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NEW QUALITATIVE SURVEY IN PHILADELPHIA PROVES:

Philadelphia families with children under 20
BUY MORE...EARN MORE...OWN MORE'

They own 59.3% of the homes; 62.3% of the washing machines;
68.4% of the automobiles. They buy 75.7% of hair preparations;
71.2% of cigarettes; 67.2% of soap and detergents; 61% of beer
and ales; 71.6% of automotive products, etc.

= WIBG reaches more families in all categories but
~especially more families with children under 20
MORNINGSIDE COLLEGE than any other Philadelphia station”

= mLé?ﬁﬁéﬁ? WA * Pulse study of Philadelphia family radio characteristics.
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WIBG, Philadelphia,

or see your
Katz representative.
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*K You reach a vast buying audience in
Northeastern Ohio through WGAR ...
because WGAR surrounds your com-
mercials with radio entertainment that
appeals to grown-ups of all ages.
WGAR maintains this policy in all its
programming . .. variety shows...com-

Gleveland — 50,000 watts WGAH
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plete news coverage. ..good music...
drama . .. comedy . .. sports. . . local
events . .. featuring top local and
CBS personalities.

The result . . . the kind of radio ser-
vice that helps make customers for your
products when advertised on WGAR.

Represented by HENRY |. CHRISTAL COMPANY
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Sun Franciicarns are Sold. ou KRON-TV

STARTS OCTOBER 31

WINTER LEAGUE
BASEBALL

MINUTES AVAILABLE!Q} .sAN FRANCISCO CHRONICLE » NBC AFFILIATE « CHANNEL 4 - PETERS, GRIFFIN, WOODWARD -«
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WGAL-TV Religious Programs

Religious programming on Channel § embraces all Faiths

2 13 M LE Y 3 WGAL-TV
with such programs as “Doorway to Life”, “Frontiers of
Faith”, “Eternal Light”, “The Catholic Hour”, “The i W g
Christophers”, “This is the Life”, and “A Minute With Lancaster, Pa.

NBC and CBS

Your Bible”, the latter a daily sign-off feature. The most
recent innovation under the auspices of the Pennsylvania

Council of Churches is the Sunday evening “Talk Back” STEINMAN STATION

series which is telecast for in-church discussion groups Clair McCollough, Pres.
throughout the Channel 8 area,

Represeniative: The MEEKER Company, Inc. New York « Chicago + Los Angeles « San Francisco
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The quiz kids ® Preliminary arrange-
ments for appearance of CBS-TV Pres-
ident Louis Cowan to testify before
House quiz hearings had already been
made when Mr. Cowan fell ill last week
(story page 41). Investigator Richard
Goodwin, of House Legislative Over-
sight Subcommittee, had date with Mr.
Cowan Oct. 22 to discuss testimony re-
garding $64,000 Question which Mr.
Cowan originated. Date had to be can-
celled when, night of Oct. 20, Mr.
Cowan’s doctor directed him to enter
hospital.

But there'll be no scarcity of witnesses
when Oversight subcommitiee resumes
quiz hearings next week. Subcommittee
has had swarms of investigators inter-
viewing prospective witnesses in New
York and elsewhere. Several prospects
have asked to be protected by executive
sessions, but so far star witness, Charles
Van Doren, winner on NBC’s Twenty-
One and suspended NBC commentator,
has made no such request.

Fm in Europe ® All Europe is rapidly
moving its radio broadcasting to fm
band (and calling it “vhf broadcasting™).
Effects of trend are evident at Geneva
International Telecommunications
Union conference where biggest de-
mand for spectrum space is in 100 mc
area for fm operation. In U.S. fm oc-
cupies 88-108 mc area. Europeans use
only 88-100 mc, and they want wider
space for expanding fm systems.

NBC Radio plan ¢ NBC Radio officials
expressed elation with reception given
network’s new combination networking-
and-program-service plan (BROADCAST-
ING, Oct. 19) in Dallas, Atlanta and
New York regional meetings with af-
filiates last week. But they and some af-
filiates came away with different ideas of
intent in what was said. Some affiliates
maintained that in effect they were given
choice between 100% clearance of new
network schedule, or being replaced in
lineup. Network officials said they would
do all possible to clear 100%, but had
no intention of not fulfilling existing
contracts with affiliates. One point on
which there was agreement: that net-
work officials had said (1) they would
prefer a smaller lineup of stations who
clear 100% to longer lineup clearing
only 75%, and (2) stations which make
no effort to clear completely will not
be remnewed when their contracts run
out.

Affiliates attending regional NBC
Radio sessions—two remain: San Fran-
cisco today (Oct. 26) and Chicago
Wednesday—got their first inkling of
probable pricing of entertainment shows
to be offered on fee basis under new
NBC Program Service plan. Charge, as
disclosed earlier, will be based on mul-
tiples of stations’ one-minute spot rate
for 10 a.m. time. Here are multiples
jotted down by some affiliates in last
week's sessions (figures are tentative,
dependent on production costs in each
case, but network officials confirmed
they’'re ‘“indicative”); (wo 25-minute
drama strips, eight times one-minute
10 a.m. rate per week: 20 five-minute
personality vignettes per week, five
times; 20 five-minute sports vignettes,
four times; two quarter-hour serial strips,
five times.

Probers on prowl ® FCC’s investiga-
tion of network television programming
practices—now more touchy than ever
with quiz show scandals breaking—
moves to warmer climes with coming
of fall chill. FCC attorneys Ashbrook
P. Bryant and James F. Tierney leave
for Hollywood QOct. 30 to spend 10 days
to two weeks exploring the “who con-
trols what” in world of tv film. They
have asked for appointments with dozen
tv film producers, including such major
entities as Warner Bros., Screen Gems,
Four Star Films, 20th Century-Fox.
Following discussions, two lawyers will
return to Washington and prepare for
public hearings, possibly later this year.

Commission’s programming study,
only segment of network investigation
not completed with issuance of Barrow
Report in October 1957, has been rock-
ing along for past two years with inter-
rogation of New York program pro-
ducers, advertising agencies and net-
work officials. Study actually did not
get off ground until court battle in New
York with independent program pro-
ducers who refused to honor FCC sub-
poena for business and financial infor-
mation. This was resolved finally in
FCC’s favor. Last March Commission
added question of alleged tie-ins to other
issues in programming inquiry. In May
public hearings were held in Washington
with network officials submitting docu-
ments bearing on programming organi-
Zation and practices, and in July public
hearings were held in New York with
advertising executives discussing their
part in establishing and guiding pro-
grams on networks.

CLOSED CIRCUIT. ——

Pilot problem ¢ It’s now becoming more
widespread practice for agency and net-
work programmers to demand scripts of
as many as two and three episodes in ad-
dition to pilot shown on proposed film
series. Program producers repert it is
nearly impossible now to-sell tv film
series on basis of pilot film only. MGM-
TV’s answer to this-development is crea-
tion of its pre-selling concept which
aims to get buyers to-.share-some of
financial risk in making pilots (sée page
92). e

image report ® Lou Hausman, new di-
rector of Television Information Of-
fice, has spent most of--his time ‘since
taking office soliciting support in' swing
around NAB regional conferences with

- Clair McCollough, Steinmait “Stations,

chairman of Television Information
Committee. But he hasn’t entirely ig-
nored job of building staff. He’s inter-
viewed several prospects, including some
for No. 2 post. TIC will hold next meet-
ing around Thanksgiving time, though
choice of date is said to have no senti-
mental significance. By then it’s hoped
TIO-will be getting down to-work.

Another NCS ¢ A.C. Nielsen will have
more to talk about this week.than NCS
#4 (see page 38). Details of '61 cover-
age. service will be made known, but
also due for announcement tomorrow
(Oct. 27) is undertakihig of firm’s first
all-Canada broadcast survey for release
this winter. Canadian *NCS, c¢overing
both radio and television; is result of
order by two substantial clients: Cana-
dian’ Broadcasting Corp. and J. Walter
Thompson Co. Other agencies, advertis-
ers and independent stations in Canada

are expected to join -subscriber list.

'Au naturel ® French radio and televi-

sion have historically been noncom-
mercial, but there’s good chance France
may convert to commercial tv. soon—
perhaps first of year. It's probable
French will adapt British pattern of
prohibiting sponsorship of tv programs
but allowing commercial messages to
be aired at hour and half-hour and in
natural breaks in programs.

Meanwhile, British are finding some
bugs in restricting commercials to na-
tural breaks. In peak viewing periods
commercial services pack as many as
eight spots into 2¥2-minute break. One
American traveler observed: “And we
complain about triple-spotting.”’

Published every Monday, 53rd issue (Yearbook Number) published in September by BRroADCASTING PUBLICATIONS INC,, '
1735 DeSales St., N. W., Washington 6, D. C. Second-class postage paid at Washington, D. C.



THEEIN A
BIG MILLION §

(Atlanta now has a million population)

' JWAGA- TV

LEADS ALL OTHER STATIONS
Sunday through Saturday 10 pm to midnight —ARB

BIGGEST BUY IN THE MARKET
Saturday The Big Movie Double Feature at 11 pm

BIG MOVIES
BIG AUDIENCE - BIGGER SALES

MORNING: The Early, Early Show—Mon. thru Fri. 9am
AFTERNOON: The Early Show — Mon. thru Fri. 5 pm
NIGHT: The Big Movie—Mon. thru Fri. & Sun.11:15pm

You know where WAGA_TV
you're going with

Calt KATZ

a STORER station

National Sales Offices: 625 Madison Ave., N. Y. 22 & 230 N. Michigan Ave., Chucago 1
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WEEK IN BRIEF

Needed: an agency recognition code ® The lack of
understanding that crops up sometimes between stations
and advertising agencies could be overcome if stations
would formulate a code for recognizing agencies. The
code should cover such basic points as credit, payment
and responsibility for copy preparation, according to
Charles F. Johnson Jr., owner, Charles F. Johnson
Adv., Grand Rapids, Mich. He outlines his argument in
MR. JOHNSON this week's MoNDAY MEeMoO. Page 19.

How far will CBS-TV go? ¢ Stanton’s announced intention that
network no longer will fool the audience meets skepticism from agen-
cies and program packagers, who await next developments. NBC posi-
tion is easier to understand. Page 41.

Lee asks legislation ® FCC commissioner asks law to require an an-
nouncement guaranteeing a program is what it is represented to be.
Page 46.

NAB caravan keeps moving ¢ Backwash of government threats to
programming continues to occupy broadcasters’ attention at Chicago
and Boston meetings, but they get on to the other business at hand.
Page 74. Among these subjects: Charges of poor summertime network
tv fare by the head of a top agency in radio-tv billing. Page 49. Another
top agency’s economics expert on advertising’s role in the economy.
Page 54.

Summer daytime tv billings up ® Network daytime billings top last
year’s for summer. Page 58.

AAAA hears Draper Daniels ® Burnett’s executive vp praises commer-
cials as tv's “last bastion of individualism” and damns programming’s
“promiscucus copycats” at AAAA’s California regional convention.
At Chicago convention, he claims commercials are “incredibly good”
and quality “considerably higher” than those of programs. Page 60.

Hollywood and tv in close embrace ¢ Ten years ago film capital
was afraid tv would kill the movie industry, but today there are more

jobs than in 1949, most of them in tv. Page 88.

Vive la difference ® That might be one slogan for program-ambitious
WNTA-TV New York, which is putting together a new program sched-
ule it hopes will be unlike any other in television. Its big nighttime hope:
Play of the Week; its daytime adventure: Daywatc/i. BROADCASTING
profiles one station’s bid to stand out in the crowd. Page 94.

British tv: at uhf crossroad? ® The phenomenal success of commercial
tv in Britain has brought growth pains with it and a major policy re-
appraisal is expected soon. Questions to be resolved include possible
move to uhf, to accommodate extra services and color. Page 114.

Whitney organizes communications group ® John Hay Whitney forms
personal communications firm to handle all radio-tv and publishing ac-
tivities; company estimated to be $50 million corporation. Page 68.

Metropolitan expands ownership ® Buys WIP Philadelphia in stock
transaction, pays $600,000 for uhf WITVH(TV) Peoria. Page 70.

DEPARTMENTS
AT DEADLINE ................... 35 INTERNATIONAL ................. 114
BROADCAST ADVERTISING ........ 49  THE MEDIA . ........coovvenu.... 68
BUSINESS BRIEFLY ............... 66 MONDAY MEMO ................ 19
CHANGING HANDS .............. 76 OPEN MIKE ..............counn.. 14
CLOSED CIRCUIT ................ 5 OUR RESPECTS .................. 131
COLORCASTING . ................ 96 PROGRAMMING ................. 88
DATEBOOK . ... .................. 10 WEEK’S HEADLINERS ............. 38
EDITORIAL PAGE ................ 132
EQUIPMENT & ENGINEERING .... 110
FANFARE .. ..................... 112 o,
FATES & FORTUNES .............. 104 < 7,
FOR THE RECORD ............... 119 ”@“
GOVERNMENT .. .._............. 102 i 3
LEAD STORY ... \'orennnnnn. 41 P as®

Anita

Sundin
Calling . ..

“Anita Sundin Calling” is heard
Monday through Friday in con-
venient 90-second “capsule” form
at peak hours for reaching women
in the home and on their way to
shop.

Anita provides Quint-City area
housewives with a daily stream of
recipes, hints to make home-mak-
ing easier and social notes. Local
groups use the show as their bul-
letin board for fraternal, social,
civic and educational announce-
ments.

Anita has a wide following and
her audience respects her advice.
Many women tell us they listen to
the program to learn what is going
on in the area.

Anita is available as a personality |

‘or for spot adjacencies . . . contact

your P.G.W, Colonel or call, write
or wire Sales Department WOC
AM-FM-TV, Davenport, lowa.

Col. B. ]. Palmer
President

Ernést C. Sanders
Manager

Pax Shaffer
Sales Manager

Peters, Griffin, Woodward,
Inc., Exclusive National
Representatives

THE QUINT CITIES

DAVE}
AVENPORT | il
BETTENDORF |

MOLINE

ROCK ISLAND
% ILL.
EAST MOLINE

JNIBIC 5000 WATTS AM
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LOCAL PRODUCTS:

Folding money is made by the
Bureau of Printing and Engraving
in Washington, D. C. Buyers for
your product are made by WMAL-
TV in the Greater Washington area.
Folding money can be identified
by its distinctive color, WMAL-TV
by its colorful programming.
Folding money is shy and elusive,
especially toward the end of a
month. WMAL-TV is always gre-

ABC IN THE

NATION’S CAPITAL

garious, Winning Friends and In-
fluencing Audiences with ABC shows
and Local audience-influencers like
Del Malkie, Joseph McCafirey,
Morrie Siegel and Jerry Strong.

Folding money is prized for what
it buys. It goes a long way on
WMAL-TV, where programming
is arranged to provide sensibly
priced one-minute spots in many
time classifications.

Washington Mleans American keadership

wmal-tv

Channel 7

An Evening Star Station represented by H-R Television, Inc.

Washington, D.C.
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your station (WFDF)
averaged over 20
entries per commer-
cial. Other Michigan

stations averaged
five. Proof that your

listeners act. , ,

The quote is from Hartley G, Baxter of
Simonds, Payson Gompany, inc., Port-
land, Maine, He refers to a special
contest offer placed on Michigan sta-
tions for Red Rose lced Tea.

A commanding lead in the race for
results is our stock-in-trade here at
WFDF, But there's more to the story.
Here's the clincher from Mr. Baxter:

“But most important of alf, a whole-
saler in your area took on the Red Rose
fline. His sales have heen steadily in-
creasing since the initial order. Proof
again that your listeners, hoth trade
and consumers, buy!”

The Kalz Agency can give you a full
run-down on the Red Rose success
story . ., . and fell you how and why
WEDF is the Flint area ‘“Results
Tested"" Station. Call now!

WEDF

5 KW at 910 on the dial for Flint &
all of Northeast Michigan.

Represented nationally by the KATZ
Agency.

Flint Affiliate of @

10

IN BROADCASTING AND RELATED FIELDS
(*Indicates first or revised listing)

*0Oct. 25-28—CBS-TV Network Affiliates Assn.
annual fall meeting of board of directors, Del
Monte Lodge, Pebble Beach, Calif.

Oct. 26-29-Australian Assn. of Advertising Agen-
ties annual meet, Broadbeach, Queensland. Frederic
R. Gamble, American Assn. of Advertising Agencies
president, will speak.

Oct. 27-30—National Assn. of Educational
Broadcasters, annual convention, Hotel Sheraton-
Cadillac, Detroit.

Oct. 28—Radio -& Television Executives Society
luncheon. Rep. Chester Bowles (U-Conn.) and Sig
Mickelson, president, CBS News Div., speak on
“Broadcasting and Politics.” Grand Ballroom,
Roosevelt Hotel, N.Y.

*Dct. 29-30-—NAB fall conference, Dinkler-Plaza
Hotel, Atlanta, Ga.

Oct. 29-30—Electronic devices meetings spon-
sored by Professional Group on Electronic Devices,
Institute of Radio Engineers, Shoreham Hotel,
Washington.

Oct. 29-31-—New Jersey Broadcasters Assn., fall
meeting, Nassau Inn, Princeton.

Oct. 30—Minnesota Broadcasters Assn., Hotel
Radisson, Minneapolis.

Oct. 30-31—Missouri Broadcasters Assn., Muehle-
bach Hotel, Kansas City. Gov. James T. Blair is
luncheon speaker on 30th. Board of directors
meet evening of Oct. 29.

Oct. 31—Florida UPI Broadcasters Assn. Cape
Canaveral tour, Cocoa Beach. Delegates will have
guided tour of missile-testing center. U. S. Air
Force will give special briefings for group at Pat-
rick AF Base followed by inspection of launching
sites. .

Oct. 31-Nov. 1—Kansas AP Radio Assn. annual
meeting, Fort Riley, Kan.

NOVEMBER

Nov. 1—Annual Edward Petry & Co. promotional
seminar, for promotion, research and merchandis-
ing executives of Petry-represented radio and tv
stations. Starts 3 p.m. Petry Suite in Warwick
Hotel, Philadeiphia (in conjunction with Broad-
casters Promotion Assn. convention).

*Nov. 1—O0klahoma Broadcasters Assn. state in-
dustry advisory committee, 10:30 a.m., Bilt-
more Hotel, Oklahoma City. FCC Comr. Robert
E. Lee will attend.

Nov. 2—Tv quiz hearing continuation by House
Legislative Oversight Subcommittee, Old House Of-
fice Bldg.’s Caucus Rm., Washington.

Nov. 2-3—Canadian Board of Broadcast Governors
holds public hearings on new broadCasting regu-
lations. Board of Transport, Ottawa.

*Neov. 2-4—Broadcasters Promotion Assn. con-
vention, Warwick Hotel, Philadelphia. Lou Haus-
man, director of Television Information Office,
will be keynote speaker. Speakers include: H.
Preston Peters, Peters, Griffin & Woodward;
Adam J. Young, Adam Young Inc.; R. David
Kimble of Grey Adv., New York; C. Wrede Peters-
meyer, president, Corinthian Broadcasting Co.,
New York; Frank Shakespeare, general manager,
WCBS-TV New York; Max Buck, station manager,
WRCA-TV New York; Emil Mogul, president,
Mogul, Williams & Saylor Inc., New York; R. C.
(Jake) Embry, station manager, WITH Balti-

more; Henry J. Kaufman, president, Henry J.
Kaufman Assoc., Washington, and James T.
Quirk, Tv Guide. Jim Kiss, WPEN Philadelphia,
program chairman, said agenda will provide maxi-
mum exchange of ideas. Panels will be restricted
to two participants.

Nov. 2-6—National Sales Executives-Interna-
tional Chicago Field Sales Management Institute,
Pick-Congress Hotel there.

Nov. 4—Subcommittee B of California Assembly
Interim Committee on Public Utilities & Corpora-
tions will hold hearing on HR 358 on pay tv in Rm.
709, State Bldg., Los Angeles. Rex M. Cunningham
(D-Ventura) is committee chairman.

Nov. 4-5—American Assn. of Advertising Agencies
eastern annual conference, Hotel Biltmore, New
York. Creative meeting Wednesday (Nov. 4) at
Museum of Modern Art there.

Nov. 5—Southern California Broadcasters Assn.
“whingding”’ outing at Inglewood Country Club.

Nov. 5—WSB Atlanta-Henry W. Grady School
of Journalism (U, of Georgia) first annual news
broadcasting conference, WSB’s White Columns
studios, 8:45 a.m.-3:30 p.m.

Nov. 7—Nebraska UPI Broadcasters, Sheraton-
Fontenelle Hote!, Omaha.

Nov. 8—New York State AP Broadcasters Assn.
annual meet, Sheraton-Ten Eyck Hotel, Albany.

Nov. 8-9—Fall meeting, Texas Assn. of Broad-
casters, Texas Hotel, Fort Worth.

Nov. 8-11—Annual fall meeting, Assn. of Na-
tional Advertisers, The Homestead, Hot Springs,
Va. “Television and Radio Advertising Problems”
to be subject of closed workshop meeting Nov. ¢,
with Howard Eaton, Lever Bros. media director,
in charge. “"A New Way to Measure Advertising
Effectiveness’’ to be presented by William Hesse,
executive vice president, Benton & Bowles, also
Nov. 9. Marketing, advertising planning and ANA
advertising aids to be examined Nov. 10; adver-
tising case histories Nov. 11.

Nov. 9—Assn. of Broadcast Executives of Texas,
Western Hills Inn, Dallas-Fort Worth. Guest speak-
er: Harold E. Fellows,- president, NAB.

Nov. 9—Arizona Broadcasters Assn. annual meet,
Valley Hotel, Scottsdale.

Nov. 9—UPI Broadcasters of Georgia organiza-
tional meet, Riviera Motel, Atlanta.

Nov. 9-10—Institute of Radio Engineers, radio
fall meeting. Syracuse Hotel, Syracuse, N.Y.

Nov. 10—Radio & Television Executives Society
begins its 1959-60 timebuying & selling seminar.
Seminar consists of weekly luncheons at Hawaiian
Room in Lexington Hotel, New York. Registration
fee is $10, luncheon price is $3.50 for registrants,
$4.50 for non-registrants.

Nov. 10—Assn. of Maximum Service Telecasters
special board of directors meeting, Mayflower
Hetel, Washington, D. C.

Nov. 11-13--NBC radio-tv affiliates, Plaza Hotel,
New York.

Nov. 11-14—Sigma Delta Chi (professional jour-
nalistic fraternity) 50th anniversary convention,
Indianapolis. Guest speaker: Vice President Rich-
ard M. Nixon.

Nov. 13—Colorado Broadcasters & Telecasters
Assn., Brown Palace, Denver.

Nov. 13-14—Country Music Disc Jockey Festival
(eighth event sponsored by WSM Nashville), An-
drew Jackson Hotel there. Dr. Spencer Thornton,

who has appeared on Jack Paar Show and NBC's
Manitor, will speak.

*Nov. 13-29—Screen Directors Guild of America
exhibition of modern painting and stulpture, 7950
Sunset Blvd., Los Angeles.

Nov. 15-21—National Television Week, spon-. '

sored by NAB and Television Bureau of Advertis-

ing, Theme: “Television—In Focus With Modern
America.” R

Nov. 15-22—American Society-of A
Executives 40th annual meet, Boca™;Raton, Fla:’
George Romney, president of AmeFican:%Motors
Corp., Detroit, will be named 'Assgtiatioh- Man®
of the Year.” . B
Nov. 17—Academy of Television: Arts & Sciences
at New York, forum on -intermational tv, Young
Men’s-Young Women’s Hebrew Assh., Lexington
Ave. at 92nd St. ‘ _ e
Nov. 17—California Broadcasters Assn., -Ambas-
sador Hotel, Los Angeles.

Nov. 18—Washington State Assn. of Broadcasters
BROADCASTING, October 26, 1959 °
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Fresno county leads the nation in gross farm income
with over $284 million. Yet agriculture is only one
phase of Fresno’s growing economy — an economy
which yields a total net effective buying income
of $597 million.*

Fresno is the center of an active and growing in-
dustrial and service area. This is typical of all the
cities on the Beeline. Get your
message to people of all types
with Beeline radio.

Purchased as a group, Beeline
stations give you more radio

. : NoE
homes than any combination of KBEE o vootsto
. ) Lt
competitors . . . at by far the low- KMJ o rresno
est cost per thousand £
P —— KERN o eaxensrieed
(Nielsen and SR&D) 3
Superhighway serves Fresno’s *Sales Management’s 1959
people, agriculture and industry Survey of Buying Power

Mc Clatchy Bnrooadcosting

PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE
BROADCASTING, October 26, 1959 n



30 Years with CBS

" JUST ONE OF THE REASONS WHY

KLZ is Denver’s

NDOUT

STATION

=

Hugh B. Terry (right), President of KLZ, Denver, re-
ceives a Gold Mike Award for 30 years of association
with the Columbia Broadcasting System from Dr. Frank
Stanton, President of CBS, during the Sixth Annual
Convention of the CBS Radio Affiliates Association.

KLZ-Radio

REPRESENTED NATIONALLY BY KATZ
12 (DATEROQOK)

and Oregon Assn. of Broadcasters joint meet,
Olympic Hotel, Seattle.

Nov. 18-——East Central Region annual meeting,
American Assn. of Advertising Agencies, Penn-
Sheraton, Pittsburgh. Afternoon and evening
sessions open to invited guests.

Nov. 18—Maine Radio & Television Broadcast-
ers Assn., Portland. Fred A. Palmer, Worthington,
Ohio, sales consultant, on “‘Put Your Best Foot
Forward."

Nov. 18-20—Television Bureau of Advertising,
annual meeting, Sheraton Hotel, Chicago.

Nov. 19—Tennessee AP Radio Assn. fall meet-
ing, Andrew Jackson Hotel, Nashville. In con-
junction with Tennessee Assn, of Broadcasters.

Nov. 19-20—Institute of Radio Engineers Profes-
sional Group on Nuclear Science, Sixth Annual
Meeting, with special emphasis on nuclear science
and space exploration, electronics for plasma pro-
duction and diagnostics, research instrumentation
for high energy nuclear science, nuclear reactor
instrumentation and control and automatic sys-
tems for nuclear data processing. Boston, Mass.
Nov. 19-20—Tennessee  Broadcasters  Assn., -
andrew Jackson Hotel, Nashville,
Nov. 20—Comments due in FCC proposed rule-
making (Docket 6741) to duplicate Class 1-A clear
channels in various sections of the U. S.
Nov. 23-25—Women's Advertising Clubs’ mid-
western intercity conference, Oakton Manor,
Pewaukee, Wis. :
Nov. 25—Radio & Television Executives Society
luncheon. Robert Saudek of Saudek Assoc.; John
P. Cunningham, board chairman, Cunningham &
Walsh, and John F. White, president, National Ed-
ucation Tv & Radio Center take part in symposium
on\:ducatiqnal tv. Grand Ballroom, Rooseveit Hotel,
N.Y.
Nov. 29-Dec. 1-—First annual communications
forum for broadcasters, Pennsylvania State U.
Speakers in “Broadcasting: The Challenge of
Responsibility’” forum include Robert D. Swezey,
Sig Mickelson, president, CBS News; Edward
Stanley, public affairs director, NBC; Raiph
Renick, president, Radio-Television MNews Direc-
tors Assn. and news vice president, WTVJ (TV)
Miami, Fla,; Dr. Charles Seipmann, communica-
tions education professor, New York U.
Nov. 30—Academy of Television Arts & Sciences
at New York, forum on music for television, NBC.
Nov. 30-Dec. 4—National Sales Executives-
International Southeastern Field Sales Manage-
gent Institute, Atlanta Biltmore Hotel, Atlanta,
a.

DECEMBER

Dec. 2-4;Electr0nic Industries Assn. winter con-
ference, Statler-Hiiton, Los Angeles.

De¢. 11—Comments due to the FCC on stereo-
phonic multiplexing rules as part of FCC’'s inquiry

into possible wider use for fim subsidiary commu-
nications authorizations.

JANUARY 1960

Jan. 6-9—High Fidelity Music Show, Shrine Ex-
position Hall, Los Angeles. Sponsor: Institute of
High Fidelity Manufacturers.

*Jan. 10-14—National Retail Merchants Assn.,
49th annual convention, Hotel Statler-Hilton, New
York. Sales promotion division board of directors
meet there on 13th,

Jan, 19—Ninth annual Sylvania awards, Hotel
Plaza, N. Y.

Jan. 24-29—NAB Board of Directors, El Mirado
Hotel, Palm Springs, Calif.

