaal. Directors re-
elected to serve through 1961: GusTav
K. BRANDBORG, vp and general man-
ager, KVOO Tulsa, Okla.; Joun B,
TANSEY, general manager, WRVA
Richmond, Va., and Mr. Gaither. Roy
I. Bacus, commercial manager of
WBAP Fort Worth, Texas, elected
member. Also elected: JoHN DE-
Russey, WCAU Philadelphia (replac-
ing JouN L. VaATH, sales manager,
WWL New Orleans).

e WiLLiaM DRIVER, 36, engineer of
WOOD-TV Grand Rapids, Mich., died
March 16 following major heart surgery
in Ford Memorial Hospital, Detroit.

e SIDNEY E. LEIPZIG, 55, member of
Broadcast Pioneers and formerly direc-
tor of WOV New York artists’ bureau,
died March 16 in New York.

e JoserH B. GRiEs, local sales manager
of WBRE-AM-FM Wilkes-Barre, Pa.,
named general manager in charge of
local sales, WBRE and WSCR Scranton,
Pa., as well as station manager of
WSCR. MEYER BERGSMAN succeeds
Mr. Gries as local sales manager of
WBRE.

e Tom W. MAHAFFEY, assistant adver-
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tising-promotion director, WIXT (TV)
Jacksonville, Fla., named advertising-
promotion director, succeeding PHIL
McCMAHON.

Representatives

¢ RoOBERT M. HOFFMAN, director of
promotion and planning, WOR-AM-TV
New York past 11 years, named direc-
tor of marketing and research of Tele-
vision Advertising Representatives Inc.

Programming

¢ NorMaN Louvau, formerly general
sales manager of KRON-TV San Fran-
cisco, joins Screen Gems Inc., N.Y., as
general manager of station operations.
Mr. Louvau, explained President Ralph
M. Cohn, will be responsible for ne-
gotiating for purchase of stations and
ultimate supervision of their operations.
SG intends to buy maximum allowable
number of stations, added Mr, Cohn.

e J. L. VAN VOLKEN-
BURG, former presi-
dent, CBS Television
and now president of
Pacific Ocean Park,
Los Angeles, has been
named to board of di-

0 rectors of Videotape

s Productions Inc., New
Mr. Van Volkenburg York. Mr. Van
Volkenburg has no stock interest in
Videotape, which is equally owned by
Ampex Corp., Minnesota Mining &
Manufacturing Corp. and Howard S.
Meighan, former CBS West Coast vp.
Pacific Ocean Park is half owned by
CBS and half by L.A. Turf Club.

¢ Boyp W. LaAwLOR, merchandising
sales manager, Community Club Serv-
ices Inc., named general sales manager.
LeN HornsBy, formerly with Radio
Advertising Bureau, appointed sales de-
velopment manager.

¢ JoHN FEGELY GILBERT, 64, owner

and director of School of Radio Tech-
nique, N.Y., died March 13 at his home
in Bernardsville, N.J,

® MILFORD FENSTER, formerly of RKO
Teleradio Pictures as director of central
film procurement for RKO stations, to
executive staff of MCA-TV.

e HerscHELL G. Lewrs, formerly
president of Lewis & Martin Films Inc.,
Chicago, resigns to become vp of
newly-created industry program divi-
sion of Fred A. Niles Productions, that
city. ROBERT JoHNsoON, producer of
L&M, assumes presidency of firm.

o HERMAN LEvy, head of Universal-
International’s advertising department,
joins Allied Artists Productions, Holly-
wood, as advertising manager.

Equipment & Engineering

o MauricE L. LEvy,
director of consumer
products department
since 1955, named vp
of consumer products
engineering, Emerson
Radio & Phonograph
Corp., Jersey City,
N.J.; MARTIN RICH-
MOND, works man-
ager of department,
promoted to vp of
consumer products
manufacturing.

e DoNALD J, PLUNK-
ETT, with Capitol
Records past six years &
as New York director ™ ==
of recording, ap- Mr. Richmond
pointed president of Fairchild Record-
ing Equipment Corp., N.Y.

e ROBERT S. CARUTHERS, formerly
deputy director of research and engi-
neering for International Telephone &
Telegraph Corp., elected vp and tech-
nical director of the ITT Labs in Nut-
ley, N.J.

Allied Fields

e PaurL E. MENNEG, manager of client
services, Communications Counselors
Inc., N.Y., elected vp.

e Epwin C. MiLLs, 77, general man-
ager of American Society of Composers
& Publishers during its 1941 battle with
radio, died following heart attack in Los
Angeles March 14. Mr. Mills joined
ASCAP in 1919 as chairman of ad-
ministrative committee and several
years later was named general man-
ager. He left the society in 1929 to
become president of Radio Music Co.
and rejoined ASCAP in 1932 as gen-
eral manager. He resigned in 1942 to
become director of Songwriters Pro-
tective Assn. and later became public
relations and copyright advisor on West
Coast.

e JoHN S. ROSE resigns as executive
secretary to Los Angeles County district
attorney to re-establish his own public
relations counseling firm, John S. Rose
& Assoc., at 8693 Wilshire Blvd., Bev-
erly Hills. Telephone number: Olympia
2-0765.

Government

e PAuL GoOLDSBOROUGH, director of tele-
communications policy in office of As-
sistant Secretary of Defense for Supply
& Logistics, retires, effective March 30.
He will be replaced by WiLLiam Hart-
TON, retired International Telephone &
Telegraph vp.
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‘PAINTING ON LIGHT' FOR TV

imagination have been joined in a tv
film innovation, “painting on light.”

French-born religious artist Andre
Girard, after a year of experimentation
in his Nyack, N.Y., home, has found
a way to “breathe life” into paintings
shown on television.

Mr. Girard noticed that fixed pictures
on the tv screen exhausted the eye’s
attention in a few seconds while the
same paintings on gallery walls did not
fatigue the eye even after several min-
utes. So, he set out to correct the sit-
uation.

Mr. Girard calls his method “painting
on light” because a light source is
used to create brilliant luminosity in
film backgrounds. This appears to make
figures come alive and provides a three-
dimensional effect in both color and
black and white. :

The public test will come Easter Sun-
day when CBS-TV will colorcast the
first of two completed films, ‘“The Pas-
sion and Resurrection,” produced and
sponsored by the National Council of
Catholic Men.

One Man Studio ¢ Working from
sketches on paper strips, the 58-year-
old artist painted mural-like scenes il-
lustrating the New Testament text of
the four gospels on 100-ft. strips of
70 mm film. These were mounted on
cylinders and passed in front of a beam
of light. The moving strips were photo-
graphed in 35 mm Eastman color as
Mr. Girard controlled the speed of the
cylinders. Since each scene is painted
according to the length of time it is to
be seen on the screen, the artist was also
scenarist, film editor and director. The
art work itself is a combination of
sketching into the film emulsion and
painting over the emulsion.

Although Mr. Girard painted and
adjusted his home-made equipment with
both color and monochrome set viewers
in mind, there are differences in total
effect. Color viewers have the advantage
of seeing the artist’s Juminous colors,
sometimes -almost garish, sometimes a
few brush strokes, sometimes simple
ink line sketches, but always creating a
mood or displaying an emotion.

In monochrome, the shining white-
ness of backgrounds and figures etched
in the white glow, add a starkness
unique to black and white tv. A more
mysterious mood is effected.

In editing of the film, scenes hold
longer where there is greater art detail.
The sense of time passage is quickened
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Artist Girard inspects 70mm film

Excerpt from new tv art

with a flashing of less detailed portions.
Narration by Msgr. John J. Dougherty,
American tv representative to the Pon-
tifical Commission for Cinema, Radio

and Television, and a violin score
played by Daniel Guilet, enhance the
film movement.

*“The Passion and Resurrection,” set
for the special network showing March .
29 (2:30-3 p.m. EST), will be followed
by the second film, “The Sermon on the
Mount,” later this spring, according to
Martin H. Work, executive producer
and director of the NCCM.

New Art Form ® Does the “painting
on light” method have a future? Mr.
Girard and Richard J. Walsh, radio-tv
director for the NCCM, believe this is
only the stepping stone to many artistic
tv presentations. Both were afraid the
method may be commercially abused
before further technical advances are
made. It is a new art form for tv and
the standards should be kept high, Mr.
Walsh maintained. Among possible fu-
ture adaptations,” Mr. Walsh suggested
the method could be used for illustrating
musical compositions, either in toto or
as segments in a tv musical show.

Both of the new NCCM films repre-

~sent a new interpretation of Mr. Gi-

rard’s religious paintings of the past

: © 40 years, which were presented in live

tv productions of the -Look Up and
Live and Lamp Unto My Feet programs
on CBS-TV in 1957 and 1958. CBS,
impressed by the stature of the new
films, is contributing toward the cost
of the Easter presentation.

VTR sports angles
exhibited by Ampex

Editing televised sports programs and
the outlook for a new era in tv record-
ing of major events were outlined at
a Chicago news conference March 13
by Neal McNaughton, manager of Am-
pex Professional Products Div. Major
tv networks and officials of the Squaw
Valley Winter Olympics are studying
use of Ampex VTR for the' 1960 games,
with the view of offering an edited pack-
age for U.S. and international telecasts.

Mr. McNaughton told newsmen that
“Videotape has come of age insofar as
sports are concerned and its use now
seems to be unlimited.” He cited video
recordings of horseracing, football,
coaching procedures and for judging
horse races.

Utilization of Ampex VR-1000 equip-
ment by the Los Angeles Rams to scout
the San Francisco 49ers during an actual
football game was demonstrated to
newsmen, who also saw the VTR rec-
ord of a delayed taped telecast of the
1958 U. of California-Stanford NCAA
football contest.

Mr. McNaughton pointed out that
1111



with Ampex facilities, racing fans can
view the taped recording of an event
seconds after it happens (Yonkers race-
way in New York can post results of
close races immediately), compared with
a previous average of seven minutes for
a decision.

Officials for the 1960 Winter Olym-
pic Games are high on VTR in assist-
ing judges to make almost instant deci-
sions in disputed competition and for
eliminating repetition of certain events,
with a view to offering a more compact
and digestible tv package, it was
claimed. The Squaw Valley winter olym-
pics organization was represented by
Jack Geyer, its publicity director.

New MBS series

‘MBS is offering its affiliates a new
series of five-minute Inside Report pro-
grams to augment the network’s week-
end schedule of five-minute Operation
Newsbeat programs. Five experts in
various fields of news coverage are
being featured in a total of 16 weekly
programs which the affiliates may re-
schedule to fit their particular weekend
programming patterns, announced Blair
A. Walliser, MBS executive vice presi-
dent. _

Reporters and their news topics for

the series are: Dr. W. W. Bauer, direc-

tor, Bureau of Health Education, Amer-
ican Medical Assn., “Health”; George
Fielding Eliot, . syndicated columnist,
“Space Age”; Ernest K. Lindley, Wash-
ington bureau chief for Newsweek
Magazine, “Washington”; Arnold Mi-
chaelis, interviewer, “VIP’s,” and Earl
Wilson, syndicated columnist, “Broad-
way.” Messrs. Eliot, Michaelis and
Wilson present four broadcasts each on
Saturdays and Sundays, while Dr.
Bauer and Mr. Lindley are each sched-
uled for two weekend reports.

Vatican sets up unit

Pope John XXIII has created a per-
manent section of the Holy See to co-
ordinate Catholic action in radio, tv and
motion pictures.

The unit, a reorganized and broad-
ened Pontifical Commission for Motion
Pictures, Radio & Television (set up by
Pope Pius XII in 1948), will be headed
as before by The Most Rev. Martin J.
O’Connor, of Scranton, Pa. Bishop
O’Connor, rector of the Pontifical North
American College in Rome, in effect
becomes Catholic chief of mass media.

Pope John, in an Apostolic letter, says
that he intends to seek improvement in
those media that frequently attack

The shifting of manpower for
more useful functions, already a
staple process in radio programming,
is being applied to television at
WBTV (TV) Charlotte, N.C., thanks
to video-tape recording. _

Since it received a prototype RCA
vtr machine Sept. 5, 1958, WBTV
has been pre-taping all weekend lo-
cal shows (save news, weather,
sports) in advance, freeing some per-
sonnel for other duties and virtually
“darkening” its studios on Saturday
and Sunday. It now plans to adopt
an eight-hour day for crew members
by pre-taping the following day’s
shows (on a schedule of roughly 4
p.m.-midnight).

The same labor-saving technique
has been adopted by KRON-TV San
Francisco. Harold P. See, general
manager, says the technique of video-
taping is not completely congruous
with “automation.” KRON-TV also
tapes its next day’s programs cover-
ing the sign on to 4 p.m.

Second Gear ®# WBTV was sched-
uled to receive a second conven-
tional-type RCA tape-recorder with
the close of last week’s NAB con-
vention, again with provision for
color tv. RCA currently has seven
prototype models in use, with six

WBTV (TV) p_i'-e'-tapes weekend shows

of them owned by NBC.

With its second unit, WBTV plans
to tape the following morning’s
shows on the night before. It car-
ries CBS-TV network afternoon and
evening programs on weekdays and
weekends. Among pre-taped pro-
grams are a studio wrestling show,
a religious panel and other local
fare. The wrestling feature is tele-
vised on Saturday (6-7 p.m.). News,
weather and sportscasts naturally
are handled live. WBTV operates
from 7-12:30 a.m.

The majority of the station’s lo-
cal shows are video-recorded in
monochrome, Thomas E. Howard,
WBTV vice president-engineering
and general services, reports. He
adds that WBTV’s technical staff
will be slightly increased, rather
than diminished, because of the new
operational plans.

Charles H. Crutchfield, executive
vice president and general manager
of WBT-WBTYV, feels that video-
tape provides another avenue for
better utilization of labor manpower.

Among features of the advanced
RCA video recorder equipment are .
a master erase head, built-in facili-
ties and a cue track (see page 70).
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“Christian morals and the very dignity
of man.”

The Pontifical letter extends his
“paternal and insistent warning” to all
those responsible for radio, television
and movie productions. These persons,
he said, should always “follow the dic-
tates of a delicate . . . conscience. . . .”

Community Clubshows
plans at sales meeting

New concepts and operational plans
of Community Club Services Inc. were
highlighted at its first annual sales con-
clave last week in Chicago.

Community Club Services sets up
CCA merchandising plans for sub-
scriber stations and advertisers whereby
local community groups receive bene-
fits based on proof-of-purchase of prod-
ucts specified in the campaign.

Breakdown of the country into seven
equal sales regions under individual
directors, and a program of standardiz-
ing all Community Clubs Awards mer-
chandising plans for stations were dis-
cussed. The latter move is to permit
flexibility of staff assignments and also
to present a set method of operation for
each and every subscriber station. Only
state not entirely in this pattern is Wis-
consin, where state lottery laws pre-
vent weekly awards. For stations there,
it was said, CCA has developed a sys-
tem of buying back the bonus points.

Charles H. Mullin, American To-
bacco Co., discussed the recent mass
purchase of CCA merchandising plans
by his company and the goals of Amer-
ican Tobacco through CCA.

It was announced that CCA had
signed three newspapers to a merchan-
dising plan that parallels the radio one.

The three-day session was presided-
over by John Gilmore, Community
Club Services president, and Executive
Vice President William M. Carpenter.
Among other speakers were Boyd W.
Lawlor, just promoted to general sales
manager, and Len Hornsby, new sales
development manager (see FATEs &
FORTUNES, page 98).

Polk awards made

Long Island U., Brooklyn, N. Y.,
announced on March 6 the winners
of 11th annual George Polk Memorial
Awards for “distinguished achievements
in journalism” in 1958, including fol-
lowing in radio-tv: Chet Huntley, com-
mentator, and Reuven Frank, producer,
for foreign reporting over NBC-TV;
Gabe Pressman, WRCA-TV New York,
for television reporting in New York
area; Jay McMullen, writer-producer,
for radio documentary by CBS News;
Marya Mannes, radio-tv critic, The Re-
porter, for magazine reporting.
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MYCALEX

CORPORATION OF AMERICA

(SuPRiMIoS:
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SUPRAMICA 555
ceramoplastic

the world’s most nearly perfect
precision-moldable electronic insulation

SEE

MYCALEX products

at Booth 2741-2743
1959 IRE, New York Coliseum

74 actual size

gives AVGO twice the channel capacity
... in far less space! |

This amazingly compact AYCO oscillator circuit, built for a Signal Corps radio
receiver . . . 32.5-57.5 mc . . . was made possible by the insulating qualities of its
SUPRAMICA ceramoplastic base.

Over a temperature range, in this application, from —67°F to +-167°F and, in
other uses, at operating temperatures as high as 700°F, SUPRAMICA 555 shows no
change, no warpage. It has complete dimensional stability. The fragile silver ribbon
circuit is molded precisely and permanently in place. Numerous tuning crystals—
and their problems—are eliminated. Frequency drift is reduced to an absolute
minimum. Channel capacity is doubled.

Other advantages of SUPRAMICA 555: the base can be reproduced exactly;
electrical loss is negligible; moisture absorption is nil; dielectric strength is high.

Mycalex Corporation of America makes a complete line of precision-moldable
and machinable glass-bonded mica and ceramoplastic insulation materials to solve
electronic design problems at operating temperatures up to 1550°F. To learn how
we can serve you, write foday.

General Offices and Plant : 123-A Clifton Blvd., Clifton, N. J.
Executive Offices: 30 Rockefeller Plaza, New York 20, N. Y.

WORLD'S LARGEST MANUFACTURER OF GLASS-BONDED MICA AND CERAMOPLASTIC PRODUCTS
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MOST
WANTED!

'

Jack Woods

Throughout WOC Radio-
land these aftggfnoons, the
most-wanted sséund for hire
is WOC’s matinee dandy,
Smilin’ Jack Woobs.

He’s an irrepressible scala-
wag from out of Chicago.
We taught him that good
listening comes first at
WOC, and he’s been stealing
listeners . (and selling; prod-
ucts) ever since. i

Check your PGW Colonel or
our Pax Shaffer for the price
-on Jack’s head. :Let us put .
" your notchon #is ‘gun.

g

Col: B. ). Paliner

President

"Ecnest C. Sanders
o Manager
Pak Shaffer
Sales Managee
Peters, Griffin. - Woodward,

I'nc.. Exclusive National
Réprésentatives

THE QUINT CITIES '
!

DAVENPORT { (o,
BETTENDORF |

ROCK ISLAND 4
MOLINE ( ILL.
EAST MOLINE
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New re-run plan
offered by NTA

National Telefilm Assoc., New York,
is offering to sell to tv stations its re-run

programming under a system called Pro-.

gram Security Plan which, the company
claims, will enable outlets to acquire
“a wide variety of programming with-
out extensive financial commitments.”

Michael M. Sillerman, president of
NTA program sales, announced last
week that under PSP a tv station ac-
quires exclusive rights in its market for
two or more packages without the usual
requirement of buying the programs
outright or making “substantial cash
payments.” The station chooses its pro-
grams and is given a specified period
of time to sell or telecast them. Mr. Sil-
lerman added that stations also are
given discounts in proportion to their
total PSP billings.

The films are being distributed
through Famous Films, the re-run unit
of NTA that is under the jurisdiction of
NTA program sales. The Famous Films
packages total more than 400 hours of
programming and cover such series as
Sheriff of Cochise, China Smith, Orient
Express, Holiday and Passerby, among
others.

Los Angeles schools
buy KCOP (TV) time

Commercial KCOP (TV) Los Ange-
les began carrying weekday educational
sessions for 27 local school districts
March 2. The time and facilities are
purchased from KCOP for $750 a
week, covering a half-hour session each
afternoon at 2:30. The schools provide
the program material.

In financing the project the school
districts use money from state school
funds. A possible 1 million students
can see the classes in school each day.

If the KCOP series is successful, the
area’s schools may become the largest
buyer of tv in Los Angeles, it is antici-
pated. The etv programs eventually may
have commercial sponsorship as the
school board has no objection to ads
appropriate for teenagers.

Daytime tv ‘specials’

CBS-TV is preparing a series of at
least six one-hour daytime “specials™
designed to help the fair sex with some
of its problems. Entitled Woman!, it
is to be presented on a special pre-
emption basis, with a production budget
in the neighborhood of $60,000, a figure
more in keeping with major nighttime
network shows.

The first program, “Do They Marry
Too Young?,” is scheduled for May.
Tape, film, and live studio presentation

Here are the next 10 days of network
color shows {(all times are EST):

CBS-TV
March 27 (8-9 p.m.) High Adventure
with Lowell Thomas, General Motors

through Cunningham & Walsh,

March 29 (9-9:30 a.m. New York only,
2-2:30 p.m. al! except N.Y.) The Passion
and the Resurrection, sustaining.

NBC-TV

March 23-27 {2-2:30 p.m.) March 30,
31, April 1, (4-4:30 p.m.) Truth or Con-
sequences, participating sponsors.

March 23-27, 30, 31, April 1 (2:30-3)
Haggis Baggis, participating sponsors.

March 23 (9:30-11 p.m.) Hallmark Hall
of Fame, Hallmark through Foote, Cone
& Belding,

March 24 (8-9 p.m.) Perry Como Spe-
cial, Pontiac through MacManus, John &
Adams.

March 25, April 1 (8:30-9 p.m.) The
Price Is Right, Speidel through Norman,
Craig & Kummel and Lever through J.
Walter Thompson.

March 25, April 1 (9-9:30 p.m.) Kraft
Music Hall, Kraft through J. Walter
Thompson

March 26 (9:30-10 p.m.) Ford Show,
Ford through J. Walter Thompson,

March 26 (10:30-11 p.m.) Masquetrade
Party, Lorillard through Lennen & Newell.

March 27 (7:30-8 p.m.) Northwest
Passage, sustaining.

March 27 (8-9 p.m.) Ellery Queen, RCA
through Kenyon & Eckhardt.

March 28 (8-9 p.m.) Perry Como Show,
participating sponsors.

March 29 (4-5 p.m.) Magic With Mary
Martin, Gen. Foods through Young & Rubi-
cam,

March 29 (8-9 p.m.) Music With Mary |
Martin, Timex through Doner & Peck.

March 30 (10-10:30 p.m.) Arthur
Murray Party, P, Lorillard through Len-
nen & Neweil and Pharmaceuticals through
Parkson.

March 31 (8:30-9 p.m.) Jimmie Rodgers
Show, Liggett & Myers through McCann-
Erickson.

are to be used, with a tv personality as
yet unnamed to preside. Woman! is
under the guidance of Jules Fleming,
who will have at his disposal the re-
sources of the public affairs dept. of
CBS News and the CBS-TV network
program dept.

KGVO resolves issue

KGVO Missoula, Mont., has settled
an argument about live broadcasts of
the bi-weekly meetings of the Missoula
City Commission by discontinuing cov-
erage of the Commission, reports
KGVO.

The point of controversy between the
station and the Commission lay in
whether or not the entire one to two
hour meetings should be covered. The
Commission, through Missoula Mayor
Alan Bradley, said “yes.” KGVO said
“no.” In a letter to the mayor, Station

[ be wise

K—-MAR 1zE

your advertising dollar;
prevent it from shrinking!

KMAR—Winnsboro, La.
Si Willing, Manager S°tngiis] Radio Sates
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Manager John F. Graham noted that
it is the radio station’s responsibility to
edit the news as it sees fit, as the broad-
casting media do with presidential news
conferences. KGVO had been covering
the Commission proceedings for the
past year, said Mr. Graham.

o Program notes

¢ Screen Gems Inc., N.Y., has released
to tv a package of 40 two-reel comedies,
starring the Three Stooges, to supple-
ment the earlier tv group of 78 Stooges
shorts distributed last fall. In addition,
SG also is offering to tv 100 shorts from
the Columbia Pictures Library, starring
such comics as Buster Keaton, Andy
Clyde, El Brendel, Sterling Holloway,
Leon Errol, Billy Gilbert and Hugh
Herbert.

Screen Gems also has announced
its purchase of the Brothers January,

Uncle Miltie on stage *® Milton
Berle, with inscribed silver service
tray memento in hand, receives a
standing ovation at the March 7
dinner-show of the Academy of
Television Arts & Sciences. Comic
Berle was honored with the first
“Close-Up” award that ATAS will
present annually to a person promi-
nent in tv achievement.

In the entertainment provided,
Mr. Berle was placed on “trial” in
comedy and musical skits on the
stage of the Grand Ballroom of the
Waldorf-Astoria in New York,
some 1,000 ATAS members and
guests attending. Among the many
tv stars who took part were Phil
Silvers, Jack Leonard (visible in
background in his role as trial jury
foreman), Jan Murray, Steve Allen,
Arnold Stang, Tallulah Bankhead,
Hal March, Dorothy Collins and Al
Kelly. The lampoon proceedings
were filmed with segments shown
later on the NBC-TV Today show.
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half-hour tv series planned for syn-
dication, which will be produced under
the supervision of Robert Sparks, direc-
tor of syndicated film production. Don-
ald Gold and Jonah Seinfield will write
the series and also act as associate pro-
ducers.

e NBC-TV’s film version of Fibber Mc-
Gee & Molly, planned for next season,
will star Bob Sweeney and Cathy Lewis,
both of whom have a background in
situation comedy. Bill Asher will pro-
duce and direct the show, to be writ-
ten by Bill Davenport. Serving as con-
sultants are Don Quinn, originator of
the radio series (which starred Jim
and Marian Jordan), and Jim Jordan Jr.

¢ Paramount Pictures has embarked on
its first tv film production with Third
Platoon, which the studio is co-pro-
ducing with Jaguar-Caron Productions,
owned by Alan Ladd and Aaron Spell-
ing. Mr. Spelling wrote the pilot script
and will serve as producer and script
supervisor of the series, with Mr. Ladd
as executive producer. A Paramount
spokesman described the co-production
arrangement as “strictly a one-shot
deal.” The company’s tv programming
activities are regularly carried on
through its subsidiary, Paramount-Sun-
set, which has made several pilots of tv
series to be syndicated by videotape.

e Telerama Inc. has been organized
with headquarters in Hollywood’s Capi-
tol Records Bldg. as sales and distribu-
tion arm for Telerama Ltd. of London.
Production plans include four 39-in-
stallment tv series: one based on the
international Boy Scout movement, one
based on the Thames River Police and
two others. Richard Morley, a founder
of the Alliance of Television Film Pro-
ducers, is president of Telerama Inc.
and will also act as executive producer.
Other officers: Fred C. Forsman, vice
president and treasurer, and Morgan
Stock, drama professor at Stanford U.,
secretary. Mr. Forsman identified in
the company announcement as “a
grandson and heir to the Pillsbury
fortune,” has gone to London to set up
production.

® The pilot of The Many Loves of Dobie
Gillis, produced by Martin Manulis for
20th Century-Fox, has been purchased
by CBS-TV. Philip Morris Inc. (ciga-
rettes), New York, will sponsor the
initial 39 segments of the half-hour
comedy series written by Max Shulman.
The series is slated for telecasting in
September (Tues. 8:30 p. m.).

ABC-TV two weeks ago bought 20th
Century-Fox’ Adventures in Paradise,
hour-long dramas of the south seas by
James A. Michener. Mr. Manulis plans

' My Momimy
Listens to KFWB
More mommies, more daddies,
more everybodies listen to
KFWB around the clock in Los
Angeles...confirmed by Pulse
and Hooper.

Buy KFWB... first in Los An-
geles. It's the thing to do.

6419 Hollywood Blvd., Hollywood 28 / HO 3-5151

ROBERT M. PURCELL, President and Gen. Manager
MILTON H. KLEIN, Sales Manager
Represented nationally by JONN BLAIR & CO,

Christmas With GCA

In a recent letter to Mr. William M, Car-
penter, Executive Vice President of Com-
munity Club Services, Inc., Mr. Leo Hoarty,
Manager of Radio
Station WBOF, said
the following:

“Once there was a
time when I won-
dered about Christ-
mas. It was a de-
lightful holiday, but
I had to look for-
ward to a bleak and
tough January. Feb-
ruary was a bit bet-
ter; we could chop
down the tower for
George Washington’s
Birthday. It took
“real action” to get
merchants advertis-
ing after they saw

our Christmas bill. Mr' Hoan’y
Now I know what to do at Christmas. I
spend the morning with the Kkiddies a_nd
the afternoon adding up all my Community
Club Awards contracts (non-cancellable)
which will enable me to relax in Florida
knowing that January, February and March
will be bigger than the fat November,
December we just finished.

What more could I ask than a promotion
which sells for me, the sponsors, and gains
listeners. All we had to do was work, but
we’ve always had plenty of that. Commu-
nity Club Awards makes the work pay off
and I heartily urge you to sell it to every-
one but my competitor.”

COMMUNITY CLUB
7, AWARDS

" New York 22, N. Y.
Phone: PLaza 3-2842
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says Mal Kasanoff, Promotion Director

KGBT-TV

HARLINGEN, TEXAS

““The way sponsors flocked to our

Popeye Theatre was absolutely

fantastie,” says KGBT-TV’s Pro-

motion Director. He writes:
“We started out with just one
sponsor. To sell him on the value
of the program we suggested a
contest requiring the audience to
send in labels. Result: we received
over 2 million labels, and the
sponsor's sales went up 10%! At
the end of 2 weeks five more
sponsors jumped on the Popeye
bandwagon.”

And that’s not all!l KGBT-TV
rolled up daily ratings of 22 to 25
against competition’s 4’s and 5's.
Popeye’s cumulative ARB rating
hit 40.2—the highest of any show
in the market! Now, KGBT-TV is
adding the Warner Bros. cartoons
to keep audience interest at its
height. KGBT-TV is the latest in
a long line of stations to cash in on
U.A.A's two great cartoon pack-
ages. Make your station next!

® ® ®
UNITED ARTISTS ASSOCIATED, inc.

NEW YORK, 345 Madison Ave., MUrray Hill 6-2323
CHICAGOQ, 75 E. Wacker Dr., DEarborn 2-2030
DALLAS, 1511 Bryan St., Rlverside 7-8553

LOS ANGELES, 9110 Sunset Blvd., CRestview 6-5886
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letic Assn. football schedule go to NBC. This will be the fifth consecutive
season (eighth time in nine years) that the network has gained tv proprietor-
ship of the national Game of the Week. NCAA members voted 153 to 11
in approving the 1959 plan, with the majority of the dissenting votes, as in
the past, coming from the Western Conference. Taking part in negotiations
last Monday (March 9): Tom S. Gallery (standing c), NBC sports director;
Howard Grubbs (seated r), chairman of NCAA tv committee; Paul W,
Brechler, Rix N, Yard (standing | and r) and Asa S. Bushnell (seated 1),
all members of the NCAA executive committee.

to put this series into production this
summer. Two other pilots from the
studio are being edited: Whodunit (mur-
der mysteries) and 5 Fingers (spy series).

e CBS Films reports more than $300,-
000 in sales on its new U.S. Border
Patrol series, paced by the purchase of
Genessee Brewing Co., Rochester,
N.Y., through Marschalk & Pratt divi-
sion of McCann-Erickson, N.Y., for al-
ternate-week showing in Rochester,
Binghamton, Albany-Schenectady, Sy-
racuse, Buffalo and Watertown, all New
York. Genessee will alternate with
Amoco gasoline which earlier bought
the series in 59 markets.

e Ziv Television Programs, N.Y., re-
ports Sea Hunf has been renewed to
date in 143 markets out of 186 carry-
ing the first year of the series, with
gasoline companies, brewers, banks and
food companies prominent among the
advertisers renewing.

e New Australian television stations
BTQ Brisbane and ADS Adelaide have
purchased Wire Service from ABC
Films. The hour-long adventure series
is reportedly the first U.S. film product
used by these outlets.

¢ Flamingo Telefilm Sales Inc., New

York, is adding a new series, Juvenile
Hearing, now in production with Dave
Wolper as executive producer and Art
Baker as interviewer. The program is
based on actual juvenile delinquency
cases and youngsters involved will ap-
pear.

® WPIX (TV) New York has acquired
U.S. tv rights to filmed interviews with
Adolf Hitler’s sister and associates from
Associated Rediffusion of England.
WPIX will run the series and subse-
quently it will be made available to
other U.S. stations.

e International Racing Network, Day-
tona Beach, Fla., has been granted
broadcast rights to all racing events at
the new Daytona International Speed-
way. Broadcasts start April 4 with a
twin-bill 100-mile U.S. Auto Club
championship race and a 100-mile race
for sports cars of unlimited engine size.
The network was organized by Dick
Huffman, president, and Pat Purcell.
vice president. Mr. Huffman is man-
ager of WNDB-AM-FM Daytona
Beach, and Mr. Purcell is executive
manager for the National Assn. for
Stock Car Auto Racing Inc. Broadcasts
are being made available to radio sta-
tions throughout the eastern U.S. ex-
clusively in each city. Operations are
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expected to expand to the West Coast
by 1960.

e Decca Records Inc. and ijts Coral-
Brunswick subsidiary have moved their
New York office from 50 W. 57th St.
to 445 Park Ave.; telephone Plaza
2-1600.

¢ Guild Films, N.Y., has acquired
Wonders of the World and Vagabond,
travel-adventure series. - Wonders, in
color, has been shown in “a few areas,”’
and Vagabond ran twice in Los An-
geles, the first time entitled Wanderlusi.
Guild has made these properties avail-
able to Inter World Tv Films. N.Y., for
foreign distribution,

¢ GianTView Television Network,
Ferndale, Mich., has released a 12-page
handbook offering guidance on planning
closed-circuit tv programs. The hand-
book covers costs and how to use closed-
circuit. Latest models of projection
equipment for mass audience closed-
circuit reception are pictured and de-
scribed. Copies are available from
GianTView, 901 Livernois Ave., Fern-
dale 20, Mich.

o Cambridge Productions Inc., Minne-
apolis, announces that it has merged
several film production and recording
entities into ERA International Film &

Recording Enterprises. The new com-
pany will produce tv series, commer-
cials, newsreels, travelogs, religious
films, educational films, feature movies
and phonograph records. Address: Box
3646, Loring Station, Minneapolis 3.

e Two new network film-tv series have
been announced by Harold Hackett,
president of Official Films Inc., and
M. Bernard Fox, president of Ben Fox
Productions Inc. Archorage, an action-
adventure series featuring a journalist
and his family, will make its locale at
California yacht anchorages. Criminal
Attorney will be an action-suspense
hour focusing on the private and pro-
fessional life of a New York lawyer.

¢ KDKA-TV Piitsburgh is making ex-
tensive use of tv-tape to promote its
impending telecasts of the Pittsburgh
Pirates’ baseball games. Play-by-play
man Bob Prince has been at spring
training headquarters in Ft. Meyers,
Fla., where he has video-taped inter-
views with ballplayers and coaches
through the facilities of WFLA-TV
Tampa.

e Jack Bailey, NBC and Queen for a
Day are defendants in a $50,000 dam-
age suit filed in Los Angeles Superior
Court by the Red Ball Transfer and

Storage Co. The complaint alleges that
Redball lost business and its reputation
was harmed when Mr. Bailey, Queen
for a Day m.c., interviewed a lady who
complained that Red Ball had lost her
furniture, and quipped, ‘“Red Ball isn’t
on the ball.”

o MCA TV Ltd.,, New York, has an-
nounced that the Paramount Pictures
library has been sold in a total of 37
markets to date and sales have topped
the $55 million mark since the library
was placed on sale less than a year ago.
MCA purchased the features from
Paramount for $50 million. Latest sales
were to KFJZ-TV Fort Worth; WBNS-
TV Columbus, Ohio; WMTW (TV)
Portland-Mt. Washington, Me.; WLOS-
TV Asheville;, WNEP-TV Scranton;
WAST-TV Albany; WTVJ (TV) Mi-
ami, and KBTV (TV) Denver.

e National Educational Television's
Briefing Session (series on U. S. foreign
and domestic policy) begins April 7
on U. S. educational tv stations, the
National Educational Television &
Radio Center has announced. Host-~
moderator will be Edward W. Barrett:
dean of Columbia U.’s graduate school
of journalism. NETRC and NBC-TV
share production costs ($170,000) for
the 26 half-hour programs.
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SEE PETRY FOR DETAILS ON NIELSEN SURVEY AND KARK'S BIG BONUS CIRCULATION
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The Imk that serves
South Carolina’s largest city

NUMBER ONE STATION
IN COLUMBIA , SOUTH CAROLINA

72 according to Pulse metro survey
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Sears.

Roebuck and Co.
Picks

J acksonvﬂle
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Sears, Roebuck and Co. has picked
Jacksonville for its huge new multi-
million dollar store—its largest re-
tail store in the South. Sears’ new
store is a welcome addition to the
rapidly expanding North Florida
economy and it is evidence of Sears’
faith in the State of Florida’s Gate-
way City.

AND JACKSONVILLE
PICKS WEFGA-TV

NBC and ABC Programming

Represented nationally by Peters,
Griffin, Woodward, Inc.

(Third Of A Series)

WFGA —-TV
Channel 12

Jacksonville, Florida
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_ PLAYBACK Quores wORTH REPEATING

Equal time critics

Lar (America First) Daly’s request of
equal time with other Chicago mayor-
alty candidates (BROADCASTING, Feb.
23) has evoked newspapers criticisms of
Sec. 315 in the Communications Act.

The Chicago American says:

There is probably no constitutional
way of refusing Lar Daly equal time
for political speeches. Tv executives
can hardly be granted the power to
decide which candidates deserve to be
heard by the voters.

News editors, however, must be able
to decide what is news and what isn’t—
that is their job—and the fact that Lar
Daly is running for office ceased to be
interesting long ago. The tv stations
should not be compelled to give time
needed for important news to Daly’s
doings.

An editorial in the Chicago Daily
News remarks:

Stupid as the equal time provisions
are in themselves, we doubt that they
are silly enough, under a fair interpreta-
tion, to require equal time for news
shots.

It is simply not a fact that every
individual is as newsworthy as every
other individual.

It is not good morals or good sense
to require equal treatment by any me-
dium for persons widely unequal in
responsibility, experience, and public
interest.

The radio stations that complied
with the ridiculous FCC order seriously
offended their regular audiences and
suffered real damage in the loss of pay-
ing time.

Viewers annoyed by Lar Daly’s dis-

.ruption of their entertainment should

give thanks again, as many must have
done before, that the press in this coun-
try, unlike television, is not licensed by
the government.

PRICE
QUALITY

WV WV W N

DEPENDABILITY
. make the DIFFERENCE!

TOWERS FOR ALL COMMUNICATION PURPOSES
dh AN AN\ A

TONE P

n‘ 2723 Hawkeye Drive

VAT L™=TVY sioux ary, iowa
W W .

Write for Free 92 Page Book!

The Washington Post commented:

‘The absurdity of requiring equal
time on the air for all candidates for a
political office when any one of those
candidates is heard or seen in a news-
cast is brought into sharp focus by the
Lar Daly case. . . . The source of this
straight jacket imposed on radio and
television news is, of course, Sec. 315
of the Federal Communications Act. . ..

In any event, the ruling stands as a
gross encroachment upon freedom of
information in a democratic country.
The broadcasting industry has an obli-
gation to fight it in the FCC, in the
courts and in Congress. Rep. Glenn
Cunningham has offered a bill to draw
the proper distinction between political
broadcasts as such and the appearance
of candidates in legitimate newscasts.
Certainly that step will have to be taken
if the Daly ruling is not changed by
the FCC or the courts. But Congress
should not stop there. It should also
recast Sec. 315 so as to require fair
play among the major candidates with-
out trying to thrust minor factions and
local crackpots into the major political
leagues.

Canadian hits back

Station Break, published for Cana-
dian broadcasters by Walter A. Dales
Writing Services, Winnipeg, has this to
say about print media’s “constant jibes
at the ‘commercialism’ of broadcasting.”

Reader’s Digest, which advertises in
Tide that it provides *“an advertising
environment of highest quality, where
you will find only products acceptable
to all readers, only advertising that
meets the highest standards of reliabili-
ty,” carried in a recent single issue 11

full pages of beer advertising, 7 pages
for whiskey; 4 pages for wine; 2 pages
for gin, and one full page for rum. This
is quite acceptable to us at Station
Break, but scarcely acceptable to all
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Digest readers, unless they’ve had a
cancellation recently from our Aunt
Maude.

Maclean’s Magazine, where the edi-
tors have created the impression that
“commercialism” annoys them some-
thing awful, is no better. Page after
page of liquor advertising, personal
hygiene and other assorted material
published for pelf proves that they are
annoyed by commercialism in broad-
casting only—not with the kind of com-
mercialism in which they share the
wealth.

Ratings and cash receipts

Old grads of the New York U. Grad-
uate School of Business returning to
their campus for Dean’s Day Home-
coming heard a seasoned salesman ad-
dress himself to the assigned topic, “Tv
Ratings—Bunk or Legitimate.” The
salesman: Manuel Yellen, vice presi-
dent and director of sales, P. Lorillard
Co.

I sometimes wonder whether
Madison Avenue people are not fighi-
ing among themselves for the highest tv
rating, the lowest cost per thousand
viewers and sometimes forgetting the
purpose of all advertising—greater sales
for the product.

. . In analyzing the work of sales-
men I learned that the mark of a suc-
cessful salesman is determined by the
number of orders he brought in each
day and not by the number of calls he
made each day. . . .