Jan_. 25-29—National Sales Executives-Inter-
national St. Louis Field Sales Management Insti-
tute, The Chase-Park Plaza Hote! there.

Jan. 26-28—Georgia Radio & Tv Institute, Athens.
Co-spc_msors: Georgia Assn, of Broadcasters, U. of
Georgia’s Henry W, Grady School of Journalism.

Jan. 27—Advertising Research Workshop, Assn.
of National Advertisers, Hotel Sheraton-East,
New York.

Jan. 30—Oklahoma Broadcasters Assn. annual
meet, Hote! Tuisa, Tulsa. FCC Comr. Robert E. Lee
and Balaban stations’' John Box slated to speak.

NAB FALL CONFERENCES

Oct. 29-30-Dinkler-Plaza Hotel, Atlanta.
Nov. 10-11—Texas Hotel, Fort Worth.

Nov. 12-13—Brown Palace Hotel, Denver.
Nov. 16-17—Ambassador Hotel, Los Angeles.
Nov. 19-20—O0lympic Hotel, Seattle.
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If it’s news, he’s got it! And more Philadelphians get the story from newscaster John Facenda
than from any other single news source.
Ever since its beginning in 1952, John Facenda’s “Eleventh Hour News” has scored a
clean beat...has topped all competing programs, as well as all other regularly-scheduled
Philadelphia newscasts, for an astounding total of 86 consecutive ARB reports!
- Philadelphia’s steadfast preference for John Facenda and “Eleventh Hour News” is but
a single example of the audience interest sustained throughout WCAU-TV’s entire broad-
cast schedule. And serves to illustrate why all WCAU-TV programming, information and
entertainment alike, continues to make...

the biggest
- news In

Philadelphia

CBS Owned - Changel 10, Philadelphia - Represented by CBS Television Spot Sales WCAU-TV
iy .1
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Podner,

One

economical

shot gets
FOUR

S'west TV

markets ., .

nearly

400,000 sets!

WEST TEXAS

TELEVISION HETWORK

KDUB-TY

LUBBOCK, TEXAS

KPAR-TY

ABILEME - SWEETWATER

KEDY-TYV

BIG SPRIMG, TEXAS

KICA-TYV

CLOVIS, NEW  MEXICO
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WOMUE"” BoBERS, Fass. K CEN.MANAGER

OPEN MIKE

KING. radio music poll

EDITOR:

... I think KING (Seattle) is making
a mistake by publicly stating they will
not spin any more hot r & r records
(LEaD STORY, Oct. 12, page 33). First
they let the youngsters or those that like
the hot r & r records dictate the mu-
sical tastes of the station, and now they
are going to turn around and let an-
other group dictate what the station will
play. As broadcasters, why don’t we
educate the musical tastes of our listen-
ers? Here again, balanced programming
. in presenting something for public
consumption . if you feed them
nothing but chocolate custard pie, they
are going to get sick, sick, sick! . ..
James A. Spotts
WLEM Emporium, Pa,

EDITOR:

‘We would like to obtain 250 reprints
of your article on the KING musical
survey . . .

.W-illiam D. Schueler

President
KIJIM Fort Worth, Tex.

EDITOR:

I've always suspected what KING
has proved; please send me two
copies . . .

Bill Hennessey
WTIC Hartford, Conn.

EDITOR:
Will you please send me 100 re-
| prints. ..
Bob Earle

General Manager
WIBR Baton Rouge, La.

EDITOR:
I would like to order 200 reprints . . .

E. R. Kukkola
KXLK Great Falls, Mont.

[EDITOR’S NOTE: Reprints are available
10¢ each.i

L

You can’t skip radio

EDITOR.:

Please send 200 reprints of Alan C.
Garratt’s story “No campaign is com-
plete without radio” (MoNDAY MEMo,
Oct. 12, page 25).

George Patton
WBML Macon, Ga.

EDITOR.

My congratulations to Mr. Garratt
and his fine article . . . please send us
50 reprints . . .

- Allan W. Roberts
Executive Vice President
WIBW New Orleans

EDITOR:

. . send us 200 reprints . . .
Jack Siegel
WMFJ Daytona Beach, Fla.

EDITOR’S NOTE: Mr. Garratt is advertis-
ng manager, ACC Division, American To-
bacco Co., ﬁ’ew York. Reprints are avail-
able, 5¢ each.]

Like a mustard seed
EDITOR:

.. . I also want to extend my thanks
for the excellent play you gave my
MoNDAY MEMO (page 25, Oct. 5) . ..
We too have had some interesting com-
ments on the story. It seems that BROAD-
CASTING gets around.

W. B. Geissinger
W. B. Geissinger & Co.
Los Angeles

Promotion records: how free?

EDITOR:

I would appreciate your comments
and those of your readers concerning
the promotion records from the larger
record companies. The distributors in
this area have been charging KFST for
album services plainly marked “not for
sale, for promotional use only,” etc.
They call this “handling charges, post-
age,” etc.

I can get records for about the same
cost by joining a record club that is
open to the public. Is this a local situa-
tion or do the parent record companies
know what is going on?

Frances Parr
Program Director
KFST Fort Stockton, Tex.

[EDITOR’S NOTE: The major labels have
a station subscriber service which charges
a handling fee. They contend they cannot
send out thousands of records without some
compensation. They also claim the fee. is
lower than any record club.)]

Reporting tv quiz probe

EDITOR:

I want to congratulate you for the
honesty and accuracy of your coverage
of the proceedings [tv quiz hearing] in
Washington. While I never expected to
emerge as a hero, I must admit I was
unprepared for vindictive and distorted
accounts of my testimony in the press.
. . . That’s why it was doubly satisfying
to read your story, a model of fair and
dispassionate reporting.

Al Davis
New York

[EDITOR’S NOTE: Mr. Davis was public
relations counsel for Twenty-One at time
“fix’* charges broke against the program.]

Old ‘mags’ never die . . .

EDITOR:

Just a note to inform you of what
we do with our BROADCASTING Maga-
zines when we are through reading them

BROADCASTING, October 26, 1959




Finest way to speed to Europe and beyond . . . that's KLM! Fast flights whisk
you non-stop from New York and Montreal, one-stop from Houston. Friendly
flight attendants treat you to world-famous Royal Dutch service — the most
thoughtful, attentive service you’ll find anywhere! Contact your travel agent
or KLM Royal Dutch Airlines, 609 Fifth Avenue or 120 Broadway, N. Y., N. Y.

AIRLINES

= o .
THE WORLD'S FIRST AIRLINE

... you're in Europe ... you're treated royally KLM to Europe
_ ' bLefore you know jt! on Royal Dutch Airlines ! ... and beyond!

BROADCASTING, October 26, 1959 15



16

N
TOLEDO

you know where
you’re going with

| WSPD =

RADIO
More audience

AROUND the CLOCK

than the next 2 stations
combined.

e s S

FIRST in TOLEDO for 38 years!

@@@@@®
&

e @

Call KATZ—
today

for tomorrow’s availabilities

STORER

station

National Sales Offices:
625 Madison Ave., N.Y. 22
230 N. Michigan Ave., Chicago 1

(OPEN MIKE)

from cover to cover. . . . We take our
magazines to the barber shops and hos-
pitals to Iet people not in the radio-
tv business know what we're doing.

It has really created a lot of interest
in our profession.

Pete Bradfield
KMAR Winnsboro, La.

Literary license

EbpiTOR:

While taking a vacation and trying
to get away from the business, I found
myself idly connecting the books I was
reading with the business. The resulting
juxtaposition of quotations resulted:

Shakespeare on over-commercialism:
“Out, damned spot” (Macbeth).

Milton on House quiz probe: “Hell
scarce holds the wild uproar” (Paradise
Lost).

Dryden on comedians: “So take the
corn, and leave the chaff behind” (The
Cock and the Fox).

Benjamin Franklin on expense ac-
counts: “A small leak will sink a great
ship” (Poor Richard's Almanac).

William Cullen Bryant on summer
hiatus: “The melancholy days_are come,
the saddest of the year” (The Death of
Flowers).

Ralph Waido Emerson on rock ’n
roll: “Must smite the cords rudely and
hard, As with hammer or with mace”
(Merlin).

William C. Dempsey
General Manager

WQED (TV)-WQEX (TV)
Pittsburgh

Station cost breakdown

EDITOR:

Please send reprint of May 14, 1956,
story, “Madison Ave. to Main St.”
Roderick B. Cupp
KOFO Ottawa, Kan.

EDITOR:
Please send me one reprint . . .

Mark Russell
KMOX-TV St. Louis

[EDITOR’'S NOTE: Article describes ex-
periences of a former Madison Ave. ex-
ecutive who acquired his own local radie
stations and includes income and expense
bre?lk]downs. Reprints still available, 3¢
each.

E=#4= BROADCASTING

SUBSCRIPTION PRICES: Annual subscription
for 52 weekly issues $7.00. Annual subscription
including yearbook Number $11.00. Add $1.0C

| per year for Canadian and foreign postage.
Subscriber’s occupation required. Regular 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
old and new addresses.
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now more than ever
Aeystone makes sense
and dollars too

here’s how:

Keystone has 1075 locally programmed radio stations
covering 54 % of all radio homes in the U.S.A.

Keystone has 86% coverage of all farm markets in the country.

Keystone offers plus merchandising tailored to your
campaign needs at no cost to you.

Keystone covers Hometown and Rural America at the lowest cost.

Write for our complete station
list and our farm market survey.
They’re yours for the asking.

San Francisco Detroit Los Angeles New York Chicago
57 Post St. Penobscot Building 3142 Wilshire Bivd. 527 Madison Ave. 111 W. Washington
Sutter 1-7400 WOodward 2-4505 Dunkirk 3-2910 . Eldorado 5-3720 State 2-8900
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Another thriller-diller from WJRT—

‘ ‘Cogz’tatz’ng, Ponsonby

—about the eagle-eyed

advertisers who cover

“Incubating, Chief?”’ Flint, Lansing, Saginaw,

and Bay City the
efficient way—
na WJRT.”

4 ////////%%ﬁ«\\\\&\\

Ahhh, that’s our WIRT all right—the or better signal. It’s the efficient way. With
finest medium ever hatched for putting your = WJRT, your sales message starts on the
sales story across to the rich mid-Michigan bull’s-eye and is beamed outward to the sur-
area with its half-million TV households. It’s  rounding targets. If you want to do an inside
the single-station way to cover Flint, Lansing, selling job on Michigan’s other big market,
Saginaw and Bay City with a grade “A”  WJRT’s for you. Come on in; the selling’s fine.

CHAN N EL ;j:é:;"

e e ]
SR et

ABC Primary Affiliate

Represented by HARRINGTON, RIGHTER & PARSONS, INC.

New York « Chicago  Detroit « Boston » San Francisco  Atlania
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MONDAY MEMO

from CHARLES F. JOHNSON JR., owner, Charles F. Johnson Adv., Grand Rapids, Mich.

‘Needed: an agency recognition code ...

A lack of common understanding ap-
parently exists between many agencies
and broadcasters. This is particularly
evident with the smaller agency and
broadcaster.

This lack of better working relation-
ship tends to stymie the effectiveness of
both parties, resulting in less than maxi-
mum performance. And the client—the
innocent third party who pays the tab—
is the ultimate victim.

It is my conviction that broadcasters
should establish a code of recognition
which precisely describes under what
conditions an agency is to be recognized.

The following suggestions comprise
the total requirement of the code. There
also are many local conditions that may
very well dictate other provisions. But
a standard code of recognition should
include the following minimum provi-
sions. - -

Credit e Is the agency required to be
financially responsible for the client’s
credit?

I am aware of situations in which the
broadcaster continues to assume full
financial responsibility by billing the
client directly and remitting earned com-
missions to the agency when payment is
received. This obviously is real fat for
the small agency as the necessity for sub-
stantial sums of working capital is great-
ly reduced.

It seems to me that part of the agen-
cy 15% commission is earned by
assuming credit obligations.
~ Payment ¢ Usually the contract is be-
tween the agency and the station for
the client. If the client happens to be a
bit tardy in paying his bills, some sta-
tions permit the agency to wait until
payment is received before satisfying its
obligations to the broadcaster (of course,
a cash discount might be another incen-
tive).

Here, again, this permits an agency
to operate on considerably less working
capital. Any contract between two par-
ties should require the individuals con-
cerned to live up to the conditions of

the contract without regard to the acts
of others.

Copy Preparation: ® Some broad-
casters continue to write copy for an
agency-serviced account. Under these
conditions it’s rather unlikely that a
client receives anything extra in creative
ideas by using an agency. Any agency
worth its salt would not permit such an
abuse of the creative function.

The Parasite ® This is the “agency”
which establishes itself literally with its
office in its hat! By taking advantage of
some of the short-cuts listed above, it is

Charles F. Johnson Jr., lived in Maine
for 25 of his 36 years but now is strongly
pro-midwest, Obtained his B.S. from U.
of New Hampshire, his M.B.A. from U.
of Michigan. Formerly he was salesman
for WHEB Portsmouth, N.H., and
WOOD-AM-TV Grand Rapids;, has
headed his own agency for 3V2 years.
He believes the agency executive should
have his own business on the side to
retain the “client feel.” His sideline is
mail order lobster firm in Portland, Me.,
which he operates under name of Skip-
per Dan.

able to make a living without investment
or risk. This type of agency operator
usually focuses his attention on the
broadcasting field. Quite often he is an
ex-broadcasting salesman who starts
with a couple of accounts he formerly
serviced. So far—no argument. Some
large agencies started with such humble
beginnings but grew by assuming their
creative and financial responsibilities.

So these are the problems. But what
is a solution?

In what other industry could a man
establish a business without -capital,
without risk, committing himself for
tens of thousands of dollars of pay-
ments? None that I know of. And prob-
ably for the stmple reasons that none
of his suppliers would do business with
him on that basis. Even the smallest
broadcaster had to shell out some of his
own money in order to go in business.

Isn’t it high time that broadcasters
formed a comprehensive policy specify-
ing the conditions under which an
advertising agency 1is recognized? I
believe that an agency should be re-
quired to guarantee credit. Payment
should be made as agreed regardless of
whether the client has fulfilled his finan-
cial obligation. The agency should be
solely responsible for the creation of
copy according to accepted broadcast
standards.

But before this will be, specific rules
and conditions of recognition must be
created by the broadcaster. Such a code
of recognition must include specific ref-
erence to the subjects above.

And what will be the end result?
There’ll be less bickering among small
agencies and broadcasters. Legitimate
agencies will be properly rewarded for
their business and professional acumen.
The neophyte agency will either accept
the code or be out of the broadcast
phase of advertising (and how can an
agency offer its clients complete agency
service without a broadcast media de-
partment?).

Finally, the client will be getting more
for his advertising dollar.

.. . to define credit, payment, service roles

BROADCASYING, October 26, 1959
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BEST SELLER IN HOUSTON ...

American Airlines
American Lamb Council
Armour Company
Arthur Murray
Baker’s Hair Tonic
Ben-Gay
B.C.
Blackberry Julep Quicktail
Blue Cross
Borden’s Evaporated Milk
Bromo-Seltzer
Busch Bavarian Beer
Cadillac
Camel Cigareties
Champion Spark Plugs
Chevrolet
Cook Book Bread
Cream of Wheat
Dash Dog Foed
Economics Labs
Eveready Batteries
Falstaff Brewing
Feenamint end Chooz
Folger's Coffee

Ford Cars
Ford Trucks
Gillette Safety Razor
Hormel Packing Co.
Hostess Donuts
Jones Blair Paints
Kuhn Paint Company
Ladies Home Journal
Lone Star Beer
Mercury
Mexsana Powder
Mrs, Baird’s Bread
My-T-Fine
National Airlines
No-Doz
Oak Farms Dairies
Odorono
Pacquins Hand Cream
Pall Mall
Peacemaker Flour
Pearl Beer
Poll Parrot Shoes
Prestone Anti-Freeze

2

Ralston Corn Chex
Rayco
R.C. Cola
Red Heort Dog Food
Riviera Cigarettes
St. Joseph Aspirin
Schlitz Beer
Seven-Eleven

Shulton Desert Flower
Hand ond Body Lotion

Silk 'N Satin
Sinclair 0il
Southwestern Bell Telephone
Stanback
Swell
Swifts Meats
Tampo Nugget Cigars
Tennessee Life Insurance
Texas State Optical
Trans-Texas Airways
Trig
Winston Cigarettes
Wrigleys

National Reps.:

THE KATZ AGENCY, Inc.

® New York
® Chi¢ago
® Detroit
® Atlanta

® 5t. Louis

® San Francisco
® los An_ge_les .
® Dallas

IN° HOUSTON, CALL DAVE MORRIS JAckson 3-2581

BROADCASTING PUBLICATIONS INC,

PRESIDENT. . .............. ... Sol Taishoft
VICE PRESIDENT. .. .. ....... Maury Long
VICE PRESIDENT.. . ........ Edwin H. James
SECRETARW /b5 s sevm % = b5 niwd s sl 1L H. H. Tash
TREASURERIp &« 4 e 48 588 TF 3 s 'B. T. Taishoff
COMPTROLLER. .. .......... Irving C. Miller

AssT. SEC.-TREAS.. .. . Lawrence B. Taishoff

*®
E=#4 BROADCASTING

THE BUSINESS WEEKLY OF TELEVISION AND RADIO

Executive and publication headquarters:
BrOADCASTING & TELEcCASTING Bldg., 1736
DeSales St., N.W., Washington, D.C. Tele-
phone: Metropolitan 8-1022.

EpiTorR AND PUBLISHER. ... ... Sel Taishoff
MANAGING EpITOR . . ... .. Edwin H. James
SENIOR EpiTORS: Rufus Crater (New York),
J. Frank Beatty, Bruce Robertson (Holly-
wood), Fred Fitzgerald, Earl B. Abrams,
Lawrence Christopher.

SPECIAL PROJECTS EDITOR..David Glickman
ASSOCIATE EDITOR......... Harold Hopkins
AsSSISTANT EDITOR: Dawson Nail; STAFF
WRITERS: George Darlington, Malcolm Qet-
tinger, Jim Thomas, Leo Janos; EDITORIAL
AsSISTANTS: Bob Forbes, Rita Cournoyer,
Patricia Funk; SECRETARY TO THE PUB-
LISHER: Gladys L. Hall.

BUSINESS

V.P. & GENERAL MANAGER. ... Maury Long
SALES MANAGER: Winfield Levi (New York)

SOUTHERN SALES MANAGER. ... .. Ed Sellers
PRODUCTION MANAGER. .. .. George L. Dant
TRAFFIC MANAGER ....... .. Harry Stevens

CLASSIFIED ADVERTISING. ..
ADVERTISING ASSISTANTS:
John Henner, Ada Michael.
COMPTROLLER. . . . . ........ Irving C. Miller
ASSISTANT AUDITOR. .. ...... Eunice Weston
SECRETARY TO GEN. MGR.....Eleanor Schadi

.. Doris Kelly
Merilyn Bean,

CIRCULATION & READER’S SERVICE

MANAGER. ... ... . ... . ..., John P, Cosgrove
SUBSCRIPTION MANAGER. . .Frank N. Gentile
CIRCULATION ASSISTANTS: Charles Browne,
Gerry Cleary, David Cusick, Christine Hara-
geones, Marilyn Peizer.

BUREAUS

New York: 444 Madison Ave., Zone 22,
Plaza 5-8354.

Editorial

SENIOR EDITOR....... ... .. Rufus Crater
BUREAU NEWS MANAGER. .. . Donald V. West
ASSOCIATE EDITOR .. ..... David W. Berlyn

N. Y. FEATURES EDITOR: Rocco Famighetti
ASSISTANT EDITOR. ... .. .Jacqueline Eagle
STtaArF WRITERS! Richard Erickson, Valli
Farhi, Janet Lantz.

Business

SALES MANAGER. .. .. ... .. Winfield R. Levi
SALES SERVICE MGR... Eleanor R. Manning
EASTERN SALES MANAGER .Kenneth Cowan
ADVERTISING ASSISTANT. .. Donna Trolinger

Chicago: 360 N. Michigan Ave,
Central 6-4115.

MIiDWEST NEWS EDITOR. . ... .. .. John Osbon
MIDWEST SALES MGR.: Warren W. Middleton
ASSISTANT . . ..o v Barbara Kolar

Hollywood: 6253 Hollywood Blvd., Zone 28,
Hollywood 3-3148.

SENIOR EDITOR. ... ....... Bruce Robertson
WESTERN SALES MANAGER..... Bill Merritt
ASSISTANT. .............. Virginia Stricker

Toronto: 11 Burton Road, Zone 10, Hudson
9-2694. CORRESPONDENT: James Montagnes

Zone 1,

BROADCASTING* Magazine was founded in 1931
by Broadcasting Fublications Inc., using the title:
BROADCASTING*—The News Magazine of the
Fifth Estate.

Broadcast Advertlsmg* was acquired in 1932,
Broadcast Reporter in 1933 and Telecast* in 1953.

* Reg. U. S. Patent Qffice
Copyright 1959 by Broadcasting Publications Inc.
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Audience Profile #1

| How much money did you spend
. for food and groceries
% in the past seven days?

WWDC Homes Total Sample % WWDC above or
below Total Sample
Less than $21 21.4% 26.9% —20.5%
$21-$29 29.4% 32.4% - 9.3%
$30-$39 37.8% 31.0% +21.9%
$40 and over 11.59% 9.7% +18.6%

What kind of people are WWDC listeners? We know from PULSE rating surveys that they
give us the greatest total share of audience in the Washington, D. C. metropolitan area. But
we wanted to know more about them personally—so we had PULSE do a special Audience
Image Study. The profile that emerged is most revealing. Take the matter of groceries.
215,763 WWDC homes spend $30 or more a week for food. .. 40.5 %, above the total sample
average. Doesn’t this give you food for thought? (Next month: TRAVEL).

Radio Washington . . . the station that keeps people in mind

REPRESENTED NATIONALLY BY JOHN BLAIR & CO.
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LARIETY

Hollywood, July 8.
The Jach Wrather Organitation,
teiefilm producers and owners of
dio and tv stationa, has forged »
“porate link with British com.
reial programmers, and entered
syndication field both here and

sd,
‘¢ of the newly-organized
‘ny I3 Independent Televi-
Torp. UTC), with Walter
y, former sales manager of
mdicated sales, as prest-
‘ngeley is now in the proe-
tting up an International
anization to serve both
od markel-by-market tv

P o 1 a3 TR

T
&

Yrather In the venture
ted Television,
weorporatled Television
Co.,, Ltd., (UTP) of
*arl M. Loeb, Rouades
Street [nvestment
d with Wrather in
sz, Initial capitsl-
w {irm s $2.500,-
uction budget of

4 {or the HRrst

Y

b 440k o A O B L TG

er Organization
ssociates ATV j
anteed to de-
tmum of four
the new firm
TP combina-

L., ©

| Jack Wrather's Syndication Bz,
~ Kingsley Prez of

: U3--Brit. Setup

ply from Wrather and British py !—l
nevs, will make oulside deais as |
well,

Serving on the board of direc- |
tors wilh Wrather as chaininan snd
Michael Nidorf as vice-chalrman,

1are John 1. Ldedb and Clifford

; Michel, senior pactners of Carl M.
ELn:wb. Rhoades & Co.; Monte Liw
Ingston, of the Kapian, Livingston,
Goodwin & Berkowilz law flem;
| William Shay, v.p. of the Wrather
Organlzation: and Walter Walz, of
Loeb, Rhoades. 3

Representing the British inter-
ests will be Prince Littier, chair-
man of the board of ATV and ITP:
j Val Parnell, managing dircetor ot
Ilhe London Palladium and ATV:
‘Lew Grade, deputy managing di.
rector of ATV and others,

Understood Wrather's current
contract with Televis'on Programs | .
of Ameriea for foreign distribu-|
tion of “Lassie” and other deals on
Wrather properties 15 not nitected{

B

by the new move.

in the tele-
assured in
via the
‘eup,
anlzation,
¢ Lone
eston e{i
moving
W pro- !
{ "Ad-|
1ated. !

prez

d of
.oth in
-ytand Ho-

in the past has

-+ of co-production

«ding “Robin Heod,”

. by Offietal Films, "Willlam

- currently being handled by
Natfonal Te'efflm Associates; and
“Invigible Man,” another with
Officlal, ;

Kingisey, topper of the new syn-
dication outfR, i3 now In the proc-
esy of selling up an Integrated
sales and distrjbution organization
for both the -natlonal sad market-

tion to the. provided product sup-

22
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by-market level, Outfit, in addi- -
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. Profitln ABCTY
Gale Storm Buy

Independent Television Corp.
-pulled a neat coup in lts sale of
the “Gale Storm Show” to ABC-
TV, chalking up a profit of about
$2.600,000 in a quick turnover of
the property.

Last QOctober, ITC bought the.
property from Hal Roach Studios!
for about $2,000,000. Involved were
111 episodes. including the cdrrent
serles now being runoff on CBS-
TV. Deal glso included fresh pro-
duction on the show, on which
Roach would share at a eertain
percentage.

Four months later, it took the
property and sold it to ABC-TV for
about $5,000,006. The ABC-TV deal
involves from 88 to 1il1 rerun
episodes, with the web given multi-
pie run rights over a three-year
period. Another [mportant facet
of the three-year ABC-TV deal is
' that the web contracted for a min-
imum of 26 fresh “Gale Stofm™!
episodes, slated to unreel In prime !
evening time next fall

Involved in the wheeling deal |
operation—the first for ITC under |
. Walter Kingsley's piloting—wer-

: with 80~

t and Roy Robest:
¢ wiil begin 1ts Monday through Fr
‘day daytime run on the
April 13.
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ITC Grossed $4,346,258
From Foreign Markets

. Independent Television Cor-
. poration ended its first year of

operation "with a foreign sales
total “of $4,346,258. according to
ITC President Walter Kingsley
yesterday. For the year ended
Sept. 1, he said the total repre-
sented $1,721,890 in the Western
and.-$2.624,368 in the Eastern
Hemispheres from combined sales
activities of ITC and its sub-
distributor, ITC, Ltd. of England.
Kingsley said his company is
now providing 188 weekly half- ==
hours of TV shows outside the &
U. S, with 19 properties currently
sold and running in 39 countrie
abroad. Kingsley added that ITC
is “‘sold out” in England, Aus-
tralia and the Philippines.
SR ST A The soaring
growth period
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Independent Television Or'p.
(ITC) iecsued a “boom-boom” report
on its first vear of opneration. Com-
pany renortcd a gross of $13,989.-
787 for the vear ended Sept. 1. rep-
resentine a 50%p 1ncrease over the
previous vear’s sales of Television
Programs of America, the company
ITC acquired bv purchase shortly
afler its formation last vear.

The revort did not snzll ont any
profit opirture, other than saving
that ITC since Jan. !. has been
onerating in the hlack. Prexy Walt
Kingsley stated tnat ‘““cach quarter
of our first year operation has
shewn a marked increase over the
previous one, indicating that the
coming year w’ll reflect even great-
er sales. production and distribu-
tion advance and momentum.”

ITC, owncd isintlv by the Jack

‘ated TeleVision of London, said
that plans call for. at Jeast four
more programs to he added to the
syndication list vithin six months.
Ovutstanding sal~s in the third and
four quarters of the nresent year
Include “The Gale Siorm Show.”
scld to ABC for £2.500,000 with
the Warner-Lamhbert Pharmaceuti-
cal as nighttime sponsor: the re-
newal of “Fu~v” for its fifth vear
and  Bordens;
and the release and sale of five
syndication skeins: “Cannonball,”
In 105 markets; “Serseant Pres-
ton,” 95 markets; “Jefi’s Collie.”
167 markets: “Brave Stallion.” 102
markets; and “Ding Dong School,”
75 markets.

Latest entry “Four Just Aen”
vas reported to be sold in 101 U.S.
markets, to the Canadian Broad-
casting . Corp.. Fabrica Automex,
S.A. for all of Mexico. to the UK.

to date of $1.910,000.

Sale ¢f Arrow Productions., the
re-run divisicn of ITC, with 11

| gy
b Wednesday, September 16, 1959
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313,999 RESIDENTS
WITH
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LATE NEWSBREAKS ON THIS AND NEXT THREE PAGES * DETAILED COVERAGE OF THE WEEK BEGINS PAGE 41

POLICING SPECTER OVER NAB

TIO need is stressed at Boston meeting

Threats of policing action in the
current program crisis overshadowed
routine discussions and panels at the
NAB fall conference in Boston, Oct.
22-23.