To me, a television show is just an-
other salesman of great magnitude—
one that is able to cover most of the
country within the short period of a
half-hour or an hour. His tv ratings
tell me only how many calls he has
made while he was out working.

. . . Of course, I like high ratings,
but sensible advertising is not decimal
advertising. . . .

The art of journalism

Journalism, electronic or printed, is
more than mere mechanics, John F.
Graham, manager of KGVO Missoula,
Mont., wrote to the editor of the Mon-
tana Kaimin, a daily published by Mon-
tana State U. His explanation came
when the paper criticized dismissal of
KGVO's news director and reported
KGVO was reducing news coverage.
Asserting the report of curbing news
was incorrect, Mr. Graham also con-
tinued to note:

However, you have perhaps observed
that journalism as a craft is not difficult
to learn. Anyone with reasonable in-
telligence and a dexterity with words
can acquire in a few months the ability
to write a passable news story. What
establishes journalism as an honorable
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Lincoln-land — KOLN-TV's NCS

One big market in Nehraska is in the
extreme East. The other is Lincoln-Land
— 66 counties hig, and well-heeled (con-
taining more than HALF the buying
power of the state!)

Viewers in the extreme Eastern market
spend a lot of time switching from one
to another of the three TV stations they
have availahle. In Lincoln-Land, the story
is ¢ll KOLN-TV. It’s the only station that
covers the area.

Ask Avery-Knodel for all the facts on
KOLN.TV — the Official Basic CBS
Outlet for South Central Nebraska and
Northern Kansas.

KOLN-TV

CHANNEL 10 * 316,000 WATTS * 1000-FT. TOWER
COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET

Avery-Knodel, Inc., Exclisive Natienal Represeniatives

United Press International news produces!

109



NIELSEN

AGREES-

“More people listen to the 6
PM News on WCKY than to
any other program on any
other station in Cincinnati—
699,500 people.”

We didn't say it—Nielsen did
in the November-December
1958 report. We've always
known that Cincinnati de-
pends on WCKY for news
because WCKY is first and
fast. Whenever news breaks,
WCKY is there with news
tapes and on-the-spot broad-
casts with the WCKY News-
mobile. If it’s news, it's heard
first on WCKY, and Cincin-
nati knows it!

. . . Your sales can make news
too. Call Tom Welstead at
WCKY’'S New York Office,
or AM Radio Sales in Chi-
cago and on the West Coast.
They’ll tell you about the
sales-power of WCKY’S
News—33 times daily.

- WCKY

50,000 WATTS
OF SELLING POWER

Cincinnati, Ohio
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profession, superior to most professions
and inferior to none, is the strength of
character the journalist brings to his
work. He must be so imbued with
courage, integrity, humility, wisdom
and a sense of justice that he will not
be cowed by threats nor cajoled by
flattery. He must ever resist the temp-
tation to regard himself as God’s ap-
pointed oracle; he must dedicate his life
to learning. And he must possess such
an incorruptible sense of justice that he
will never use his position or his influ-
ence to protect a close friend nor to
attack a personal enemy. When he
attains these qualities he may rightfully
call himself a jourpalist. Patently he
will never attain these qualities in
months; he is fortunate who has at-
tained them in a multitude of years.

53 so far on CBS-TV stage

Louis G. Cowan, CBS-TV president,
in effect declares, “Who says drama on
tv has gone down the drain?”’ His sen-
timent is carefully worked out in a
statement attached to a printed tv script
of the “Hamlet” production telecast on
the du Pont Show of the Month on
CBS-TV (Feb. 24, 9:30-11 p.m.). From
Mr. Cowan's statement:

. . . The printed record of this par-
ticular broadcast marks the midpoint of
one of television’s most distinguished
dramatic seasons. It is a season which
finds the CBS Television network of-
fering perhaps the most notable original
plays and adaptations in its history.

Of the 53 dramatic programs pre-
sented over the network since late Sep-
tember, 38 have won the explicit ad-
miration of the critics as well as the
enthusiasm of a nationwide audience.
This is an enviable record according to
any theatrical standards.

. These dramatic presentations
reaching on the average some 25 million
viewers over a single network, surely
make an impressive case for television’s
contribution to the imaginative life of
the nation. This contribution, we be-
lieve, will be still further enlarged by
the forthcoming production of Ham-
let. . . .

Snipping off the tv snobs

The assortment of television snobs
current today—those who belittle the
medium while gaining personally from
it—got short shrift recently in a broad-
cast editorial by Lawrence H. (Bud)
Rogers 11, president-general manager
of WSAZ-TV Huntington, W. Va.
Citing the extreme, he related:

The worst of all, I believe, is the
great literary figure who ridicules tele-

vision and all advertising while he uses
them to the fullest for personal gain.

The other day Carl Sandburg . . .
Pulitzer Prize winner . . . elder states-
man of letters . . . performed like a
sideshow faker while he made dire pre-
dictions about television commercials
(Incidentally, I understand he just fin-
ished another paid performance on the
competition a few minutes ago). Any-
way, last week we and about a hundred

other NBC television stations gave Mr.

Sandburg a haif hour . . . which we
took from the sponsors “in the public
interest” . . . to address the Congress
of the United States extolling Abraham
Lincoln. Perhaps many of you were
fortunate enough to see this unusual
program.

What he did in addition was to seize
the opportunity for a follow-up dinner
speech at the Library of Congress in
which he damned television and its
commercial sponsors, while he made
funny cracks and acid comments about
Madison Ave. “Ulcer Gulch,” he called
it, as he took a scholarly poke at the
darlings of the public, the horse operas.
And he converted this into national
news copy on the wire services, where
he made more free time on your radio
and tv stations.

Personally, I think his remarks were
funny . . . and we are all broadminded
enough to admire clever publicity, even
when we’re the butt of the jokes. But
then Mr. Sandburg heaped insult upon
injury. When he concluded his solemn
tribute to the Great Emancipator, and
his diatribe against us as “hucksters,”
he urged the congressmen and his na-
tionwide news audience to rush right
out to the nearest newsstand and buy
the new paper-backed edition of his
Lincoln book for only $2.98.
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PHILCO TV Microwave

Provides Maximum System Reliability
for Unattended TV Relaying!

Here is 2 completely modern microwave system . . . especially designed
to meet the needs of community TV operators for thoroughly
dependable operation.

Philco television microwave systems provide economical trans-
mission of NTSC compatible color or monochrome TV signals . . .
plus full audio.. . for relaying "off-the-air” television programs
over both short and long distances with excellent picture quality
and reliable performance.

Only Philco’s TLR microwave system provides #rze multihop
operation for extremely long hauls. Heterodyne relay equipment . . .
a true repeater . . . contains advanced circuitry exclusive with Philco.
This true repeater has been field proven in systems up to 15 hops.

All components of the TLR system mount in standard 19"/ racks.
Heavy duty power supplies provide 1 full watt output to insure
outstanding unattended service. Unitized circuit construction simpli-
fies maintenance. Built-in test, metering and alarm circuits combine
with automatic stand-by to assure continuous operation.

Performance satisfaction of your Philco microwave system is
assured by Philco’s thorough, personal service available on a turnkey
basis, which includes ... site surveys, system planning, complete
installation and preventive maintenance.

Philco engineers will be happy to help you with your particular
microwave requirements. Please contact us for further information.
Look ahead . . . and you’ll choose Philco.

Highly reliable, unat-
tended one-watt oper-
ation

Field proven in ex-
tended multihop ap-
plications

True repeater permits
top quality, long haul
operation

Highest power in the
industry
Full voice channel
multiplexing

Philco offers complete
turnkey service . . ,
surveys . . . installa-
tion . . . maintenance

TLR-&6 TRANSMITTER

VWrite for cata-
log sheets which
describe the
Philco TV
Microwave
System.

At Philco, opportunities are unlimited in electronic and mechanical research and engineering.

PHILCO
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OWARD E. STARK—,

Brokers and Financial

Consultants

Television Stations
Radio Stations

50 East 58th Street
New York 22, N. Y. ELdorado 5-0405

MEN WHO READ
BUSINESSPAPERS
MEAN BUSINESS

In the Radio-TV Publishing Field
only BROADCASTING is a
member of Audit Bureau of

Circulations and Associated Business
Publications

" Program Guide For
FM-SCA LICENSEES

Present and Prospective

The only background music on tape
that isn’t also on transcriptions
available to any broadcaster is

*Trade Mark

Exclusive franchise territories for this
exclusive tape program service now
being allocated. No franchise fees.
No percentages. For franchise par-
ticulars, availabilities and audition —

mail ¢coubon today for comnlete particulars.

— — —— —— — VA ik S Vil G s W yemmt o

MAGNE-TRONICS, Ine¢.
49 West 45th Street, New York 36, N. Y.

Please rush complete particulars on exclusive
franchise plan for FM-SCA and wire services.
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No watchmaker but a ‘thinking" clockwatcher

FANFARE

NBC-TV ‘spooferino’

NBC-TV has spoofed.

To remind viewers that the Sunday
night Steve Allen Show started a half-
hour earlier last week (March 15), the
network is using 10 filmed spots which
include parodies of the familiar Viceroy
(the “thinking man”) and Crest tooth-
paste (“Look, Ma, no cavities’’) commer-
cials. Neither is a sponsor of the Allen
program, but permission to parody was
obtained from their agencies, Ted Bates
(Viceroy) and Benton & Bowles (Crest).

The Viceroy “spooferino” features
comedian Tom Poston of the Allen cast
as a watchmaker with instruments more
suitable for boiler making. Mr. Poston
admits that he is “a thinking man . . .
thinking about the Steve Allen Show
going on one-half hour earlier.”

Starring in the Crest take-off is a little
girl who runs toward the camera shout-
ing, “Look Ma, look, Ma, look what I’ve
got.” With a broad smile, she reveals no
teeth (and no cavities) and a card which
advertises the new Allen showtime.

The air promotion began March 12
and is scheduled to continue several
weeks.

Tv servicemen served

Three hundred tv servicemen, distrib-
utors and their families were feted by
KOCO-TV Oklahoma City at its Tech-
nician’s Tv Fair. The open house, held
in KOCO-TV’s newly completed $500,-
000 facilities, marked the first salute
of its kind to tv servicemen in Okla-
homa, according to the station.

The 300 technicians came from 79
cities in the 44 counties represented in
KOCO-TV’s coverage area, the station
reports.

'World’s greatest d.j.’

After six weeks of on-the-air audi-
tions, KDAY Santa Monica, Calif.,
listeners have chosen Jerry Lewis as the
“World’s Greatest Disc Jockey.” He

beat out Tab Hunter, Jeff Chandler,
Bob Crosby and other headliner enter-
tainers who were heard on KDAY dur-
ing the contest period.

During the promotion, KDAY phone
calls doubled to over 300 a day while
mail rose from 40 to 200 pieces a day.

New business attributed to the hunt
for the “World’s Greatest D.J.” includes
Gallo wines through BBDO, Newport
cigarettes through Lennen & Newell,
Barker Bros. (Los Angeles department
store) through Mays & Co., Readers
Digest magazine through Schwab &
Beatty, Ralston Purina through Guild,
Bascom & Bonfigli, Zee paper products
through Cunningham & Walsh, Chicken
of the Sea tuna through Erwin Wasey,
Ruthrauff & Ryan, Dennison’s chile con
carne through Young & Rubicam,
Burgermeister beer through BBDO,
Santa Fe wines through Cole-Fisher &
Rogow and Brilliant Shine through
Harlan & Steedman.

Frank Pollack, KDAY air personal-
ity, was contest coordinator.

WBAL-TV hosts agencymen

More than 100 agencymen were in-
troduced to the new WBAL-TV Balti-
more schedule over breakfast March 12
at a local hotel.

Station Manager Brent O. Gunts out-
lined WBAL-TV’s increased news serv-
ice: As of Monday (March 30), a news
bureau will be established in the edi-
torial offices of affiliate Baltimore
News-Post. Station staffers will have
access to the same news sources as the
newspapers’ reporters and accompany
them in the coverage of events.

Local Sales Manager J. Donald Howe
announced new full-length movies for
the Saturday night lineup.

Henry Hines, WBAL-TV sales pro-
motion-advertising manager told the
breakfasters about the station’s ad cam-
paign: “Always the Best Show in
Town.” Mr. Hines showed how this
theme would be used in print media,
billboards and on-the-air promotions.
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e Drumbeats

o Scheidemantle, Rattelsdorser, Kara-
markovich——the 13-letter names poured
into KDKA Pittsburgh in response to
the station’s Friday, March 13, contest
awarding phonograph records to listen-
ers with 13-letter surnames. More than
500 called in, states KDKA. Studios
were draped in black for the occasion.

* WTOP-TV Washington’s early Satur-
day morning science series, Ask It
Basket, changes its name to Space Age
April 4, its seventh anniversary. Doro-
thy Looker and Evelyn Davis, co-pro-
ducers of the teen-age show, point out
that young people recently have become
more interested in scientific questions
concerning space, and the program will
concentrate in this area.

¢ KCJF Festus, Mo., has offered to help
interested stations set up community
radio-day projects similar to one just
completed by KCJF for the 4-H Clubs
of Jefferson County, Mo. Four-H’ers
took over station operation for one
day’s broadcasts, climaxing national 4-H
Club Week.

e In three weeks time more than 22,000
young viewers joined the Captain Jim
“Popeye Club” of WIIC (TV) Pitts-
burgh as part of their participation in
the weekday Popeye Club show. The
club’s membership card includes a
“special secret code” and a list of
safety rules.

e A “scramble word” contest run by
WOAI San Antonio drew 3,572 entries
in 11 days. Mail poured in from 26
states and Mexico.

e KJCK Junction City, Kan. in an
“Oldest Radio Contest,” turned up a
1921 model, and some 50 other am
antiques. A new transistor radio was
awarded the winner, and clock radios
went to runner-up sets from 1922, as
well as to three of those who guessed
the age of the oldest radio.

o JTowa Gov. Herschell C. Loveless pro-
claimed March 15 as KRIB (Mason
City) Day in Iowa as part of that sta-
tion’s commemoration of “the new
KRIB.” The celebration
day-long birthday party at the station,
hosted by Charles Loufek, KRIB gen-
eral manager, Bob Hale, station pro-
gram director, and the staff. KRIB was
sold last year to Western Broadcasting
Co. (William F. Johns Jr., president).

o WRIP Rossville, Ga., has enlisted 29
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. . . the Beaumont-Port Arthur-Orange
market is 90th in the
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cabs as “Yellow Alert Newsmobiles.”
The taxis, equipped with two-way com-
munication, scout newsbreaks for the
station.

The way up ® As part of ABC-
TV’s “Go Right to the Top” pro-
motion (BROADCASTING, March
16), aluminum ladders symbolic
of the selling theme have been cir-
culated among advertising people.
Here in the BBDO elevator Fred
Barrett (c), agency vice president
and media director, carries his,
accompanied by Janice Murray
() and Karolyn Brenner of the
BBDO New York staff.

e Five New Englanders visited Erin,
courtesy of WBZ Boston-WBZA Spring-
field, Mass. A two-week contest drew
14,324 letters stating why listeners
wanted the visit. Highlight of the win-
ners’ six-day stay was a Dublin broad-
cast which featured the fortunate five
and was heard on WBZ and WBZA
St. Patrick’s Day from 8:30 to 9 p. m.

e WTAR-TV Norfolk, Va., plugged the
Rescue 8 series with filmed interviews
of area fire chiefs.

Off and running on KSRV

Sportscasters Bob Dye and Bob
Humphreys of KSRV Ontario, Ore.,
have a new specialty: chariot races.
The Roman-type events are being spon-
sored over KSRV by local advertisers
as they take place in the area. The
chariot card consists of 12 two-chariot
races and takes about 132 hours to run
and broadcast.
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A mannerly WILD party

There was standing room only, and
very little of that, at WILD Boston’s
rock and roll concert for teenagers.
Invitations were to be tssued to all who
sent in three labels of a prepared pizza
brand. When 10,500 labels came in
from 3,500 music lovers, the station
had to turn down all but the 1,500
aspirants with the earliest postmarks.
The concert was staged in the ballroom
of the Sherry Biltmore Hotel. emceed
by WILD disc jockey Joe Smith. Hotel-
men were pleased with the youngsters’
restraint in dress and conduct.

Dodge buys KLAC’s Sunday

Every Sunday will be D-Day on
KLAC Los Angeles as the Dodge Deal-
ers Assn. of Southern California takes
exclusive sponsorship of programs from
9 a.m. to 7 p.m. for 52 straight weeks,
starting March 29.

The contract for Dodge cars and
trucks advertising amounts to more
than $200,000, according to John Cody,
vice president of Grant Adv., agency
for the association. Of that sum $156,-
000 goes for time on KLAC, the bal-
ance for programming and program
promotion. Another $200,000 or more
is scheduled for overall advertising and
promotion by the Dodge Dealers Assn.
during the year.

Horn honks for KSON tunes

San Diego residents are learning that
the horn honking outside may not be
the signal for the family’s teenage
daughter to go flying out the door but
instead may be worth $100 from KSON
that city. The station’s news depart-
ment station wagon, now called KSON’s
“Good Neighbor Liner,” patrols the
city and periodically stops and the horn
is honked in front of some home. If
the resident can identify the last tune
played on the station within 30 seconds,
$100 in cash is awarded.

Listeners speak up

Who are the people who listen to
KSTT Davenport, Iowa, on Sunday
evenings around 8:00 p.m.? Here’s who:
they’re kids doing homework and
teachers marking papers; they’re an
overweight family doing exercises in
time to the music; they’re people baking
cakes; they’re young men packing for
the Army; they’re tv viewers whose
sets are out of order. These are but a
few of the estimated 150 replies KSTT
personality Tom FElkins received during
a three-hour period when he wondered
one Sunday on the air why anyone
would be listening to him rather than
watching the big tv shows on at the
same time.

It shouldni
happen

toadog!

And yet it does! It happens to the |
best of us, time and time again. We
lavish care and money on original
footage to get them just right—only
to have prints turn up that are way
off broadcast specifications. "

The answer is—give your labora- |
tory time and money to do the job
right! Then all yaur release prints
will be on the beam 100%.

For further information write:
Motion Picture Film Department

EASTMAN KODAK COMPANY
Rochester 4, N.Y. 1

East Coast Division
342 Madison Avenue
New York 17, N.Y.

Midwest Division
130 East Randolph Drive
Chicago 1, Il

West Coast Division
6706 Santa Monica Bivd.
Hollywood, Calif.

or

W. J. German, Inc.

" Agents for the sale and distribution of -
Eastman Professional Motion Picture Films
Fort Lee, N. 1.; Chicago, lll.;
Hollywood, Calif.




Always shoot it on EASTMAN FILM . . .
You'll be glad you did!




FOR THE RECORD

Station Authorizations, Applications

As Compiled by BROADCASTING

March 12 through March 18: Includes data oen new stations, changes in exist-
ing stations, ownership changes, hearing cases, rules & standards changes
and routine roundup.

Abbreviations:

DA—directional antenna, cp—construction
permit. ERP—effective radiated power. vhi
—very high frequency. uhf—ultra high fre-
quency. ant.—antenna. aur.—aural. vis.—
visual. kw—kilowatts. w—watt. mc—mega-
cycles. D—day. N—night. LS—Ilocal sunset.
mod.—modification. trans.—transmitter. unl.
—unlimited hours. ke—kilocycles., SCA—sub-
sidiary communications authorization. SSA
—special service authorization. STA—special
temporary authorization. *—educ. Ann.—
Announced.

New Tv Stations

ACTIONS BY FCC

Pembina, N. D.—Community Radio Corp.
Granted ch. 12 (204-210 mc); ERP 21.05 kw
vis. 10.5 kw aur.; ant. height above average
terrain 340 ft., above ground 340 ft, Esti-
mated construction cost $144,100, first year
operating cost $141,000, revenue $150,000.
P. O. agdress % R. Lukkason, Box 1110,
Grand Forks, N. D. Studio location Pembina.
Transmitter location apgroxnnatgly seven
miles west of Pembina. Geographic coordi-
nates 48° 59’ 42” N. Lat., 97° 24’ 26” W. Long.
Trans.-ant. RCA. Legal counsel Lyon, Wilner
& Bergson, Washington, Consulting engineer
C. J. Thomforde, Grand Forks. Applicant is
licensee-owner of KNOX Grand Forks and
71% owner of KNOX-TV there. Ann. March
12

Logan, Utah—Cache Valley Bestg. Co.
Granted vhf ch. 12 (204-210 mc);: ERP 2.95
kw vis., 148 kw aur.; ant. height above
average terrain -760 ft., above ground 250
ft. Estimated construction cost $49,600, first
year operating cost $30-40,000, revenue $30-
50,000. P. O. address 1393 N, Main St., Logan.
Studio-trans. location 1393 N. Main St. Geo-
graphic coordinates 41° 45’ 0” N. Lat,, 111°
50’ 03" W. Long. Trans-ant. Philco. Con-
sulting engineer Clayton & Evans, Salt Lake
City. Principals include Herschel Bullen
(pres.-41.6%), Logan real estate broker, and
Reed Bullen (sec.-treas.-31.5%), gen. mgr.,
KVNU Logan. A%plicant is licensee of
KVNU. Cp, granted Feb. 27, 1958, was al-
lowed to expire. Ann. March 12.