Tv Information Committee Chair-
man Clair R. McCollough, of Stein-
man Stations, who appeared on Oct.
23 program with Louis Hausman, Tele-
vision Information Office director, set
the theme by refocusing attention on
mounting criticism of tv.

Mr. McCollough found the present
tempest over tv program policies serv-
ing to highlight need for TTO.

Mounting Criticism ® During a tour
of the nation, Mr. McCollough noted
increasing public criticism of tv, re-
flected both in newspapers and maga-
zines. Some is justified, he conceded.
He deplored, however, criticism ema-
nating from quarters with no ‘“‘under-
standing” of the background involved.

He renewed, at the same time, a
plea for greater support of TIO.

Mr. Hausman told meeting that
broadcasters should admit when things
are wrong, correct them, inform public
and defend integrity of good programs.
He felt these four *“‘cornerstones” are

essential to any information program.

He said press reports on tv quiz
programs are case in point on need
to admit errors in judgment and exe-
cution. “Some of us, I am afraid, may
be inclined to discount the press cov-
erage of this story by saying the press
is motivated by jealousy of our adver-
tising business. This is altogether too
pat an answer,” he said.

Facts Were There ® “The press did
not create this story out of whole
cloth. It is a story that the public is
vitally interested in. It illustrates dra-
matically what an integral and vital
part television has become in our so-
ciety.”

One way to combat challenges to
future freedom of broadcasting’s pro-
gramming policy, said Daniel W. Kops,
WAVZ New Haven, Conn., in a radio
editorializing panel Oct. 22, is by fre-
quent and judicious use of station edi-
torial. Should proposals to restrict me-
dium get up steam, Mr. Kops recom-
mended that editorials be used by
broadcasters to bring their side of is-
sue before public.

Panel presented unanimous voice for
greater use of editorializing function

by radio management, as prestige
builders, as public service providers
and as gap filler in those communities
served by single newspaper.

Mr. Kops has been airing editorials
for past 10 years. Panelist Paul O.
O’Friel, WBZ Boston, said his station
has been editorializing for only one
year but already has aired 35, while
Tim Elliot, WICE Providence, said his
station has been editorializing four
years.

All three agreed that seldom has
there been need for equal time for
other viewpoints to be expressed on
subject of editorial aired, but they do
grant forum when necessary, even
though FCC doesn’t require them to
do so. They recommended frequent,
regular use of editorials.

Seminar Need ® Proposal for annual
or semi-annual programming seminar
under NAB supervision and direction
was made by Fred A. Knorr, Knorr
Broadcasting Corp. (five stations in
Michigan), in radio session’s “Pro-
gramming for Sales” session Oct. 23.

Praising such efforts as broadcast
business management seminar held at
Harvard U. last summer (BROADCAST-
ING, July 20) and Westinghouse Broad-
casting Co.’s annual public service con-
ferences, Mr. Knorr said while there
are seminars and conferences for many
facets of broadcasting, programming

CBS had internal wrangle on its
hands Oct. 22 stemming from its
move to strip tv programs of “de-
ceits” (see page 41). Upshot: John
A. Aaron and Jesse Zousmer, pro-
ducers and two of originators (with
newsman Ed Murrow) of Person to
Person, announced they and CBS
had worked out “amicable” settle-
ment releasing them from their 52-
week contract “‘as soon as possible.”

Trouble apparently started when
CBS Inc. President Frank Stanton
was quoted as telling newsman that
P-to-P interviews should not be made
to seem “‘spontaneous” when they
weren’t, that either guests should
not be given questions in advance or
audience should be told they were
rehearsed. Coupled with this, ob-
servers speculated, was CBS man-
agement’s withdrawal of Mae West
P-to-P interview preceding week
over Aaron & Zousmer objections

Goodnight and good luck

(BROADCASTING, Oct. 19}.

In letter to Dr. Stanton Oct. 22,
Messrs Aaron and Zousmer said they
were sorry he was “unwilling to
correct your unwarranted slur on
your Person to Person program”;
that they had hoped after hearing
explanation he “would make an ef-
fort to set the public record straight.”
They said “it is unfortunate that
while seeking to explain the net-
work’s high moral position to the
public you have been unable to find
the means to rectify a rank injustice
to us, our loyal staff members and
the more than 500 guests who have
appeared on the program in the past
six years.” They hoped “that our
respective lawyers will reach a mu-
tually satisfactory settlement of our
respective contractual obligations.”

Dr. Stanton replied that his state-
ment “was certainly not intended as
a slur” and, “indeed, it referred to

a production practice for which, as
I have admitted, we at CBS have .
been at least as responsible as anyone
else.

*“All T have asked of you,” he said,
“is that you inform the viewing
public of the production practices
on Person to Person so that the
program can be exactly what it
purports to be.”

At about same time Dr. Stanton’s
letter was released, Aaron & Zousmer
office issued statement saying amica-
ble terms had been reached by which
they would leave program. P-to-P,
originally owned by Messrs. Aaron,
Zousmer and Murrow, was sold by
them to CBS few years ago. CBS-
TV officials said no decision had
been reached as to Aaron-Zousmer
replacements. Program is seen Fri-
days 10:30-11, with Charles Colling-
wood in interviewer role formerly
handled by Mr. Murrow.
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that ‘sells” is actually only stock-in-
trade broadcaster has to offer.
Programming seminar under NAB
auspices, he said, “would do as much
as any single gesture to improve the
radio broadcasting product, to improve
consequently our sales effectiveness,
and to identify . . . serious minded men
and women in this industry who want
to serve and survive.” Mr. Knorr said
he has hired one of nation’s “top crea-
tive” program directors, freed him of
administrative chores and given him
full responsibility to develop programs.

Stations that prosper in future will
be those which attract greater listener
loyalty, he said, adding that two ways
to fail in this is to try to “buy audi-
ence” or fail to appreciate full impli-
cations of sound public service pro-
gramming. He said he’d rather have
consistently-rated station No. 3 in a
five-station market over 10 years than
one varying from 1 to 5 for average
of No. 3.

Mr. Knorr said he and two partners
started his company 12 years ago with
$5,000 each and he recently bought
them out for $1 million apiece.

IKE ON QUIZZES:
Rigging ‘terrible thing’
to do to U.S. public

President Eisenhower said Oct. 22,
that tv quiz show rigging was “a ter-
rible thing to do to the American pub-
lic” and announced that he had asked
Attorney General to study problem.
Speaking at news conference from his
Georgia golf retreat, President said he
made inquiry about scandals “right
away and so far as I can see, up to
this moment, the Executive Branch of
the government has had no responsi-
bility or even no place to do any-
thing.” He continued:

“l have asked the Attorney General
and one or two others to look into it.
. . . My interest didn’t develop until
after I found out that there was ap-
parently something a little questionable
about the whole matter.” President re-
ferred to news coverage of investiga-
tions by House Subcommittee on Leg-
islative Oversight (see page 41).

No Censorship e Asked by news-
men if legislation is needed, Chief
Executive replied: “I see no power in
the Executive Department. This would
be censorship. This would be a politi-
cal agent. Now you have the FCC. 1
am not sure what their field would
be there.” He pointed out Justice
Dept.’s study will not lead to Executive

36

Instant action

Increasing ability of tv to accept
video-taped spot campaigns evi-
denced in special pre-Halloween
drive now being carried on 28
stations. Leo Burnett, agency for
Pillsbury Mills’ cake mix and
frosting products, planned tape-
only commercial with NTA Tele-
studios, New York, taped it Oct.
16, screened and approved it Oct.
19 and two days later had 45
copies on way to stations.

Pillsbury’s products are in dis-
tribution in 34 markets. Agency
solicited some 60 stations in those
markets as to their ability to
carry tape campaign, received
acceptances from 28. Until re-
cently, one drawback to spot
campaigns via tv tape was prac-
tice of some stations of charging
special playback fee. Burnett
spokesman said it is not known
what special charges will be in-
volved on Pillsbury campaign,
i but first estimates are that they
| will be small and few.

action. President Eisenhower also said
that he never watched tv quiz shows.

President did not indicate when he
asked Justice to take action but it was
reported up to this time no study or
investigation is underway. “Any re-
quest from the President for a study
of this question will be complied with,”
he said.

Just what division of Justice will
handle inquiry is unknown at this time.
When President Eisenhower asked At-
torney General to look into FCC’s
Lar Daly equal time decision, anti-
trust division handled matter. Quiz
show investigation, however, may pos-
sibly engage attention of criminal di-
vision as well as others.

NBC said it will “welcome any rec-
ommendations that the Attorney Gen-
eral may develop toward additional
safeguards of the integrity of these pro-
grams,” Network said in past year it
has ‘“‘adopted numerous new security
procedures to assure the honesty of
quiz, audience participation, panel and
contest shows.” Full cooperation will
be given to Attorney General, NBC
promised.

‘Impractical’ ¢ On another tv quiz
front, FCC Chairman John C. Doer-
fer labeled as “impractical” legislation
proposed to House subcommittee by

Comr. Robert E. Lee requiring prior
announcement of program content (see
page 46). “You'd have to say the bul-
lets and cowboys aren’t real,” Comr.
Doerfer stated. He said if Justice
could come up with method of legally
exercising prior constraint over pro-
gramming, “I'd like to know about it.”

So far, all shows aired by House sub-
committee no longer are on air (BROAD-
CASTING, Oct. 19), but Chief Counsel
Robert Lishman said Oct. 22 that in-
vestigators are checking charges relat-
ing to programs still being broadcast.
He said after investigations are com-
pleted, final decision will be made as
to whether they will be exposed to pub-
lic hearings, resuming Nov. 2.

SELF-DISCIPLINE
Kintner cites defense
against furthur control

Self-discipline is still best alternative
to other proposals for policing radio-tv
industry quiz programs, Federal Trade
Commission Chairman Earl W. Kintner
told newsmen in Chicago Oct. 22.

He noted FCC Chairman John C.
Doerfer’s proposal for “czar” to police
quiz shows and another for creation
of board of “distinguished citizens” to
oversee program content (early story
page 41). While he favors neither, he
said, board idea has perhaps most
value, though it could carry censorship
implications. In long run, Chairman
Kintner felt, industry is “ingenious
enough to devise effective means of
self-regulation and discipline.”

Chairman Kintner told newsmen he’s
been “greatly encouraged” by recent
statements by Dr. Frank Stanton, CBS
president, and NAB President Harold
Fellows on responsibility for quiz pro-
graming, characterizing public’ furore
as ‘“shock treatment” to broadcast in-
dustry.

Chairman Kintner suggested answer
for programming control lies perhaps
with NAB just as responsibility for
self-policing of advertising among mem-
ber stations.

Overall, he added, industry could
well recoup its “‘prestige” in near fu-
ture if it moves to “clean its house.”
Otherwise, he stressed, “federal regu-
lation is inevitable.”

Monitoring ¢ FTC plans to increase
radio-tv monitoring staff for 1960, he
said, without indicating to what de-
gree, though agency does not plan to
ask Congress for additional monies
for monitoring. Chairman Kintner said
FTC monitoring program is moving
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along, citing various actions involving
tv advertisers. Overall FTC appropria-
tions to be sought for 1960 will be
about same as for 1959— roughly $7
million, he revealed.

In prepared speech for delivery be-
fore Audit Bureau of Circulations
luncheon meeting in Drake Hotel same
day, Chairman Kintner reiterated that
FTC would press enforcement of
Robinson-Patman act against illegal co-
operative advertising. He said fact “this
is news makes it all too clear that viola-
tions are widespread and that business-
men are needing more government
policing to compensate for their lack
of self-discipline.”

its producers deny
‘Price’ was rigged

Tv's current hit giveaway show,
Goodson-Todman’s The Price Is Right
on NBC-TV, came in for share of quiz
scandal spotlight Oct. 22, after past
contestant (George Price of Canton,
Ohio, who won $40,000) broke story
that he and other panelists had been
supplied limits beyond which they
should not bid for items on show.
Producers Mark Goodson and Bill Tod-
man, in detailed statement later that
day, admitted that such advice had
been given in past, but emphasized that
(1) it was not being given now eXcept
when minimums were announced on
air and (2) that all contestants had
been so advised and no individual con-
testant given advantage.

Goodson-Todman statement:

“Two of the practices on The Price
Is Right from its inception provided
for advising all of the contestants, on
some occasions, the minimums at which
bididng was to start and, on other oc-
casions, the suggested maximums which
should not be exceeded.

“More than a year ago the practice
concerning minimum prices was
changed so that when the minimum
price is given it is announced on the
air. At about the same time, the prac-
tice by which contestants, on some
occasions, were advised as to the maxi-
mum bid was completely eliminated and
has not been used since.

“Minimums were, and are given to
prevent the waste of valuable program
time in aimless bidding. Maximums were
given to reduce the chance that con-
testants would be eliminated through
over-bidding, and were restricted to
merchandise which the average panel
would have difficulty evaluating. All
maximums were substantially in excess
of the actual purchase price. No con-
testant had any advantage over the
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Space channels

FCC issued announcement Oct.
22 proposing to reallocate bands
in 118-136 mc portion of spec-
trum to provide additional wave-
lengths for air traffic control and
for earth-space and space com-
munications. Action followed re-
quest by Executive Branch of
government, Commission said.

Proposed changes, to become
effective July 1, 1960, would pro-
vide 5 mc of additional space for
air traffic control. Three mc, 132-
135 mc, would come from present
132-144 mc government band.
One mec, 135-136 mc, would be
reallocated for (a) earth-space and
(b) space services on joint gov-
ernment-non-government use. Ad-
ditional 2 mc (126.825-128.825
mc) would come from existing
non-government aeronautical mo-
bile band. These would be used
by government and non-govern-
ment aeronautical and aircraft
stations for air traffic control.

Comments are due Nov. 30.

others. Any contestant could win and
all still could lose. No contestant was
ever given the price of any merchan-
dise, or any other individual assistance.
Strict security procedures have always
been followed to prevent contestants
from knowing what the merchandise
items were at any time before the pro-
gram is broadcast.”
NBC-TV declined comment.

Eleven station sales
get FCC approval

Sale of 52V2 % of KXMC-TV Minot,
N. D., for $1,040,000 topped station
transfers approved Oct. 22, by FCC.
KXMC-TV Inc., composed of Chester
Reiten (21%), president, Lloyd R.
Amoo and W. L. Hurley, bought con-
trolling interest from multiple station
owner North Dakota Broadcasting Co.
In addition, buyers have 9-year option
to purchase remaining 47%2 % (19,000
shares) of station at $14 per share. Ch.
13 KXMC-TV has operated in past as
satellite of North Dakota’s KXJB-TV
Valley City, N. D,, but this affiliation
will be discontinued by new owners.

Other sale approvals:

KBKC Mission, Kan., bought by
Public Radio Corp. (92%) and Charles
M. Gaitz (8%) from Mission Broad-
casters for $400,000. Public Radio owns
KAKC Tulsa and KIOA Des Moines.

T e

In same action, FCC granted renewal
of license to KBKC.

KATR Corpus Christi, Tex., from
Broadcasters Inc. to Broadcasting Corp.
of the Southwest for $300,000. Prin-
cipals in purchasing group include Pres-
ident Robert C. Kent, 25% (general
manager of KJRG - AM - FM Newton
and KCLO Leavenworth, both Kansas),
and Lester L. Roloff, 31%, minister.
KATR license also was renewed.

Texas Telecasting Co. purchase of
50% of KICA-AM-TV Clovis, N. M.,
from Mae Strauss and Frank Lesley by
assuming $170,000 in liabilities. W. D.
Rogers, president of Texas Telecasting,
will have -voting control. Texas Tele-
casting owns KDUB-TV Lubbock,
KEDY-TV Big Spring and KPAR-TV
Sweetwater, all Texas. Comr. Bartley
dissented. Licenses also were renewed.

KHEY El Paso, Tex., from KEPO
Broadcasting Co. to KHEY Broadcast-
ing Inc. (Edward W. and Nancy M.
Sleighel) for $180,000. Station’s license
also was renewed and Comr. Bartley
again dissented.

Multiple-station owner Cy Blumen-
thal’s sale of WABB Mobile, Ala., to
Julius W. and Bernard Dittman for
$185,000 plus $20,000 consultant fee
for five years.

KFJI Klamath Falls, Ore., from Wil-
liard D. Miller estate to Gibson Radio
Inc. for $145,000. Riley R. Gibson,
president of Gibson Radio, has interest
in KXOA-AM-FM Sacramento, Calif.

KWIK Pocatello, Idaho, from Don
W. Burden to William T. Woods, Har-
lan E. Miles, John W. Lewis and
Marvin Mollring for $125,000. Messrs.
Lewis and Mollring have interests in
WIBV Belleville, Ill. Commission also
renewed license of KWIK.

WHIR Danville, Ky., from Common-
wealth Broadcasting Corp. to T. C.
Quisenberry, principal owner of WEKY
Richmond, Ky., for $120,000. Also,
Mr. Quisenberry agreed to employ
WHIR President W. T. Isaac as con-
sultant for two years for $5,000. Comr.
Bartley dissented.

WAGC Chattanooga, Tenn., from
WAGC Broadcasting Co. to Middle
Georgia Broadcasting Co. (WBML-AM-
FM Macon, Ga.) for $105,000. Middle
Georgia principals are C. R. Rader
(66%5%) and George W. Patten
(334 %).

WMDN Midland, Mich., from Rich
Publishing House Inc. to Midland
Broadcasting Co. for $100,000. Equal
partners of purchaser are Julius Sher-
man, Donald A. Sherman, Leonard Sis-
kind, Robert Jaffe, Robert I. Sherman
and WMDN General Manager Fred A.
Wolfe.
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Joint council bids
are denied by FCC

Two developments involving educa-
tional tv took place at FCC Oct. 22:

FCC denied request by Joint Council
on Educational Tv asking Commission
(1) to adopt policy of reserving any
vhf channels which may become avail-
able in future for educational tv in
metropolitan areas which do not now
have educational vhfs and (2) to re-
serve commercial ch. 8 in Waycross,
Ga., for education (Georgia Board of
Education now holds construction per-
mit for ch. 8 there) and commercial
ch. 13 for education in Norfolk-Ports-
mouth-Newport News, Va. FCC said
it would consider any request by Geor-
gia Board to make ch. 8 educational
only. Commission said there’s no in-
dication of immediate use of ch. 13
that would require setting aside its
grant of ch. 13 to WVEC-TV in Hamp-
ton, Va.

(Other JCET petitions involving re-

allocations in Rochester, N.Y., and
. Reno, Nev., will be considered with

conflicting petitions; FCC said).

.‘0-_pera%ion Alert’
success is detailed

Official stamp of success was placed
on “Operation Alert—1959” held last
April 17 in report released by FCC on
nationwide Conelrad drill in which
country’s broadcasters participated in
cooperation with FCC, Office of Civil
& Defense Mobilization and Depart-
ment of Defense.

Report, issued by Robert E. Lee,
FCC defense commissioner, said in-
telligible service was extended to some
90% of total U.S. population. Co-

WEEK’'S HEADLINERS ...

i CRAWFORD D. PATON,
tor of market planning of The Warner
Bros. Co. (foundation garments), Bridge-
port, Conn., elected vp and director of
newly formed media division of McCann-
Erickson. New division comprises media
department and media planning unit. WiL-
L1AM DEKKER is vp and director of media
department, JouHN FLANAGAN and EDWIN
WILsoN are managers of media planning
unit. Move brings media into McCann-Erickson operating
concept of divisions as employed in creative, account plan-
ning and account servicing. Mr. Paton has been with NBC
as sales and market analyst, Young & Rubicam as director
of market research, and C.J. LaRoche as vp, director of re-

MR. PATON

search and account executive,

38

operation by broadcasters, coordinated
by National, Industry Advisory Com-
mittee, was reported ‘“excellent with
only a few exceptions.”

Report recommended 90-day notice
for future tests or drills for emer-
gency broadcasting system so FCC,
OCDM and Defense can coordinate
with radio broadcasters, obtain cooper-
ation from Mexico and Canada. Thus
individual broadcast schedules can be
readjusted with minimum impact and
programming arrangements can be
made by broadcasters and national,
state and local CD officials.

Report also asked CD support in
helping pay for am station conversion
for rapid changeover to Conelrad fre-
quencies, 640 and 1240 kc, with maxi-
mum operating efficiency; obtaining
emergency power generation equip-
ment, and getting remote pickup broad-
cast equipment. Continued coopera-
tion between OCDM and NIAC on ac-
tive development of programming
techniques and plans also was asked.

Daytime skywave

FCC Oct. 22 announced rules
changes to carry out conclusions reach-
ed last month when it ended 12-year-
old . daytime skywave proceeding
(BROADCASTING, Sept. 28). New regu-
lations, effective Nov. 30, are designed
to protect Class I clear channel sta-
tions from objectionable skywave in-
terference from future daytime or lim-
ited stations on those channels.
Changes define pertinent angles of
radiation restrictions during two hours
after sunrise and before sunset, per-
mit changes in existing Class II sta-
tions which would not cause interfer-
ence greater than at present and make
changes relating to pre-sunrise opera-
tions.

formerly direc-

TEMPLETON

among others.

SRR

NCS #4 timetable:
out by spring of '61

The next broadcast coverage count
by A. C. Nielsen Co. will be out no
later than spring 1961 *“by popular
demand.”

Users of the Nielsen Coverage Serv-
ice were polled on when they’d like to
have NCS #4. NCS #3, covering tv
only, was released in August 1958, two
years after #2. The surveyor’s survey
of subscribers showed a third in favor
of a new NCS next spring and two
thirds willing to wait until late in 1960
or early 1961. Accordingly, Nielsen
has decided on a *“somewhat delayed
but more precise census-based cover-
age study. The U.S. Census of next
spring is scheduled for release in mid-

' 1961, the research firm said.

NCS reports circulation patterns for
radio and tv stations in all U.S. coun-
ties over various spans of time without
reference to separate programs. Show
audiences are reported continuously in
the Nielsen Television Index and the
Nielsen Radio Index. NCS is used by
stations, networks, advertisers and
agencies as a basic tool and in con-
junction with other.research. _

The NCS #4 schedule was an-
nounced by John K. Churchill, Nielsen
vice president.

William Golden dies

William Golden, 48, CBS-TV creative
director, sales promotion and advertis-
ing, New York, died early Friday (Oct.
23) presumably of heart attack. He
was recognized as one of television’s
foremost leaders in creative art. CBS-
TV’s “eye” was one of his creations.

G S S B e

WiLLIAM B. TEMPLETON, formerly vp and
director of radio-tv, Bryan Houston Inc.
(now absorbzd by Fletcher D. Richards,
Calkins & Holden), named to similar post
at Cunningham & Walsh., N.Y., (CLOSED
Circuit, Oct. 12). He succeeds Ep Ma-
.HONEY, who has resigned. Mr. Templeton
held top radio-tv post at Bryan Houston
for eight years, and before that was tv
production manager for Kudner Adv. His
entire business career has been in radio
and tv, as composer, writer, director and producer. He
was director of Milton Berle’s tv show and handled such
programs as The Comedy Hour and Jackie Gleason Show

strmmessaenet FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES
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BRUCE PATTYSON, manager of our New
England office — one of ten offices pro-
viding a fast efficient service to Adver-
tising throughout the U.S.

A NATIONWIDE ORGANIZATION

In TV penetration, New England is
close to saturation —with television
in more than 92 percent of all homes
in Connecticut, Massachusetts and
Rhode Island.

New England industry, too, has
been quick to recognize the great
sales-building opportunities in tele-
vision. And in 25 major markets, the
stations that can best help the adver-
tiser cash-in on those opportunities
are represented by Blair-TV.

Efficient time-buying demands
accurate down-to-the-minute data on
these markets and stations — data
instantly available to New England
agencies through our Boston office.

Blair-TV operates on this basic

i

buyin

principle: that alert, informed repre-
sentation is a service vital not only to
stations but also to all advertising,
and to the business dependent on it
for volume and profit. From the first,
our list has been made up of stations
and markets we felt in a position to
serve effectively. Today these sta-
tions cover 56 percent of America’s
population — virtually 60 percent of
its effective buying power.

In its area, each of these stations
stands as a powerhouse of selling
force. To help advertisers and their
agencies make most profitable use of
that force, is the constant objective
of our entire organization.

AT THE SERVIGE OF ADVERTISING

WABC-TV —New York
W-TEN—
Albany-Schenectady-Troy
WFBG-TV —Altoona
WNBF-TV — Binghamton
WHDH-TV —Boston

WBKB —Chicago
WCPO-TV —Cincinnati
WEWS —Cleveland
WBNS-TV— Columbus
KFJZ-TV — Dallas-Ft. Worth
WXYZ-TV — Detroit
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KFRE-TV —Fresno
WNHC-TV—
Hartford-New Haven
KTTV —Los Angeles
WMCT —Memphis
WDSU-TV— New Orleans

WOW-TV—
Omaha-Council Bluffs
WFIL-TV —Philadelphia
WIIC —Pittsburgh
KGW-TV—Portland
WPRO-TV —Providence

KGO-TV— San Francisco

KING-TV—

Seattle-Tacoma
KTVI-St. Louis
WFLA-TV— '

Tampa-St. Petersbur
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“WRC Radio has been making friends and customers for Peoples Drug Qtor“es for over a dec-
‘ade. The ‘Sound of Quality' has furthered our reputation for dependable values and friendly
service.”-Clayton R. Sanders, Advertising Director, Peoples Drug Stores Inc. Another testi-
monial for the results QNG derived through regular use of the "Sound of Quality” on

WRC « NBC Owned ) 980 in Washington, D.C. Sold by NBC Spot Sales

BT

-



BROADCASTING

THE BUSINESSWEEKLY OF TELEVISION AND RADIO

October 26, 1959

Vol. 57 No. 17

TV BEGINS SCRUBBING ITS TARNISH

But CBS and NBC disagree over just how hard to rub and where

How far is all the way?

That’s the question agencies and
program packagers were asking last
week as they pondered CBS-TV’s an-
nounced intention not only (1) to ban
big-money giveaways, but also (2) to
implement an overall guarantee to view-
ers “that what they see and hear on
CBS programs is exactly what it pur-
ports to be” (BROADCASTING, Oct. 19).

There seemed to be less disagree-
ment with the big-quiz ban than doubt-
ful speculation "as to the lengths to
which the overall guarantee might be
carried. “Does this mean,” one agency
executive asked waggishly and yet
semi-seriously, “that we’re going to
have to use live ‘bullets in our west-
erns?”’

This type of comment came on the
heels of interviews in which CBS
President Frank Stanton, after an-
nouncing the broad policy in a speech,
was quoted as saying that the use of
canned laughter is a “deceit” to be
eliminated; that audiences perhaps
should be told that the Person to Per-
son interviews are not ‘‘spontaneous
and that diplomats interviewed on UN
in Action required that questions be
submitted in advance.

NBC’s View of CBS » NBC’s reac-
tion to the CBS reaction—an asser-
tion that it would police its quizzes,
not throw them off—generally was re-
ceived with approval in advertising
circles. ABC-TV, which has two or
three quizzes on its roster, issued a
statement that “we will apply the same
rigid inspection to all ABC-TV shows
as before.”

These assertions were taken, like Dr.
Stanton’s, as meaning that all three
networks intend to keep closer watch
on and control over their program-
ming than ever before. But as con-
versation pieces neither the NBC nor
the ABC statement came close to
matching the CBS head’s speech and
subsequent observations.

The most spectacular speculation
stemmed from Dr. Stanton’s declara-
tton that, apart from quiz program-

ming, CBS intends to be more certain
“that it is we and we alone who de-
cide, not only what is to appear on
the CBS-TV network, but how it is to
appear.” Coupled with his asserted in-
tention to “make certain that we at
CBS are the masters of our own house,”

Cowan sick

CBS-TV  Network President
Louis G. Cowan suffered a blood
clot in the leg last week and
probably will be hospitalized for
“a minimum of s :
several weeks.”

James T. Au-
brey Jr., execu-
tive vice presi-
dent, took over
active direction
of the network
in Mr. Cowan’s
absence.

Mr. Aubrey announced the 49-
year-old president’s illness to the
CBS-TV organization in a memo
Wednesday afternoon. The memo
said:

For the past several days Lou
Cowan has been disturbed by an
increasing swelling in his left leg,
and late last evening he went to
a doctor. The condition was im-
mediately diagnosed as a throm-
bosis, and Lou was ordered to a
hospital for medica! care and a
complete rest. Although there 1s
no way of knowing how long he
will have to ‘be hospitalized we
are advised that a minimum of
several weeks is usual in cases
of this kind.

“I know you will be as dis-
turbed as I was to get this news,
and that you join me in wishing
Lou a speedy recovery.”