APPLICATION

Salem, Ore.—Oregon Television Inc., vhf
ch. 3 (60-66 mc); ERP 1 kw vis.,, 0.5 kw
aur.; ant. height above average terrain 386
ft., above ground 132 ft. Estimated con-
struction cost $204,635, first year operating
cost $125,000, revenue $100,000. P. O. ad-
dress 735 Southwest 20th Place, Portland 5.
Studio and trans. location 3 miles west of
center of Salem. Geograghic coordinates 44°
56" 29” N. Lat., 123° 05 26” W. Long. Trans.
and ant. RCA. Legal counsel Koteen & Burt.
Consulting engineer A. Earl Cullum Jr. Ap-

plicant corporation is 100% owned by
George - Haggarty. Applicant also owns
KPTV (TV) Portland, Ore. Ann. March 13.
Translators

Citizens Tv Inc., Milton-Freewater, Ore.
—Granted cp for new tv translator station
on ch. 71 to translate programs of KHQ-
TV ch. 6 Spokane, Wash.

New Am Stations

APPLICATIONS

Punta Gorda, Fla.—Lindsay Bcestg., Co.
1350 ke, 500 w D. P. O. address 1017 Wabash
Ave., Marion, Ind. Estimated construction
cost $17,600, first year operating cost $36,000,
JTevenue $38,000. Applicant is Richard E.
Lindsay, who formerly had interest in
WMRI-AM-FM Marion, Ind. Ann. March 18.

Dedham, Mass—Transcript Press, Inc.
1550 kc. 1 kw D. P. O. address 420 Washing-
ton St. Estimated construetion cost $33,428,
first year operating cost $65,000, revenue
$70,000, Equal owners are Frank W. Massey
and Richard W. Davis who are newspaper
publishers. Ann. March 12,

Houston, Mo.—Robert F. Neathery 1250
ke, 500 w D. P. O. address Box 553, West
Plains, Mo. Estimated construction cost $9,-
676, first year operating cost $24,800, revenue
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$28,500. Applicant owns KWPM-AM-FM
West Plains, Mo., and has interests in KALM
Thayer, KUKU Willow Springs, KBHM
Branson, all Missouri, and KAMS-FM
Mammoth Spring, Ark. Ann. March 18.

Bristol, Tenn.—John K. Rogers 1550 ke,
1 kw D. P. O. address 423 Spruce St. Esti-
mated construction cost $19,381, first year
operating cost $68,000, revenue $85,000. Ap-
plicant is part owner motion picture theatre.
Ann. March 18.

Clinton, Tenn.—Clinton RBcstg. Co. 1570
ke, 250 w D. P.O. address Box 3062, Greene-
ville, Tenn. Estimated construction cost
$21,850, first gear operating cost $36,000,
revenue $45,000. Applicants include Paul
Metcalfe, Clifford Sﬁurlock (429, each) and
others. Mr. Metcaife is majority owner
WGRV Greeneville, and Mr.
minister. Ann. March 17.

Dishman, Wash.—Bar None Inc. 1430 ke,
1 kw. D. P. O. address Box 1, Dishman.
Estimated construction cost $14,673, first
year operating cost $29,208, revenue $35,000.
Equal owners are Leo Billings, owner radio-
tv correspondence school; Lauren E. Buck,
employe drug manufacturing firm; and
Lawrence F. Jacobs, medical doctor. Ann.
March 16.

Seattle, Wash.—Paul R. Heitmeyer 1440
ke, 1 kw D. P. O. address 600 Hollywood
West, Detroit 3. Estimated construction cost
$20,798, first year operating cost $60,000,
revenue $72,000. Mr. Heitmeyer is associated
with business brokage. Ann. March 13.

Spurlock is

Existing Am Stations

ACTIONS BY FCC

WGUY Bangor, Me.—Granted change of
operation from 1230 kc, 250 w, U, to 1250
ke, D; remote control permitted; engineer-
ing condition. Ann. March 12.

.KEED Springfield, Ore.—Granted applica-
tion to specify station location as Eugene
as well as Springfield. Ann. March 12.

WLPM Suffolk, Va.—Granted change of
facilities from 1450 ke, 250 w, U, to 1460
ke, 500 w-N, 1 kw-LS, DA-N; engineering
conditions. Ann. March 12.

WIVI Christiansted, V. I.—Granted change
of operation from 1040 kc, 250 w, U, to 970

ke, 1 kw, U; engineering condition. Ann.
March 12,

APPLICATIONS

. WJHO Opelika, Ala.—Cp to increase day-
time power from 250 w to 1 kw and install
new trans. (1400 kc) Ann. March 17.

WTINT Tallahassee, Fla—Cp to increase
daytime power from 250 w to 1 kw and in-
stall new trans. (1450 kc¢) Ann. March 13.

WRWH Cleveland, Ga.—Cp to increase
power from 500 w to 1 kw and install new
trans. (1350 kc) Ann. March 13.

WACE Chicopee, Mass.—Cp to increase
power from 1 kw to 5 kw and install new
trans. (730 kc) Ann. March 13,

WSNJ Bridgeton, N. J—Cp to increase
daytime power from 250 w to 1 kw and in-
stall new trans. (1240 kc¢) Ann. March 17.

KOB Albuquerque, N.M. — Application
amended for 770 kc , 50 kw, Unl. DAN, in
accordance with Commission’s requirement
in its order and opinion, adopted Sept. 5,
1958. Ann. March 16.

WPAY Portsmouth, Ohio—Cp to increase
daytime power from 250 w to 1 kw and in-
stall new trans. (1400 kc¢) Ann. March 16.

KRWC Forest Grove, Ore.—Cp to increase
power from 1 kw to 5 kw, change ant.-trans.
and studio location, delete remote control
operation of trans., changes in ant. system
(increase height), changes in ground sys-
tem, install new trans. and change station
location to Beaverton, Ore. (1570 kec) Ann.
March 13.

WNAR Norristown, Pa.—Cp to increase
power from 500 w to 50 kw, change ant.-
trans. location, install DAD, changes in
ground system and install new trans. (1110
kc) Ann. March 13.

WGRY Greeneville, Tenn.—Cp to increase
daytime power from 250 w to 1 kw and in-
stall new trans. (1340 k¢) Ann. March 16.

New Fm Stations

ACTIONS BY FCC

Shreveport, La.—Good Music Inc., Granted
96.5 me, 11 kw. P.0O. address Box 727. Esti-
mated construction cost $4,200, first year
operating cost $5,000, revenue $7,000. Appli-
cant is licensee of KBCL Bossier City, La.
Ann. March 12.

Palmyra, Pa.—William N. Reichard Grant-
ed 92.1 mc, 760 w. P.O. address 707 Arlington
St.,, Tamaqua, Pa. Estimated construction
cost $11,503, first year operating cost $20,000,
revenue $25,000. Applicant is employe of
auto dealer. Ann. March 12.

Port Arthur, Tex.—Triangle Becestg. Co.,
Granted 93.3 mc, 3.2 kw. P.O. address Good-
hue Hotel Bldg., Box 430. Estimated con-
struction cost $11,470, first year operating

cost $9,600, revenue $15,000. Harry Diehl,
sole owner, is in electronic parts. .
March 12.

APPLICATIONS

Colorado Springs, Colo.—KVOR Inc. 92.9
me, 1 kw, P.O. address 512 S, Tejon. Esti-
mated construction cost $8,295, first year op-
erating cost $6,000, revenue $10,000. Appli-
cant owns KVOR Colorado Springs. Ann.
March 18.

Elizaheth, N.J.—Camden Bcstg. Co., 105.9
me, .37 kw. P.O. address Box 131, Cresskill,
N.J. Estimated construction cost $1,600, first
year operating cost $5,400, revenue $13,000.
Applicant Donald J. Lewis is general mana-
ger Multiplex Services Corﬁ. nn. March 18.

Port Jefferson, N.Y.—John R. Rieger Jr.
959 me, 0.74 kw. P.O., address 20 Lake
End Rd., Merrick, N.Y. Mr. Rieger is owner
WLIR (FM) Hicksville, N.Y. Ann. Feb. 2.

Opportunity, Wash.—KZUN Inc., 96.1 kc.
3.32 kw. P.O. address Box 123. Estimated
construction cost $11,430, first year operating
cost $5,000, revenue $6,000. Applicant owns
KZUN Opportunity. Ann. March 18.

Existing Fm Stations

ACTIONS BY FCC

KSJO-FM San Jose, Calif.—Granted SCA
to engage in functional music operation on
multiplex basis.

WTCX (FM) Petersburg, Fla.—Granted
SCA to engage in functional music operation
on multiplex basis; condition.

WLNA-FM Peekskill, N. Y.—Granted SCA
to engage in functional music operation on
multiplex basis; condition.

KEGA (FM) Eugene, Ore.—Granted mod.
of cp to specify station location as Spring-
field as well as Eugene.

WPJB-FM Providence, R. I.—Granted SCA
to engage in functional music operation on
multiplex basis.

Ownership Changes

ACTIONS BY FCC

KUEQ Phoenix, Ariz.—Granted assign-
ment of license to Dynamic Communications
Inc. (Carson E. Cowherd); consideration
$261,319,

KNLR North Little Rock, Ark.—Granted
transfer of control from Chester H. Pierce
to L. R. Luker; consideration $64,059.

KIMN Denver, Colo.—Granted (1)
newal of license and (2) assignment of li-
censes and cp to Mile High Stations Inc.;
consideration $175,000. Assignee president,
Cecil L. Heftel, has interest in KLO Ogden,
Utah, and is officer without stock in KGEM
}Bé)ige, and KLIX-AM-TV Twin Falls, both

aho.

WMFJ Daytona Beach, Fla.—Granted
transfer of negative control from Emil J.
Arnold to John Creutz; consideration $2,000

re-

) for 50% interest.

WKTG Thomasville, Ga.—Granted assign-
ment of license to James S. Rivers, d/b Ra-
dio Station WKTG;. consideration $60,000
plus assignor agreement not to engage in
radic business In Thomas County for 41%
years. Mr. Rivers owns or has interest in
WMJM Cordele, WTJH East Point, WDOL
Athens, WJAZ Albany, and WCAL Way-
cross, all Georgia, Comr. Bartley abstained
from voting.

WBRO Waynesboro, Ga,—Granted assign-
ment of license to Collins Corp. of Georgia
(F. K. Graham, president); consideration
$35,000. One assignee stockholder, M, F.
Brice, is half owner of WVOP Vidalia, Ga.

WCUM-AM-FM Cumberland, Md.—Grant-
ed assignment of licenses to Allegheny
County Bcestg. Corp. (Hollis M. Seavey and
wife); consideration $125,000.

WEKDL Clarksdale, Miss.-—Granted trans-
fer of control from Joseph G. Rachuba and
John B. Craddock to Farley Salmon Jr., and
William Salmon; consideration $29,964.

KYSS Missoula,
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HARRY LE BRUN, Vice-President and General

Manager, WLW-A, AHanta, Geargio. WLW-

A is the faurth Crasley statian to install o
Dresser-ldeco tower. The athers are WLW-I,

Indianapalis, Ind.; WLW-D, Daytan, Chia; -
WLW.C, Calumbus, Ohio

“Taller tower by Dresser-ldeco
helps reach 683,000 more viewers.

“New 1042’ tower increases our

coverage 32%,"” says Harry Le Brun
of Atlanta’s WLW-A.

“Here’s how a taller tower is paying off for WLW-A. Our new
1042° Dresser-Ideco tower with travelling wave antenna blankets
117 counties in Georgia, Alabama, Tennessee and North Carolina.
That’s 43 more than could be covered with the smaller 585 tower
it replaced. And now WLW-A reaches almost three-quarters of a
million more Georgians than before. In Georgia alone, WLW-A’s
enlarged market has a buying income of $3.7 billion, seventy
percent of the state’s total. Its audience of 2,880,700 viewers ac-
count for over two-thirds of Georgia retail store sales.”

WLW-A had good reasons for selecting a Dresser-Ideco tall
tower when they decided to expand coverage. “We wanted a
completely dependable tower for equipment as vital as our

reports Harry Le Brun, “and no one matches Dresser-
Ideco’s experience in tall towers. It’s easy to see the results of this

antenna,’

experience. We were impressed with Dresser-Ideco’s careful atten-
tion to detail at every stage of the job’s development. They did an
excellent job, we haven’t had a bit of trouble. Believe me, it pays
to deal with a top-notch tower designer-builder.”

Dresser-Ideco has built over half the 1000’-plus television
towers in service today. It will pay you to talk to Dresser-Ideco
about your plans to grow bigger with a taller tower.

WIW-A's new 1042’
Dresser-ideco tall tower.

Dresser-ildeco Company

Division of Dresser Industries, Inc. 2 :

TOWER DIVISION, DEPT. T-93
875 MICHIGAN AVE., COLUMBUS 8, OHIO
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Terre Haute

| is not covered
effectively

. by outside
{TV

WTHI-TV e 10 s

TERRE HAUTE, INDIANA
Represented Nationally by Bolling Co.,

Los Angeles -San Francisco- Boston - New York - Chicago- Dallas

CRASH THE DENVER
MARKET WITH KOSI]

In Denver the influence station is

KOSI. Because KOSI has listener
loyalty—and the folks with money
to spend. Thev respond to KOSI
advertisers—and buy merchandise and
services! No double spotting!

So contact PETRY about the prize
Denver buy—that will win sales
awards for you—KOSI! 10% discount
when buying KOSI-and KOBY,

San Francisco!

For Greenville,
WGVM.

KOSH / =roeeoee

Mid- America Broadcasting Co.

Mississippi — it's
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ment of c¢p from Gerald Colkitt, H. B.
Murphy, Wallace K. Reid and Harold C.
Singleton to Mr. Reid, A. James Arrighi and
Robert D. Chamberlain, d/b Treasure State
Bestg. Co.; consideration $1,625. Mr. Reid is
also cne-third owner of KORD Pasco, Wash.

KBMI Henderson, Nev.—Granted assign-
ment of license to Maxwell E. Richmond
{(WPGC-AM-FM Morningside, Md.,, and
WMEX Boston, Mass.); consideration $32,000.

WBNC Conway, N. H.—Granted assign-
ment of license to William R. Sweeney
(WERI Westerly, R. 1.); consideration $40,-
000 plus assignor agreement not to engage
in broadcasting business in Conway for 5§
years.

WADP Kane, Pa.—Granted assignment of
license and cp to Kane Bestg. Corp. (Gordon
L. Hanks, president); consideration $26,000.

WPRO-AM-FM-TV Providence, R, I—
Granted assignment of licenses to Capital
Cities Tele. Corp.; consideration $6,508,808
subject to adjustments; conditioned that no
conversion rights for debentures toc common
stock existing in favor of John B. Poole,
pursuant to his agreement of Feb. 3, 1959, to
purchase debentures of licensee, be exer-
cised until information with respect thereto
is filed with the Commission at least 60
days prior to the date of such conversion.
Assignee is licensee or permittee of WROW-
AM-FM and WTEN (TV) Albany, N. Y.,
WCDB (TV) Hagaman, N.Y., WCDC (TV)
Adams, Mass., TVD (TV) Durham, N.C.,
and has interest in WDNC-AM-FM Durham.
Comr. Bartley abstained from voting.

KABR Aberdeen, S.D.—Granted assign-
ment of license to Frank E. Fitzsimouds
(KXGO Fargo; KXJB-TV Valley City;
KXMC-TV Minot, and KBMB-TV Bismarck,
all North Dakota, and KXAB-TV Aberdeen,
S.D.); consideration $80,000.

WTRO Dyersbhurg, Tenn.—Granted trans-
fer of control! from William E. Davis and
Pinkney B. Cole Jr.,, to John M. Latham,
et al.; consideration $65,000. Mr. Latham is
one-third owner of WLAY Muscle Shoals, Ala.

KERC Eastland, Tex.—Granted assign-
ment of license to Circle-S Inc. (William H.
Shriner, president); consideration $22,000.

KASL Newcastle, Wyo.—Granted acquisi-
tion of positive contirol by Stella S. Parrott
through return of 50% of stock from Floyd
Lt._an Doris Sparks; no monetary consider-
ation.

APPLICATIONS

WLAY Muscle Shoals, Ala.—Seeks assign-
ment of license from d‘rregory Bcestg., Corp.
to Slatton Quick Inc. for $85,000. Purchasers
are Wagner P, Thielens Jr. (51%), Columbia
U. professor; C. H. Quick (24159%), who has
interests in WSUH Oxford and WCRR Cor-
inth, both Mississippi, and dJohn L. Slatton
(2415 %), one-third owner WJBB Haleyville,
Ala. Ann. March 13.

KCUB Tucson, Ariz.—Seeks assignment of
license to Boffard Bestg, Corp. from Gordon
Bestg. of Tucson, for $200,000. Sole owner
will be Ralph R. Boffard. Mr. Boffard is
owner Bob Ford Radio Ltd. in Jchannes-
burg, South Africa. Ann. March 13.

KXRJ Russellville, Ark.—Seeks transfer of
20% interest of Joe D. Shepherd to C. R.
Horne, present 80% owner, for $19,000. Mr.
Horne alsc has interest in KWCEB Searcy,
Ark. Ann. March 13.

KTVR (TV) Denver, Colo.—Seeks transfer
of 50% positive control of KTVR Inc. from
Radio Hawaii Inc. to Gotham Bcstg Corp.
for approximately $160,000. After transfer,
Gotham will be sole owner of KTVR. Ann.
March 13.

. distributor o1l

WHYS Ocala, Fla.—Seeks assignment of
license from Marion County Bcstg. Inc. to
Associated Bestrs. Inc. Associated will oper-
ate WHYS on lease agreement paying $550
monthly. Nine equal stockholders in Asso-
ciated include present WHYS owner W. H.
Martin, who also is licensee WYSE Lake-
land, Fla. Ann. March 13.

WAXE Vero Beach, Fla.—Seeks assign-
ment of licénse from WNTM Inc. to R. M.
Chamberlin for $65,000. Mr. Chamberlin,
with his wife, owns WRGR Starke, Fla. Ann.
March 17.

WGO0A Winter Garden, Fla.—Seeks as-
signment of license from E. V. Price to
John Bradford Cook Jr. for $58,000. Mr. Cook
is owner WKKQO Cocoa, Fla. Ann. March 13,

WABW Annapolis, Md.—Seeks transfer of
negative contrecl of WASL Broadcasting Inc.
from William and James G. Calomiris (who
each own 25%) to Max Reznick (present
50% owner). Messrs. Calomiris are assum-
ing $25,000 indebtedness of corporation. Ann.
March 17

WWIN Baltimore, Md.—Seeks transfer of
minority interest of Belvedere Bcstg. Corp.
from J. Harry West to Thomas F. McNulty
for $23,000. After transfer Mr. McNulty will
own 50.1%. Ann. March 18.

WCRR Corinth, Miss.—Seeks transfer of
control of Rebel Radio Inc. from €. H.
Quick, J. R. Adams and John O. Leslie to
George W. Scott Jr. and Carl Welch for
$8,650 and assumption of corporate liabilities
not exceeding $39,929. Mr. Scott (74%) is
products and Mr. Welch
(26%) is manager WCRR. Ann. March 13.

WLEM Emporium, Pa.—Seeks transfer of
control of Emporium Bestg. Co. from
Cameron Manufacturing Corp. to James A.
Spotts {53.9%) and Dean L. Close (44.1%)
for $35,000. Messrs. Spotts and Close are
presently WLEM employes. Ann. March 16.

WFRA Franklin, Pa.—Seeks assignment of
license from Robert H. Sauber to North-
western Pennsylvania Bestg. Inc. which is
owned by Mr. Sauber (60%), Samuel A.
Breene (269%) and F. Earle Magee Jr. Mr.
Sauber also has interest in WTIV Titusville,
Pa. Others are lawyers. Ann. March 12.

WERI Westerly, R.I.—Seeks assignment of
license from Radio Westerly Inc. to Dr.
Augustine L. Cavallaro, oral surgeon. Con-
sideration $100,000. Ann. March 13.