Mr. Cowan had been sched-
uled to testify at the House quiz
hearings the first week of Novem-
ber. Presumably his appearance
will be postponed.

Mr. CowaN

. agency for

this policy statement promptly raised
the question:

Is CBS going to take over produc-
tion of all the shows it produces?

Dr. Stanton -was content to stand
on the language of his speech, with-
out amplification, and CBS-TV network
President Louis G. Cowan, stricken
with a blood clot in one leg was
not available for comment. Other
insiders, however, indicated that the
answer would be a definite no.
Rather, they thought that this sort of
control would be sought through agree-
ment with the producers—in specific
contract clauses if necessary—to get
whatever additional say-so is consid-
ered necessary in production matters.

Details Come Later ¢ It was noted
that Dr. Stanton had paid tribute to
independent producers in his speech,
pointing out also that they supply more
than half of the CBS-TV program
schedule. It also was emphasized that
the speech had said that “details of
how this general policy is to be im-
plemented will be revealed step by
step as they are developed”—the im-
plication being that the details had
not yet been decided.

Dr. Stanton’s subsequent and pre-
sumably off-the-cuff observations to in-
terviewers, immediately following the
speech, generated a wider range of
questions. Some of those who en-
dorsed the policies enunciated in the
speech could not go along with what
seemed to be the implications of his
later references to the handling of
Person to Person.

Richard A.R. Pinkham, for example,
expressed “admiration” for Dr. Stan-
ton’s .speech, which he thought “ac-
complished two or three objectives
with one burst of righteous indigna-
tion.” Mr. Pinkham is senior execu-
tive vice president in charge of radio
and television for Ted Bates & Co.,
Colgate-Palmolive Co.,
which had lost Top Dollar and Big
Payoff as a result of the CBS-TV ban
on big quizzes.

But Mr.. Pinkham thought some of

COMR. LEE ASKS PROGRAM ‘LABEL’ LAW—PAGE 46
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COMPETITORS, YES...

JOHN W. DOUGLAS J
Assistant General Mgr.

Acme Theater Company

e
ot el Pt ol
5 i
D0

CECIL McGLOHON
Manager
Birmingham Theater Operating Co.

BUT THEY'RE BOTH SOLD

ON WA

“Acme Theater Com-
pany uses WAPI reg-
ularly to promote its
pictures. We find WAPI
is a most effective means
of selling for us.”

PI RADIO

“We used WAPI exclu-
sively on Bing Crosby’s

‘Say One For Me’ along

with several other pic-
tures, and highly recom-
mend WAPI as an out-

standing selling vehicle.”

50,000 Watts"®
BIRMINGHAM, ALABAMA

REPRESENTED NATIONALLY BY HENRY i. CHRISTAL CO,, INC.

*5,000 Nights
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the post-speech quotations were un-
realistic in seeming to rule out *arti-
fice” along with “deceit.” Artifice,
he and several other agency authori-
ties maintained, is a necessary part of
show business, whether in television,
on Broadway or in motion pictures.

NBC'’s position, Mr. Pinkham felt,
has merit. He thought NBC’s point
well taken when it asked: “Can hon-
esty be equated with the size of a
prize?” He also sided with NBC in
failing to understand why a network
should completely disavow all shows
in a particular category simply be-
cause the honesty of some of them is
in question.

Don’t Burn the House e Several
who will be affected directly or other-
wise by the CBS decision took the
position that it is commendable for
the networks to clean house; but that
it would be quite another thing if they
burned down the house in the process.

The Person to Person references at-
tributed to Dr. Stanton—that its guests
should be denied advance knowledge
of the questions or else the audience
should be told that the program is re-
hearsed—produced a variety of reac-
tions, most of them unfavorable. How,
the gist of them reasoned, could P-to-P
expect to get guests who are not ex-
perienced in public appearances to go
on the program without giving them
some reassurance in the form of a
briefing about subjects to be discussed
—or, if it got them, what sort of
performance might it expect from un-
briefed and nervous tv novices? And
does it make any difference to the
audience whether P-to-P “interviews”
are rehearsed or not?

On the other hand, nobody chal-
lenged Dr. Stanton’s position that in
a serious interview program like UN
in Action, the audience should be told
if interviewees required questions in
advance.

Without going into such details,
President Ted Bergmann of Parkson
Adv., agency for Pharmaceuticals Inc.,
one of the sponsors of P-to-P, would
say only that neither he nor the client
had received official word on any such
change of policy. But he said they
were “‘studying the possible effects” of
such changes if they should be or-
dained.

Robert L. Foreman, executive vice
president for creative services at BBDO,
construed the CBS position to 'mean
that it intends to “live up to its re-
sponsibility.” Through their contracts,
networks already have a voice in pro-
gramming, he asserted, but now ap-
parently intend to take a new look.

Framer “Flabbergasted” ¢ Independ-
ent producers for the most part were
reticent about discussing the network
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Dominating the 4-State Corner of the Southwest

This season, 106 national advertisers have placed 218 net-
work orders on KCMC-TV totaling 55 sponsored network
hours per week—strong proof of ADVERTISER ACCEPTANCE.

KCMC-TV s ordered for 90%
of the (BS night time schedule
PLUS 15 Top Rated ABC Shows—

Building even Greater

IDIENCE

‘:%he 4-state corner of the Southwest with

JPusHmMATAHA

{ARKANA, Texas-Arkansas

Maximum Power Channel 6 WALTER M. WINDSOR, General Manager

Represented Nationally by Venard, Rintoul & McConnell, Inc.
Clyde Melville Co.—~Southwest James S. Ayers Co.—Sovutheast
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Scheduled

on Dominant

KCMC-TV

American Home
Products—11 shows

Lever Brothers—
12 shows

General Foods—
6 shows

Procter & Gamble—
@ shows

Colgate-Palmolive—
6 shows

General Mills—
7 shows

R. J. Reynolds—
5 shows

Sterling Drug—
5 shows

SPOT

' ADVERTISERS

Choice adjacencies -:ore “stiil
available within this terrific
network lineup . . . also RE-
WARDING participating min-

- utes in top local shows and

the popular MGM PLAY-
HOUSE. Call your Venard
man now for complete in-
formation. :

{rotw oNTGOMERYY

MCCURTAIN |

HTA )

ARKANSAS 2

MILL!RW

* YETTE fCOLUMBIAL.
_TEXARKANA |
CASS 98 94 75

| AL
860 WEB- |CLAIBORNE
] S5 sTem | %
MARION g, | - P

{
HARRISON LOUISIANA

15

29-County ‘Nielsen Coverage
County figures f'.indiccte,::pefce,n! 4
of television homes which view
KCMC-TV once orimore WEEKLY, *




moves for publication. Not so in the
case of Walt Framer, whose Big Pay-
off was one of the shows bounced.
The president of Walt Framer Produc-
tions said he was ‘“flabbergasted.”

“Why,” he wanted to know, “should
the honest be hurt along with the dis-
honest?”’

Mr. Framer said he was negotiat-
ing with both ABC and NBC to re-
turn Payoff to the air. “Giveaway
shows will continue as long as people
want something for nothing,” he said.
“As long as there are advertisers who
also feel that the public wants this
type of programming, giveaways will
flourish. It seems that nobody likes
giveaway shows but the public.”

Colgate-Palmolive had little to say
about the ban, except that it had chosen
to replace Top Dollar and Payoff im-
mediately even though CBS had indi-
cated it was willing to carry them
until the contracts expired. Effective
last Monday (Oct. 19), Top Dollar
(Mon.-Fri., 11:30-12 noon) was re-
placed by reruns of Deceméber Bride,
and Payoff (Mon.-Fri., 3-3:30 p.m.)
by The Millionaire reruns. On Dollar
Colgate was represented by Bates; on
Payoff by Lennen & Newell.

Third program dropped was Name
That Tune (Mon., 7:30-8 p.m.), spon-
sored by Whitehall Pharmacal through
Sullivan, Stauffer, Colwell & Bayles.
Starting tonight (Oct. 26) it was ex-
pected to be replaced, at least tem-
porarily, by Masquerade Party.

More More Cue Cards? ® Some
observers wondered whether CBS’ new
policy couldn’t be carried to ridiculous
lengths. If CBS seriously means that
what it presents is “exactly what it
purports to be,” these skeptics rea-
soned, then won’t it have to deny
speakers, for instance, the assistance

a.;e..e
Jacob Burck, Chicago Sun-Times

TALK ABOUT WATER POLLUTION
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Warns of scandals

The present tv quiz scandals
have involved program produc-
ers and directors rather than ad-
vertising so far, but “the adver-
tising industry is so closely re-
lated that it no doubt will share
some of the opprobrium,” AAAA
President Frederic R. Gamble
said in his “state of the indus-
try” report at closed sessions op-
ening the three-day western re-
gion AAAA meeting.

Using the tv expose to point
up the need for “ever higher
standards of morality in adver-
tising,” Mr. Gamble called on ad- -
vertising people to see that the
customer not only gets honest
products for his money but is
honestly persuaded to buy them.

“Advertising has become so im-
portant in our economy, so vital
to sustaining the distribution
which makes our enormous pro-
duction possible, which in turn
enables us to remain free, that
it must forsake old ways which
partake more of the midway
barker and the itinerant seller of
nostrums,” he declared.

of cue-cards and TelePrompTers?
While waiting for answers to all the
questions raised by the week’s devel-

opments, observers noted that Dr. Stan-:

ton had said CBS, in discharging its
responsibilities, “will undoubtedly be
challenged in many ways from many
quarters.” This, they concluded, could
be the most unchallenged point of all.

Statements from Networks ® Follow-
ing, in text, are pertinent portions of
Dr. Stanton’s address (made in accept-
ing the first Distinguished Service
Award of the Radio-Television News
Directors Assn.) and of NBC’s state-
ment in response:

Dr. Stanton stated:

“. . . We have indeed failed fully
to meet our duty with regard to quiz
shows—the kind of responsibility which
the American people expect us to dis-
charge. As I see it with benefit of hind-
sight, we should have been more
thoughtful and critical of the whole
idea of exposing to millions of families
games in which contestants can win
large pursés. We really did not face up
to the broader implications—whether
such programs could ever be an appro-
priate form of widespread public enter-
tainment—whether in their very nature
they might contain the seeds of their
own abuse and eventual destruction,
however well-intentioned the original
concept may have been.

“At any rate, the time has come for

us to make certain that we at CBS are
the masters of our own house.

Inherent Dangers ® “We are now
convinced that games whereby contest-
ants can become winners of large sums
of money or lavishly expensive prizes
ought not to be carried on the CBS
Television Network. The dangers in-
herent in such programs, as presently
conceived, have been highlighted for
all to see, and we do not believe that
any system of policing, public or pri-
vate, however carefully devised, can
plug up all the possibilities for hanky-
panky in the production of the pro-
grams.

“I can therefore say that CBS will
no longer permit its network facilities
to be used for such programs. With
due notice to advertisers, programs in
this category now on the CBS-TV net-
work will be eliminated.

“I want to make clear that this single
action will not accomplish our aims.

“We are taking a fresh hard look at
our basic operational theories and prac-
tices as they affect the whole pattern
of what appears on the CBS-TV net-
work.

“We cannot, of course, tell others in-
volved with production of television
programs how to run their business.
But we do propose to be more certain
in the future that it is we and we alone
who decide, not only what is to appear
on the CBS-TV network, but how it is
to appear. We accept the responsibility
for content and quality and for assur-
ance to the American people that what
they see and hear on CBS programs
is exactly what it purports to be .

“Details of how this general policy
is to be implemented will be revealed
step by step as they are developed.”

NBC statement:

“The American public has been seri-

Bill Mauldin, St. Louis Post-Dispatch

‘THEY DON’T JUST WANT THE ANSWERS
—THEY WANT MONEY, Too!’
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100 travelers with $2,000 each...

All it took was a little traveling music—

on WMAQ. In this ca.ée, litera,lly before
Chicago’s Olson Travel

breakfast.
Organization offered overseas tours at
$2,000 per ticket on its 40-minute pro-
gram of semi- cla.ssxca.l musm featurlng
Norman Ross, Sa.turda.ys 7:15to0 7: 55 a.m.

?:"' i

:In four short weeks, Olson sold out com-
pletely—100 tickets for a gross sale of

$200,000. And one year in advance!

This is Just one more example of how
WMAQ reaches the quality buying mar-
ket in the Midwest. It's every bit as easy
for you to find the buyers you’re looking
for anytime, morning, noon or night, on...

W M q Q NBC Owned 670 in Chicago + Sold by NBC Spot Sales



ously misled and deceived through the
rigging of certain quiz shows. The net-
works, NBC included, must accept their
share of responsibility for this breach
of public faith.

All Are Not Tainted ® “However,
NBC does not accept the premise that
all programs offering substantial prizes
—whether quiz, panel, audience-partic-
ipation or contest shows—are inherent-
ly dishonest. These program forms vir-
tually parallel the life of broadcasting
radio as well as television. Millions of
Americans like and want them.

“It is not clear to NBC at this time
how far the CBS action is intended to
go. If it involves dropping only one or
two daytime quiz shows, we do not con-
sider it particularly significant. If it is
given blanket application to such pop-
ular nighttime quiz and contest favorites

as I've Got a Secret and What's My
Line?, then we think millions of Amer-
icans will be the losers by it, If it ex-
empts shows that offer $1,000 in prizes
(To Tell the Truth) and bans shows that
offer $2,500 (Top Dollar), then we con-
sider it confusing. Can honesty be
equated with the size of a prize?

“We do not believe that amputation
of one of the oldest and best-liked pro-
gram forms is the answer to television’s
current difficulties.

“NBC’s answer to this serious and
perplexing problem is to accept the
challenge of devising and implementing
every conceivable safeguard that our re-
sources and our abilities can fashion.
We think that is the primary task facing
the networks—rather than abdication of
their function of continuing to offer a
full range of those program types pre-
ferred by the viewing audience.”

LEE ASKS PROGRAM ‘LABEL’' LAW

Disagrees with Doerfer, seeks new legislation

There is ample precedent in current
law and past court decisions enabling
the FCC to deal with fraudlent tv pro-
gramming, several members of the Com-
mission reiterated last week in com-
mentinig on the tv quiz show revelations
by the House Subcommittee on Legis-
lative Oversight. -

On the question of whether addi-
tional legislation is needed, there was a
pronounced split between FCC Chair-
man John C. Doerfer and Comr. Robert
E. Lee. In a letter to Rep. Oren Harris
(D-Ark.), chairman of the Oversight
Subcommittee, Comr. Lee proposed
legislation requiring an announcement
stipulating that a program is what it is
represented to be.

Comr. Doerfer, in a copyrighted in-
terview with U.S. News & World Re-

port, said that no new laws are war-

ranted “until we know precisely where
we're going—until we know definitely
what evils there are.” _

Comr. Lee said he agreed with Comr.
Doerfer’s testimony before the subcom-
mittee as to the difficulty of the FCC
acting under existing law, “but this is
not to say that we should not explore
some reasonable amendment that would
set up adequate restraints within the
confines of free speech.”

He said honesty and fair dealing in
programming can be promoted through
publicity. *“As I visualize it, the Con-
gress could enact legislation setting
forth the congressional purpose of re-
quiring that a broadcast licensee must
make an announcement at the com-
mencement of a program as to the
content of the program,” Comr. Lee
said.

Network Regulation ¢ “I realize that

46 (LEAD STORY)

a procedure such as this will require a
greater amount of supervision over pro-
gramming by the broadcast licensees
and the networks but, in my view, this
is as it should be. Such supervision
would; I am certain, go a long way to-
ward the avoidance of another quiz
show scandal or some other equally
reprehensible scheme on the part of
those who have no federal license that
can be placed in jeopardy by their con-
duct.”

Comr. Lee pointed out that such
legislation would lead to many problems
and that it might well be necessary to
enact additional legislation placing the
networks under direct FCC regulation.

Chairman Doerfer, who told the sub-
committee the FCC has no jurisdiction

b
FCC CoMR. LEE

over the tv quiz situation (BROADCAST-
ING, Oct. 19) said last week it wasn’t nec-
essary and perhaps dangerous for the
government to tighten its regulation of
broadcasting. “With just a little pa-
tience, over a period of time many of
the undesirable practices will disap-
pear.” He said the industry might well
consider appointing a “czar” to keep
its house in order.

The three other commissioners in
Washington last week, Robert T. Bart-
ley, Frederick W. Ford and John S.
Cross, all said that they had made no
statement to the subcommittee and did
not plan to do so unless asked. As to
their positions on programming control,
Comrs. Bartley and Ford referred to
speeches they previously had made.

Last August, Comr. Ford told the
West Virginia Broadcasters Assn. that
the FCC must consider past and pro-
posed programming of stations in in-
terpreting ‘“public interest” (BROAD-
CASTING, Aug. 31). Comr. Bartley took
essentially the same stand before Cali-
fornia broadcasters three years ago
(BROADCASTING, Aug. 6, 1956). Neither
referred to network programming.

Partial agreement ¢ Comr. Cross said
he agreed with the chairman that the
FCC can take no action before a pro-
gram is broadcast but felt that it can
deal with undesirable situations, such
as the tv quiz shows, after the fact, It
was pointed out that, in addition to
reviewing a station’s programming at
regular renewal time, the FCC could on
its own motion call up a station license
at any time.

Comrs. T.A.M. Craven and Rosel
H. Hyde are attending the International
Telecommunications Conference in
Geneva, Switzerland.

Sen. William Langer (R-N.D.) last
week joined other members of Con-
gress who feel that legislation regulat-

. ing programming may be needed as a

result of public exposure of the tv
quiz rigging. In a letter to NAB Presi-
dent Harold E. Fellows, he urged the
industry to take action to prevent fur-
ther deceitful practices. He noted Mr.
Fellows’ statement two weeks ago
that radijo-tv can clean its own house
{BROADCASTING, Oct. 19) was the same
stand the NAB president had taken on
crime shows in 1955.

“The failure of the NAB to curtail
excessive violence of tv programs and
the apparent inability of our federal
agencies under existing law to curtail
rigged tv shows would indicate that
Congress might act in getting the FCC
more authority over programming tv,”
Sen. Langer said.

The subcommittee renews its tv
quiz hearings next Monday (Nov. 2)
with further testimony on Twenty-One,
$64,000 Question, $64,000 Challenge
and other former quiz programs.
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SILK SARI DRESS BY DCNALD BROOKS OF TOWNLEY

Positive in outlook, discerning about the new and the different, acquiring the best
with a delight that is enchanting...a “metropolitan™ personality.

METROPOLITAN
BROADCASTING  wew vons ciy
CORPORATION

206 East 687 Btreet, New York 21, N. Y.

Washington, D.C.
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DES MOINES TELEVISION

FACTS

The most recent TV audience measurement made in this market
(Nielsen, July, 1959) revealed that KRNT-TV delivered
more television homes than its competitors.

The survey by ARB in January of 1959 showed the same thing.

SPECIFICS:

(from Nielsen, July, 1959 survey, homes viewing)

Paar on KRNT-TV leads against movies by 19.8%!

The KRNT-TV 10:30 PM strip of local and syndicated
half-hours leads against movies by 21.9%!

The KRNT-TV 10:00 to 10:30 PM local news, weather and
sports leads against news - weather - sports by 46.6%!

And here is something to think about. Among local.
advertisers, where THE TILL TELLS THE TALE, KRNT-TV

consistently carries more local advertising than
its competitors combined!

MORE SPECIFICS:

KRNT-TV carried over 80% of all the local business in 1958!
KRNT-TV carried over 79% of all the local business in 1957!
KRNT-TV carried over 80% of all the local business in 1956!

So far in 1959, KRNT-TV’s local business is running at about
the same ratio. Yes, when that cash register must ring in order to
stay in business, those who know the stations best

choose KRNT-TV four to one!

DES MOINES TELEVISION

K R N T""TVCHANNE-L 8

A COWLES STATION REPRESENTED BY THE KATZ AGENCY, INC.
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BROADCAST ADVERTISING

HOT AT HOT WEATHER NETWORK TV

Campbell-Ewald’s Adams warns poor summer fare can wreck tv

A flat charge that “networks and sta-
tions are wrecking their own medium
with second-rate, second-run television
fare” during summer months was
leveled last week by the president of
one of broadcast advertising’s top agen-
cy spenders.

Summertime programming defections
were sharply underscored by Thomas
B. Adams, president of Campbell-Ewald
Co., Detroit, in a luncheon address be-
fore the NAB Chicago regional con-
ference Tuesday. His criticisms were
warmly applauded.

“The history of summer television
and of network radio seems to indicate
that there’s no substitute for aggressive,
interesting, vital programming,” Mr.
Adams asserted. “When broadcasting
and advertising people shirk their re-
sponsibility of providing such program-
ming, broadcast media begins to lose
effectiveness.” He emphasized that “we
. must have a product to sell, and that
product is an audience created by solid
programming. We need that audience
52 weeks a year.”

Mr. Adams noted pointedly that
“we’re strong believers and pretty big
spenders in broadcast advertising.”
Campbell-Ewald ranks among the top
20 radio-tv agencies, with over $30
million in broadcast billings, mostly in
television. Among its accounts: General
Motors (Chevrolet, Delco, Delco-
Remy), Firestone Tire & Rubber, Goe-
bel Brewing, etc.

He called for different approaches to
radio programming, while lamenting
-network defections, and for more im-
aginative summertime network tv fare.

How Audiences Vanish © New net-
work discount structures for the sum-
mer season are well and good, Mr.
Adams indicated, but they “won’t show
up on television screens . . . and view-
ers could not care less. A big part of
the problem is what’s appearing on
those screens in those homes where
our good customers live.” Viewers don’t
write letters and seldom express their
dissatisfication with re-runs, he added,
but just stop watching tv in favor of
other cultural interests.

Mr. Adams noted that set ownership
rose 3.5% between 1958 and 1959,
with about 1.5 million new tv homes,
but this year’s summertime viewing
dropped 2.4% and there were 435,000
fewer homes using their receivers. The
decrease in set usage starts in June,
with the biggest dropoff in 8-10 p.m.

BROADCASTING, October 26, 1959

prime time periods, he claimed, adding
that the decrease no longer can be ex-
plained in terms of Daylight Saving
Time program shifts because video tape
remedies that. “It appears,” he com-
mented, “that this powerful advertising
medium, television, gets comparatively
lazy and ineffectual when summer
comes.”

To buttress his argument, Mr. Adams
cited a study conducted by Social Re-
search Inc. for Campbell-Ewald this
past July, claiming it confirms the
“obvious.” Said the study in part:

“It is well known . . . that summer
television as a whole has less public
appeal than at other times of the year.
Our respondents . . . are unanimous
that the summer 1s inferior. In fact,
summer television is largely defined by
the viewers by two terms—repeats and
substitutes. Both terms have a meaning
in common: secondary, not primary.
The shows are either on their second
time around, or they are second-rate.
For many people, therefore, one of
television’s intriguing assets, pleasur-
able novelty, is absent or at least mini-
mally present in the summer, Besides
the novelty factor, viewers' rationality
for watching tv is undermined because
of the difficulty they find in justifying
watching what they feel to be second-
rate programming. Concomitantly,
other ‘pulls’ are markedly increased;
notably the outdoors.”

AGENCYMAN ADAMS

A top radio-tv spender warns NAB

No Hiatus for Commericals ® Mr.
Adams thus raised the question:
“Should we put first-rate commercials
into second-rate shows?”’ He suggested
the impact of commercials “can be seri-
ously reduced” when viewer interest in
the program lags. Campbell-Ewald, he
pointed out, does not reduce summer-
time tv budgets, use “inferior talent”
nor re-run commercials “to a greater
extent than we do in the wintertime.”
He observed, “We must discharge our
responsibility in the preparation of ad-
vertising as effectively in June as in
January.”

Mr. Adams took a typical Tuesday
night this past July in a three-station
market, noting network offerings be-
tween 7:30 and 10 p.m. Out of 112
programs scheduled weekly during the
summer from 7:30 to 11 p.m., he re-
ported, 63 were re-runs—or 56% of
nighttime schedules.

Mr. Adams also cited A. C. Nielsen
data for July 1959, showing 18,735,000
homes watching tv Monday through
Sunday, 8-11 p.m. Acknowledging a
“practically automatic dropoff” in sum-
mertime viewing, he declared that “with
good commercials we could make a
lot of valuable impressions on a lot of
people with an audience like that. I
submit that a network with a top-flight
program can capture a huge hunk of
this audience at any given time during
the summer. With the proper discount
structures, it can be a good media buy.”
He also pointed out that daytime tele-
viewing has increased during summer
months despite other household activi-
ties.

“We Must . . . Decreases” e Camp-
bell-Ewald has recommended to some
clients that they remain on nighttime
tv during the summer, and another
enjoys his biggest sales season during
those months, Mr. Adams reported.
“But if summer tv continues to de-
crease in effectiveness,” he added, “It
can’t do him much good and we must
necessarily decrease the amount of dol-
lars we spend in it.”

Among corollary effects of inferior
summer fare, Mr. Adams theorized that
it may serve to dissipate audience taste
for regular fall programming. Appear-
ance of re-runs might well lessen the
impact of the new series when it returns
for the new season, he suggested.

Perhaps one of the answers to sum-
mertime programming, Mr. Adams
said, might be better programming for
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clients with peak sales periods. He also
felt summer might be the time for
“new concepts and new ideas” in pro-
gramming, with attendant publicity,
along with top quality network program
originations outside major production
centers—such as Chicago, Detroit and
Minneapolis. And maybe, he added,
creative people shouldn’t all take a sum-
mer hiatus at once.

Urging fresh programming ideas, Mr.
Adams cited a special Nielsen summer-
time survey. It reported 15 shows as
continuations of winter series but with
fresh material, with 14 of them main-
taining or improving their winter share
levels in ratings. Nineteen out of 47 re-
runs, he noted, showed improvement
and 22 showed a decline in audience
share. Only one of 15 summer replace-
ment programs showed an improvement
and the others dropped on the average
18%.

Network Radio Weak ¢ Mr. Adams
expressed regret that ‘“‘strong network
programming” in radio “appears to be
getting extinct.” He observed that some
stations have adopted attractive com-
mercial packages but felt “they can only
do a small part of the job of making
radio an attractive buy. There’s still a
need for strong programming, a need
which the networks no longer fill.”

The agency president felt aggressive
local programming may be answer,

citing the case history of WJR Detroit,
which dropped its CBS affiliation in
favor of local programming. He noted
that, according to BROADCASTING’S story
on WIR’s new operation (Oct. 12), the
station’s revenue was 35% higher this
past September than a year ago. He
also cited that new ‘“radio world wide”
program service as another concept that
may prove practical. All things con-
sidered, he speculated, “‘radio may in-
deed recapture audiences and have a
new lease on life.” In fact, said Mr.
Adams, there are indications that sum-
mer tv is driving more people back to
summer radio.

Lincoln back to FC&B

The final vestige of the multi-mil-
lions in Ford Motor’s advertising ap-
propriations was wiped off the book
at Foote, Cone & Belding last week.

Ford waved its farewells by driving
the Lincoln and Lincoln Continental
accounts ($3-4 million per year) out
of the shop. The auto maker first
made contact with FC&B early in 1957
when it selected the agency to handle
advertising for the new Edsel.

New agency for Lincoln:
and Eckhardt.

It's merely a homecoming, since the
account was stabled at K and E four
years ago. The agency now handles
Mercury-Edsel-Lincoln.

Kenyon

QOil, tobacco firms
sponsoring Dodgers

Union Qil Co. of Los Angeles, Cali-
fornia and American Tobacco Co., New
York, will co-sponsor broadcasts of all
games of the World Champion Los An-
geles Dodgers for the next “several
years” under a “long term contract
with options” for the broadcast rights.
The ball club will receive payments “in
the millions of dollars,” Union Qil said.

Details of the broadcasts have not
been completely worked out as yet, but
it is anticipated that the Dodgers Radio
Network, special hookup for the games,
will be extended as far as Phoenix,
which lost its Pacific League team at
the end of the 1959 season, and so be-
comes eligible for broadcasts of major
league games. Tv will be limited to the
Los Angeles area and to out-of-town
games. All games played at San Fran-
cisco will definitely be telecast and per-
haps others. For the past two seasons,
American Tobacco Co. has co-spon-
sored the Dodgers’ games on radio
throughout Southern California and
Nevada, with Pabst Brewing Co.. Los
Angeles. Union Oil is replacing Pabst
with the 1960 season. Both years,
Dodger-Giants games played in San
Francisco have been televised by KTTV
(TV) Los Angeles.

TV PREVIEW

North American moves ‘bridge’ *
Like other forms of recreation, bridge
has invaded television—perhaps on the
premise that nobody has more fun than
kibitzers.