WJOT Lake City, S.C.—Seeks assignment
of license from Lake Bcstg. Corp. to Lake
City Bcestg. Corp. for $51,500. Purchasers in-
clude Russell George Busdicker (35%), Clay-
ton B, Hannon (25%), Alvin Strasburger
{20%) and others. Mr. Busdicker is manager
WOIC Coelumbia, S.C. and Messrs. Hannon
and Strasburger are retail merchants. Ann.
March 13.

KTXO0 Sherman, Tex.—Seeks assignment
cof license from KTAN Bcstg., Co. to 0’Con-
nor Bestg. Corp. which is owned by same
pecople. No consideration involved. Ann.
March 12.

_KZUN Opportunity, Wash.—Seeks as-
signment of license from Robert L. Swartz,
Arthur R. MacKelvie and Howard G. Olsen
d/b The Voice of the Spokane Valley to
same principals doing business as KZUN
Inc. Ann. March 18.

KHON Honolulu, T.H.—Seeks assignment
of license from South Pacific Bestg. Ltd. to
KHON Bestg. Inc. Application is for assign-
ment of license only, no physical properties
involved. No consideration involved. New
licensee will be H, G. Fearnhead, v.p. and

ALI-IED always has the BROADCAST TUBES yov need

IMMEDIATE DELIVERY ON

RCA 7038 —— |

ALLIED is the worl

i ower and special-purpose
Eggéso ffgr broadecast station us;
Look to us for immediate, expe .
shipment from the world’s larges
stocks of electronic supplies.

See your ALLIED
452-page 1959 Buy-
ing Guide fortsta(i
tion equipment an

supplies. Get what

d’s largest sup- # you want when you

i want it. Catalog
copies are available
i on request.

ALLIED RADIO

}OO N..Western Ave,, Chicago 80, lll.
Phone: HAymarket 1-6800
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America’s giant new missiles
take shape on rails of steel

Another example of how railroad progress goes hand in hand with U. S. progress

One of the most exciting and dramatic developments in America today %fr | LS ,-\ : . A
is to be found in the skies above Cape Canaveral — as our mighty missiles ¢ ' : ' :
thrust into outer space, exploring the frontier of the future.

America’s progressive railroads are essential to almost every phase of
missile production . . . hauling tremendous loads of raw materials, steel,
electronic equipment, assemblies and subassemblies. No other form of
transportation can do these great jobs with the efficiency and economy
of the railroads.

The railroads are vital to America’s defense and to the growth of its this, Tk Spveeaae. Divillacy, mmyer JiSiD. 16), Goeie. Sam

economy. The country — you — couldn’t do without them. rides for passengers and freight.

AMERICA MOVES AHEAD WITH THE RAILROADS

Associziion of American Railroads, Washington, D. C. ™" s

ESSENTIAL TO THE NATION'S ECONOMY

R T R R e e A B R T I A P e e o L B e B R N RSP S
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' a Radio
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—

e o) -

e, SR

M=

This valuable planning guide
will help you realize a greater

return on your equipment in-
vestment. Installation and
maintenance procedures, out-
lined in this new brochure, will

equipment life and top per-
formance for your station.

For your free copy of this brochure,

15-1, Camden, N. J. In Canada: RCA
VICTOR Company Limited, Montreal.

RADIO CORPORATION
of AMERICA

l show you how to get long '}

write to RCA, Dept.RD-22,Building I

Tmk(s) ®
‘ J

|general manager WINS New York. Ann.

March 18.

Hearing Cases

INITIAL DECISIONS

Hearing Examiner Herbert Sharfman is-
sued initial decision looking toward affirm-
ing Commission’s Oct. 22, 1958, grant of ap-
plication of Jack L. Goodsitt for new am sta-
tion (WTQOJ) to operate on 1460 kc, 1 kw, D,
in Tomah, Wis., and setting aside Dec. 22,
1958, action which postponed effective date
of grant pending hearing on protest by
Tomah-Mauston Bcestg. Co., Inc. (WTMB),
Tomah, Ann. March 12. .

Hearing Examiner Charles J. Frederick
issued initial decision locking toward grant-
ing application of Irving Braun for mod. of
cp to change facilities of station WEZY
Cocoa, Fla.,, from 1480 ke, 1 kw, D, to 1350
ke, 1 kw-N, 500 w-D DA-N. Ann. March 18.
Hearing Examiner Charles J. Frederick is-
sued initial decision looking toward grant-
ing application of Radio Mid-Pom, Inc., for
new am station to operate on 1390 k¢, 1 kw,
]1)8, in Middleport-Pomeroy, Ohio. Ann. March
Hearing Examiner Isadore A. Honig issued
initial decision loocking toward waiving sect.
3.24(b)(7) of rules and granting application
of KWEW Inc.,, for increase of daytime
power of station KWEW Hobbs, N.M., from
1 kw to 5 kw, continuing operation on
1480 kc, DA, with 1 kw-N. Ann. March 17.

OTHER ACTIONS

Joseph F. Sheridan, Ukiah, Calif.—Desig-
nated for hearing application for new am
station to operate on 800 ke, 250 w, D; made
KLX Oakland, a party to proceeding.

By order, on request by Bakersfield Bestg.
Co. (KBAK-TV, ch. 29), Bakersfield, Calif.,
Commission consclidated in single oral argu-
ment on April 16, at 2:15 p.m., proceedings
on KBAK-TV'’s protests to grants of applica-
tions of Pacific Bcestrs. Corp. and Kern
County Bestg. Co. for new tv stations to
operate on chs, 39 and 17, respectively, in
Bakersfield; allowed each of parties 20 min-
utes to present argument. Ann. March 12.
By further notice of inquiry, Commis-
sion enlarged scope of its proceedings leok-
ing into possible wider uses for fm subsid-
iary communications authorizations to in-
clude specific data on subject of stereo-
phonic broadcasting by fm stations.

Comments received in response to original
notice of inquiry reveal growing interest in
stereophonic multiplexing on part of fm
broadcasters, as well as various manufactur-
ing, trade associations, and listener groups.
Inasmuch as development of stereophonic
broadcasting is related to use of fm channels
for transmission of non-broadcast material,
such as storecasting and background music
services offered under subsidiary communi-
cations authorizations on subscription basis,
Commission invites submission of data and
opinions by June 10 on aspects of stereo-
phonic multiplexing. Ann. March 12.

Routine Roundup

Commission has revised its Radio Equip-
ment List, Part A, showing transmitters,
translators and monitors acceptable as cf
February 6 for use in the tv broadcast serv-
ice, provided operation is in accordance
with Commission’s rules and listed tech-
nical specifications are not exceeded. “Type
acceptance” is required for such listing of

-

transmitters, and “type ap%roval” for trans-
lators and monitors.

Two-page list is not ‘available for general
distribution, but copies may be inspected at
Commission’s Washington office and field of-
fices, Industries and others interested in re-
producing list may arrange with the Tech-
nical Research Division, Office of Chief En-
gineer, for loan of copy for that purpose.

BROADCAST ACTIONS
By Broadeast Bureau
Actions of Marech 13

KBJT Fordyece, Ark.—Granted assignment
of ¢p to KBJT Inc.

WROM Rome, Ga.—Granted involuntary
assignment of license to Dean Covington,
Mrs. Edward N. McKay, and Charles E.
lg_osst partnership, d/b as Cobsa Valley Ra-
io Co.

. KFEQ St. Joseph, Mo.—Granted mod. of
license to operate trans. by remote control
using DA-D and N (DA-2): conditions.

WSYR Syracuse, N.Y.—Granted mod. of
license to operate main trans. by remote
control, using DA (DA-2); conditions,

KIXL-FM Dallas, Tex.—Granted cp to de-
creasz ERP to 20.5 kw, ant. height to¥460 ft.
and install new trans.; remote control per-
mitted; condition.

KINT El Paso, Tex.—Granted mod. of cp
to change type trans.

WDAS Philadelphia, Pa.—Granted mod. of
cp to side-mount fm ant. on new no. 6 tower
of WDAS; conditioned upon full compliance
with the terms of consent decree entered
Dec. 5, 1958, by U. 8. District Court for the
Eastern District of Pennsylvania in civil
action no, 21138.

WONE-FM, Dayton, Ohio—Granted mod.
of cp to change type trans.

WMPS-FM Memphis, Tenn.— Granted
mod. of ¢cp to change ERP to 6.6 kw; ant.
height 390 ft.; change type ant. and specify
studio location; condition.

WDAS-FM, Philadelphia, Pa.— Granted
mod of cp to change type ant., type trans.
and make changes in ant. system; ERP 20
kw, ant. 200 ft.

KGNO Dodge City, Kans.—Remote con-
trol permitted while using non-directional
ant.

KXAR Hope, Ark.—Granted extension- of
authority to operate specified hours.

Actions of March 12

KQTY Everett, Wash.—Granted assign-
ment of license to Walter N. Nelskog.

KQDY Minot, N.D.—Granted assignment
of licensa to D. Gene Williams, et al.
_KUDI Great Falls, Mont.—Granted acqui-
sition of negative contrel by Paul Crain
through purchase of stock from Walter N.
Nelskog.

KPEN (FM) Atherton, Calif.—Granted
mod of cp to change ERP to 35 kw,; ant.
height to 1,080 ft.; change trans. location
and type trans.; waived sect. 3.205 of rules
to permit studio to be located cutside city
where station is located and at site other
than trans. site,

Following stations were granted exten-
sions of completion dates as shown: KRAK
Stockton, Calif. to Sept. 1; WDVL Vinland,
N.J. to April 30; WETC Wendell-Zebulon,
N.C. to June 30; WELZ Belzoni, Miss. to
April 30; KINT E! Paso, Tex. to May 1; KIXZ
Amarillo, Tex. to Sept. 22; KBJT Fordyce,
Ark, to July 6; KINK Phoenix, Ariz. to June
15; KPEN (FM) Atherton, Calif. to June 21;
WKDN-FM Camden, N.J. to July 23; WSJG
(FM) Miami, Fla. to June 27; WYNS (FM)
Towson, Md, to July 3; KBBI Los Angeles,
Calif. to June 20; WLOA-FM Braddock, Pa.
June 1; KGEE-FM Bakersfield, Calif. to June

NATION-WIDE
NEGOTIATIONS - FINANCING - APPRAISALS

West Virginia property—
single station market—
500 watt daytimer—ideal
owner-operator situation.
$55,000—30% down—
balance out over 5 years.

{ Tribune Tower

¢ CHICAGO § peaware 7.2754  * D““AS{

BROKERS - RADIO AND TELEVISION STATIONS - NEWSPAPERS
1511 Bryan St
Rlverside B-1175

{117 Sutter St.

* SAN FRANCISCO | gyp 20%0 Lo
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ESSIONAL CAR

JANSKY & BAILEY INC.

Executive Offices ME. 8-5411
1735 DeSales St., N. W,
Offices and Laoboratories

1339 Wisconsin Ave,, N. W,

Washington, D. C. FEderal 3-48

Member AFCCE

JAMES C. McNARY

Consulting Engineer
National 'Press Bldg.,
Wash. 4, D. C.
Telephone District 7-1203

Member AFCCE

—Established 1926—
PAUL GODLEY CO.

Upper Montelair, N. J.
Pilgrim 6-3000
Laboratories, Great Notch, N. J.
Member AFCCE

GEORGE C. DAVIS

CONSULTING ENGINEERS
RADIO & TELEVISION

501-514 Munsey Bldg.
STerling 3-0111
Washington 4, D. C.
Member AFCCE

Commercial Radio Equip. Ce.
Everett L. Dillard, Gen. Mgr.
INTERNATIONAL BLDG. DI. 7-131
WASHINGTON, D. C.

P. O. BOX 7037 JACKSON 5302
KANSAS CITY, MO.

Member AFCCE

A. D. Ring & Associates
- 30 Years’ Experience in Radio
Engineering
Pennsylvania Bldg. Republic 7-2347
WASHINGTON 4, D. C.

Member AFCCE

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS

1052 Warner Bldg. National 8-7757
Washington 4, D. C.

Member AFCCE

Lohnes & Culver

Dlistrict 7-8215
Washington 4, D. C.

Munsey Building

Member AFCCE

RUSSELL P. MAY

711 14th St., N. W. Sheraton Bldg.
Washington 5, D.C. REpublic 7-3984

Member AFCCE

L. H. Carr & Associdates

Consulting
Radio & Television
Engineers
Washington 6, D. C. Fort Evans
1000 Conn. Ave. Leesburg, Va.

Member AFCCE

KEAR & KENNEDY

1302 18th St., N. W. Hudson 3-9000
WASHINGTON 6, D. C.

Member AFCCE

A. EARL CULLUM, IR.
CONSULTING ENGINEERS
INWOOD POST OFFICE

DALLAS 9, TEXAS
LAKESIDE 8-6108

Member AFCCE

GUY C. HUTCHESON
P. O. Box 32 CRestview 4-8721
1100 W. Abram
ARLINGTON, TEXAS

SILLIMAN, MOFFET &
ROHRER

1405 G S$t., N. W.
Republic 7-6646
Washington 5, D. C.

Member AFCCE

LYNNE C. SMEBY
CONSULTING ENGINEER
AM-FM-TV
7615 LYNN DRIVE
WASHINGTON 15, D. C.
Oliver 2-8520

GEO. P. ADAIR ENG. CO.
CONSULTING ENGINEERS
Radio-Television
Communications-Electranics
1610 Eye St., N. W,
Washingten, D. C.
Executive 3-1230 Executive 3-5851

Member AFCCE

WALTER F. KEAN

CONSULTING RADIO ENGINEERS

Associates
George M. Sklom, Robert A. Jones
19 E. Quincy S5t.—Riverside 7-2153
Riverside, III.

* (A Chicage suburb)

WILLIAM E. BENNS, JR.

Consulting Radio Engineer

3802 Military Rd., N. W,
Wash., D. C.
Phone EMerson 2-8071
Box 2468, Birmingham, Ala.
Phone STate 7-2601

Member AFCCE

HAMMETT & EDISON
CONSULTING RADIO ENGINEERS

Box 68, International Airport
San Francisco 28, California

Diamond 2-5208

JOHN B. HEFFELFINGER

8401 Cherry $t. Hiland 4-7019

KANSAS CITY, MISSOURI

Vandivere & Cohen
Consulting Electronic Engineers

617 Albee Bldg.  Executive 3-4616
1426 G St., N. W,
Washington 5, D. C.

Member AFCCE

CARL E. SMITH
CONSULTING RADIO ENGINEERS

8200 Snowville Road
Brecksville, Ohia
(a Clevelapd Suburb)

Tel: JAckson 6-4386 pP. O. Box 82
Member AFCCE

J..G. ROUNTREE
CONSULTING ENGINEER

5622 DYER STREET
EMERSON 3-3266
DALLAS 6, TEXAS

VIR N. JAMES

SPECIALTY
DIRECTIONAL ANTENNAS

1316 S. Kearney  Skyline 6-1603
Denver 22, Colorade

JOHN H. MULLANEY

Cansulting Radio Engineers
2000 P St.,, N. W.
Washingtan 6§, D. C.

Columbia 5-4666

A. E. Towne Assocs., Inc.

TELEVISION and RADIO
ENGINEERING CONSULTANTS

420 Taylar St.
San Francisco 2, Calif.

PR. 5-3100

PETE JOHNSON

Consulting am-fm.tv Engineers
Applications—Field Engineering

Suite 601 Kanawha Hotel Bldg.
Charleston, W. Va. Dickens 2-6281

MERL SAXON
CONSULTING RADIO ENGINEER

622 Hoskins Street
Lufkin, Texas

NEptune 4-4242 NEptune 4-9558

Service Directwry

FREQUENCY
MEASUREMENT
AM-FM-TV

WLAK Electronics Service, Inc.

P.O. Box 1211, Llakeland, Florida
Mutual 2-1431, 5-5544

COMMERCIAL RADIO
Monitoring Company
PRECISION FREQUENCY
MEASUREMENTS
A FULL TIME SERVICE
FOR AM-FM-TV
P. O. Box 7037 Kansas City, Mo.
Phone Jackson 3-5302

CAMBRIDGE CRYSTALS
PRECISION FREQUENCY
MEASURING SERVICE

SPECIALISTS FOR AM-FM-TV

445 Concord Ave.,
Cambridge 38, Mass.
Phone TRowbridge 6-2810

confact
BROADCASTING MAGAZINE

1735 DeSales St. N.W.
Washington 6, D. C.

for availabilities

SPOT YOUR FIRM’S NAME HERE,
To Be Seen by 85,000* Readers
—ameng them, the decision-mak-
ing station owners and manag-
ers, chief engineers and techni-
cians—applicants for am, fm, tv

and facsimile facilities.

*ARB Continuing Readership Study
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SUCCESSFUL
BROADCASTERS

Choose

Stainless
TOWERS

i

Gordon Sherman, General Manager

WMAY

Mel Feldman, Chief Engineer
And for good reasons, too:

* Stainless EXPERIENCE in design
and fabrication

* RELIABILITY of Stainless
tions

* LOW MAINTENANCE COSTS of
Stainless towers

Ask today for free

literature and in-

formation.

instaila-

s'l'a'l'nless, inc.

NORTH WALES « PENNSYLVANIA

122 (FOR THE RECORD)

SUMMARY OF COMMERCIAL BROADCASTING
Compiled by BROADCASTING through March 18

ON AIR
Lic. Cps
AM 3,301 43
FM 549 42
TV 448! 71

OPERATING TELEVISION STATIONS
Compiled by BROADCASTING through March 18

VHF UHF TOTAL
Commercial 439 80 5193
Non-commercial 32 8 40*

COMMERCIAL STATION BOXSCORE

As reported by FCC through Feb. 2B, 1959

AM FM TV
Licensed (all on air) 3,297 545 4481
CPs on air {new stations) 42 46 68*
CPs not on the air {new stations) 119 134 106
Total authorized stations 3,458 725 666
Applications for new stations (not In hearing) 490 44 43
Applications for new stations (i hearing) 130 24 63
Total applications for new stations 620 68 106
Applications for major changes {not in hearing) 519 38 40
Applications for major changes (in hearing) 45 0 15
Total applications for major changes 564 38 55
Licenses deleted 1 1 0
0 0 1

CPs deleted

There are, in addition, six tv stations which are no longer on the air, but retain their

licenses.

2 There are, in additien, 37 tv ¢p-hoiders which were on the air at one time but are no
longer in operation and one which has not started operation.
3 There have been, in addition, 211 television cps granted, but now deleted (44 vhf and 167

uhf).

' There has been, in addition, one uhf educational tv station granted but now deleted.

ce TOTAL APPLICATIONS
Not on air For new stations

116 648

142 70

103 111

26 and KGFM (FM) Edmonds, Wash. to

July 30.
Actions of March 11

KHQL-TV Sterling, Colo.—Granted cp to
replace expired permit for tv station.

KOFE Pullman, Wash.—Granted author-
ity to sign-off at 6 p.m. for months of April
through August. :

Following stations were granted exten-
sions of completion dates as shown: WYZZ
(FM) Wilkes-Barre, Pa. to March 31;
WMUB-TV Oxford, Ohio {o May 24; KLFY-
TV Lafayette, La. to Sept. 24,

Actions of March 10

Granted licenses far following fm stations:
WMKZ Jackson, Mich; WLNA-FM Peek-
%kill, N.Y.; condition; WIFI (FM) Glenside,

a.
WBOE Cleveland, Ohio-—Granted license
covering decrease of ERP to 9 kw and
changes in ant, system. .

WFSU-FM Tallahassee, Fla.—Granted Li-
cense coverini change of type trans., in-
crease tower height and make changes in
ant. system.

KHFM (FM) Albuquerque, N.M.—Granted
license covering change of ERP to 1.5 kw
trans. and studio location and ant. height.

KCLE-FM Cleburne, Tex.—Granted license
covering change of frequency, increase

ERP to 6.35 kw, installation new type trans.
and type ant., increase ant. height.

. WFMU (FM) East Orange, N.J.—Granted
license covering change ant.-trans. location;
remote control permitted.
] WCRT Birmingham, Ala.— Granted -
cense covering increase power from 1 kw to
5 kw and installation new trans.

WETU Wetumpka, Ala.—Granted license
covering increase power from 1 kw to 5 kw
and installation new trans.; remote control
permitted.

WRKH Rockwood, Tenn.—Granted license
covering increase in power. .

KMMJ Grand Island, Neb.—Granted li-
cense covering installation new type trans.
as auX. trans. at present main trans. site.

KSFO San Francisco, Calif.—Granted li-
cense covering changes in

WDAE-FM Tampa, Fla. ranted license
covering installation new type ant.; ERP
64 kw, ant. 435 ft.

WNAB Bridgeport, Conn.— Granted li-
cense covering changing ant.-trans. loca-
tion, making changes in ant. (increase
height) and ground system.

WRC Washington, D.C.—Granted license
covering installation new trans.; condition.

KFDX-TV Wichita Falls, Tex. — Granted

(Continued on Page 127)

round system.