The vehicle: Championship Bridge
With Charles Goren on ABC-TV, Sun-
day, 3:30-4 p. m. CST, sponsored by
North American Van Lines, Fort
Wayne, Ind., through its agency, The
Biddle Co., Bloomington, Ill. The new
series kicked off Oct. 18, with running
commentary by bridge authority Goren
and Alex Dreier, plus a foursome of top-
notch bridge experts, competing for cash
prizes.

The series marks North American’s
first full-fledged venture into tv and was
produced by Walter Schwimmer Inc.,
Chicago-based production firm respon-
sible for Championship Bowling and
All-Star Golf, among other properties,
Both the program and commercials
were filmed by Colmes-Werrenrath Pro-
ductions, Glenview, Ill.

Basis of the new series (with 26 pro-
grams already in the can) is the fact
that an estimated 35 million Americans
play bridge regularly and another 5 mil-
lion read bridge columns. North Amer-
ican {which claims to be the nation’s

leading moving firm and does an esti-
mated $34 million business annually)
feels America’s “young executive class”
follows bridge and are the most likely
audience for its services—viz., long-
distance moving.

Commercials are handled in different
ways: opening and closing billboards
are used on the client’'s major sponsor-
ing weeks identifying them with the
series (the series is only half sold by
ABC-TV thus far). Thirteen “integrated”
commercials serve as an integral part
of the show involving Messrs. Goren
and Dreier (who also appears for North
American on radio).

In addition to integrated spots, four
different partly animated commercials
have been designed for rotation on a
major-minor sponsorship basis. These
touch on a crucial period (“after the
move is over”), explaining why North
American claims to be the “gentle
giant.”

Four cameras are utilized to provide
play-by-play coverage of each hand;
they pick up the hands as played, while
microphones transmit bidding and re-
marks. Sitting in a special booth, Mr.
Goren analyzes each hand and game.
Mr. Dreier offers running commentary
and interviews each player before the
game begins. Each half hour includes

NORTH AMERICAN’S SALESMAN:
CHARLES GOREN

three full hands.

The winning pair win $1,000, the
losers $500. Also given: a bonus of $250
for a small slam, $500 for a grand slam.
The winning two-some stays on the
series until defeated.

Says the Schwimmer organization:
“The players deal out the cards and
play them just as dealt. No hands are
rigged.”
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From Aardvark to Zebra, a WBAL buy is a COMPLETE buy in coverage and power [] pro-
gramming and promotion [J service and sales [J and client satisfaction. Check into the jungle of
facts and figures. You'll see that you ecan buy MORE SALES PER DOLLAR with WBAL-Radio,
because: WBAL is the most powerful, 50,000 watts, clear channel, full time (] WBAL covers a
total population of 2,500,000! WBAL covers a 14,000 square mile area [J WBAL is your BASIC
BUY in BALTIMORE 5 Don’t Stand Still for Spotty Coverage!

WBAL-RADIO 1090, BALTIMORE .52t s it o e 0

EXPECT
UNUSUAL

RESULTS

ON WBAL
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Down thru the centuries, the masks
of comedy and tragedy have been
portrayed in many ways—laughing
and crying their symbolic meanings
of man’s experiences with life.

And now the stage is set for a mid-
twentieth-century version of these
masks . . . the Crosley Broadcasting
version . . . symbolic of the WLW

. Stations’ service to man in lighter

moments and in darker hours—thru
the modern medium of Television
and Radio.

This includes service in entertain-
ment . . . education . . . religion . . .
public interests . . . news and safety
. . . health and medicine . . . civic,
state, and national affairs . . . and in
many more ways.

In its 37 years, the Crosley Broad-
casting Corporation has held as its
first principle that the operation of
a Television or Radio Station must
go far beyond the terms of its fran-
chise—that it must contribute maxi-
mum service to the community in
every possible form.

This is our pride and our privilege
. . . thus only—does the curtain rise.

WLW-D |
Television  §
Dayton 1=

[ wiw-1

the
dynamic
WLW
N Strations

Television
Indianapolis

Television
Atlanto

W
L
W

Rodia.

Crosley Broadcasting Corporation,
a division of Myee

i

! WLW-
{  Television
Columbus |

WLW-T |

Televiston

C(ncnnati 3
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BIGGER AD BUDGETS NEEDED

Larger advertising expenditures mandatory
for national advertiser, says JWT’'s Johnson

Advertising is a powerful force in
overcoming or shortening the “habit
lag” formed when families move up the
ladder in income but not in their stand-
ards of living.

The role of advertising in today’s
economy was discussed by J. Walter
Thompson’s senior economist and vice
president, Arno H. Johnson, in a major
address Oct. 23 at NAB’s fall confer-
ence in Boston (Also see page 74 and
" AT DEADLINE).

Mr. Johnson estimated the national
advertiser next year would need a bud-
get 158% greater than he had in 1951
and 122 % greater than he had this
year to hold his own after taking into
account the increased costs in reaching
households with his message, the in-
crease in the number of households
‘themselves, and such factors as in-
creased competition and purchasing
power potential.

Mr. Johnson said the totali 1959 ad-
vertising “influence” (national and local
advertising included) will be an esti-
mated $11.2 billion. He thought total
advertising in 10 years would have to
be double that figure to support the
$750 billion level of production he
anticipates would be necessary to con-
tinue high production and increases in
standards of living.

The marketing and advertising tar-
get in 1960-61: expansion of consumer
purchases to over $340 billion or 10%
over this year’s level. Mr. Johnson said
this poses a challenge to marketing and
advertising people to influence the con-
sumer to higher levels of consumption.
He felt a rapid change in marketing
and marketing concepts could cope with
the task of selling an additional $165
billion of personal consumption an-
nually to bring the level to over $475
billion by 1970. This would represent
a 52% increase in the 10 years.

Required will be “increased creative-
ness,” changing habits for millions, Mr.
Johnson said. He warned that an arti-
ficial curtailment in consumer demand
next year could renew inflationary pres-
sures. He thought the economy’s sound-
ness, however, should make any slow-
down in consumer demand “temporary
and should not interfere” with the
chance for rapid total growth over the
next 10 years.

Mr. Johnson also predicted that a
projected $750 billion in production by
1970 would provide more than $600
billion in personal income for con-
sumers, or an average of $9,550 per
household compared with the average
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family income today of $7,400, or a
29% rise.

The upgrade in the American way of
life—to spark this standard of living
rise—must come in cultural and educa-
tional activity as well as material, he
said, citing stereo, hi-fi and fm as “in-
creasing manifestations of this trend
today.” The changing process in diet
and food requirements also were out-
lined, as were the anticipated growth in
households, population mobility, trends
to larger families, shift to suburbs and
revolution in distribution.

MEGATOWN IDEA
WBC area study shows
radio-tv best ‘engulfer’

Westinghouse Broadcasting Co. has
devised a socio-economic-marketing
concept called Megatown, which is de-
signed ultimately to persuade adver-
tisers that radio and television sta-
tions are the primary media to reach
the booming populations that are set-
tling in sprawling metropolitan areas
around the dominant central “city.

WBC’s philosophy is embodied in a
sound-slide presentation, titled “Mega-
town,” which will be shown to lead-
ing advertising agencies and to adver-
tisers, starting this week. Above and
beyond that, the company plans to dis-
cuss the presentation with the census
bureau, whose marketing data extends
to “standard metropolitan areas,” which
WB claims, is often a description of
only a small portion of “Megatown.”

Melvin Goldberg, research director
of WBC, defines Megatown as “a giant
community with a marketing definition
which can be stated simply as that
area which is influenced and tied to
a dominant central city.” According
to Mr. Goldberg, there are about 15
Megatowns in the U.S., in which 50
percent of the population is concen-
trated.

Covers the Spread e The heart of
the presentation is that a radio or tv
outlet can, by itself, cover a single,
sprawling Megatown. It cites as an
example that 50 newspapers must be
used by an advertiser to cover the
Pittsburgh Megatown (including parts
of Ohio and West Virginia) while a
single radio or television station can
accomplish this objective.

The presentation outlines the growth
of areas around the city, miles and
miles away from downtown, and notes
that creation of these regional urban

Listeners’ choice

A Clark’s Super 100 gasoline
commercial, placed by Tatham-
Laird, won first prize in the fifth
annual spot radio commercial
awards made by station repre-
sentative John Blair & Co. This
year Blair surveyed listeners in-
stead of advertisers and agencies.
Pulse Inc. polled 1,500 listeners

. in August in five top markets,
New York, Chicago, Los Angeles,
Philadelphia and Detroit.

Other winners according to
rank: Coca-Cola (McCann-Erick-
son), Ford (J. Walter Thompson),
Ballantine Beer (William Esty),
Hoffman Beverages (Grey Adv.),
Pepsi-Cola (Kenyon & Eckhardt),
Eastside Lager (Young & Rubi-
cam, Los Angeles), Piel’'s Beer
(Y&R; New York), L & M Ciga-
rettes (Dancer - Fitzgerald - Sam-
ple) and Hamm’s Beer (Campbell-
Mithun). '

areas (Megatowns) have created such
problems as traffic congestion, crowded
schools, and paucity of other social
services. These problems, the pres-
entation contends, can be met effec-
tively only by ‘“regional action and
what better device for encouraging such
action than regional radio and tv sta-
tions?” ,

The advertiser or manufacturer can
no longer set his sales goals and
budgets in terms of “standard metro-
politan area factors,” which are be-
coming “rapidly outmoded,” the pres-
entation asserts. It claims the budgets
shaped according to the Megatown
concept “would be much closer to
reality.” :

Shampoo, cigarette
tv ad receptivity

Hair shampoo and cigarette adver-
tisers on television find the greatest
receptivity among women between 18
and 34, according to brand compari-
son studies recently released by Tele-
vision Advertising Representatives Inc.,
New York. The reports, which are de-
livered to advertisers and agencies, are
the first in a series of research studies
of various product categories to be
conducted semi-annually by TvAR in
cooperation with The Pulse Inc.

While few cigarette companies have
used daytime tv, points out Robert
Hoffman, director of marketing and re-
search at TvAR, “daytime tv is the
ideal time for selling cigarettes to
women, for it attracts the young house-

BROADCASTING, October 26, 1959
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This part of the country
66 certainly feels the 1m-
pact of WHBF and I am
pleased to be a part of Rock Island

when I hear the many favorable com-

ments given us for your continual B

superiority

i L g

in the
Best wishes for continued

and even greater success.

field.

.
! s
T

i

HERBERT M. LINDSTROM, Priuncipal

Franklin Junior High School

vvvvv

The deeper the roots s ';

=0

Ratings, cost-per-thousand, network afhliation, power, cov-
erage—all of these are important to a time-buying decision.
Equally important, too, is a station’s strength and stature—
its roots in the community . . . for example:

With 34 years of public service to the Quad-City area and
with a wealth of good will accumulated through active staff
and station participation in civic affairs, WHBF makes a

"/’f\ VR
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significant contribution to the progress and welfare of this
important two-state industrial metropolitan area.

The quotation above is only one of many testimonials to
WHBF standing and acceptance in its home town com-
munity. This prestige factor is an important WHBF asset
that accompanies your advertising message into Quad-City
area home-.
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a4 mOSt On October 14

“TELEVISION KITCHEN,”

unusual WRCV-TV’s half-hour cooking
d a show (Wednesdays,
2= y 1:30 pm), celebrated an
e unusual—-possﬂ)ly unique
—event: ten years of
- continuous sponsorship
by the same advertiser!
~ The Philadelphia Electric
Company has found cooking
expert Florence Hanford
and WRCV-TV the perfect
combination for promoting
electrical living. Continuing
viewer interest 1s reflected -

!J"

e Zﬁ** i ‘in the 2,000 completely
: unsolicited recipe requests
received weekly.
“PELEVISION KITCHEN” is just

one of the many types of
programs on WRCV-TV, where
totality of program service is
seen as a major responsibility.
Philadelphia responds to this
philosophy. Witness wRCV-Tvs
recent dramatic gains-in
audience and hillings.

Try wrcv-Tv, with the best
recipe for bigger sales

in Philadelphia.

WRCV-TV

NBC Owned - Channel 3

in Philadelphia

Sold by B¢ Spot Sales




wife who also represents the prime
cigarette market.” In the 18-34 female
group, 60 percent smoke, according to
the survey of 7,527 men and women,
with more smoking filters than non-

filters. Among men, the percentage who
smoke remains just about the same in
all age groups, TvAR found in its
studies in five major markets—Boston,
Baltimore, Cleveland, Pittsburgh and

San Francisco—all TvAR represented
markets. Upcoming surveys will cover
gasoline, coffee, detergents and pack-
aged soaps, ale, and dentifrices, the rep
company said.

SUMMER DAYTIME BILLINGS RISE

August gross increase is 28% over the previous year

Daytime billings on the tv networks

were at a higher level this past summer -

as compared to the July and August
of the year before.

In August, daytime gross charges
both Mon.-Fri. and for weekends were
up 27% or more, with total daytime
increasing 28.2%. The daytime gross
for August was at $14.2 millions and
in July, $16.3 millions (a 47.3% in-
crease for that month).

The summer track record of network
tv daytime gross billing is revealed in
Television Bureau of Advertising’s sup-
plementary report on network time
charges as compiled by Leading Na-
tional Advertisers and Broadcast Ad-
vertiser Reports.

Released also are estimated expendi-
tures by product classification, by top
15 company advertisers and top 15
brand advertisers.

August gross network time purchasers
in general followed closely the pattern
set for July (BROADCASTING, Sept. 28).
It was still too early in the year for the

example, once more leading the pack
of the top 15 brands in network. Seven
different brands of cigarettes were in-
terspersed in this particular listing. Al-
so in the smokes category, Phillies
Cigars climbed to fifth place among
network brand advertisers. The firm
is heavy in sponsorship of sporting
events.

Insofar as total company spending
on network tv in August was con-

cerned, it was the familiar story of
Procter & Gamble domination. P&G’s
expenditure for the month was more
than $3.8 million, well ahead of Lever
Brothers’ $3.1 million and American
Home Products’ $2.2 million.

A rundown of this same list shows
that there were an even dozen blue
chip clients whose network television
billings individually topped the $1 mil-
lion mark in August.

Network Television Gross Time Billings by Day Parts

AUGUST JANUARY-AUGUST

. Percent Percent

1958 1959 Change 1958 1959 Change

Daytime $11,120,0430 $14,253,181 +28.2 $104,452,184 = $132,645,979 +27.0
Mon.-Fri. 9,501,786 12,092,025 +27.3 89,304,915 113,705,635 +27.3
Sat.-Sgn 1,618,254 2,161,156 +335 15,147,269 18,940,344 +25.0
Nighttime 30,389,452 32,489,845 + 7.0 261,247,266 270,400,561 -+ 35
TOTAL $41,509,492 $46,743,026 +12.6 $365,699,450 $403,046,540 -+10.2

LNA-BAR: Gross Time Costs Only

Estimated Expenditures
of
Top 15 Network Brand Advertisers
August 1959

Estimated Expenditures
of
Top 15 Network Company
Advertisers August 1959

. 1. Kent Cigarettes $873,519 1. Procter & Gamble Co. $3,828,802
flow of automotive money 10 network ' pnacin” Tablets 697,907 2. Lever Brothers Co. 3,173,005
that began with new model introduction 3. Dristan 643,659 3 American Home Products Cor 2238 628
: 1 4. Dodge Passenger Cars 564,570 : . orp. &2t
to show up in the billing figures. Thus, ¢ ; g 4. Colgate-Palmolive Co 1,797,274
. . : 5. Viceroy Cigarettes 541,069 : Ty
automotive lagged in the eight-month ¢ ppillies Cigars 535502 5. General Foods Corp. 1,484,874
compilation: automobile gross time g. EideI c 5(1)8,335 f} E-HJ- Re)gmlds Tobacco Co. }‘3%}1-7"2/15;
12 . Camel Cigarettes 504,822 . Gitlette Co. ,304,
purchases were $29.3 million compared ' "¢ "\ Filter Tip Cigarettes 298358 8. P. Lorillard Co. 1283554
to the $35.8 million for the like period 10. Ford Passenger Cars 488,327 9. Liggett & Myers Tobacco Co. 1,143,793
in 1958. Most other product categories, 11. Colgate Regular & Aerosol Dental 10. General Motors Corp. 1,134,900
h h d iderable i Cream 487,246  11. Bristol-Myers Co. 1,124,493
owever, snowed considerable increases. g E".?"{{"“R PassengerB lC(.‘-]trs 22{1),8%2 g General Mills Inc. 1,82%,%9&_3[
Rin e . Gillette Razors ades A . Ford Motor Co. .54
hSm}:) k‘;. J %s ngare(;te %l:mi’ % 12 Winston Cigarettes 457,129  14. Texaco Inc. 894,600
they had in July, continued to display a 15, Salem Cigarettes 449774  15. Sterling Drug Inc. 836,371
summer strength, Kent cigarettes, for |NA-BAR: Gross Time Costs Only LNA-BAR: Gross Time Costs Onty
Estimated Expenditures of Network Tv Advertisers by Product Classification
August Jan.-Aug. Jan.-Aug. August Jan.-Aug. Jan.-Aug.
1959 1959 1958 1959 1959 1958
Agriculture & Farming $ 32,150 $ 1,144,590 3 51,347 Household Furnishing $ 260,344 $ 2,324,634 $ 2,162,684
Apparel, Feotwear & Industrial Materials 1,582,867 13,320,216 11,699,761
Accessories ] 293,737 3,275,739 3,133,063 Insurance 753,269 6,600,546 4,665,955
Au;‘(’:T:sts'g‘:i'esA"é"m°t"’e Je\gelry, Optical Goods & 410 686
Equipment 3,270,703 29,343,826 35,811,579 orr??lgas- ment. Stati , 7,662,929 6,750,874
Beer, Wine 752,304 3,980,557 4,251,311 i w‘?.'P o eaciule/
S . . riting Supplies 361,475 2,572,557 4,616,556
Building Materials, Equip- litical
ment & Fixtures 133,551 1,785,171 1,385,111 Politica ] — o 81,519
Confectionery & Soft Publishing & Media — — 827,833
Drinks 681,905 7,476,990 5,901,662 Radios, Television Sets,
Consumer Services 145,656 2,072,070 1,981,983 Phonographs, Musical
Drugs & Remedies 5,550,399 46,682,972 35,489,702 Instruments & Accessories 34,421 3,082,087 4,708,596
Entertainment & Amuse- Smoking Materials 6,352,061 50,468,726 38,408,891
ment — 260,383 249,989 Soaps,. Cleansers &
Food & Food Products 8,289,412 74,854,065 69,806,396 Polishes 5,218,617 44,684,884 41,205,640
Freight, Industrial & Agricul- Sporting Goods & Toys 91,560 1,467,154 881,552
tural Development — 235,587 — Toiletries & Toilet Goods 7,884,394 68,173,151 66,204,708
Gasoline, Lubricants & Travel Hotels & Resorts — 715,062 1,773,489
Other Fuels 1,192,273 4,643,918 1,605,939 Miscellaneous 698,819 5,401,539 5,598,546
Horticulture — 240,016 944,295 TOTAL $46,743,026 $403,046,540 $365,699,450
Household Equipment & _
Supplies i 2,748,425 20,577,171 15,500,469 LNA-BAR: Gross Time Costs Only
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Fargo is the SPENDINGEST
city in the U.S. A.

And WDAY gets by far the biggest audience
in this 54-county area!

The Consumer Markets pages of “Radio Rates™ PULSE AREA REPORT (54 COUNTIES)
JAN. 19 - FEB. 13, 1959

show that Fargo is the No. 1 city in the U.S.A,,
SHARE OF AUDIENCE — IN-HOME & OUT-OF-HOME

for Retail Sales Per Family!

6 AM-12N. | 12N-6PM. | 6P.M.-Mid.

Also —the Jan. 19-Feb. 13, 1959 Pulse Area
Nl ) WDAY 24 23 24
Survey shows that WDAY is by far the top station STA. B 12 15 16
: : STA. € 9 10 10
among 37 that compete for audience in our 54- y i . - =
county area. STA. E 9 = o
STA. F 3 4 3
All this confirms the wisdom of you advertisers B2l Gihievs o8 - 9

who have been choosing WDAY since 1922/

There just ain’t no station anywhere else in the

U.S. that does so much — for so many — for so WDA I

lictle! Ask PGW'! FARGO, N. D.

NBC * 5000 WATTS
970 KILOCYCLES

% —PETERS, GRIFFIN, WOODWARD, INC,,
Exclusive National Representatives
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‘LAST BASTION OF INDIVIDUALISM’

Daniels at AAAA assails ‘copycats’ effect on tv programs

Television, the Russians and the
problems both present to the American
public and to American advertising
were major topics of discussion at the
22nd annual Western Region Conven-
tion of the American Assn. of Adver-
tising Agencies, held Oct. 19-21 in
Santa Barbara, Calif.

Hailing the advertising agency as
“almost the last bastion of individual-
ism in American business” Draper
Daniels, executive vice president in
charge of creative services, LLeo Burnett
Co., Chicago, commented that “unless
we . . . keep it that way . . . the
survey-making, play-it-safe copycats are
going to do for us what they did to
the movies 10 years ago and what
they’re doing to television programs
now.

“All you bave to do is to turn on
your television set,” Mr. Daniels de-
clared. “You can see almost any type
of wholesome family program you
want as long as it’'s a western. A
year or so back, it was quizzes.
Television programming today seems
obviously to be conceived in commit-
tee by promiscuous copycats.”

Who Says So ¢ “Who says so?,”
retorted Selig J. Seligman, ABC vice
president and general manager of
KABC-TV Los Angeles. Pointing out
that tv “must be judged by the mate-
rial that we place on the screen,
namely, our programming,” he asked,
“Has it realy been so bad. Who says
it has—the public?

“If the public doesn’t like our pro-
gramming, they have chosen a most
peculiar way to tell us about it,” Mr.
Seligman stated.
decided it didn’t like vaudeville, it
stopped going. When it decided it pre-
ferred television to the motion picture,
the motion picture box office dropped
substantially and the weekly attendance
at theatres plummeted downward . . .
The people like our programming enough
to spend 5% hours each day, 365 days
a year, watching television with an
average of more than two viewers every
two minutes the set is in operation.”

Mr. Daniels also had spoken a week
earlier at the meeting of the AAAA
central region in Chicago at which
time he frankly criticized the neglect
of creative people that allowed “fast
buck boys” to lower quality of radio-tv
commercials.

The continuing conflict between the
American way of life of competitive
free enterprise and the Rusian way of
noncompetitive state-controlled produc-
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“When the public.

tion and distribution will be resolved
in our favor only if we use all of the
advertising know-how that has so suc-
cessfully sold American business’s
products and services in the task of
selling American ideals, several speak-
ers told the three-day meeting.

First, we must sell them at home,
Robert R. Gros, vice president in

charge of advertising of Pacific Gas
& Electric Co., San Francisco, declared.

BURNETT’S DANIELS

Points finger at failings

“It is time for a resurgence of
the incentive system and a reduction
of the preventive system . . . . Let’s dust
off the old ideals and the venerabie
values that breathed life into our young
nation, that nurtured the abundance
we share today. Concepts like the dig-
nity of work, the virtue of self-reliance,
the open road of opportunity. Let us
re-sell the incentive system to ourselves.
Let us get the old-time economic religion
for the new-time economic test.”

Next, we must sell them abroad,
especially to the poorly educated masses
of Latin America and the peoples of
Asia and Africa who for the most part
have no formal education at all, Fric
Johnston, president of the Motion Pic-
ture Assn. of America, argued. “If
the Red offensive is an economic
offensive,” he said. “ours must be a
total and masive offensive for freedom

—not just in the economic sphere, but
in all aspects of human endeavor—in
the social, cultural, educational and
spiritual areas as well.”

Sell to Russians e Finally, we must
sell our ideals to the Russians them-
selves and to the other people behind
the Iron Curtain, John Bowles, presi-
dent, Rexall Div., Rexall Drug &
Chemical Co., Los Angeles, declared.
Reporting on a recent trip to Poland,
be stated that he returned home “with
a mission—to spread this gospel of
freedom among other American busi-
nessmen who are in a position to do
something about it. . . . If each one of
us here [agencymen, advertisers, media
representatives] would resolve to do one
thing to help spread the knowledge of
our free enterprise system to those
people on the other side of the Curtain,
we will have progressed another step
along the road to tearing that curtain
down forever.”

Advertisers who consider themselves
to be clients of their agencies are
generally easier and more profitable
for agencies than advertisers who look
on themselves as agency customers,
Norman Fields, CPA, stated. A client.
he noted, is apt to select an agency
as he does professional legal, engineer-
ing and accounting services, with
quality his major aim, rather than
price. The customer, on the other hand,
looks at his agency as a supplier of
services and his aim is to get more and
more service without extra charges.
He urged a realistic appraisal of the
services provided for each client and
their costs, with records kept on a
simple basis that can be readily under-
stood by the advertiser.

IN CHICAGO
4A there gets some
of Daniels candor too

Shortcomings in radio-tv commercials
received frank criticism at the 22nd
annual meeting of the American Assn.
of Advertising Agencies central region
in Chicago. The speaker: Draper
Daniels, vice president in charge of
Leo Burnett Co.’s creative department
and chairman of the agency’s plans
board.

Mr. Daniels, who also spoke last
week at another 4A session in Santa
Barbara (see above), conceded that
the standards of commercials are “in-
credibly good” and even “considerably
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There may be many ways
to use adhesive bandages...
but there’s only one way

to use the BAND-AID trade-
mark correctly...please say

BAND-AID

TRADEMARK

Adhesive Bandages

Remember—all adhesive bandages are not BAND-
AID Adhesive Bandages! **BAND-AID” is actually
a trademark . . . one of the most widely known in
the world . . . recognized in more than 50 countries.

It means Johnson & Johnson, not the name of
a product...and it refers to a whole family of prod-
ucts made only by Johnson & Johnson.

The “BAND-AID’* trademark is always followed
by the product name, i.e. BAND-AID Plastic Strips,
BAND-AID Plastic Tape, BAND-AID Butterfly
Closures, BAND-AID Patch, Spot, Strip.

We appreciate your mentioning our products
and we hope you will continue to do so. But when
“youdo, won’t you please use thefull namecorrectly?

The most trusted name in surgical dressings
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higher” than those for the programs
themselves.

Still he charged that “opportunists”
and “fast-buck boys” have taken over
the broadcasting industry and propa-
gated “copy cats” because creative
people have neglected the commercial
needs of the industry.

Mr. Daniels spoke during the broad-
cast phase of a creative workshop at
the regional meet in Chicago’s Drake
Hotel Oct. 15-16. Appearing on the
same panel was Kenneth C. T. Snyder,
exécutive vice president and commercial
production director at Needham, Louis
& Brorby, Chicago, who discussed ec-
onomies in commercials.

Too many copywriters haven’t learn-
ed to distinguish in commercials be-
tween technique that will sell and tech-
nique for technique’s sake, Mr. Daniels
asserted. He felt *“there’s no reason
commerciais can’t sell and be fun, too,”
adding that despite this, the industry
will still turn out “dull commercials,”
while tv and sales costs keep on rising.

“The object of a commercial is to get
people to say, not what a clever com-
mercial you have, but what a wonderful
product, he stated. Mr. Daniels also
cited examples of what he described as
poor-selling commercials and discussed
differences between commercial “spiel-
ers and salesmen,” Singing spots and
jingles have their place in the industry,
he acknowledged, providing the sales
message is kept “simple.”

Mr. Snyder pointed out that, with
rising production costs, including labor
and unions, “this makes it a business as
well as creative.” He showed filmed
commercials as examples of economies
that might be affected for sponsors.

Research e Earlier AAAA sessions on
creativity centered around “research in
advertising communications” and the
“account executive as a pivot man” in
agencies. Appearing on the former
panel were David W. Lockwood, vice
president and art director, D’Arcy Adv.
Co., and William L. Spencer, vice pres-
ident and creative director, Gardner
Adv. Co.

Mr. Lockwood noted agencies today
have to be effective in several areas, in-
cluding radio, tv and other media, and
cited the value of properly channeled
information. He suggested “dollars and
cents strategy” be permitted to filter
down to the art level and that art direc-
tors need advertising research informa-
tion, a growing field as a basis for better
products and standing in the business
community.

Mr. Spencer cited the need for closer
relationships between creative and re-
search people. Too often, he claimed,
they are unwilling to work together.