WANTED

Stations.

Promotion Manager for Group

of Well Established Radio

Apply, Box 977H, BROADCASTING
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etc., sent to box numbers are sent at owner’s risk.

CLASSIFIED ADVERTISEMENTS

(Payable in advance. Checks and money orders only.) (FINAL DEADLINE—Monday preceding publication date.)
® SITUATIONS WANTED 20¢ per word—§2.00 minimum ® HELP WANTED 25¢ per word—$2.00 minimum.
® DISPLAY ads $20.00 per inch—STATIONS FOR SALE advertising require display space.

® Alt other classifications 30¢ per word—§4.00 minimum.

® No charge for blind box number. Send replies to Broadcasting, 1735 DeSales St., N.W., Washington 6, D. C.

Arrricants: If transcriptions or bulk packages submitted, gu)& Ch“x‘:cfgp?;isl“;‘re(plxht:;;da;eyﬂ‘li%anb?lﬁy‘:ga:::;loyﬂn %l_ease). All transeriptions, pheiga,

ility for their custody of returm.

RADIO

Help Wanted— (Cont’d)

Help Wanted—(Cont’d)

Help Wanted—Management

Man holding first ticket for assistant man-
ager position. Must know sales, mainte-
nance. Salary, commission, expenses, share
of profits. 250 MBS, No. Carolina. Write fully
stating 1958 earnings. Box 241K, BROAD-
CASTING.

Manager-announcer wanted for small day-
time station in South Carolina. Name salary.
Box 275K, BROADCASTING.

Sales manager. Experienced. Excellent op-
portunity. WHTG, Asbury Park, N. J.

Manager with strong sales background.
Family man in late 30's or 40’s. Single sta-
tion. AM market with fm under construc-
tion. Write Richard Beatty, WOHI, East
Liverpool, Ohio, or phone Fulton 35-9500.

Sales

Maine radio station requires ambitious hard

working man combining talents of live wire

gsalesman and top announcer. We want a

man who can assume responsibility. Some

air work. Emphasis on sales. Guarantee over
,000 plus commissions. No prima donnas.
ox 724H, BROADCASTING.

Sales manager major central Ohio market.
Top money and future for man who loves
to sell. Box 123K, BROADCASTING.

Excellent salary plus commission for high-
caliber radio salesman in 250,000 population
market. Good working and living conditions
and room to grow! Box 223K, BROAD-
CASTING.

Springfield, Mass., 5000 watter wants a sales-
man. Only those who can take over as
assistant manager need apply. Box 235K,
BROADCASTING.

Wanted: A jet-propelled salesman. You are
a successful radio, tv or space salesman
with a driving ambition to work your way
into an executive position of responsibility
with a growing advertising promotional
firm. You are well-organized, self-starting,
with a flair for effective letter writing. You
are in your 30’s, married, and welcome the
challenge of an opportunity limited only b
your own ability, enthusiasm and drive. If
you are the man we are looking for, you
will move up in our organization with the
speed of your own momentum. Send all
vital statistics, including salar re&uire-
ments to: Box 271K, BROADCASTING.

Established Texas station needs versatile,

experienced salesman - announcer. Start
$400.00 plus bonus. Box 283K. BROAD-
CASTING.

Sales representative wanted for new West-
port. Connecticut, radio station. Quality
market with good future. Call CApital
7-5133, or write P.O. Box 511, Westport, Con-
necthicut.

Salesman, for Tucson, Arizona. Write Man-
ager, P.O. Box 5158.

California, KCHJ, Delano. Serves 1,300,000.
Increasing sales staff.

Salesman for Fort Collins in foothills of
Rocky Mountains midway between Denver,
Colorado and Cheyenne, Wyoming. Excel-
lent salary and incentive commission. Send
your record of sales performance and photo
to Radio KCOL, Fort Collins, Colorado and
join the “Rush to the Rockies”.

Sales

Announcets

Independent station, with top Pulse rating
all day long, would like to_ correspond or
talk in person to a reliable experienced
radio time salesman, relative to a permanent
sales position. Best of working conditions
and the nicest town in California to live
near Kings Canyon & Sequoia National
Parks. ood schools including college.
Character and record must bear investiga-
tion. KONG, Visalia, California.

Beginners, graduates, semi-experienced.
Why haven’t you landed that job? Qualified
program director records helpful criticism
directly on your audition tape. Learn why
your tape fails where others succeed. Five
dollars. Box 251K, BROADCASTING.

KBUD, Athens, Texas seeking experienced
staff announcer.

Experienced salesman, radio. If you are ag-
gressive, interested in making top money in
substantial market with solid radio-tv oper-
ation, we want you. Opportunity excellent
for permanent man who can produce. Guar-
antee and commission commensurate with
your ability. No others need apply. Contact

Jack Chapman, KTSM-Radio, El Paso,
Texas.

Salesman—216,000 wealthy and progressive
agricultural market. xperience only.

Must produce. First phone and board work
helpful. Adult programming, local and re-
gional. Ideal community life. Family man
preferred. KXWS0O, Wasco, California.

Experienced radio salesman with ideas and
follow through to sell for leading regional
station in highly competitive market. Send
resume, proven record and references to
Gene Conrad, WERC, R.D. #4, Robinson
Road, Erie, Pennsylvania. 9-9647.

Radio time salesman: WFRL, Freeport, Illi-
nois, needs full-time professional radio time
salesman to fill vacancy which guarantees
minimum earnings and offers up to 40%
commission on sliding pay scale. $400 per
month guarantee for three months to start.
Send full details including monthly billing
for past six months to Dave Taylor. Inter-
view necessary.

Announcer-first phone, no maintenance.
Two weeks vacation, health insurance, new
studios and equipment mobile units air and
auto. Adult programming, start $433.00,
need immediately. Phone Mr. Jae, KHMO,
Hannibal, Mo., Number 3450.

Looking for a future? Your opportunity to
connect with growing organization. eed
good combo man. Maintenance expected.
Also announcer-salesman. Call MO 4-4324,
KOPY, Alice, Texas, immediately.

Announcer with first phone. Chance for
man light on_experience to become long on
ability. Good small town living. Ideal for
outdoorsman. Send tape, resume, salary re-
quirements. KRXK, Rexburg, Idaho.

Combo man. First

hone necessary. C
E. H. Whitehead, Ty contact

TLU, Rusk, Texas.

Hav,e immediate opening in one of the na-
tion’s fastest growing cities, Huntsville
Alabama. Must have production minded
man with ability to run top fifty operation.
State salary expected in letter of applica-
tion, together with recent snapshot, tape,
and resume. M. D. Smith, WAAY, Hunts-
ville, Alabama.

Two highly qualified salesmen to join ex-
panding 8-station radio-tv chain. Age 21-36.
Opportunities to advance to management.
Excellent draw, 15% commission. For Nor-
folk, Va. and Wilmington, Del. Send back-
ground, history of billings and photo to Tim
Crow, Rollins Broadcasting, 414 French
Street, Wilmington, Del.

Announcers

New south Florida station metropolitan
market needs 3 dj’s. Experienced, smoot]
fast paced professionals only. $110 week to
start. Send tape, references, resume! Box
251H, BROADCASTING.

Staff announcer for independent Pennsyl-
vania station. 48-hour week, large market,
excellent szlary plus over-time, vacations.
Desire an experienced man looking for a
permanent job in a chain organization with
an opportunity for advancement. Tape and
resgme required. Box 455H, BROADCAST-
ING.

California station wants announcer who is
unable to vent his humorous personality
on air where now employed. Top pay. Box
942H. BROADCASTING.

Announcer with first phone. Good salary,
excellent opportunity for advancement with
top Montana station. Box 176K, BROAD-
CASTING.

Experienced morning man who can also sell
part-time. No drunks, drifters, hillbillies,
E. Carolina, 250 MBS. Tell all including
salary requirements. Box 242K, BROAD-
CASTING.

Expanding under new owners. Want aggres-
sive man to sell good station against good
competition. You can’'t coast in this job.
Contact Ray Cheney, KRES, St. Joseph,

Missouri,

Experienced staff announcer for 5 kilowatter
in small north Georgia town. Old established
station. Variety programming, not top 100.
Give details, photo, audition tape, salary
requirements. Box 243K, BROADCASTING.

Washington D.C. area’s number one station
auditioning exceptional, fast, modern an-
nouncers. Send tape. WEAM.

Wanted immediately staff announcer with
gei'sonahty andwkm:wledge olf popular music.
alary open. rite or call Ken Gordon,
WFTR, Front Royal, Virginia.

Massachusetts—Top rated, fast growing 1 kw
daytimer needs immediately experienced
announcer with superb ability to sell on the
air. Fast paced adult radio. Music and news
format. Must have top ability and voice.
Excellent opportunity. Best references re-

uired. Rush tape and resume to R. E.

dams, Gen. Mgr.,, WKOX Radio, Framing-
ham, Mass.

Woman announcer. Now auditioning for
woman announcer who can write good copy
and aid in sales calls. Send full information
background references, photo, tape. Person-
nel Dept., WLAC Radio, Nashville 3, Ten-
nessee.

Wanted. Announcer with all-around ex-
perience to handle music-news and sports
format. Immediate opening. Send tape,
photo and resume to WPIK, Alexandria,
Virginia. .

Technical

Engineer-announcer wanted for small day-
time station in South Carolina. Name salary.
Box 276K, BROADCASTING.

Chief engineer to double as announcer. Must
be neat and good worker. Prefer single man.
KTNC Falls City, Nebraska.

Beginner wanted, with first phone and de-
sire to announce. $75.00 a week. Send tape,
resume to WCRA, Effingham, Illinois.
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Help Wanted—(Cont’d)

Situations Wanted— (Cont’d)

Situations Wanted— (Cont’d)

‘Technical

Management

Announcers

Opening beginning this summer for main-
tenance-supervisor engineer for radio-
television studios an other electronic

equipment in new quarters on college cam-
owling

pus. Contact Dcnald Kleckner,
Green State University, Bowling Green,
Ohio.

Production-Programming, Others

Cooking school, food editor for tv-radio and
newspapers. Box 170K, BROADCASTING.

News director at radic and tv network sta-
tions medium size midwest market. Prefer
journalism graduate with radic and/or tv
news experience. Send complete info and
picture. Box 199K, BROADCASTING.

Excellent pay.

Secretary. All-around girl.
Box 233K, BROADCASTING.

General manager, 13 years radio experiénce,
all phases. Strong on sales, university
graduate, family man, former station own-

er, Have proven program Dplan and sales
ideas. Box 298K, BROADCASTING.
Sales

Salesman/announcer. Love. challenging sales
problems. Write copy. Operate board. Box
95TH, BROADCASTING.

Intelligent, energetic, creative, idea man suc-
cessfully selling radio time—wants major
market nut to crack. Objective? Box 253K,
BROADCASTING.

New Mexico, Arizona, California. Salesman-
announcer. Lots of experience and ability.
Family man. References, tape. Box 256K,
BROADCASTING.

Experienced local news reForter needed for
New Mexico 1000 watt daytimer. Gather and

announce three times a day, attend meet-

ings, become part of community. Send
gualifications, tape experience, past em-
loyers, family status, salary requirements
o Box 270K, BROADCASTING.

News director radio and tv. Midwest. Affili-
ated with NBC television and MBS radio.
Excellent opportunity for man who is cap-
able of directing 8 man team. Send full de-
tails. Box 272K, BROADCASTING.

Copy writer—Wonderful opportunity for a
creative writer. Every aid available, Plenty
of talent to work with. We specialize in
production commercials. Should be able to
take charge of department with co-writer.
Highest salary offered. Beautiful community
on shores of Lake Erie. Funland summer
and winter. WJET, Erie, Pa.

Wanted, instructor and administrator with
college training and broadcasting experi-
ence. National Academy of Broadcasting,
3338 16th Street, N.W., Washington, D.C.,
Decatur 2-5580.

RADIO

Situations Wanted—Management

Station manager. Capable all phases, in-
cluding sales. Proven record. Box 956H,
BROADCASTING.

Hard working announcer-air personality~
writer. Eight years radio-tv experience.
Would like opportunity in sales or manage-
ment. Box 260K, BROADCASTING.

Salesman looking for good solid market,
don’'t mind competition. Selling and man-
aging for last five years. News and live
sports 3 years, staff announcer 5 years. Col-
léies'lc‘ie aee, 38, family. Box 299K. BROAD-

Announcers

Negro announcer/dj. Intelligent. Versatile.
Good background. Salesman. Handle con-
trols. Box 958H, BROADCASTING.

Female, announcer plus. Good background.
Women's programs, plus. Reliable. Versatile.
Box 959H, BROADCASTING.

Attention New Jersey — eastern Pennsyl-
vania! Announcer-dj with first phone, ex-
cellent voice, would like tc relccate. No
maintenance. Presently employed as dj at
5 kw. Box 135K, BROADCASTING.

News-special events-plus. Announcer-pro-
ducer-writer. Radio and tv. Box 148K,
BROADCASTING.

Pacific northwest: Experience, youth, abil-
ity. DJ-copywriter for over year in Seattle
station. Coilege grad, single, third-phone.
Looking for chance to grow with pro%res-
sive station. Box 155K. BROADCASTING.

General manager-medium small southern
station. Eighteen years experience all phas-
es « announcing - programming - sports -
sales - first phone. Manager 7 years. Active
church and civic life. Top industry and
personal references, Salary and percentage,
preferably ownership basis. Box 222K,
BROADCASTING.

At liberty: Manager. Programming sour—

sales low—prestige nil—copy doesn’t sell—
production poor—listening audience light—

station needs complete renovating. Know
all phases of broadcasting—Past record
speaks with loud voice. Box 245K, BROAD-
ASTING.

General manager who has topped industry
sales records seeks new opportunity for
revenue expansion. Twenty-five years ex-
perience. Specialist in operations and sales
productivity. Box 247K, BROADCASTING.

Attention: So. Califorina radie, tv agencies:
What's your needs? Like, have done, can do:
Manager, programming, sales, announce., Tv-
writer - producer ~-director -commercial an-
nouncer-news, weather-farm-sports. 11 years
radic and tv. 2 years district sales manager
national firm. 35, family. Nowhere to go but
up in salary and position. Write Box 249K,
B%OADCA TING.

Manager: 16 years experience. Also net-
work, agency, and tv background. Best ref-
erences all employers. Have doubled billing
in several major markets. Box 280K,
BROADCASTING.

Announcer-dj, three years experience, now
employed pd, in small operation, desire
larger market, very dependable, prefer La.,
ﬁ\l&} Miss.,, Fla. Box 220K, BROADCAST-

Hillbilly dj with that “somethin
Sober, dependable, family man.
224K, BROADCASTING.

man in small

Oklahoma, southwest: Taop

market wants to become bottom man in
larger market. Presently morning man, pd,
copy, newsman, janitor. Family, college,
:Iylgléng, some tv. Box 228K, BROADCAST-

Gospel programs. Announcer - producer-
packager. Capable handling commercial
staff duties. Box 229K, BROADCASTING.

0ld pro. Broad education and experience
announcing and programming. Seeking sta-
tion where imagination is valued over cute-
ness. Multi-station market only, with tv
opportunity. Box 230K, BROADCASTING.

special.”
rite Box

Country music dj available immediately.
Top personality, age 29, reliable, energatic,
creative, top radic promotion, production
manager, worker, recording artist. Presently
employed. Box 231K, BROADCASTING.

Sports minded stations. Terrific sportscaster
announcer, salesman. First-phone. 6 years
experience, California preferred. gthér
?I{T%S considered. Box 234K, BROADCAST-

Wanted: Manager-salesman for new day-
timer opening soon in North Carolina.
Small market experience helpful. Also an-
nouncers, engineers, copywriters. Write Box
286K, BROADCASTING.

Sales manager-general manager, 15 vears in
radio station sales, local, regional, national.
Thorough knowledge all phases station op-
eration. Hi%hest radio industry references,
Box 294K, BROADCASTING.

Single, mature announcer, five years ex-
perience, desires music_and sports. Prefer
south. Now program director. Best refer-
ences. Box 235K, BROADCASTING.

Experienced announcer, married, 30, Pres-
ently with major midwest network opera-
tion. Desire affiliation with metropolitan
network station. No top 40 please. Box
240K, BROADCASTING.

Staff announcer: 9 months commercial ex-
perience, 2 years college training. Hard
sell, strong on news, experience with all
types of programming including remotes,
and some network. Operate board. Reliable,
conscientious, sober, loyal. Currently em-
ployed, over 21. Would like to get some sales
ex{mrlence. Prefer to locate in Alaska, but
will consider offer from any location. Box
239K, BROADCASTING.

Attention New England. To? rated dj pres-
ent]K employed Massachusetts second largest
market, programming and afternoon show,
desires better position. College, program-
ming ideas, best references. Box 250K,
BROADCASTING.

Newsman-announcer. Twenty years experi-
ence. Over ten years with present station.
Highest é;ua]iﬁcations. Box 254K, BROAD-
CASTING.

Exceptionally capable and convincing dj, ra-
dio and tv.-news and commercial announcer,
over two years with small CBS outlet met-
ropolitan city of 200,000. Seeks greater chal-
lenge, single, age 26. Copy and programming
potential. Prefers midwest, immedjately
available. Box 257K, BROADCASTING.

Young announcer. Mature voice. Skillfully
trained. Co]le§e background. Sincere pitch.
Available in June. Tape sent immediately.
Box 262K, BROADCASTING.

Southwest-mature program director. Audi-
ence builder. Tired of ratrace; seeking secu-
rity. Box 264K, BROADCASTING.

Broadcasting school graduate wishes first
position. Willing and co-operative, married,
iI:‘aNnéﬂy, veteran. Box 266K, BROADCAST-

Announcer-dj. Any type show. Can operate
own board. Competent on news too. Top
references. Tape, resume on request. Box
278K, BROADCASTING.

Announcer. Authoritative voice. Desire ad-
ditional experience. Salary secondary to
position. Eager to work hard to prove
ability. Box 281K, BROADCASTING.

Versatile dj, experienced, adult staff an-
nouncer. College degree. Box 282K, BROAD-
CASTING.

All-around staff. Play-by-play, dj, special
events. Five years experience. Desire oppor-
tunity for advancement. Married, family.
Salary must warrant move, Box 288K,
BROADCASTING.

Top gotential for your organization. Experi-
enced energetic first cP one maintenance
engineer, who also oes good straight
smooth announcing job. Experienced mod-
ern personality music-news operation. Con-
scientious, with know how of production
spots. Family. Box 290K, BROADCASTING.

Radio-tv newscaster. Dramatic delivery that
commands attention. Writes professional
copy. Network experience. Major markets.
Box 291K, BROADCASTING.

Announcer: 9 years experience, 7 years in
same competitive market. 4 years experi-
ence in sales, reliable, can furnish best
references. Presently employed as assistant
manager to successful station. All inquiries
considered. Box 295K, BROADCASTING.

Personality dj-plus-play-by-play sports.
Ten years all phases radio-tv, college de-
gree, married. Production and rogram
minded. Seek good situation that offers
stability. Box 296K, BROADCASTING.

Presently employed sports announcer-direc-
tor, married, 26, desires better position. Box
297K, BROADCASTING.

Versatile announcer, topnotch, successful,
stable. Presently met market. Desires hag}g
environment. Box 300K, BROADCASTI :

Oklahoma and southwest. Announcer,
young. Eager to learn. Tape. References.
All letters answered. Box 301K, BROAD-
CASTING.
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Situations Wanted—1{(Cont’d)

Situations Wanted— (Cont’d)”

Situations Wanted— (Cont’d)

Announcers

Production-Programming, Others

Technical

Personaiity dj, staff and news. Radio tv ex-
perience. Available immediately. Box 302K,
BROADCASTING.

Experienced news and play-by-play sports.
Settled, 38, sober. Year tv. Anywhere, Box
303K, BROADCASTING.

Quality only—19 years radio—all phases—
local and net—plus 5 years tv talent and di-
recting. Desire medium market pd or east-
ern metro announcing-news. No hotshot dj
or small combo—just goed, selid work in
congenial operation. Box 268K, BROAD-
CASTING.

Photographer tv exgerienced, 15 years com-
mercial “background, art center schooling.
Top references. Willing to relocate. Box
292K, BROADCASTING.

Production-Programming, Others

No tv—have face for radio. Announcer—7
years experience. All phases. Available
now. Phone—Chicago, Avenue 3-5734.

Experienced dj, announcer, news, 21, mar-
ried, car, draft free, employer recommend-

Young man. Excellently trained. 2 years col-
lege. Can type. Box 269K, BROADCASTING.