Earl A. Clasen, vice president of Pills-
bury Co., told AAAA representatives his
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company regards the account executive
as the “pivot” man in its agencies.
Among other requisites, an account man
should have the courage of his convic-
tions and be willing to “engage in prob-
lems”.

“What worries the client is that, too
often in the past, agencies have placed
inexperienced men in account and other
key positions,” said Mr. Clasen. “Agen-
cies have much to learn about putting
the right man on the right account.”
The account executive, he added, must
have basic intelligence to approach a
problem and, over and above being an
administrator, should be a “business-
man” and be a leader in his agency as
a “pivot” man.

Approximately 400 agency represen-
tatives attended the central region’s an-
nual meeting, which was devoted Oct.
15 to closed management sessions and
opened to all agency member per-
sonnel on Oct. 16. Among highlights
of the conference were talks by Fred-
eric R. Gamble, AAAA president, and
Robert M. Ganger, board chairman of
AAAA and D’Arcy Adv. Co. (BROAD-
CASTING, Oct. 19).

Canvas ¢ Agency relations were can-
vassed, after Mr. Ganger’s Oct. 16
morning talk, by Otto Kleppner, partner
in The Kleppner Co. and chairman of
the AAAA board’s special public rela-
tions committee, and Ernest A. Jones,
president of MacManus, John & Adams,
and chairman of the AAAA board’s
advertiser relations group. Alexander H.
Gunn III, vice president of J. Walter
Thompson Co., presided over the session
as director-chairman of the AAAA Cen-
tral Region. Mr. Kleppner discussed the
work of various AAAA committees.

Discussing the reasons for client
agency switches, Mr. Jones expressed

belief that “the dimension of risk in
[their] relations would soon be reduced
to its normal proportions if we all spent
half as much time and thought in keep-
ing the client happy as we did in coaxing
him into the shop in the first place.” He
suggested agencies show always the
same creativity, leadership and dedica-
tion as when they pitched for the ac-
count.

- He added: “We accept the roses of
today’s expanded advertising functions
with profitable pleasure. 1 think we
should accept the fact that the thorns are
bigger, too.” Additionally, he pointed
out, “the advertiser is in the driver’s
seat today and driving hard . . . just as
they, in turn, are being driven hard by
their competition, the public, the tax
collector.”

More cigarette ads,
spokesman predicts

There’ll be more cigarette advertis-
ing in the future as “the struggle to
dominate the (cigarette) market” con-
tinues,

This prediction comes from a leading
spokesman for the tobacco industry.
And, said Lewis Gruber, chairman of
the board and chief executive officer of
P. Lorillard Co., New York (agency is
Lennen & Newell, New York), in ap-
pearing last week before the Boston
Conference on Distribution:

Advertising will be “coupled with
greater use of product claims and infer-
ences of product differences.”

In looking to the future of his indus-
try, Mr. Gruber said the “pattern” in-
dicates ‘“heavier and more extensive
advertising via print, tv, radio, bill-
boards, point of sale, promotions . . .”

New tv face ® If history re-
peats itself, this is destined to be-
come a familiar close-up on tv.
Lestare, newest member of the
Adell product family, is launched
on the market-by-market introduc-
tion pattern used by Lestoil
Starting from Adell’s Holyoke,
Mass., home base, Lestare has
moved into several eastern mar-
kets, using daytime tv minutes to
_ promote the fact. The campaign
broke on all seven metropolitan
New York stations last week,
placed by Jackson Assoc., Hol-
yoke. One significant difference
in the Lestare introduction from
Lestoil’s: some use 1s being made
of print media. Lestoil was third
biggest spot spender in U.S. tv
last year with $12.3 million.




INTRODUCING THE NEW WIL BROADCAST HOUSE!

)

THE FINEST IN THE WORLD!

in Tempo with the Times

Never before in the history of radio has St. Louis enjoyed the full richness of radio entertainment now presented
by WIL in their magnificent new Broadcast House.

No effort has been spared to make WIL in St. Louis the nation’s finest broadcasting facility. Every modern
development in electronic communications, including the nation’s largest installation of A.T.C. (Automatic
Tape Control), has been provided for that extra measure of listening pleasure that St. Louis has come to expect
from the station they call their own. Perhaps that's why Radio WIL is First in every nationally recognized
audience survey in the country—Pulse, Hooper, Nielsen, & Trendex.

WIL is proud of its outstanding new home. Here are facilities that reflect not only the success of WIL but the
vital, progressive, generous spirit of St. Louis and all its people, as well.

But, of course, our greatest pride—our biggest pleasure—lies in the ability of WIL to bring to YOU the ultimate
in radio listening pleasure and service.

The welcome mat is always out at WIL Broadcast House . . . YOUR Radio Station in St. Louis!
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1l K a Lo THE BALABAN STATIONS
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N B i & Dallas in Tempo with the Times
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: = 8 fmm ey Y E Milwaukee John F. Box, Jr., Managing Director

SOLD NATIONALLY BY ROBERT E. EASTMAN
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ANOTHER WAY RC
SERVES INDUSTR
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TT-50AH, 50-Kw Transmitter

¢ :;'T-SQA_H. S0-Kiw i3 ,

/s VHE Power }\!:mlii.iet I Ty
Since 1929, RCA has designed and manufactured
broadcast transmitters. Today, RCA offers this
30 years’ experience in providing the most com-
plete line of television transmitters ever built.
Included are over 20 different TV transmitters
for VHF or UHF application, at any ERP.

If you invest in an RCA television transmitter
now, it will assure savings in maintenance and
eperating costs throughout its lifetime. Even after .
years of reliable operation it will still have high v;:;i‘f;f:;‘:e
resale value. Since all RCA TV transmitters are D
now designed for color as well as monochrome, ,
they are ready for color when you are. And most of them have provision for remote control,
in anticipation of future requirements. Consider these additional advantages:

1. RCA Transmitters are generally less expensive to operate. This is true because in almost
every power class RCA Transmitters use less power and have lower tube costs.

2. All are designed for color as well as monochrome.

3. All use standard tubes—easily obtainable, economical and dependable.

4. All offer excellent accessibility, reasonable installation costs; all operating controls are
accessible from front panel.

5. Most use new aural and visual TV exciter to minimize intercarrier subcarrier beat during
color transmission.

6. Many have huilt-in provisions for proposed remote control of TV transmitters.
7. In most cases, lower power units can serve as efficient drivers when you go to higher power.

8. RCA Transmitters almost always have better resale value.
For complete information about these quality transmitters, call your nearest RCA Rep-
resentative. He will be glad to give you the benefit of his (and RCA’s) equipment knowledge.

There’s no obligation. For further particulars, write io RCA, Dept. ZD-22, Building 15-1,
Camden, N. J. In Canada: RCA VICTOR Company Limited, Monireal.

) RADIO CORPORATION of AMERICA

@ BROADCAST AND TELEVISION EQUIPMENT
Tmkis) & CAMDEN, N. J.




More than nine out of 10 “blue
collar” men listen to radio during
an average week, Radio Advertising
Bureau, New York, disclosed last
week in a report titled “—Blue Col-
lar Men & Radio.” The study, con-
ducted for RAB by The Pulse Inc.
among skilled and semi-skilled work-
ers in six geographical areas of the
U.S., revealed that more than half
of the men questioned say they listen
to radio during weekday morning
hours. Some 38% of the men were
reported to listen to radio during
afternoon and evening hours. RAB
points out that this work force is
estimated at 20 million men whose
earnings today are at an all-time high

The Distaff Side ® Radio’s pull on
male workers was not to be outdis-
tanced by another large working
force— an estimated 11.5 million
women who are both homemakers
and business employes. Among the

‘Blue collar’ & housewife loyalty to radio

findings in a RAB-Pulse report titled
“Working Housewives & Radio™:

¢ Over nine out of 10 working
housewives listen to radio in a week’s
time, a slight increase over a similar
RAB report issued in 1955.

¢ Working housewives today av-
erage more than two hours per day
with radio. It was less than two hours
in 1955, RAB said.

Morning hours in the kitchen are
the preferred time and location for
the working housewives, the report
showed.

RAB last week also announced the
start of 2 new nationwide survey of
the $2 million dry cleaning and dye-
ing industry. RAB member stations
have been sent questionnaires to out-
line, in detail, the strategy and tech-
niques behind successful radio cam-
paigns currently being conducted by
some of the nation’s 33,000 cleaners
and dyers.

¢ Business briefly

Time sales

Taking shine to tv ® Speed Shine, new
spray-on shoe polish of Universal
Spray Can Corp., N.Y., is expanding
its eastern tv exposure from three
markets to six by Nov. 16, and pick-
ing up the south and west shortly
after. The goal is L.A. by Jan. 1.
Speed Shine expects to spend about
$250,000 a quarter, nearly all in spot
tv, through its agency, Rothstein, Sim-
mons, Pascoe & Davis, N.Y.

Yankee trend ® Purex Corp., South
Gate, Calif., is using news-weather-
casts on 32 Yankee Network sta-
tions to introduce plastic containers
for its Trend (liquid detergent) start-
ing Monday (Nov. 2). Nine news
and four weathercasts a day will give
Trend 1,280 spots a week. Agency:
Foote, Cone & Belding, L.A.

Singer returns ® Guardian Maintenance
Div. of General Motors Corp., Detroit,
has signed sponsorship of the new Eydie
Gorme Show starting Nov. 2 on ABC
Radio (Mon.-Wed.-Fri. 6:50-6:55 p.m.
EST). Miss Gorme had similar program
on ABC from April 6 to Oct. 2. Agency:
D.P. Brother & Co. Detroit.

Decoration kit ¢ Osborne-Kemper-
Thomas Inc., Cincinnati, via Foote Cone
& Belding, Chicagco, starts a spot tv
drive Dec. 7 for its “Holiday Sprinkles”
home decoration kit of Christmas orna-
ments. Two-week campaign is set for 45
markets with 20 one-minute spots per

66 (BROADCAST ADVERTISING)

week in top 10 markets and 12 per week
in the next 35.

Chicken crowing ® The kitchens of
Sara Lee (baked goods), Chicago,
starts five-week saturation spot tv cam-
paign on all local New York stations
Oct. 27 to introduce its new frozen
prepared main chicken course to that
market. Schedule calls for over 100
announcements on seven outlets. Agen-
cy: Cunningham & Walsh, Chicago.

Out of the vat ¢ C. Schmidt & Sons,
Phila. (Schmidt’s beer), through Ted
Bates & Co., New York is preparing
for its “most ambitious campaign in
its 99-year history,” it’s reported. An-
nual sales goal has been raised to two
million barrels by end of 1960—a 43
percent increase over 1958. Starting
date of planned spot tv drive in all
major markets has not been announced,
but after saturation level has been
reached in each, the campaign will be

continued via Sunday newspaper sup-
plements.

Ryder Cup play ® Chrysler Corp., De-
troit, for its new Valiant economy car,
will sponsor NBC-TV telecast of an-
nual Ryder Cup golf competition be-
tween professional golfers of the U.S.
and Great Britain. Coverage will in-
clude the final holes on last day of
play, Nov. 7 (6:30-7:30 p.m. EST)
from Fldorado Country Club, Palm
Desert, Calif. Telecast will be first for
Ryder Cup play and the first Valiant-
sponsored program. Agency: BBDO.

Tv makeup ¢ Coty Inc., N.Y,, in its
first network tv advertising buy, joins
ABC-TV daytime program schedule.
Cosmetic firm will sponsor portions of
American Bandstand, The Gale Storm
Show, Beat the Clock and Who Do You
Trust? Move from key market spot tv
program to network tv coincides with
expansion of Coty’s national distribu-
tion, it was reported. Agency: BBDO.

Going steady ® Kemper Insurance Co.,
Chicago, formerly alternate-week spon-
sor of T'ime: Present—Chet Huntley Re-
porting on NBC-TV (Sun. 5:30-6 p.m.
EST), as of Oct. 11 is sponsoring pro-
gram in full for 26 weeks. Agency:
John W. Shaw Adv. Inc., Chicago.

Agency appointments

e Boyle-Midway Div. of American
Home Products Corp. appoints Tat-
ham-Laird, Chicago, to handle adver-
tising of Easy-Off oven cleaner, Easy-
Off window spray and Griffin shoe
polish effective Dec. 1. Estimated
billings: over $2 million. Media plans
will be announced later.

e Nationwide Insurance Cos., Colum-
bus, Ohio, will continue its association
with Ben Sackheim Inc., N.Y. Account,
is worth about $2 million in annual bill-
ing. The Hidden Revolution on CBS
Radio ($100,000) and some co-op tv
are the broadcast expenditures. Account
is expected to break with spot tv cam-
paign next year. Sackheim has handled
the account since 1950, and was in dan-
ger of losing it when the insurance firm
began soliciting bids from some 20 or
more agencies. Sackheim was final
agency heard about two weeks ago.

ARBITRON'S DAILY CHOICES

Listed below are the highest-ranking television network shows for each
day of the week Oct. 14-20 as rated by the multi-city Arbitron instant
ratings of American Research Bureau.

Program and Time Network Rating
Wed., Oct. 14 Perry Como (9 p.m.} NBC-TV 255
Thur., Oct. 15 Playhouse 90 (9:30 p.m.) CBS-TV 18.8
Fri,  Oct. 16 77 Sunset Strip (9 p.m.) ABC-TV 24.2
Sat., Oct. 17 Gunsmoke (10 p.m.) CBS-TV 22.8
Sun., Oct. 18 Ed Sullivan (8 p.m.) CBS-TV 23.7
Mon., Oct. 19 Frank Sinatra {9:30 p.m.) ABC-TV 27.5
Tue., Oct. 20 Startime (9:30 p.m.) NBC-TV 28.6

Copyright 1959 American Research Bureav
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The WeeReBel discusses **sales campaign ribbons'’ with Bert Mulligan, Broadcast Supervisor,
Compton Adverlising, New YorA.

Have you heard what the WeeR=BzL
said to lompton RAdvertising?

“Were rich in Columbus?’

Average family income in the metropolitan trading area of Columbus, Georgia, is
higher than that of New York, Chicago or Detroit. In fact, only 24 other cities in
the U. S. beat it!

Over 85% of these better-than-average families own TV sets and WRBL-TYV is
the only YHF in the market. WRBL Radio is Columbus’ CBS Affiliate with imagi-
native adult programming . . . high fidelity sound, plus stereo! Call HOLLINGBERY
and let WeeReBeL in Columbus start building business for you. 3

WRBIL

TV-CHANNEL 4 - RADIO-5000 WATTS

(OLUMBUS, GR.®

Represented by George P. Hollingbery Co.
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THE MEDIA

JOCK WHITNEY NOW COMMUNICATOR

Financier reorganizes station holdings to take firmer control

A new $50 million organization last
week entered the broadcasting and pub-
lishing field.

It is headed and principally owned
by John Hay (Jock) Whitney, now
U.S. Ambassador to Great Britain. For
some time Mr. Whitney has held sub-
stantial interests in the five Corinthian
Stations and the four VIP Radio Inc.
stations, but his role has been that of
investor rather than active executive.
Last week it was announced that in the
future he would devote his primary at-
tentions to the communications field.

Announced last Wednesday was the
establishment of Whitney Communica-
tions Corp. as the personal holding
company of Mr. Whitney., Whitney
Communications Corp. will own all of
Mr. Whitney’s holdings in Corinthian
Stations, his 50% ownership of VIP
Radio Inc., and his controlling interest
in the New York Herald Tribune,
Parade Magazine, and Interior Design
Magazine.

The transaction brings under one roof
all of Mr. Whitney’s broadcast and pub-
lishing interests.

Corinthian stations—in Tulsa, In-
dianapolis, Fort Wayne, Houston,

Sacramento—were principally owned
by J. H. Whitney & Co. Mr. Whitney is
a principal owner (48.5% ) of this in-
vestment company.

In transferring these interests to
Whitney Communications Corp., Mr.
Whitney’s capital account in the in-
vestment firm will be reduced by this
amount, it was explained.

Whitney Associates e Joining Mr.
Whitney in Whitney Communications

Corp. are these J. H. Whitney & Co. as-

sociates: Walter N. Thayer, managing
partner of J. H. Whitney & Co., who
will become president of Whitney Com-
munications; Samuel C. Park, who will
become chairman of the finance com-
mittee; Robert F. Bryan, who is also
Corinthian secretary-treasurer, as finan-
cial vice president; C. Wrede Peters-
meyer, who will continue as Corinthian
president.

All four are withdrawing from the
J. H. Whitney & Co. firm. Mr. Whitney
remains with the investment firm as
principal partner.

Board of directors of Whitney Com-
munications will include Messrs. Thay-
er, Park and Petersmeyer, and Bernard
Kilgore, president-publisher of the Wall

Street Journal; Robert M. White II,
president-editor of the New York
Herald Tribune; Arthur H. Motley,
president-publisher of Parade, and Mar-
tin Stone, president of VIP Radio Inc.

Mr. Stone is the other 50% owner of
VIP Radio Inc., which owns four sta-
tions in suburban New York City areas.

When Mr. Whitney completes his
current representation in London he will
become chairman of the communica-
tions company as well as chairman and
publisher of the Herald Tribune.

Interest in Broadcasting © Mr. Whit-
ney’s interest in communications was
expressed in the applications filed last
week for FCC approval of the transfers.
Mr. Whitney, they say, “has a deep and
increasing interest in radie and televi-
sion broadcasting and intends in the
future to be principally identified with
the field of communications.”

In the statement issued with the an-
nouncement of the formation of Whit-
ney Communications, Mr. Whitney
said:

“ . . It is my conviction that the
whole communications field is basic to
our modern life, that it has a profound
political, social, cultural and economic

..........

i

MR. WHITNEY

MR. THAYER

The new team *® The broadcast
properties in the new Whitney Com-
munications Corp. will look to these
three bosses: John Hay Whitney,
chairman of the board; Walter N.
Thayer, president; C. Wrede Peters-
meyer, president of the subsidiary
corporations owning the Corinthian
Stations.

Diplomat, sportsman, art collector,
soldier. These are the adjectives
usually associated with the name of
John Hay Whitney. But the descrip-
tion he is most partial to, according

=

MR. PETERSMEYER

to reports, is one which has been
coupled often with his name in re-
cent years: “the millionaire with a
sense of social justice,”

The last comes from the establish-
ment of the John Hay Whitney
Foundation, a $10 million fund
which helps deserving youths of all
backgrounds, nationalities, races and
creeds with scholarships for schools
and colleges.

Descended on both sides from
illustrious forebearers (the Whitneys
go back to colonial Massachusetts),

Mr. Whitney has also shown the acu-
men which built up the family’s
fortunes; in fact he has increased

them. He put $10 million in J. H.
Whitney & Co., an investment firm
in which he is principal partner. It
now is worth double that amount,
it has been reported.

Mr. Whitney’s private investments
began with $20 million; they are
now estimated at $80 million.

Born in 1904, Mr. Whitney was
schooled at Groton, Yale, Oxford.
He captained the American polo
team which captured the interna-
tional cup. Hunting and golf are
today’s hobbies, and his art collec-
tion is internationally famous.

During World War II, he served
in the Air Force as a colonel., He

was captured by the Germans in the
later days of the war, escaped after
18 days imprisonment. He was ap-
pointed by President Eisenhower as
U.S. Ambassador to the Court of
St. James in March 1957.

He comes to public life naturally.
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importance not only in the United
States, but throughout the world.

“I welcome the opportunity to par-
ticipate even more actively in the fu-
ture development of television and
radio broadcasting. It has grown with
astonishing swiftness into one of the
great communications forces of the
world. I am particularly impressed with
both the accomplishments and even
greater promise of the television med-
ium as a popular cultural and informa-
" tional force on the national and world
scene. I find television’s ability to reach
the minds and hearts of vast audiences
an exciting opportunity and challenge.”

Mr. Whitney paid tribute to Wrede
Petersmeyer “who has done so much to
bring Corinthian to its present position
of strength and vigor.”

Acquired First Station ¢ The J.H.
Whitney & Co. interest in television
began in 1952 when it invested in sev-
eral community tv systems. In 1954
it bought KOTV Tulsa for $4 million.
In 1956 it bought.90% of what is now
KHOU-TV Houston for $4.25 million
and WISH-AM-TV Indianapolis and
WANE-AM-TV Fort Wayne for $10
million. In 1958 it bought what is now
KXTV(TV) Sacramento, Calif.. for
$4.5 million.

Early this year, Mr. Whitney, through
his wholly owned Plymouth Rock Pub-
lications Inc., joined with Mr. Stone in
acquiring in rapid succession radio sta-

tions in Mt. Kisco, New Rochelle, Sau-
gerties and Mineola, all New York City
suburban areas. The first two are in
Westchester County, Saugerties is in
Ulster County and Mineola on Long
Island.

WVIP’s 90% interest was bought
in January for approximately $225,000.
In the same month, the Whitney-Stone
group paid over $200,000 for WVOX-
AM-FM. In February, about $90,000
was paid for WGHQ and in April more
than $300,000 was paid for WFYTI.

Mr. Whitney first invested in the
New York Herald Tribune in October
1957. He acquired controlling interest
in August 1958.

In July 1958 Mr. Whitney bought
Parade Publications, which publishes
the Sunday newspaper magazine sup-
plement. He reportedly paid $10 million
for this property.

Mr. Whitney also owns 10% of Great
Northern Paper Co., 50% of Southern
General Insurance Co., Atlanta fire and
casualty firm; more than 50% of Green-
tree Stud Inc., horse breeding and rac-
ing farm; more than 25% of McClain
Assoc., New York public relations firm,

and 100% of Greenwood Seed Co.,
Thomasville, Ga., hybrid corn seed
company.

Actually Whitney Communications
Corp. will not own 100% of the Corin-
thian stations. ‘It will represent Mr.
Whitney’s personal interest in them, as

follows: KOTV, 100% preferred, 86%
common; KHOU-TV, 84.68% ; WISH-
WANE stations, 85.2% and KXTV,
86%.

Mr. Thayer will personally own 4%
in the different Corinthian licensees;
Mr. Petersmeyer, 2% ; Mr. Bryan, 1%;
Mr. Park, 1% ; Benno C. Schmidt, 4%
Nathan R. Owen, 1% and John K.
Schemmer, 1%. Howard D. Brundage
owns 0.8% of the WISH-WANE prop-
erties and 0.66% of KHOU-TV; James
C. Richdale, manager of KHOU-TV
owns 0.66% of that station.

Affiliation Depreciation ® Balance
sheets for all five Corinthian properties
showed deficits, ranging from $132,023

for KOTV to $793,990 for Indiana
Broadcasting Corp. (licensee of WISH-
WANE stations). A footnote indicated
that the losses were due to depreciation
being taken on their network contracts.

If this depreciation were not taken, it
was understood the properties would
show a combined total earned surplus
in the neighborhood of $2 million.

The network contracts valued at $8-9
million are being depreciated over a
two-year period, it is believed. All Co-
rinthian tv stations are CBS.

All the balance sheets are as of Aug.
31, 1959.

KOTV—total assets, $1.9 million, of
which $645,087 were total current as-
sets. Total current liabilities were $438,-

His maternal grandfather, John Hay,
served as President Lincoln’s secre-
tary, was Secretary of State under
Presidents McKinley and Theodore
Roosevelt, and was ambassador to
Britain. His paternal grandfather,
William C. Whitney, served as Sec-
retary of the Navy under President
Cleveland.

Mr. Whitney is married to Betsey
Cushing, the sister of Mrs. William
S. Paley, whose husband is chair-
man of CBS Inc.

Walter Nelson Thayer, president
of Whitney Communications Corp.,
is a lawyer who has been active in
government work. Mr. Thayer was
born in 1910, went to Colgate
and received his law degree from
Yale in 1935. He practiced in New

York City and also served as fed-
eral assistant attorney general there.
He was an attorney with the Lend-
Lease Administration from 1941 to
1942, was a member of the Harri-
man Mission to London, 1942-45,
was general counsel of the Foreign
Economic Administration, 1945. He

resumed his law practice in New
York until 1955 when he became
associated with John H. Whitney &
Co. He was a member and counsel
for Citizens for Eisenhower-Nixon
in 1952, and also served on the New
York State United Republican Fi-
nance Committee in 1953. He is
married, has four children, and lives
in Rye, N.Y.

C. Wrede Petersmeyer, the 40-
year-old president of Corinthian
Broadcasting Corp., the service or-
ganization for the five Corinthian
stations, has been the broadcast spe-
cialist in the J. H. Whitney & Co.
since 1951 when the investment firm
put some capital in several commu-
nity antenna systems. He was born
and educated in California (U. of
California), and at Harvard Busi-
ness School. He was with the man-
agement consultant firm of McKin-
sey & Co. following service in
World War II, and switched to the
Whitney firm in 1947. He is a mem-
ber of the Tv Board of NAB. He

is married, has three children and
lives in Bronxville, N.Y.
The new structure ® Here is how
the new John Hay Whitney broad-
casting-publishing
down:

tions Corp. Under this holding com-

empire  breaks

At the top is Whitney Communica-

pany are the three entities in which
Mr. Whitney has interests:

¢ Corinthian Stations (KOTV
[TV] Tulsa, ch. 6; KHOU-TV Hous-
ton, ch. 11; WISH-AM-TV [ch. 8]
Indianapolis, WANE-AM-TV [ch.
15] Fort Wayne, KXTV[TV] Sacra-

mento, ch. 10). Mr. Whitney holds
a controlling interest in all these sta-
tions.

¢ VIP Radio Inc. (90% of WVIP
Mt. Kisco, WVOX-AM-FM New
Rochelle, WGHQ Saugerties and
WFYI Mineola, all New York). Mr.
Whitney owns 50% of this company;
Martin Stone the other 50%.

¢ Newspapers and periodicals
(New York Herald Tribune, Parade
Magazine, Interior Design).
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...SOUTH BEND,INDIANA'S
DOMINANT STATION

P A 1Y
.

‘WSBT-TV

JOE WEEKS...Man of the .Hour

The South Bend television area gets its early evening news from
WSBT-TV and newscaster, Joe Weeks. As head man of one of
America’s highest rated 6:00 o'clock news shows, Joe Weeks is in-
deed a man of the hour,

A veteran with over 25 years broadcasting experience, he's a nation-
ally-known nefwork announcer, sports writer and author. Joe Weeks'
abundant experience and first hand knowledge of the national and
international news front is backed up by a talented 11 man news
department. Talent, staff and the newest technical equipment make
6 O’Clock News the completely dominant show in this time period.

Full sponsorship or spot participations are still available. Last fali the
6 O’'Clock News' average rating was 23.4! Reach the big 15
county WSBT-TV market with this top-rated show. Penetrate an area
which has Effective Buying Income of $1,613,896,000!

Latest ARB report gives WSBT-TV 47.8% of sets in use, sign on to sign off.
Get free market data book and presentation on Joe Weeks from your Ray-
mer man or this station.

STATIDNS

SOUTH BEND, INDIANA
ASK PAUL H. RAYMER COMPANY

CHANNEL 22
NATIGNAL REPRESENTATIVE
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676; long term debt, $1.1 million, and
deficit $132,023.

KHOU-TV—total assets, $3.2 mil-
lion, with $1.5 million as total current
assets. Total current liabilities was given
as $484,935; long term debt as $2,475,-
000, and deficit, $391,227.

Indiana Broadcasting Corp. (WISH-
WANE)—total assets, $5.3 million, of
which $1.5 million were listed as total
current assets. Total current liabilities,
$378,790; long term debt, $4.2 million,
and deficit, $793,990.

KXTV (TV)—total assets, $5.1 mil-
lion, of which $870,096 was counted as
total current assets. Total current liabil-
ities were listed at $475,344; long term
debt as $4.3 million and deficit as $232,-
171. In the case of KXTV only half the
deficit was attributed to network con-
tract amortization.

METRO BUYS
WIP-AM-FM acquired;
Peoria tv also added

Metropoiitan Broadcasting Co. last
week expanded its radio holdings to
include WIP-AM-FM Philadelphia and
added a third tv station to its holdings
—uhf WTVH (TV) Peoria, Ill.

It spent $4.5 million for the Phila-
delphia station, although payment will
be made in stock—150,000 shares of
Metropolitan stock, plus the assumption
of over $2 million in obligations, ac-
cording to the joint release issued Oct.
22 by John W. Kluge, president and
principal stockholder of Metropolitan,
and Benedict Gimbel, presidént of the
WIP stations.

The 150,000 metropolitan shares are
valued at $2.7 million.

Mr. Gimbel, who with associates
bought WIP from his family’s depart-
ment store ownership a year ago for
$2.5 million, will become a vice presi-
dent of Metropolitan in charge of all
of its radio activities with a ten-year
contract.