Production manager. Professionalize, tight-
en your production; eleven years radio,
television; six television producer-director,

Experienced announcer-director-cartoonist,
college grad. Offers top rated children’s
show, weathercast, and other talents to pro-
gressive tv operation. Box 259K, BROAD-
CASTING. 5

ed. Available immediately. Joe Baker, 5509 all commercial; detail man. Box 273K, FOR SALE

Claude Street, Hammond, Indiana. ) BROADCASTING

Announcer — family man, clear, crisp, Program director with 5 years deejay, news, Equi ¢

authoritative voice. Alert newscaster. Good  sales, programming experience, Top 30 quipmen

sell. Intent on doing best job possiv:e, Dave markets only. Top references. Box 274K, = -

Dunn, 2053 N. Avers, Chicage 47, Illinois. BROADCASTING. : Presto 6-N disc recorder, 88-~A amplifier,

Humboldt 9-72186. Gray 1035-L. pickup arm, complete, $600;
! Newscaster, mature, first ticket. Take Gates 30 control board, 5 microphone, 2

Have first phone, 115 years schooling. Desire charge or assist. PD if necessary. Writer, turntable and 8 remote inputs, 5 cue pots,

dj or newscasting position. One year experi- boardman, workhorse. Waldo Brazil, 510 ready to go, $500; Gates 6-C line amplifier,

ence in television (traffic office). John Kirby, 16th St., Oakland, California. Twin Qaks $100; Jensen GP 802 speaker, $50; Altec

5%%9 Tahama St., Sacramento, Calif. ED 2-
5381.

Staff announcer. Good selling deliver.
Young, opened minded, hard working in-
dividual. Single. Noel Mizell, 814 Orchard
Drive, Rolla, Missouri.

Staff announcer experienced. News, com-
mercials, disc_shows, but no hot shot or
punch artist. Jack J. Quirk, 1410 Byron St.,
Chicago, Illinois.

Technical

Supervisory or chief position. Prefer full-
timer. Experienced. No unsavory habitls.
Good, clear voice. All inquiries answered.
Box 133K, BROADCASTING.

We’'re losing our chief engineer due to a
reorganization of the station. He’s a solid
man and we hate to lose him. In addition
to his general radio ability he also has ex-
perience in major market tv studio opera-
tion. If you need a good man, we’ll recom-
ineé:d him highly. Box 225K, BROADCAST-
NG.

Experienced chief engineer desires position
in daytime station in Florida. Strong on
maintenance and construction limited an-
nourcing. Box 248K, BROADCASTING.

Transmitter position, 2 years experience,
school graduate, 1st radiotelephone. Box
258K, BROADCASTING.

Chief engineer presently employed, mid-
west. Construction and directional experi-
ence. 6 years in radio. Capable announcer.
Desire permanent position. Management ex-
perience. Box 267K, BROADCASTING.

1st phone man with five years experience
in radio and tv. Also some construction and
maintenance. Available at two weeks notice.
Box 289K, BROADCASTING.

Engineer 1st radiotelephone. Prefer west or
south. Consider television. P.O. Box 1082,
Erie, Penna.

Production-Programming, Others

Young, married, aggressive, experienced
college man looking for midwestern posi-
tion as “pd” or news director. 8 years ex-
perience as announcer, engineer, dj, news-
man and copywriter, tv experience. $120/wk
with growing, reputable station. Not top 30
t)j{)e programming! Box 221K, BROAD-
CASTING.

Single copywriter, 4 years experience de-
sires position in south or midwest. Experi-
ence includes straight and production copy.
Box 226K, BROADCASTING.

Experienced radioman: Six years, assistant
manager, program director, announcer, en-
gineer. Employed as commercial manager.
Desire program director position in south-
west. Box 238K, BROADCASTING.

Program director-announcer, 4 years experi-
ence, 3 years present position, 2 years pro-
gram director. College, family, looking for
advancement. Solid background and repu-
tation. Box 255K, BROADCASTING.

Eight years as am-tv air personality-writer,
Would like news director-newscaster posi-
tion in small-medium market am-tv. Jour-
nalism degree. Box 261K, BROADCASTING.

3-9928.

TELEVISION
Help Wanted—Technical

Full power midwest vhf station needs studio
and transmitter maintenance men. Experi-
enced only. Must have first phone. Box
189K, BROADCASTING.

We have a staff opening at the present time
for a studic engineer with the following
minimum qualifications: Familiar with oper-
ating studio test egquipment, have high de-
gree of initiative, fair camera operating
technigue, minimum one year experience in
tv maintenance, and over 26, Send full par-
ticulars including photo to Gene Phelps,
KPTV, 735 S.W. 20th Place, Portland, Ore-
gon.,

TELEVISION

Situations Wanted—Management

efficiency,
Box 955d,

Profits,
back.

Don’t sell — celebrate!
prestige —or money
BROADCASTING.

General manager, with 20 years background
in radio and tv. Experienced all phases.
Strong on sales—personally handle national
and regional accounts. Five years in present
position. Box 192K, BROADCASTING.

Manager or commercial manager: 7 success-
ful years in these capacities. 16 years televi-
sion radio experience. Also network and
agency. Best references all previous employ-
ers. Box 279K, BROADCASTING.

Announcers

TV announcer; experienced, live, ilm, com-
mercials. Ready for top market. Box 896H,
BROADCASTING.

lansing coaxial speaker, $100; RCA 44-BX

microphone, $75; all fob, cod. Box 304K,

BROADCASTING.

One GE 250-watt am transmitter. Excellent
condition with tubes. $1,000.00 cash. One
bay am-fm antenna type BY-2A, Ideco 169
ft. self-supporting tower including lighting.
You dismantle and pick up. First reasonahle
offer will be accepted Available immedi-
ately. Call, wire or write, Edward Jansen,
KASK, Ontario, California.

Used audio and remote control equpiment.
Complete Gatées remote control system
RCMI12 w/accessories $895; 4-RMC repro-
ducers w/Universal Diamond Stylus EL-2B
egualizers $250; 1 spare head $25; 2-W.E.
9B reproducers w/KS 13386 equalizers $70;
1 Gates GR-90 remote single channel ampli-
fier $77.50. KERG Radio, Eugene, Oregon.

1 kw transmitter complete. In excellent
operating condition. Contact: KPLI, 3638
8th Street, Riverside, California. Tel.:
Overland 3-6200.

Tapak portable battery operated tape re-

corder. Complete. New $329. Used only
twenty hours. $125. WHDL, Olean, New
York.

Excellent Gates BCIE 1 kw transmitter.
Antenna tuning equipment. Rust remote
control. Packaie or_individually priced to
sellc. Going 5 kw. WEEB, Southern Pines,
N.C.

General Electric BT-3-A 3kw fm transmit-
ter in excellent condition. Best offer over
$4,000.00. Also available other fm, am, tv
transmitters and equipments. Technical
Systems Corp. (Dept. LD}, 12-01 43rd Ave,,
L.IC. 1, N.Y.

WANTED TO BUY

News announcer. Good sounding. Serious
appearing. Desire jinitial television oppor-
tunity; location unimportant. Radio experi-
ence. ‘Box, 287K, BROADCASTING.

Technical

Chief engineer—9 years experience. Plan-
ning, construction and operation. Past five
years assistant chief engineer. Proven abil-
ity, excellent references. Box 974H, BROAD-
CASTING.

Stations

CP or station in difficulty, sought by re-
sponsible operator. Box 902H, BROAD-

ASTING.

Qualified and financially able party will buy
station or c¢p with good potential. Write
confidentially and in detail. Box 100K,

BROADCASTING.

In TEN years as GENERAL and SALES MANAGER
of WNOR, Norfolk, Va.

(1) Built station business from zero to $450,000 yearly.
(2) Made over $800,000 profit for owner.
(3) Increased station value over ONE MILLION DOLLARS.

Interested in management with part ownership or management
with salary plus commissions or share of profits.

EARIL HARPER
1000 Manchester-Norfolk, Va.

Madison 2-1930
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WANTED TO BUY Help Wanted— (Cont’d) FOR SALE
Stations— (Cont’d) Technical Equipment

Reliable group $100,000.00 cash or down for
a station anywhere in eastern section. Guar-
anteed confidential, Box 150K, BROAD-
CASTING.

Cash for cp or $10- $15M down existing
station. Successful manager, financially re-
sponsible. Consider partnership. Box 160K,
BROADCASTING.

Will buy tv station. Replies confidential.
Box 172K, BROADCASTING.

Radio broadcaster will buy or participate in
Florida east coast ¢p or station. Address Box
514—Delray Beach, Florida.

Radio stations in the mid-west. Send details
to L. L. Gould, Mid-America Broadcasting
Sgstem, Inc., P.O. Box 297, Highland Park,
Illinois.

Equipment

DuMont video switching and mixin,
ment, t é)e TA-178-B. Box 208K,
CASTI 5

equip-
ROAD-

[ e e et e e et e et et et e e e e e ]

FIELD ENGINEER

|

|

! 3 to 5 years experience in TY broad-
[ casting, either as design or station
| engineer. Familiar with testing and
[ all technical procedures in trouble-
shooting electronic equipment. Prior
‘ experience as field engineer and
= willingness to travel extensively de-
sired.

| Excellent opportunity with rapidly
| expanding company. All benefits,
| Reply stating education, experience
I and salary desired, to: Box B 169,
| 125 W. 41 St., New York.

L

T — S — T, MM S— T E——— T = T v —

Production-Programming, Others

Power supply RCA-MI-11301 B for RCA
consolette 76C. Instruction book for opera-
tion of RCA consolette. Box 227K, BR -
CASTING.

10 kw fm am;lsliﬁer without power supl')zlg,
new or excellent condition. Box 237K,
BROADCASTING.

6N or 8N disc cutter, complete with ampli-
fier. Box 263K, BROADCASTING.

Want 5 kw used transmitter, will buy out-
right or trade 1 kw if standby desired. Box
284K, BROADCASTING.

INSTRUCTIONS

H
sea

PRODUCER-PERSONALITY
FOR CALIFORNIA RADIO
Tape editing, writing, producing of
production announcements for pro-
motion and commercial purposes are
must. Rush complete details, includ-
¢ ing salary requirements, photo, and
#: tape of spot announcements written
i and produced by you in addition to
# portion of record show to:
i Box 265K, BROADCASTING

(S S S S S S S S S Y TS S 2T 2RSSR

FOR SALE:

To educational Broadcasters
One 6A1 RCA 6-bay high band antenna
used on Channel 11. In satisfactory serv-
ice for four years in dry desert climate
until September, 1958 when replaced by
higher gain antenno.

Address inquiries to Leavenworth Wheel-
er, Chief Engineer, KIVA-TV, P.O. Box
1671, Yumo, Arizona.

EMPLOYMENT SERVICE

2 2 3 2 3 23 3 2 3 %2 2% % % % ¥
'S 2 32 3232332323332 32322 S 2 0

| Looking for . . .
. QUALIFIED BROADCASTERS?
A BETTER JOB?

Employers and Applicants Contact
DISK JOCKEY
PLACEMENT CENTER, INC.

Agency Specializing in
BROADCASTING +« ADVERTISING
PERSONNEL

PAUL BARON, Managing Director
100 West 42nd Street, New York 36, N.Y.

Wlsconsin 7-6322 (Phone for appaintments)
I (Enclose return postage with tapes) I

MISCELLANEOUS

F.C.C. first phone preparation by corre-

spondence or in resident classes. Our schools

are located in Washington, Hollywood, and

Seattle. For details, write Grantham School,

tl;eskn'z.cszl----lsth Street, N. W.,
n, D. C.

FCC first phone license in six weeks. Guar-
anteed ction by master teacher. GlI.
approved. Phone Fleetwood 2-2733. Elkins
Radio License School. 3605 Regent Drive,
Dallas, Texas.

Since 1%46. The original course for FCC 1st
phone license, 5 to 6 weeks. Reservationa
required. Enrolling new for classes stm
June 24, Segt. 2, Oct. 28, 1959, January &5,
March 2, 1960. For information, references
and reservations write Willlam B. Ogden
Radio Oﬁaerational Engineering School, 1150
West Olive Avenue, Burbank, California.

First phone license in six weeks. Guaran-
teed instruction. Next class—April 6. Elkins
Radio License School of tlanta, 1139
Spring Street, NNW., Atlanta 9, Georgia.

BUSINESS OPPORTUNITY

Operate area radio-tv talent search: cook-
ing schools, special promotions. If you want
permanent money-making opportunity if’s
yours if you can sell. Box 171K, BROAD-
CASTING.

Washing-

MISCELLANEOUS

Personalized bingo cards for radio, televi-
sion and newspaper g)romotions. with IBM
controls. Size 33 x 544 $2.50 per 1000. Bingo
Time U.S.A. Box 906, Denver 1, Colora(ﬁ).
Phone Acoma 2-7539

RADIO

Help Wanted—Management

RADIO PROGRAM DIRECTOR

For top eastern 50 kw net affiliate in mil-
lion market. Applicant must be thoroughly
experienced and presently employed as P.D.
or Asst. P.D. in good sized market and
o?eration. Must know music, have history
of successful, saleable program production,
be a good coordinator and able to perform
administrative functions of department ef-
fectively and efhiciently, and not afraid of
bard work and long hours necessary to con-
duct a top-notch program operation; have
big ideas at practical cost. We'll start you
at five figures, Complete background and
recent picture in first letter. Send no tapes.
We want a creative administrator, not a
performer. Replies confidential.

Box 293K, BROADCASTING

RADIO

Situations Wanted—Announcers

§rom oo
QUESTION

Do you have some daytime hours to
hand over to responsible couple who
know music and records from first hand
experience, can sing, amuse, create
jingles, do show interesting to broad
segment adult audience? Presently lo-
cated East, go anywhere for right set-
up. Reasonable money important but
secondary to opportunity.

Box 277K, BROADCASTING
ORI

AP WP WL L ALV

P

Production-Programming, Others

N(LLLLLLILLLLLL LS AL LIS LTS ELL LA LIS IIIALES ‘I.:.'Op R AD‘:(I;_AND .;‘vt &

N

N STATION MANAGER N NEWSMAN

N To direct sales and programming at R # International and local news is my X
$ 5000 watt radio station medium mid- S business. 7 years reporter, writer,

% west market. Su_bsfantlal salary plus s editor, news and public affairs direc-

S e-xcellent commission r_nakes excep- N tor. Excellent voice and presence fre-

N t!onal, permanent position for expe- N ) quent network feeds. Finest references. #
% rienced proven man. Send summary § Age 32. Now employed New England

’Q of experience and recent picture to: S major eastern market only.

s Box 200K, BROADCASTING N Box 285K, BROADCASTING
Nerrrrrrssrirrisirrisiirrrrirrrrrrrrrrrsieree B > § o -1 e A= p$ %

—

26

ATTENTION RADID STATION OWNERS AND
BENERAL MANAGERS, NOW NATIONAL SALES.
NOW! DYNAMIC . . . NEW LEADERSHIP
IN MARKETS RARELY COVERED

NOW NEW NATIONAL REPRESENTATION FORMING
FOR RURAL, SMALL AND MEDIUM MARKETS

That will assure you to have your share of
national sales. Now the national spot picture
is yours with this new pulsating 'nnd dynum_le
national representation now forming that will
exclusively sell, promote and extend all efforts
ond facilities in research to guarantee your
share of national sales and prestige. Plus to
assist you in any form to increase further
profits by offering consultation on format,
programming, promotion, merchandising ond re=
search to maoke it even more a must for you
to take part of the national spot picture. Here’s
your opportunity to participote on how you
can toke part for your shore of national spet
sales. Be among the first to participate, the
first to benefit from national representation
now forming, offering pulsating leadership in
this hitherto under-developed markets. Poten-
tial . . . ? Greatest! Lucrative . . . ? You Betl

Call, telegram, ‘or write to:

1472 Broadway, Suite 308
New York 36, N. Y. Bryant 91883

There will be attractive national spot pcckuggs
that will lure national advertisers to your radio
station now with new and a dynamic national
representation now forming.

ST

Dollar for Dollar

you can't beat a classified

ad in getting top-flight per-
sonnel.
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mod. of cp to chanﬁe ant. system and make
minor equipment changes; ERP vis. 100 kw,
aur. 69.2 kw, ant. 1,000 ft.

WJHL-TV Johnson City, Tenn.--Granted
extension of completion date to April 28.
Actions of March 9
Granted licenses for following am sta-
tions: WFRB Frostburg, Md., and specify
ty;i{e trans., conditions; KFDF Van Buren,
Ark., and specify type trans.; WGOK Mo-
bile, Ala. .
WEKAQ-FM San Juan, P.R.—Granted li-

cense for fm station.
N.C.— Granted li-

WRXO0-FM Roxboro,
cense for fm station. .

WOBN Westerville, Ohio—Granted license
for noncommercial educational fm station.

WRJIR Lewiston, Me.—Granted license for
noncommercial educational fm station.

WJIVA South Bend, Ind.—Granted license
covering increase in power and installation
new trans.

WSB-FM Atlanta, Ga.— Granted license
covering change in ERP to 49 kw, change
ant. height and installation new type ant.

KCVL Colville, Wash.—Granted authority
to sign-off at 6 p.m., PST, for period April
through August.

WNMP Evanston,
permitted.

Action of March 6

KDJI Holbrook, Ariz.— Remote control
permitted.

ACTIONS ON MOTIONS
By Hearing Examiner
Jay A. Kyle on March 12

Scheduled prehearing conference for April
9 in proceeding on am applications of Farm-
ville Bestg, Co., Farmville, N.C., and WYSR
Inc. (WYSR), Franklin, Va.

By Hearing Examiner
Thomas H. Donahue on March 12

Granted petition by Vernon G. Ludwig for
extension of time from March 12 to March
25 to file reply findings in proceeding on his
application and that of Pan American Radioc
Corp., for am facilities in Tucson and Ben-
son, Ariz.

By Hearing Examiner
Charles J. Frederick on March 12

Received in evidence exhibits 31 and 36 of
WVNJ Newark, N.J., and closed hearing rec-
ord in matter of applications of Newark
Bestg. Corp. and WMGM Bestg. Corp., for
fﬁn facilities in Newark, N.J., and New York,

Y.

1. — Remote control

By Hearing Examiner
Isadore A. Honig on March 12
Granted informal request by Radio KYNGO,

The Voice of Fresno (KYNO), Fresno, Calif.,
for continuance of further hearing from
March 13 to March 24 in proceeding on its
am application. .

Commission on March 13 granted motion
by Herman B. Rosen and extended time to
March 31 to file comments on notice of pro-
posed rule making to change tv table of
assignments in Honolulu, Wailuku and Hilo,
all Hawaii.

By Commissioner Rosel H. Hyde
on March 2

Granted motions by Broadcast Bureau
and Birney Imes Jr. (WMOX), Meridian,
Miss., for corrections of transcript of oral
argument in proceedin% on applications of
WMOX and Mississippi Bestg. Co., Carthage,
Miss.

By Hearing Examiner Millard F. French

on March 13

Scheduled prehearing conference on
March 23 at 9 a.m. in proceeding on am ap-
plications of Granite City Bestg. Co., Mount
Airy, N.C., and Cumberland Publishing Co.
(WLSI), Pikesville, Ky.

By Hearing Examiner Basil P. Cooper

on March 13

Granted petition by Intrastate Bestrs. for
leave to amend am application to make it
clear that main studio of proposed station is
to be in Pomona, Calif., in lieu of Pomona-
Claremont.

By Hearing Examiner Herbert Sharfman
on March 13

On request by applicant, extended time
to March 25 to file reply findings in proceed-
ing on applications of Tomah-Mauston
Bestg., Inc. (WTMB), Tomah, Wis.,, for cp
and mod. of cp.

By Hearing Examiner H. Gifford Irion
on March 16

Scheduled prehearing conference in pro-
ceedings on following am applications:
April 3— Radio St. Croix Inc.,, New Rich-
mond, Wis., et al. (23 applications); April 6
—Moyer Radio, Providence, R.I., et al.

By Hearing Examiner Jay A. Kyle
on dates shown

Continued hearing from March 25 to May
in proceeding on am applications of
Tempe Bestg. Co., Richard B. Gilbert, David
V. Harman, all Tempe, Ariz. Action March 9.
Scheduled prehearing conference for 2
p.m., March 20, in proceeding on am appli-
cations of Malrite Bestg. Co. and Dale Wind-
nagel, Tiffin and Oak Harbor, Ohio. Action
March 11.

By Hearing Examiner J. D. Bond
on March 11

Granted to extent specified in order sug-
gested corrections to transcript as submitted

STATIONS o

FOR SALE

KCHS

Truth-or-Consequences
New Mexico
Selling at ““Dutch Auction’”. Now
$36,000 going down $1,000 per
week. Attractive terms. Write for
particulars, but better hurry.