Other associates are John Crisconi,
Philadelphia auto dealer, financier and
insurance man; Edward Petry & Co.,
station representation firm; Bob Hope,
John Pew and Ralf Brent.

Mr. Crisconi, who is scheduled to
receive 22,000 of the 150,000 shares of
Metropolitan stock, will be the second
largest stockholder in Metropolitan—
the announcement stated. Mr. Gimbel,
who is scheduled to receive 20,000
shares of the 150,000 will be the third
largest, it was announced.

Mr. Kluge individually controls 14%
of Metropolitan’s 1.75 million shares
outstanding.

WIP was established in 1922 and
operates on 610 kc with 5 kw.

The sale of WIP was handled through
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Sure we got a mind of our own.
And for Eastern Iowa:

® ® ® @ @ ® ®@ @ ©@ @

This fascinating exposition of station assets is brought
to you by WMT-TV, Cedar Rapids—Waterloo, whose
national representatives, The Katz Agency, will be
happy to provide further cranial matter anent WMT-
TV’s dominant coverage of three of Towa's six largest

cities, plus coverage of more than half the tv families
in Iowa.




Howard Stark, station broker.

Metropolitan bought ch. 19 WIVH
for $600,000. The Peoria Star-Journal
station was established in 1953. It is
affiliated with ABC-TV.

The acquisition of WIVH will give
Metropolitan three tv stations; the
others are WNEW-TV New York and
WTTG(TV) Washington, D. C. Both
are ch. 5 and are independents.

Main Metropolitan station is WNEW-
AM-FM-TV New York. Others are
WHK-AM-FM Cleveland and WTITG-
(TV) Washington.

Bennett H. Korn is Metropolitan vice
president in charge of tv operations.

Mr. Kluge and his associates took
over ownership of Metropolitan early
in January of this year by buying Para-
mount Pictures’ 21.75% interest for
$4 million (BROADCASTING, Jan. 5). As-
sociated with the Kluge group is Jones,
Kreeger & Co., Washington brokerage
house, which owns 23.77% of Metro-
politan. Mr. Kluge said in Philadelphia
Thursday that he and Messrs. Criscani
and Gimbel would together own 250,-
000 shares.

Mr. Kluge, a major Washington food
broker, got into radio after World War
IT when he was one of the principals in
the establishment of WGAY Silver
Spring, Md., a Washington suburb. He

has owned stations in Fort Worth, Tex.;
Pittsburgh, Pa.; Cleveland, Ohio. He
has since disposed of these interests. He
still owns WINE-AM-FM Buffalo, N.Y.

His 37% class B holdings in WLOF-
TV Orlando, Fla., has been sold for
$350,000 to Joseph L. Brechner (sce
CHANGING HaNDS, page 76).

Musicians Guild files
suit againstthe AFM

Musicians Guild of America, which
is contesting the right of American
Federation of Musicians to represent
musicians employed in phonograph
recording, last week filed suit against
AFM and a number of record com-
panies, charging discrimination against
MGA. Record defendants are: RCA’s
Victor Record Div., Columbia Record
Div. of CBS, Decca Records, Coral
Records and AM-Par Record Div. of
AB-PT.

Charges allege that while petitions
for representation elections were, pend-
ing before NLRB, these employers
signed collective bargaining agree-
ments with AFM, giving wage increases
to recording musicians in all parts of
the country except Los Angeles. In
Los Angeles, MGA states, the wage
raise for recording musicians will be

What is o station’s market? ® The area or “‘total” marketing concept is
what advertisers and their agencies ought to consider when appropriating
budgets—this rather than by “city marketing.” Reasons for the change, ac-
cording to WBT Charlotte, which last week ran two presentations in two
days for agency executives in New York, are (1) Dispersion of industry
with smaller additional plants usually built in smaller cities and towns, and
(2) population movement from the large cities to suburban and rural areas.
Explained was Charlotte’s marketing area using a 75-mile radius from the
heart or “Central City.” On this basis Charlotte has more than 2.2 million
people compared to the central city population of 200,000. Cooperating in
the presentation was CBS Radio Spot Sales. It was explained by J. Robert
Covington, vice president of research and promotion for WBT (third from
left) and Paul B. Marion, sales manager, WBT (second from left). Inter-
ested agency executives shown here (1. to r.) Arthur Pardoll, Foote, Cone
& Belding; Mr. Marion; Mr. Covington; Phil Kenney, Kenyon & Eckhardt;
Bill Hinman, Lambert & Feasley, Inc., Richard Puff, SSC&B.
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held in escrow and not paid unless
AFM wins the NLRB elections or
MGA’s petitions are dismissed or with-
drawn.

NLRB on Oct. 13 ordered elections
to be held at a number of individual
companies within 90 days. They in-
clude Columbia, MGM, Warner Bros.,
Disney, Dot, Mercury, 20th Century-
Fox, United Artists, Roulette, Colpix,
Verve and Cavendish Records. Prob-
able election cities are Chicago, Los
Angeles, Nashville and New York.

Returned e Cases covering Victor,
Capitol, Decca, Aristocrat, Imperial,
Pacific Jazz, Goodtime Jazz, Am-Par
and Coral have been returned to
NLRB regional directors to determiine
whether MGA’s showing of interest is
sufficient to hold similar elections at
these firms. Musicians who have
worked two or more dates between
Oct. 13, 1958, and Oct. 12, 1959, for
a single record firm are eligible to vote
in that company’s election. This means
many recording musicians will be elig-
ible to vote in several elections.

WOV changestoWADO

WOV New York, which was pur-
chased last August by Bartell Broad-
casters Inc., next Monday (Nov. 2)
will have its call letters changed to
WADO. Coinciding with the name
change will be a revamped program
schedule based on “several research
studies dealing with audience compo-
sition in Italian, Negro and mass radio
audience,” according to Melvin M.
Bartell, president and general manager
of the station. In line with these find-
ings, he said, WADO will build around
a framework of “talented personalities
and an elaborate news' gathering and
reporting service.”

KYSN fights false ads

Meeting a reported invasion of bait-
switch and con promotions, KYSN
Colorado Springs, Colo., has formed a
Dept. of Good Advertising Practice
that issues a good-advertising seal to
merchant$ conforming to the standards.
The city has no Better Business Bu-
reau, according to Kenneth E. Palmer,
KYSN president.

The questioned promotions include
“astonishing” price reductions based
on mark-downs from inflated prices,
according to Mr. Palmer, as well as
refusal to sell goods at advertised fig-
ures. KYSN mentioned one jewelry
merchant by name on the air and has
editorialized on the subject, advising
listeners to ignore certain advertising.
One merchant cited on the air shut
up shop and the promoters left the
city. Mary Ann Lee is head of the
good-advertising department.
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THREE DOWN AND FIVE TO GO

iAtlanta to be scene of

Broadcasters opened up a new can of
problems and warmed over some exist-
ing ones last week in NAB’s regional
doubleheader meetings in Chicago
{Monday - Tuesday) and in Boston
(Thursday-Friday). Though the tv quiz
scandals and their attendant threats to
programming freedom were not given
second billing, they were moved over to
accommodate other topics of similar
concern. ’

In Chicago, the NAB regional meet-
ing drew a hefty turnout of midwest
delegates, who, against a backdrop of
government policing threats, heard still
more criticism, this time from the pres-
ident of one of its best agency broadcast
clients. The subject was an old one: the
summer tv hiatus and alleged program-
ming deficiencies.

Thomas B. Adams, president of
Campbell-Ewald Co., Detroit, warned
networks and stations that they are
“wrecking their own medium with sec-
ond-rate, second-run television fare”
during summer months. He also called
for more imaginative radio program-
ming (see story, page 49).

In Boston, Arno H. Johnson, J. Walt-
er Thompson Co.’s senior economist
and vice president, called advertising a
powerful force in creating consumption
to catch production and thus increase
the standard of living (see story, page
54). He said national advertisers will
have to keep boosting ad budgets to
hold their own. For other coverage of
the Boston meeting see AT IDEADLINE.

Fourth NAB regional conference is
scheduled for next Thursday and Fri-
day (Oct. 29-30) at the Dinkler-Plaza
Hotel, Atlanta.

Among other Chicago developments:

e NAB President Harold E. Fellows
renewed his plea for industry unity and
loyalty in the face of threatening gov-
ernment controls.

e Lionel F. Baxter, Storer Broadcast-
ing Co., Miami, underscored the need
for better programming as the means of
increasing station audiences and reve-
nue, while decrying the effects of pro-
grams sold only for “the immediate
dollar.”

Record Turnout ® The second fall
conference drew an attendance of 294
at Chicago’s Sheraton Towers. That to-
tal was exceeded only by last year’s
turnout in Washington, D.C. William
Walker, NAB assistant treasurer, said
there are indications the total for all
eight meetings this fall may go about
20% ahead of the 1958 schedule. Pay-
son Hall, Radio-Tv Division, Meredith
Publishing Co., Des Moines, and vice
chairman of the NAB Tv Board, pre-
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next NAB conference

sided over the Monday luncheon, with
Mr. Fellows as principal speaker. Mig
Figi, WAUX Waukesha, Wis. and mem-
ber of the NAB board, was host for the
Tuesday luncheon meeting addressed by
Mr. Adams.

Editorializing highlighted the Mon-
day afternoon radio session, comprising
Robert D. Enoch, WXLW Indianapolis;
Robert Mason, WMRN Marion, Ohio,
and Robert Hyland, KMOX St. Louis,
as spokesmen for midwestern stations.

Mr. Enoch reported WXLW has edi-
torialized as “‘part of an adult program
service” since 1953, and gained stature
and public acceptance, when there’s a
timely and controversial issue involved.
Actually, he said, the station has picked
up where newspapers left off in terms of
public influence. WXLW conducts air
opinions on a saturation basis, four
times daily for two days with Mr. Enoch
handling commentary, and airs advance
station promos. The editorials concern
situations or procedures, not individuals,
he stressed. Among the subjects: juve-
nile vandalism, right-to-work laws and
the commission system of government.

Success in Marion ¢ Mr. Mason,
described how WMRN editorials even
“changed the attitude” of the local
newspaper. He writes and airs opinions
on uniform traffic light control, installa-
tion of voting machines and “everything
that interests people.” He warned again
such pitfalls as ‘“lack of experience,”
unwillingness to spend time on research
and analysis and lack of knowledge of
libel laws. Editorializing in Marion has
not been “uninfluential” in terms of the

No time out

No comment—at least for the
record. That was NAB President
Harold E. Fellows’ reaction to
two Washington regulatory de-
velopments last week. In Chicago
for the second of NAB’s regional
conferences, he noted with inter-
est FCC Chairman John C. Doer-
fer’s proposal in U.S. News &
World Report that an industry
“czar” be set up to police quiz
programs and also remarks in a
letter from Sen. William Langer
(R-N.D.) tying in “rigged” quiz
shows to alleged crime and viol-
ence on television. Mr. Fellows
said he had not seen Sen. Lang-
er’s letter to him because of re-
gional conference travel and had
no comment at this time.

city’s growth, he said. Air opinions have
got “sympathetic response” from adver-
tisers, he claimed, and have been widely
reprinted.

Mr. Hyland felt editorializing has
been “the most significant develop-
ment” in broadcasting for years and
that radio is “now wearing long pants
as a medium of influence.” KMOX en-
tered this field with a campaign for
fluoridation of St. Louis County water,
prompting successful legislation, he re-
ported. The station selects topics
through a board comprising the man-
ager, news director and program direc-
tor and welcomes equal time requests
to debate issues.

Like Mr. Enoch, Mr. Hyland con-
trasted broadcast editorials with printed
ones, claiming the former are “fresh,
vigorous and dynamic.” KMOX expects
to editorialize more frequently in the
future “on more controversial issues,”
according to Mr. Hyland. He said
“broadcast executives are now called up-
on by ‘city fathers’ on policy matters
much as editors were 50 years ago.”
He thought air editorials should reflect
“high standards of research and fair-
ness,” but felt the drawbacks are far
outweighed by “increased prestige and
stature.”

Other Radio Talks e Other radio ses-
sions included talks by Charles H.
Tower, NAB manager of broadcast per-
sonnel and economics, on declining sta-
tion revenues and profits in the face of
the rising value of station properties,
and George Menard, WBBM Chicago,
on the market presentation of the Na-
tional Assn. of Tv & Radio Farm Di-
rectors (BROADCASTING, Oct. 19), plus
Mr. Baxter’s dissection of *“‘Program-
ming for Sales.”

Mr. Baxter said “programs should be
created by men who know programming
and sold by men who know selling.”
He said there are countless examples of
programs ‘“sold for the immediate dol-
lar that had a net effect of decreasing
revenue because they detracted from the
overall image of the station.”

Over 50 examples of “successful pro-
gramming” were recited by Mr. Baxter,
which, he suggested, if used for one
year “will repay your station with a
loyal audience, substantial sales and a
bottom line profit.” He pointed out
that practically all of them ‘“were cre-
ated by programming to satisfy the de-
sires of the listener, and converted by
sales to satisfy the desires of the client.”

The Juggler ® Mr. Baxter said he
sometimes thinks station managers
“have to keep things in and on the air.
. . . precariously in order to please the
listener, the client, as well as the most
vocal section of our populace—those
that don’t listen but constantly badger
us to program material they think those
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that do listen ought to be getting as
program fare.”

- The tv session Monday afternoon
dealt with all-industry matters, includ-
ing the newly-formed Television Infor-
mation Office. Reports were given by
Clair R. McCollough, Steinman Sta-
tions, as chairman of the parent Tele-
vision Information Committee, and
Louis Hausman, new TIO chief.

Television Bureau of Advertising’s
“Status Report of the Television Indus-
try to the Financial Community” was
delievered by TvB President Norman
Cash at Tuesday’s followup tv meeting,
(BROADCASTING, Oct. 19). Similar re-
ports on the tv code and television re-
view code board were given by E. K.
Hartenbower, KCMO Kansas City, and
Joseph Herrold, KBTV (TV) Denver,
board members.

Only the Best o Broadcasters can’t
afford to give critics “any legitimate
ammunition or to provide anything but
program material of the best quality
and highest taste to the viewing public,”
Mr. Hartenbower said.

Reporting on the Tv Code Review
Board, Mr. Hartenbower said the board,
however, “is certainly not going to join
in the hue and cry that’s been made by
tv’s critics that the medium is under-
mining the moral fibre of the nation

and is directly responsible for every act
of violence since the sack of Jeru-
salem.”

The Code Board’s aim and responsi-
bility, he said, is to prevent the “oc-
casional lapse of good judgment that
results in a suggestive or overly violent
program sequence.” The board’s efforts
in evaluating programs have met sym-
pathy, understanding and cooperation
from network editing offices and man-
agement, he said.

Mr. Hartenbower praised the Tv
Code department’s new west coast office
under Frank Morris, former senior edi-
tor at CBS-TV Hollywood. In three
months, he said, accomplishments in
cooperation with the Alliance of Tv
Film Producers has been better than
expected, with 54 film series scheduled
to bear the Affiliate Seal and several
sertous code problems averted before
filming.

No “Blue Noses” e The board’s
members are not being “blue noses” or
censors, Mr. Hartenbower said, but
“the simple fact is that if our free sys-
tem of tv is to remain free—and . . .
profitable, too—the Seal of Good Prac-
tice . . . must mean something.”

The final pre-luncheon session Tues-
day was devoted to a “wrap-up” discus-
sion of censorship and program con-
trol, present and future alignment of

the FCC, ASCAP music licenses and
other subjects.

Mr. Fellows noted that, other than
provisions on against obscenity, broad-
casters are not confronted with censor-
ship now. He noted that the Commis-
sion’s makeup could change in the next
two years and pointed out NAB has
enjoyed “better relations with FCC in
recent years'.

Radio station pr
manual set by NAB

A public relations manual to guide
radio stations in their community and
regional promotion was voted by the
NAB Radio Public Relations Commit-
tee at a meeting in Washington. The
committee 1s headed by Robert L. Pratt,
KGGF Coffeyville, Kan.

The committee went on record in
favor of broader utilization of NAB’s
public relations material to acquaint
listeners with the service and achieve-
ments of member stations. It reviewed
the work of the public relations staff, of
which John M. Couric is manager.

A series of taped messages on radio’s
services will be developed next year for
member stations. The committee urged
wider distribution and use of NAB’s
recorded jingles and approved prepara-
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KRBTV

CHANNEL

PLACES SIX IN TOP TEN

SAYS NIELSEN FOR MAY

According to the Nielsen [ So, with 6 of thetop

Station Index . .. Denver's
ABC affiliate is tied for first
place in total homes
reached during the vital
6-midnite time segment!

10 and a tie for most
homes reached ...
how can you cover
the Denver Market
without KBTV?

JOHN C. MULLINS

President Station Mgr.
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tion of material for use by individual
broadcasters in making career talks to
high school and college groups.

Attending the committee Dbesides
Chairman Pratt were Frank Gaither,
WSB Atlanta; Simon Goldman, WJTN
Jamestown, N.Y.; Boyd Kelley, KTRN
Wichita Falls, Tex., and Robert J. Mc-
Andrews, KBIG Los Angeles. All mem-
bers are NAB board members. Repre-
senting NAB were President Harold E.
Fellows; John F. Meagher, radio vice
president; Everett E. Revercomb, secre-
tary-treasurer; Ward Asquith, assistant
to Mr. Meagher, and Mr. Couric.

Changing hands

ANNOUNCED ® The following sale of
station interests was announced last
week, subject to FCC approval:

e Corinthian Broadcasting Co. Sta-
tions: Ownership transferred to Whit-
ney Communications Corp. (see story
page 68).

o VIP Radio Inc.:
transferred
tions Corp.

50% ownership
to Whitney Communica-
(see story page 68).

e WIP Philadelphia, Pa. Sold by Bene-
dict Gimbel and associates to Metro-
politan Broadcasting Co. for over $4.5
million (see story page 70).

* WTVH(TV) Peoria, Ill.. Sold by

Peoria Star-Journal Co. to Metropoli-
tan Broadcasting Co. for $500,000 (see
story page 70).

e WBNY Buffalo, N.Y.: Sold by Roy
L. Albertson and family to WBNY
Inc. for more than $600,000. WBNY
Inc. is owned 62.5% by Nathan and
Peter Strauss and 37.5% by Harry
Trenner. The Strauss’s own WMCA
New York; Mr. Trenner owns WFEC
Miami, Fla. Announcement reports
this is first move in chain of New
York stations under aegis of Strauss
family. Broker was Edwin Tornberg
& Co. WBNY is 250 w fulltimer on
1400 kec.

e WLOF-TV Orlando, Fla.: 37% in-
terest in Class B stock sold by John
W. Kluge to Joseph L. Brechner for
$350,000. Mr. Brechner will own
63% of Class B stock after transac-
tion is approved. Payment will be
$90,000 at closing with the remainder
to be paid at stated intervals over 43
months from closing date. WLOF-TV
is ch, 9 with 316 kw. Mr. Brechner
owns 100% of WHMS-AM-FM
Charleston, W.Va.; 55% of WERC-
AM-FM Erie Pa.; and 26% of WLOF
Orlando, Fla. Mr. Kluge is a prin-
cipal stockholder in Metropolitan
Broadcasting Co. (see story page 70).

e KBOY Medford, Ore.: Sold by Clar-

five years. Will pay out easily.

FLORIDA

COLORADO

balance over eight years.

NEGOTIATIONS .

WASHINGTON, D. C.
James W. Blackburn
Jack V., Harvey
Joseph M. Sitrick
Washington Building
STerling 3-4341

MIDWEST
H. W, Cassill
William B. Ryan
333 N. Michigan Ave.
Chicage, lllinois
Financial §6-6460

WEST COAST TV

VHF.TV station. Major network affiliate in a
strong market. Limited competition. Excellent
potential. 29% cash and reasonable terms.

PENNSYLVANIA

Profitable daytimer in a good small market.
This station is earning excellent return for
absentee ownership. $40,000 cash, balance over

Powerful regional in growth market. Showing
profit and consistent monthly improvement.
Half cash with 10 years on the balance.

Fulltime local in rich single station market.
There is good cash flow under absentee owner,
with gross near price. Good assets. $29,000 down,

Blackburn & Company

Incorporated

RADIO - TV - NEWSPAPER BROKERS

$375.000
$135.000
$115.000
$100.000
FINANCING . APPRAISALS
ATLANTA
Clifford B. marshall Cv;IIEiETAEOSQIiTh
Stanley Whitcker Colif. Bank Bldg.
Robert M. Baird 9441 Wilshire Bhvd.
Hegley Building Beverly Hills, Cqalif.
JAckson 5-1576 CRestview 4-2770
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ence E. Wilson to Kenneth R. and
Isabel McCard of Colorado Springs,
Colo., for $200,000. Mr. Wilson also
owns KGRL Bend, Ore. Transaction
was handled by Blackburn & Co.
KBOY is daytimer on 730 kc with 1]
kw power.

e KSHO-TV Las Vegas, Nev.. 90%
sold Mervyn L. Adelson, Irwin A.
Molasky and Nathan Adelson to Ne-
vada Broadcasters Fund Inc. for $137,-
000. Nevada Broadcasters principally
owned by Reed R. Maxwell, 30%,
and includes Joseph Bloom (Forjoe &
Co. and Forjoe Tv Inc.), 5%; Howard
D. Johnson (with interests in KNAN
Salt Lake City, KSUB Cedar City and
KVEL Vernal, all Utah; KBLI Black-
foot and KTLE Pocatello, both Idaho),
6.25%; James C. Wallentine (inter-
ests in KVEL Vernal and is buying
KBRV Soda Springs, both Utah),
6.25%. Mervyn Adelson will retain
10% interest. President of Nevada
Broadcasters, but owning no stock, is
R.G. Jolley, owner of KLAS Las Vegas.
Ch. 13 KSHO-TV is 11 kw affiliated
with ABC.

e WSTR-AM-FM Sturgis, Mich.: Sold
by E. Harold Munn Jr. and associates
to Reed Draper Jr. and Dr. Franklin
Horowitz, both Bay City, Mich., for
$120,000. Mr. Munn continues to
own WTVB Coldwater, Mich. Sale
was negotiated by Hamilton-Landis &
Assoc. WSTR is 250 w on 1230 kc.
WSTR-FM is 285 w on 103.1 mc.

Wometco’s $7 million

Gross income of Wometco Enter-
prises Inc. for 36 weeks ended Sept.
12, 1959 totaled $7,056,088, the com-
pany has reported. Expenses accounted
for $5,987,689, leaving income before
taxes of $1,068,399 and after taxes of
$510,306. For same 1958 period, net
income before taxes was $831,011, and
after taxes $442,811. This is a 15.2%
increase of net income after taxes over
the same 1958 period.

Report also showed that 24.9% of
net income had been paid in dividends
to Class A stockholders, and 13.8% to
Class B stockholders. Remainder was
retained in the business.

A regular quarterly dividend of 17V4 ¢
on Class A stock and 6Y2¢ per share
on Class B stock was declared Oct. 19.
Payment will be made Dec. 15 to stock-
holders of record Dec. 1.

Wometco Enterprises owns WTV]
(TV) Miami, WLOS-AM-FM-TV Ashe-
ville, N.C.; and 20% of WFGA-TV
Jacksonville, Fla. It also owns motion
picture theatres in Miami, West Palm
Beach and Tampa and food-vending,
cigarette, soft drink and confection
machines in South Florida. The com-
pany’s stock is publicly held.
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Tallest | quaneia
TG ever erected

by man is completed!

1619' Tower - WGAN-TV - Portland, Maine

154 feet taller than the Empire State
building—almost twice as tall

as the Eiffel Tower—

completion of WGAN-TV’s new tower with
elevator gives Kline the distinction

of having designed, fabricated and erected
three towers that top

the Empire State Building.

This 1619 foot tower was completed

ahead of schedule.

KIMCO EMPHASIZES THREE THINGS:
(1) their reputation as a supplier

(2) ‘quality of their product

(3) their ability to give service

These factors have played e tremendous
part in KIMCO’s success.

If you want to go up.. Up.. UP

; ety
call Kimco t/tevA tall tower people

Lt

it ST . g hbigk s Lpd WS BEEAER £

3]

K I—I N E IRON & STEEL CO.
KIMCO TOWERS FOR THE BROADCASTING INDUSTRY
Dept. T. P. O. Box 1013, Phone Alpine 4-0301 Columbia, S. C.

77

BROADCASTING, October 24, 1959



A 5§ o - LY

S s LAt s AT
. ‘\_’

L desets

e i 5
[P

In Cincinnati One Station -
w WCKY - Does The Job of Two -
RS 24 Hours a Day

ra Y
. ~

t
s
"
EUIN
i . <y <
. A R
~ 3 AL S T Aar AN TN
. 2 oyt ¥ N oA ‘\\'\' . e
g [ - ; e O C O SRR ERE
Mt Sl S T ]
el T L
N -
&
LY
\
\
A f
~ ¢ ‘
i
o &

-ﬁ I
)
)

zucnouuuaﬂ

grodfSemasEaSALY

Jnn L

-400 ooo o pn

... .-+ 0o BB pd
RO e Rl L ,

Ve
PR
LRI =

il oo UDUG_ an

gl 0
00 Q000
0 0

a7 DO n g
l E—,e —
100s g gu e L
o 0sde g0 Qoeoano ]
W o | 07 poodid

010 9 QI

aote 0 pd od
| poa| G0 oo oo op oo
-f,.'_ - U O G G B ‘»
AR IR I A N I
1:";1' uﬂa G D D GG U D ;‘-
-, /\’, Y Obo aa B n I«
“.',:..-, { l"' :'
PRS2 (L Y0 a
Tt

mogooaoasD

Oo=

50,000 WATTS



In Cincinnati
One Station-

WCKY

Does The Job of Two
24 Hours a Day

DAYTIME

NUMBER ONE IN
METROPOLITAN
AUDIENCE*
Mon.-Fri.—6:00 AM-6:00 PM

Average 4.7 rating '

NITETIME

 THE LARGEST
NIGHTLY AUDIENCE
OF ANY STATION
IN THE NATION
OUTSIDE OF 3 N. Y. CITY
STATIONS. **

476,150 Homes Nightly
CPM —8.4¢

*April-May 59 Nielsen
*kNCS #2

A

.....

Cinéinnati,
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ASK TV SET TAX
USIA official says $1

levy would aid etv

A proposal that a tax of $1 per set
be levied on the nation's 50 million
tv receivers and the money turned
over to the educational tv stations was
advanced Oct. 19 by Romney Wheeler,
director of the tv service of U.S. In-
formation Agency, during a panel dis-
cussion of “television’s responsibilities”
at a meeting of the Academy of Tele-
vision’s Arts & Sciences, Los Angeles
chapter.

Mr. Wheeler’s suggestion brought a
prompt protest from another panel
member, J. Neil Reagan, administra-
tive vice president of McCann-Erick-
son’s West Coast Television Div. If
there’s going to be a tax on tv sets,
Mr. Reagan said, let the money be
spent not on educational tv programs
but to build more schools and hire
more teachers to produce a better edu-
cated tv audience. If the critics who
decry the present state of tv program-
ming are right, he stated, viewers with
more education and more discrimina-
tion will either force programs to im-
prove or will stop watching tv. If
the public stops watching them, the
agencies will then stop buying west-
erns and crime shows.

Earlier in the discussion, Mr. Reagan
had asserted that from the agency
viewpoint, tv has only one responsibil-
ity, to produce circulation for the com-
mercial messages of the agency’s clients.

“If the time ever comes when tv
can’t deliver that circulation, the agency
is going to take the advertiser’s money
and put it into some other kind of
advertising,” he declared.

Merrill Panitt, editor, TV Guide,
said that while advertisers and agen-
cies and program writers and produc-
ers and directors all share in the re-

sponsibility for the kind of program

fare that tv offers the viewing pub-
lic, in the final analysis the tv networks
must assume this responsibility. He
expressed the belief that American tv,
like commercial tv in England, will
adopt the magazine concept. The
networks, he said, will control the pro-
grams and the advertisers and agen-
cies will limit their tv activity to pro-
ducing the commercials to be broad-
cast between shows or program seg-
ments, with no more control over the
programs themselves than they have
over the editorial content of news-
papers and magazines in which their
advertisements appear. -

Effect on Foreign Audiences ® Both
Mr. Panitt and Mr. Wheeler spoke of
the effect of U.S. tv shows on foreign
audiences, pointing out that the Rus-
sians had used them to prove that the

U.S. is a warlike nation whose citi-
zens settle all problems with their fists
or with guns. If the foreign market
becomes as important to tv as it is to-
day to motion pictures, program pro-
ducers must consider the tastes of for-
eign audiences, Mr. Wheeler said. He
urged, as a matter of practical busi-
ness as well as patriotism, that pro-
grams sent abroad “try to present a
fair, truthful picture of Americans. It
need not be a whitewash job; it can
deal with conflict, but it should do
so in truthful terms.”