THE PIONEER FIRM OF TELE-
VISION AND RADIO MANAGEMENT
CONSULTANTS
ESTABLISHED 1946
NEGOTIATIONS MANAGEMENT
APPRAISALS FINANCING
HOWARD S. FRAZIER, INC.
1736 Wisconsin Ave., N.W.
Washington 7, D. C.

Fila. Single 250w-F 55M terms
La. Single  250w-D 35M terms
Ala. Medium 1lkw-D 65M terms
Md. Single 500w-D 65M cash
W.Va. Small 250w-F 30M cash
1. Single  500w-D 80M terms
Ky. Medium 1lkw-D 175M terms
Pa. Sm-med. lkw-D 100M terms
Fla. Medium 500w-D 60M terms
N.C. Medium lkw-D 200M terms
Gulf  Medium 1kw-D 98M terms
Va. Metro  1lkw-D 150M terms
S.E. Metro 500w-D 75M terms
S.E. Major Skw-D 250M cash
Fla. Large 250-w 250M terms
East Large  250w-D 450M terms
SW. large clear 225M  terms
South Medium VHF-TV 750M  terms
PAUL M.

CHAPMAN COMPANY

INCORPORATED
MEDC 14 QROKERS

atlanta chicago
1182 w. peachtree 205 w. wacker
new york santa barbara

1270 ave. of americas 33 w. micheltorena
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RADIO-TELEVISION STATIONS

Malien-Wide Service
Experienced  Broodoosters
Confidentiol Megotiaons

Security Bldg.  Davenport, lowa

STATIONS FOR SALE

Ours is a personal service, designed to
fit your finances, your qualifications and
your needs.

If you are in the market for either an
AM, FM or TV station anywhere in the
country be sure to contact us at once.

JACK L. STOLL & ASSOCIATES
6381 Hollywood Blvd.

Los Angeles 28, Calif.
HOllywood 4-7279

by Donald W. Huff and Equitable Pub. Co..
Lansdale, Pa., in proceeding on their am
applications, and unless written objections
are filed by any party within five days to
transcript corrections ordered upon exam-
iner’s initiative, as set out in asterisk-iden-
tified items, record shall be corrected.

By Hearing Examiner H. Gifford Irion
on March 11

Upon request by Continental Bestg. Corp.
(WHOA), San Juan, P.R., continued con-~
ference from March 31 to April 14 in pro-
ceeding on its am application and that of
Jose R. Madrazo, Guynabo, P.R.

By Hearing Examiner Herbert Sharfman
on March 11

On oral request by Tomah-Mauston Bestg.
Co. Inc. (WTMB), Tomah, Wis., and without
objection by protestant and Broadcast Bu-
reau, continued from March 12 to March 16
time for filing reply findings of fact and
coixclusions in proceeding on its am appli-
cations.

By Hearing Examiner Charles J. Frederick
on March 11

Granted petition by Fairview Boestrs.,
Rensselaer, N.Y., for continuance of pre-
hearing conference from March 20 to March
27 in proceeding on its am application and
that of Sanford L. Hirschberg and Gerald
R. McGuire, Cohoes-Watervliet, N.Y.

By Hearing Examiner Forest L. McClenning
on March 1¢

Granted petition by Coral Television
Corp. for extension of time for filing replies
to petitions of Publix Television Corp. and
South Florida Amusement Inc., for enlarge-
ment of issues to include issue on financial

ualifications of Coral; extended time to

ate ten days after release of order by Com-
mission ruling upon pending petitions of
Publix and South Florida in Miami-Perrine,
Fla.. tv ch. § proceeding.

By Hearing Examiner Elizabeth C. Smith
on March 10

Granted joint petition by Harold Lampel.
Garden Grove, Calif., applicant, and Harry
Maizlish, d/b KRHM Bcstg. Co., respondent,
for extension of time from March 13 to July
9 to file proposed findings of fact and con-
clusions and for reply findings from April 3
to July 30 in proceeding on Lampel’'s fm
application.

By Hearing Examiner Annie Neal Huntfing
on March 11

Granted informal request by Miners Bestg.
Service Inc.,, for continuance of hearing
from April 7 to April 14 in proceeding on
its application and that of Valley Bestg.
Co., for am facilities in Lehighton and
Kingston, both Pennsylvania.

PETITION FOR RULEMAKING FILED

Electronic Industries Association, Wash-
ington, D.C. (3-11-59)—Requests amendment
of rules to clarify present wording with
respect to frequency response in vicinity of
color pass band and to change method of
measuring aur. power of trans. to direct
measurement. Ann. March 16.

PETITION FOR RULEMAKING DISMISSED

WWLP Springfield, and WRLP Greenfield,
Mass, (7-2-58)—Requested amendments in al-
locations plan by making following changes:
Hanover, N.H., delete ch. 27, add ch. 33:
Lebanon, N.H., add ch. 27; Manchester,
N.H., delete ch. 48. Exeter, add ch. 48. Dis-
missed by letter dated March 3, 1959. Ann.
March 16.

PETITION FOR RULEMAKING DENIED

WREC-TV Memphis, Tenn. {(10-8-58)—Re-
quested changes in offset carrier require-
ments wherein ch. 3 at Memphis would be
changed from minus to zero (even) offset;
ch. 3 at Louisville, Ky., would be changed
from minus to zero (even) offset, and ch. 3
at Harrisburg, Ill., would be changed from
zeéro (even) to minus offset. Denied by
ﬁporﬁ %nd order adopted Feb. 18, 1959. Ann.

arc .

License Renewals

Following stations were granted renewal
of license: KBMW Breckenridge, KLTF
Little Falls, KOZY Grand Rapids, KTRF
Thief River Falls, KUOM Minneapolis,
KXRA Alexandria, WCCO Minneapolis,
WEVE Eveleth and WHLB Virginia, ali
Minnesota; KBMY Billings, KLLTZ Glasgow,
WMON Great Falls, KOLL Libby, KOYN
Billings, KXLF Butte, KXI1.J Helena, KXLK
Great Falls, KXLL Missoula, KXI.O Lewis-
town and KXL.Q Bozeman, all Montana;
KCJIB Minot, KNOX Grand Forks, WDAY
Fargo, KQDY Minot and KOVC Valley City,
all North Dakota; KORN Mitchell and
KOTA Rapid City, both South Dakota;
KGHF Pueblo and KOA Denver, both
Colorado; WSPT Stevens Point and WRAC
Racine, both Wisconsin; WTAQ La Grange
and WKRS Waukegan, both Illinois; KWMT
Fort Dodge, Towa and KWK St. Louis, Mo.
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NOTICE TO EDITORS—For more than 30 years, Metropolitan Life
has sponsored advertising messages on national health and safety.
Because of public interest in the subject matter of these advertise-
ments, Metropolitan offers all news editors (including radio news
editors) free use of the text of each advertisement in this series.

health and safety.

The text may be used in regular health features, health columns
or health reports with or without credit to Metropolitan. The
Company gladly makes this material available to editors as one
phase of its public-service advertising in behalf of the nation’s

Why every family should have a family doctor. ..

EVERY family should select and become
acquainted with a doctor before illness
strikes. Yet, many families wait until sick-
ness or emergency requires a last-minute
decision about the doctor they will call.

A family doctor, usually a general practi-
tioner or an internist, can care for about
85 percent of the illnesses your family is
likely to have and should you need spe-
cialized care, he can arrange it.

Perhaps the best way to select your doc-
tor is through your local medical society or
community hospital. They will give you
the names of several physicians—and you
may choose one of them with assurance
that you will be in good hands.

Then, call the doctor you have chosen.
Make an appointment and go to see him
for a friendly talk —about fees, night calls,
the hospitals he’s associated with, and

whatever else is on your mind.

Then ask yourself these questions: did
you like him . . . feel at ease with him . . .
would you trust him during those critical
situations which iliness often creates?

These questions are of great importance,
for without mutual friendship and under-
standing, a warm doctor-patient relation-
ship can never exist.

What are the advantages of having a
regular doctor? For one thing, he will get
to know you and your family intimately—
your “medical history,” your response to
certain drugs, your normal blood pressure,
your emotional reactions, and other facts
which may be very helpful whether your
trouble is minor or serious.

He can also give you the benefits of

preventive medicine. For example, if you
have young children, he will want to see

them at intervals to check their health—
and to keep their protection against com-
municable diseases up to date.

For others in your family, he can be a
health counselor.

For instance, if you're bothered at times
by seemingly trivial complaints—indiges-
tion, headache, nervousness, or fatigue—
you might hesitate to go to a doctor whom
you do not know. But with a family doc-
tor, you’d feel free to talk over any condi-
tion that upsets you now and then.

Select your family doctor now. Keep his
name, address, telephone number and office
hours posted in a spot known to everyone
in your family.

REMEMBER, the continuing supervi-
sion of a family doctor can help your chil-
dren grow up strong and well—and help
you live a long and healthy life.

COPYRIGHT 1959 —METROPOLITAN LIFE INSURANCE COMPANY

Metropolitan Life Insurance Company

(A MUTUAL COMPANY)

} 1 MaDisoN AVENUE, NEw YOork 10, N. Y.
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OUR RESPECTS TO...

George Thomas Shupert

The new attitude toward television
at Metro-Goldwyn-Mayer, a name his-
torically associated with lavish celluloid
productions and big-name stars, resem-
bles a lovefest.

Every department of the famous
Culver City motion picture studio is
being oriented to tv. And to head up
this tv operation, MGM attracted from
the presidency of ABC Films Inc,
George T. Shupert, a tv pioneer and a
top pro in tv film sales.

Mr. Shupert, a wiry man with a crop
of silver hair, is MGM’s vice president
in charge of tv, elected to the post
several weeks ago.

Of MGM’s new spirit, Mr. Shupert
notes that at the company’s huge Culver
City studio, “from Sol Siegel [MGM’s
studio boss] to the studio guide, they’re
plugging television.”

The Transcontinental ® Mr. Shupert
might be described as a man of two
worlds — New York and Hollywood.
For in recent weeks he has been in both
places boning up on what MGM has in
the planning stage and contributing his
knowledge about the television medium.

Just now, MGM Vice President Shu-
pert is simmering down to what he ex-
pects will become a one-week stand out
of every four in Hollywood, the bulk of
his time spent at his New York office
in the Loew’s Bldg. at Times Square.

Mr. Shupert dresses conservatively,
thinks and acts like a ‘businessman and
is reserved. But when a visitor shows
a genuine interest in tv, Mr. Shupert is
sure to unwind, ticking off a mass of
anecdotal detail about the medium,
from its birth to its current billion-
dollar stature.

He knows the story of tv intimately
because he played a role in its develop-
ment. Yet, even as a pioneer of the
medium, Mr. Shupert always had at
least one leg deep in reels of film.

Basically Showmanship e “There’s
not as much difference between the
production (knowhow) of a motion pic-
ture and television as most ‘tv experts’
say there is,” Mr. Shupert says, adding,
“Basically each is showmanship.”

There’s no doubt in his mind that
MGM has few peers in film production.
And tv’'s a part of t—MGM-TV is
MGM at Culver City, not an island
unto itself.”

Mr. Shupert warns, too, that in tv
syndication and program sales, an op-
eration to be successful (that is, profita-
ble) must have a production arm. And,
he feels he cannot stress nearly enough,
MGM has this.
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George Thomas Shupert commutes
daily when in New York from his home
in suburban Mount Kisco, a long train
ride. His neighbors include What's My
Line? Bennett Cerf (also Random
House) and Arlene Francis. He’s lived
there the past 15 years.

Two incidents, not as well known as
his accomplishments in the 1940s with
Paramount Television Productions Inc.
or with ABC Films more recently,
show Mr. Shupert in still another light.

Eye for the Future ® He left his own
investment security business in Detroit
in the late 30s, went back to New York
City and attended the World’s Fair, a
suitable locale for assessment of the
future. With typical logic Mr. Shupert
considered that three fields held the

Mr. Shupert: showmanship is the key
most promise: aviation, television and
motion pictures (industrial films).

He has made good in two of them
but has left aviation for others.

In 1952 Mr. Shupert effectively
bounced himself out of a possible exec-
utive post with United Artists by hon-
estly appraising UA as not being yet
ripe for the blossoming tv business. UA
respected his recommendation and got
out of tv quickly and started a spectac-
ular recovery in motion pictures (and
now is in tv up to its ears). But in the
process Mr. Shupert by his own action
eliminated the post he could have filled.

When Mr. Shupert went to college
(U. of Michigan) it was to study to be
a dentist like his dad. (Other wvital
statistics, born July 24, 1904, at Alpena,
Mich.) But he quit after two years and
in 1924 became a bond salesman. By
1938 he had his own investment buying
business (a broker’s broker), operating

what was the largest over-the-counter
house trading in securities in Detroit.

After the World’s Fair, Mr. Shupert
was In Detroit with Industrial Films
Inc. as a salesman, but in the spring
of 1940 he returned to New York to
convince the majors they ought to go
into industrial films. Paramount Pic-
tures listened and Mr. Shupert was in
the industrial film division in February
1940 (meantime, holding in his pocket
a $17,000 order from Ford Motor Co.
for a motion picture). Then came the
war and film stock was frozen.

Goodbye to ANl That ® But Mr. Shu-
pert was off in a new direction (and one
he always had dreamed of following):
tv. In 1942 he became assistant to Paul
Raibourn, Paramount’s chief of tv ac-
tivities. (Stations then were KTLA [TV]
Los Angeles and WBKB [TV] Chi-
cago.) He soon learned the ropes of
application filing with FCC and what
“prepare for hearing” means in the
broadcast world. Next phase was Para-
mount Television Productions Inc.
where he was a vice president. He
learned how to make up a rate card (no
precedent then except for radio). In
1946, he helped put the first sponsored
show on KTLA (Lincoln-Mercury), for
which such names as Cecil de Mille,
Bob Hope, Jerry Colonna and others
showed up just for the novelty and
asked no payment for their services.

By 1948, Mr. Shupert worked with
one of the first film networks—Para-
mount Television Network-—which also
was instrumental in developing the
kinescope recorder. In September 1951
he joined Ed Small in distributing fea-
ture films (again one of the first to do
s0). They had 26 titles—"top features,”
says Mr. Shupert, who’s still the enthu-
siastic salesman he was when he joined
ABC Films in 1953 as a vice president.

Mr. Shupert married his high school
sweetheart, Evlyn La Londe, in Febru-
ary 1928 at Ann Arbor, Mich. They
have three children: Mrs. J. D. Quimby
of Clayton, N. Y.; Mrs. James Shepherd
of New York, and George T. Shupert
Jr. who is in the Navy submarine serv-
ice in San Diego; and three grand-
children.

As many executives who must travel
frequently for long distances, Mr. Shu-
pert is an avid reader. As for motion
pictures: “I'm a pushover.” He is a
former president of American Televi-
sion Society and one of its founders;
was the second president of the Radio
& Television Executives Society and
also belongs to the Lambs Club.
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EDITORIALS

Tv's own image

|F nothing else had happened in Chicago last week, the
two-paragraph resolution adopted by television broad-
casters mounting an “information” campaign against tv’s
critics made the NAB annual convention noteworthy.

Other things did happen in Chicago, not the least of
which were the pronouncements from FCC and other
public figures which, for better or worse, helped dispel the
fog about the trend of regulation in the basically important
areas of programming and allocations. Because the sessions
were restricted to ownership-management they were more
sober and thought-provoking than others in recent memory.

Far more significant than its carefully turned phrases was
the resolution on the “information” campaign. It was the
culmination of months, if not years, of effort by veteran
telecasters pius new and enlightened leadership, to combat
the derisive barrages of competitive media, abetted by mis-
guided or vindictive mouthings of politicians and the so-
called intelligentsia, designed to cripple or destroy tv as a
free medium.

The unanimous action came after NBC’s board chairman,
Robert W. Sarnoff, had called for it in his resounding
keynote address. The timing was perfect. Further delay,
or any effort to attempt to effect it with existing manpower
or tools would have been foredoomed.

It was not an action of the NAB, in convention assem-
bled. It was taken by tv broadcasters, as a separate body,
meeting as a division of the NAB. It does not call upon
the NAB, made up as it is of both radio and television
membership, to implement the campaign, but provides that
it shall be separately staﬂed operated and financed “in
liaison with” NAB.

But the authorization of this nationwide “image” project
is only the necessary first step. A strong committee, headed
by C. Wrede Petersmeyer, Corinthian Stations president,
is to submit its proposals for design, financing and imple-
mentation to the Television Board of the NAB by April 30.
Once approved, the task will be to sell to all segments of
television (suppliers, manufacturers, syndicators, station rep-
resentatives, and others) on the major effort. The networks
need no goading because they have been sorely aware of
the opposition campaign and CBS, in fact, already is spend-
ing a substantial budget for a foundation survey of public
attitudes toward tv.

So the voices in the wilderness of a few years ago are
now supported by an anvil chorus. There is a massive job
of organization and follow through before there can be the
massive retaliation against those out to get television.

No one in television has any doubt about where the
public stands. It is for television, as every unbiased survey
ever made has shown. No popular consumer magazine can
make the newsstand sales it needs without giving attention
to television. Newspapers that do not carry television logs
and comment are either decadent or monopoly-controlled.

The story is there. It needs telling. A good start was
made in Chicago last week.

315’s last legs

F they succeed in obtaining repeal of the political broad-

casting law, broadcasters will owe a great debt to three
people, the President of the United States, the chairman of
the Federal Communications Commission and a political
failure named Lar Daly.

Those three have given significant momentum to the
campaign against Sec. 315 of the Communications Act.

The debt owed Mr. Daly is obvious. He was a candidate
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with utterly no future, a laughingstock. Yet the FCC,
quite properly, we believe. decided that Sec. 315 required
Chicago television stations to give him time. If the FCC
had decided otherwise, it would have been misreading the
law. By applying it correctly, the FCC created the perfect
illustration of one of the law’s imbecilities.

The debt owed Mr. Eisenhower and Mr. Doerfer is also
obvious. The President’s description of Sec. 315 as being
“ridiculous” was apt. It must have effect on members of
the Congress. Mr. Doerfer’s call for repeal of Sec. 315
must also be treated with respect. As the chief officer in
charge of administering the Communications Act he is in
the most expert position to observe its imperfections.

But however influential the President and Mr. Doerfer
may be, repeal of Sec. 315 will not come about auto-
matically now that they have spoken. It will be extremely
difficult to persuade the perpetual candidates on Capitol Hill
to relinquish their grip on political broadcasting.

Repeal of Sec. 315 will be achieved only by the most
energetic work by broadcasters. They must exercise their
most persuasive influences among members of Congress.
The job will be among the most trying they have faced.

Frank Stanton, CBS president, realistically appraised the.
ludicrous restrictions of Sec. 315 and the difficulty of re-
moving them in his speech to CBS-TV affiliates in Chicago
(BrRoADCASTING, March 16). It was Dr. Stanton’s letter to
the White House that induced the President’s comment.

The equal time provision is but one of several imbecilities
in Section 315. The whole section is a nightmarish example
of the government’s trying to substitute a law for independent
editorial judgment.

It is possible, of course, that Congress may be spared
the necessity of grappling with the problem. The Supreme
Court now has before it the WDAY-TV Fargo, N.D., libel
case arising from the operation of Sec. 315. It is our
wishful thought that the Supreme Court may declare the
faw unconstitutional.

But the possibility of Supreme Court solution to the
problem should not Ilull broadcasters. They should move
at once on Capitol Hill to exploit the advantages which
Messrs. Eisenhower, Doerfer and Daly have provided.
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“My favorite program? Twenty-six men.”
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Houw it feels to
be enjoyed and a giant

Maybe you think you have troubles. But
what if you were a giant? And, what if you
had to go around broadcasting pictures and
sound through the air? You'd be in quite a
dither now, wouldn’t you?

But KPRC-TV, The Houston, Texas tele-
vision Giant manages to be pretty philo-
sophical about it all. He figures being a Giant
by career has its problems just like any other

business, and you just have to adjust to them.

Of course 1t gets a bit lonesome at times.
There being so few giants around these days
to talk to. But, he lives for his work. Fact is,
in this respect he's a little bit neurotic. He
has a sort of compulsion complex, you might
say. Feels he has to carry and sell the best
products and services in the whole wide
world. Won't rest. Won't let any of us rest.

You take KPRC-TV programming. First
off, he developed a very special breed—very,
very varied entertainment with fresh, well-
placed commercials. Then, he was one of the
first stations in the nation to invest in a
video-tape recorder—figured that was one
way to retain the freshness. So everybody
loved his programming. But, did he sit back
on his laurels and relax? Not him. First thing
you know, he came up with a way to quick-

cook participating spot announcements.

It's hard to guess what he'll be up to next.
But that’s The Houston Giant for you.

COURTESY OF THE GREEN GIANT CO.

EDWARD PETRY & CO., NATIONAL REPRESENTATIVES
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