" Rod Serling, top ranking tv writer
and now executive producer of “Twi-
light Zone” on CBS-TV, asked why
tv must always be the critics’ whipping
boy. ‘“We're engaged in the only me-
dium that has to please everybody,”
he said, noting that “if we don’t please
everyone, or at least a sizable hunk
of the total audience, we’re a failure
and were kicked off the air.” Mr.
Serling also complained that, in dis-
cussions about tv, “always a problem
is presented, never an answer.”

Information director
will be keynoter

Louis Hausman, director of the
newly-formed Television Information
Office, is scheduled to deliver the key-
note speech at the Broadcasters’ Pro-
motion Assn’s fourth annual conven-
tion in Philadelphia Nov. 2.

Mr. Hausman is a luncheon speaker
replacement for Robert W. Sarnoff,
NBC board chairman, who cancelled
his engagement because of other
“events,” presumably in connection
with the resumption of house legis-
lative oversight subcommittee hearings
on tv quiz programs next week. It
will mark Mr. Hausman’s first major
public speaking engagement since as-
suming his new post.

Mr. Sarnoff advised Charles A. Wil-
son, advertising manager of WGN-
AM-TV Chicago and BPA president,
that “current commitments vitally af-
fecting the television medium promise
to expand my work schedule in the
weeks ahead to such an extent that I
foresee no opportunity to give ade-
quate preparation to the keynote
speech 1 had hoped to make.”

Mr. Wilson also announced a further
change in the BPA agenda (BROADCAST-
ING, Oct. 19) involving the publicity
and exploitation workshop meeting for
Tuesday, Nov. 3. Montez Tjaden,
KWTV (TV) Oklahoma City and
BPA vice president in 1957-58, will
serve as moderator for the “shirt-
sleeve” session.

She replaces Elliott W. Henry IJr.,
newly-named information director for
ABC-TV in Hollywood, who will be
unable to attend.
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We're SMILIN-

Because BOTH ARB (May 18— June 14)
and INIELSEN (June 8—July 5)
give CHANNEL 10 .

THE LARGEST
. OVER-ALL SHARE OF THE
~ ROCHESTER AUDIENCE !

We're CHEERIN

Bt B M I e

—— Because NIELSEN gives us 16
and ARB gives us

17 OF ROCHESTER’S 20 TOP
FAVORITE TV PROGRAMS !

We're SHOUTIV'®

e ot B

fo ARy

\ / Because our new 316 KW
Maximum Power Transmitter
gIves us a

STRONGER VOICE THAN EVER
~ TO REACH MORE THAN
1,000,000 WESTERN

NEW YORKERS !

Y Bk e = e 3
d .q o § Rk e g‘%ﬁi d g - i’

Basic CBS
W : National Representatives
- . WVET-TV-BOLLING CO., INC.
“ WHEC-TV-EVERETT McKINNEY, INC.

" CHANNEL 10

WHEC-TV and WVET-TV
ROCHESTER, NEW vom(
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NEWSMEN ‘GLUT’
Hagerty cites growing
news coverage crisis

News media face a serious challenge
in covering international meetings and
they’re apt to increase in number rather
than fall off, James C. Hagerty, White
House news secretary, told the Radio-
Television News Directors Assn. at its
closing convention banquet in New Or-
leans Oct. 17 (for election of new of-
ficers, see page 107).

Mr. Hagerty accepted RTNDA's

-fourth annual Paul White Memorial

Award “for significant contributions to
news broadcasting” (CrLossp CIRCUIT,
Oct. 12) and received a telegram from
President Eisenhower lauding him for
his “advancement of broadcast journal-
ism.” He accepted the award from Jack
Krueger, WITMIJ-AM-TV Milwaukee,
RTNDA broad chairman.

Mr. Hagerty told RTNDA delegates
“the principle of equality in news cover-
age is now accepted, at least in Wash-
ington.” He expressed hope he had con-
tributed to broadening of news media
coverage and disagreements with various
news department heads had grown
“fewer.” Theodore F. Koop, CBS Wash-
ington news and public affiairs chief.
praised Mr. Hagerty as “the best friend
radio and television news has ever had
in Washington.”

Coverage of top-level international
meetings, such as the recent visit of So-
viet Premier Nikita Khrushchev, with-
out elements of the “three-ring circus”
raise serious problems for newsmen,
Mr. Hagerty said. He noted printed re-
ports that newsmen got “in the way
of themselves” and tended to throttle
coverage. He reported he has received
about 350 U.S. and {50 foreign re-
quests from newsmen to cover the
President’s forthcoming Soviet trip,
creating a transportation problem.

He commented, “It’s a problem that
news people will have to solve them-
selves.” Unless it is solved, he suggested,
chaos will result and “chaos” can lead
only to the “weakening of our free press
and of our prestige.”

RTNDA Resolutions ® Also at closing
sessions of the convention (Oct. 14-17),
RTNDA adopted resolutions (1) scoring
FCC for applying “extraneous standards
to arrive at judgments on questions
which relate exclusively to our medium”
(an apparent reference to FCC Chair-
man John C. Doerfer’s RTNDA talk on
growing pressure for program controls);
(2) expressing regret over the practices
of some radio-tv stations “which appear
to have mistaken the presentation of
news for vaudeville” (the use of artificial
or sensational techniques which ‘‘mis-
represent” or “distort” facts and detract
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Display-mahker hits market first with Air Express

How do you get chic new mannequins like this to stores on time for high-fashion dis-
plays? Zaria Displays ships them the fast, convenient way ... by AIR EXPRESS direct
from warehouse to store window! Zaria knows that “kid-glove’’ AIR EXPRESS handling

makes elaborate packaging unnecessary. The market for your products too—parts, perish-
ables, valuable papers or brand-new lines — is only a phone call away. And you can ship
the whole country over at low cost. AIR EXPRESS assumes all responsibility door-to-door.
Naturally more businesses than ever that think FAST . . . think AIR EXPRESS first!/
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AIR EXPRESS
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and Mr. Boone for tv.

lke gives ‘The Word’ ® In observation of National Bible Week (Oct. 19-25),
President Eisenhower receives the Honorary Co-Chairmen in his office at
the White House. Receiving the official Bible Week proclamation signed by
the President are (I. to r.) H.E. Humphreys Jr., executive chairman of
National Bible Week; ABC-TV star Pat Boone; and Arthur Hull Hayes,
president of CBS Radio. Mr. Hayes served as national chairman for radio,

from the profession); (3) deploring the
practice of newsmen reading commer-
cial copy on the air as detracting from
the individual journalist’s dignity, pres-
tige and position as “objective presenter
of the news,” and (4) deploring and con-
demning the practice of “certain com-
mercial organizations” which exploit
news prestige by identifying it with their
manufactured products.

Canadian delegates postponed action
for at least a year on proposals to cre-
ate a separate Canadian affiliate organi-
zation under the tent of the international
RTNDA.

CBS-TV affiliates
meeting this week

A routine meeting with no obvious
fireworks on the agenda is slated this
week for the CBS-TV network Affili-
ates Assn.’s board of directors and top
officials of the network. The annual
fall meeting is at Del Monte Lodge,
Pebble Beach, Calif.,, and was sched-
uled to start (Oct. 25) and continue
through Wednesday.

Network authorities, who will be
guests of the station group, indicated
their presentations would cover pro-
gramming, sales, advertising and pro-
motion but that they contain “no
startling news.” A bid for better clear-
ance for network programs, standard
at most network-affiliates meetings, and
for stronger station support in such
areas as promotion and public rela-
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tions are expected to be included.

Election ® The affiliates board will
meet separately in advance of the ses-
sions with CBS-TV officials. A new
chairman is to be elected to succeed
C. Howard Lane, KOIN-TV Portland,
Ore., who after three terms is not
eligible for re-election.

Affiliates scheduled to attend in-
clude Mr. Lane: Richard Borel, WBNS-
TV Columbus, board secretary; J. C.
Kellam, KTBC-TV Austin, Tex.; Wil-
liam B. Quarton, WMT-TV Cedar
Rapids, Jowa; James D. Russell,
KKTV-TV Colorado Springs; Clyde
Rembert, KRLD-TV Dallas; F. E.
Busby, WTVY-TV Dothan, Ala.; A. J.
Bauer, WINK-TV, Fort Myers, Fla.;
Rex G. Howell, KREX-TV, Grand
Junction, Colo., T. B. Lanford, WJTV
(TV) Jackson, Miss.; Glenn Marshall
Jr., WIXT(TV) Jacksonville, Fla.; Art
Mosby, KMSO-TV Missoula, Mont.;
Tom Chauncey, KOOL-TV Phoenix;
Leslie C. Johnson, WHBF-TV Rock
Island, Ill.; George A. Whitney,
KFMB-TV, San Diego, and Paul
Adanti, WHEN-TV Syracuse.

CBS Inc. vice president Richard S.
Salant and the following network of-
ficials were slated to attend: President
Louis G. Cowan and executive vice
president James T. Aubrey Jr.; George
Bristol, operations director, advertising
and sales promotion; Gordon F. Hayes,
national manager, affiliate relations;
William H. Hylan, sales administration
vice president; Oscar Katz, network

programs vice president; William B.
Lodge, affiliate relations and engineer-
ing vice president; Charles S. Stein-
berg, information services vice presi-
dent; Carl S. Ward, vice president and
affiliate relations director; Robert
Wood, contracts and records manager,
affiliate relations.

Storer Broadcasting
lists $1.45 per share

Multiple station owner Storer Broad-
casting Co. last week reported earn-
ings of $1.45 per share for the first
nine months of 1959. This compares
with the 11 cents a share for the corre-
sponding period of 1958.

Net profits, after taxes, for the nine
months were $3,580,268, Storer re-
ported, compared to $264,782 for the
same period last year. Revenues from
radio and tv were not reported indi-
vidually, but Storer said tv revenue
increased 8.9% and radio 11.6% for
the nine-month period ending Sept. 30.
Net profit after taxes for the third
quarter of 1959 amounted to $865,719,
compared to a loss of $1,464,838 for

‘the July-September period last year.

Storer blamed the small profits ir
1958 on the unsuccessful operation of
WVUE-TV Wilmington, Del.,, which
has subsequently been relinquished.
Storer stations include WIBK-AM-TV
Detroit, WIW-AM-TV Cleveland,
WSPD-AM-TV Toledo, WITI (TV)
Milwaukee, WAGA-TV Atlanta, WIBG
Philadelphia, KPOP Los Angeles,
WWVA Wheeling and WGBS Miami.

WABG-TV goes on air

WABG-TV Greenwood, Miss., be-
gan operations on ch. 6 last Tuesday
(Oct. 20) according to Cy N. Bahakel,
president of the licensee, Greenwood
Broadcasting Co. 5

Affilated with CBS-TV, WABG-TV
is represented by Weed Television
Corp., New York.

Other Bahakel stations are: WABG
Greenwood; WRIS Roanoke, Va;
WKOZ Kosciusko, Miss.; WKIN Kings-
port, Tenn.; WWOD-AM-FM Lynch-

burg, Va., WLBJ-AM-FM Bowling
Green, Ky., and KXEL Waterloo,
Towa.

‘Spanish’ network

Harlan G. Oakes & Assoc. has
formed a group of stations to offer
advertisers coverage of the Spanish-
speaking segment of Southern Califor-
nia. Stations: KALI Pasadena, KCKC
San Bernadino, XED Mexicali and
XEXX Tijuana. The group, covering
more than 1 million Spanish-speaking
listeners, will be offered at a group
rate set up under one contract and one
billing. '
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“...0n Cloud 9
Conversing with Palamedes

about the - e J

=

_ 1 E
the finest dual channel control console available

Joe: “You know, I bet the ad boys at
Gates have a tough time advertising
that product.”

Bill: “What is it?”

Joe: “The it you so casually referred to
is our new Gateés Dualux Console.”

Bill: “Why would it, pardon mnie,
why would the Dualux be so
difficult to advertise?”

Joe: “The Dualux is one of those prod-
ucts that’s so great you want to
shout its praises from the tower
tops. 1f they wrote that this is truly
a magnificent console, with an ex-
quisite design, superlative perform-
ance and multitude of exclusive
features to delight even the meost
critical engineer, you'd think they
were on Cloud 9, conversing with
Palamedes.”
Bill: “Who’s Palamedes?”
Joe: “Never mind, you know what T mean”
Bill: “Yeah, I know . . . you get
carried away just thinking
about it . . . hard to find the
right words. Why don’t they
just say that the Dualux is
the finest dual channel audio
control console ever built, and
that every broadcast station,
large or small, should have
one.”

¥ Joe: “That makes sense.”

:
A

Note:

For those who care, Palamedes wos famous in -

¥ Greek mythology for his wisdom, a character-

istic found in each of the hundreds of present
users of the Dualux.
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Zeckendorf to renew
bid for WJAR-AM-TV?

As far as a majority of the current
stockholders are concerned, the $12.5
million sale of the Outlet Co., includ-
ing WIJAR-AM-TV Providence, R.L,
to William Zeckendorf is off. However,
the prospective purchaser may take
further court actions in his efforts to

purchase the Providence stations and

department store (BROADCASTING, Oct.
19).

Immediately after a Rhode Island
court ruled that the 91065 Corp. (Mr.
Zeckendorf’s firm) was not a party in
interest in a suit between Joseph Sin-
clair and trustees of his grandfather’s
estate (present WIAR-AM-TV owner),
formal notification of termination of
the sales contract was sent to 91065
Corp. Also notified was the bank which,
as escrow agent, holds $1 million op-
tion money for the purchase of 90%
of the Outlet Co. stock.

Sales Contract ¢ The trustees main-
tain that the sales contract expired July
21, including an extension agreed upon
last January. Mr. Sinclair, general man-
ager of the stations, sought to block
the sale on the grounds he could have
gotten a better offer than Mr. Zecken-
dorf’s of $120 per share. Mr. Sinclair
also is chief beneficiary of trusts which
total 33% of the QOutlet stock.

Attorneys for Mr. Zeckendorf said
they “have under consideration” plans
to appeal the court’s decision and might
also institute a new suit in behalf of
91065 Corp. They acknowledged re-
ceiving notice of the contract termina-

tion.

Cite need for more
civil defense facts

There is a “crying need” among
broadcasters for information about civil
defense, Howard H. Bell, NAB assist-
ant to the president in charge of joint
affairs, told a public affairs seminar in
Washington last week.

Addressing the meeting sponsored by
Region 2 members of the Office of
Civil & Defense Mobilization and the
International Assn. of Public Informa-
tion Officers for Civil Defense, Mr.
Bell cited a long list of broadcaster
complaints about lack of cooperation
by civil defense people—mostly on the
local level—in carrying out emergency
operations during Conelrad exercises,
and before and after the elerts.

Defending the usefulness of Conel-
rad, Mr. Bell said the Air Force points
out that the system is not outmoded,
even should there be guided missile war-
fare. To arguments that Conelrad

" broadcasts do not reach enough people,
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he said the FCC reports that intelligible
radio service reached 90% of the U.S.
population during the operational alert
last April 17. Thus the millions spent
by participating broadcasters have
been justified he said.

Liaison e Emphasizing that liaison
between civil defense officials and
broadcasters should be a “partnership,”
Mr. Bell said that radio and tv “must
know state and local plans for an
emergency” and that there must be a
single government source of authority,
with adequate authentication, to fur-
nish information for broadcasts.

Mr. Bell quoted a Texas broadcaster
as saying the civil defense unit should
“relieve” the broadcaster of the neces-
sity of contacting a dozen different gov-
ernment agencies to secure or verify
information. Another, from Kentucky,
said CD people should “take a long
look at themselves and if they find a
genuine excuse for existence, then let
them tell us what, when, and how.”

A Virginia station operator said he
never learned of local civil defense
meetings until he was asked to publicize
them when they were over. Another
from Connecticut criticized what he felt
were inferior technical broadcast prac-
tices by CD people during the last Conel-
rad test. From Maryland, a broadcaster
said little preparation has been made
about material to be broadcast and who
would broadcast it during the first warn-
ings, before tv and fm outlets leave the
air, and during the emergency, when
Conelrad ams are on 640 and 1240 kc.

A West Virginia station operator
said there is confusion among local
civil defense people and discouragement
over lack of interest in Conelrad. He
wanted to know what non-Conelrad sta-
tions should do in an alert or an at-
tack. One Pennsylvania broadcaster felt
local CD officials are not aggressive
and said his station has to “plead with
them to do what is within their own
realm.” Another felt there is no work-
able plan for radio and tv with which
the public is familiar.

Mr. Bell asked assistance in helping
stations which participate in Conelrad
to obtain emergency generating equip-
ment.

e Media notes

Storz scholarships ¢ Five Storz stations
have announced the establishment of a
scholarship fund in each of their cities
to deserving students. Also to be award-
ed are scholastic medals and a cash
award to the most outstanding high
school student. The five Storz stations
are WDGY Minneapolis, WTIX New
Orleans, WQAM Miami, Fla.,, and
KOMA Oklahoma City,

WBIC commences ® WBIC Bayshore,
Long Island. N.Y., started operating
Oct. 16. The station is on 540 kc with
250 w.

Joins NBC ¢ WBCK Battle Creek,
Mich.. affiliated with NBC Radio, on
Oct. 17. The Michigan Broadcasting
Co. owned and operated station oper-
ates full time with 1 kw on 930 kc.
Eugene Cahill is general manager.

WTRU fulltime ¢ WTRU Muskegon, .
Mich.. starts broadcasting round-the-
clock Monday (Nov. 2},

“Il advised” ® Television Bureau of
Advertising in a letter to Sec. of Agri-
culture Ezra Benson said it seemed
“ill advised” for the Dept. of Agricul-
ture to publish a recent study revealing
that “newspapers are the best medium
for food advertising and for marketing
information on food {BROADCASTING,
Oct. 19).

“These findings,” TVB notes. “are
contrary to previous surveys and in-
formation available and we believe are
likely to mislead.” Enclosed with the
letter were copies of 1958 expendi-
tures made by national advertisers,
showing their combined expenditures
in tv surpassed investments in a!l other
media.

New firm e Sherman Gregory, for-
merly with ABC Films Inc., Triangle
Stations and Tv Guide, has formed
Pictafilm Inc., New York. to produce
tv commercials-slides.

Mr. Gregory reports that the com-
pany is producing commercials by a
process patented by a Canadian firm
that saves 50% in production time.
Pictafilm is at 14 W. 45th St., New
York 36. Telephone: Murray Hill
2-0773. Canadian office, 4 Albert St.,
Toronto.

WNEM-TV telethon ® WNEM-TV Bay
City, Mich., raised $92,000 in a March
of Dimes telethon. The figure is ex-
pected to reach up to $105,000 when all
the pledges come in. The appeal for
funds for polio ran-from It p.m. Sept.
19 through 5:30 p.m. Sept. 20.

Training broadcasters ® Future Broad-
casters of America, Valley City, N.D.,
met concurrently with the state broad-
casters’ association Sept. 25-26. The or-
ganization, helped by KOVC Valley
City staffers, runs a radio station (cov-
ering the block from which it operates)
for training members in broadcasting
techniques.

Smoky bear award ¢ The golden
Smoky Bear statuette, fifth to be
awarded in the history of forest fire
prevention, has been presented to
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MONY for school

" MONY has long believed that education shouldn’t
stop at the office door. And so, in 1943, we inaug-
urated our ‘‘Educational Refund Plan.” Since
then, almost 1,000 MONY men and women have
taken a wide variety of courses at schools and
colleges for self-improvement in their insurance
careers. A number of these MONY students have
even earned graduate degrees.

The plan works simply, and any member of the
MONY family is eligible. First, he discusses his

M%ﬁmﬁi OW " ;

The Mutual Life Insurance Company Of New Yark, New York, N. Y.
Sales and service offices located throughout the United States and in Canado

educational objectives and obtains approval from
the Company. Then, upon evidence of his com-
pleting and passing the course, MONY refunds
100% of all his registration and examination fees,
plus 50% of his tuition and related expenses.

By offering this encouragement and financial as-
sistance to employees, we increase their opportu-
nities to improve their position and future with
MONY. In turn, it enables them to provide con-
tinually improving service to our policyholders.

For Life, Accident & Sickness, Group Insurance, Pension Plans, MONY TODAY MEANS MONEY TOMORROW!
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NAB for the broadcasting industry's
$100 million contribution in time and
talent since 1942. Howard H. Bell,
NAB assistant to the president, ac-
cepted the award at Stowe, Vt., from
Dr. Richard E. McArdle, chief of the
U.S. Forest Service, and Fred H.
Claridge, president of Assn. of State
Foresters. The two groups cooperate
with the Advertising Council in the
Smoky Bear Forest Fire Prevention
Program.

Forward Group ® Lee P. Loomis,
owner of Lee newspapers and the For-
ward Group of radio and tv stations
(formerly known as Lee stations), has
announced that headquarters for broad-
casting activities will remain in Mason
City, Iowa. Erroneous earlier reports
had indicated that operation would be
moved to Davenport, Iowa, under the
direction of David W. Gottlieb (FATES
& ForTUNES, Oct. 5). Mr. Loomis says
that the Forward Group will continue
under Herbert R. Ohrt, vice president
and executive officer of group. Forward
Group stations are KGLO-AM-FM-TV
Mason City; KHQA-TV Hannibal, Mo.;
WTAD-AM-FM Quincy, I, and
WMTV (TV) Madison, Wis.

RAB takes big step

toward own building

RAB’s long-standing dream of own-
ing its own building has moved one step
closer. Its executive committee has
created a building committee, which is
expected to have a report ready for the
Dec. 2 board meeting.

Weston C. Pullen Jr., Time Inc.
broadcasting vice president who also is
management overseer of $70 million
Time-Life Building now nearing com-
pletion in New York, was named head
of the building committee. Elroy
McCaw, WINS New York, was ap-
pointed vice chairman. Board Chairman
Allen M. Woodall, WDAK Columbus,
Ga., said “our objective is to acquire
an important and functional asset by
making use of money now expended
in rent.” The announcement said it
would be a “dramatically modern build-
ing” and “bright new status symbol for
radio.” Whether RAB will build or buy
is one question facing the new commit-
tee.

Other actions: (1) finance committee
heard President Kevin Sweeney report
that RAB is now operating with more
than $1.1 million annual income, with
membership at 1,070 and expected to
reach 1,125 by end of year; (2) execu-
tive committee approved a Sweeney
proposal that the national radio adver-
tising clinic, normally held in fall, be
moved to about mid-February because
research showed this time of year most
convenient for agency executives. The
exact February date is not yet set.
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o Rep appointments

¢ WKYW Lousiville, Ky.: Broadcast
Time Sales, N.Y.

o WSIX-AM-TV Nashville, Tenn.:
Peters, Griffin, Woodward Inc., N.Y.,
exclusive national representatives.

¢ WIDE Biddeford, Me.: Walker-

Rawalt Inc.

e KPIG Cedar Rapids, Iowa: Everett-
McKinney Inc., N.Y.

e WPBN-TV Traverse City and
WTOM-TV Lansing, both Michigan:
Venard, Rintoul & McConnell, N.Y.

¢ Paul Bunyan Radio Group (WTCM
Traverse City, WATT Cadillac, WATZ

. Alpena, WMBN Petoskey, WATC Gay-

lord, all Michigan) and Paul Bunyan
Television Network (WPBN [TV] Tra-
verse City, WTOM [TV] Cheboygan,
both Michigan): Venard, Rintoul &
McConnell Inc., N.Y., for national rep-
resentation. Elisabeth M. Beckjorden,
N.Y., continues as station, network and
personal representative for both Paul
Bunyan groups.

e KILLMS Lincoln, Neb.: Morton Low-
enstein Philadelphia Spot-Sales, Phila.,
for Philadelphia. (Burn-Smith Co.,
N.Y., represents KIMS in markets
other than Philadelphia.)

o KALI San Gabriel, Calif.: Harlan
Oakes &Assoc., S.F., for San Francisco.

¢ KPOP Los Angéles: Peters, Griffin &
Woodward.

¢ KYOS Merced, Calif.: B-N-B Inc.
Time Sales as West Coast sales repre-
sentative.

o KCUB Tucson, Ariz.: The Meeker
Co. as national representative.

o KOSI Denver: Daren F. McGavren
Co., N.Y.

o KVET Austin, Tex.: Venard, Rintoul
& McConnell, N.Y.

e KNDO (TV) Yakima, Wash.: Weed
Television Corp.

e KFFM (FM) Tucson, Ariz.: Good
Music Broadcasters Inc., N.Y.

e KWKY (formerly KWDW) Des
Moines: Robert E. Eastman & Co., N.Y.

e WCOV-TV Montgomery, Ala.: Ven-
ard Rintoul & McConnell Inc., N.Y.

¢ WRFM (FM) New York: Good Mu-
sic Broadcasters Inc., N.Y.

e KDWB Minneapolis-St. Paul and
KTHT Houston: Avery-Knodel Inc.,
N.Y.

L e el

floor. Radio is on the second floor.

New WSAYV building ® WSAV-AM-TV Savannah, Ga., owners are putting
the finishing touches to their $1 million Broadcasting Center. The RCA
equipment in the structure will give the ch. 3 facility three times more
power. A new 521-ft. tower is immediately behind the building. The build-
ing has a 40 x 82 ft. tv studio, an auxiliary tv studio (with gas and electric
kitchens) and a film laboratory. Offices and tv facilities are on the ground

el
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The shape of flight

e : The shapes of things that fly have always been
o M ; determined by the materials they are made of.
St : Feathers form wings-that are basically

1 alike for all birds—and membrane forms an
entirely different wing for indécts. It takes
thousands of years, but nature improves its
materials and shapes, just as technology
improves the materials and shapes of aircraft.
But here, the improvements in materials are so
4 rapid that designs become obsolete almost as
soon as they are functional.
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Today, our aeronautical designers and missile

experts work with types of materials that

didn't exist just a few short years ago.

Steels are probably the most important exampies:

United States Steel has just

developed five new types of steel for the

, missile program. They are called *exotic"
steels because they have the almost unbelievable
qualities necessary for unearthly flights.

The shape and the success of our space birds
depend on steel. USS is a registered trademark

. @ United States Steel
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HOLLYWOOD IN A TELEVISION BOOM

Some new statistics measure the enormous impact that tv has had

on the movie capital—and the impact of the movie capital on tv

Ten years ago the director of pub-
licity of Metro-Goldwyn-Mayer circu-
lated an order to his staff. In accord
with the popular feeling among movie
makers at the time, the publicity chief
directed that from that day on the word
“television” was never to appear in an
MGM release.

Last week 10 television program
series were in production on the MGM
lot.

The tv transformation at MGM is
typical of what has happened to the
film capital in the television era. Feared
a decade ago as a rapacious monster
that would kill the movie industry and
all its jobs, television has become Holly-
wood’s main economic prop. Today

there are more people working in filmthey do not reflect the true dimensions

production and distribution in the
Hollywood area than there were in
1949. For most of them the work
comes from television.

According to data compiled for
BROADCASTING by the division of Labor
Statistics and Research of the California
Dept. of Industrial Relations, there
were 21,100 wage and salary workers
in film production and distribution in
1949 in the general Hollywood area.
Last year, 1958, the total was 22,200
(See table B on facing page.)

These figures are based on payments
made by employers into the state un-
employment fund. They are accurate
within limitations described below, but

The mutation of movie maker
into television empire is nowhere
more clearly to be seen than in the
history of Columbia Pictures and its
tv subsidiary, Screen Gems.

In 1949, while the movies were
suffering a postwar depression and
television was quadrupling its cir-
culation to nearly 4 million tv
homes, Columbia decided to move
into the new medium. It estab-
| fished Screen Gems.

At that time the FCC had frozen
the tv system, and Screen Gems
concentrated on making commer-
cials, for which there was an imme-
diate market. Program development
could await the lifting of the freeze.

In the next two years the com-
pany made 200 commercials for
such clients as American Tobacco
and Hamilton watches. In 1951
Screen Gems went into program
production—seven half-hours for
duPont’s Cavalcade of America.

Program Breakthrough ® In the
spring of 1952 Screen Gems sold
Ford and its agency, J. Walter
Thompson, a half-hour anthology
series featuring Hollywood stars not
previously seen on tv. The cost was
to be $30,000 a unit. At the time
that price was considered exorbi-
tant, even for a network showcase
series. With tv starting on post-

l CASE HISTORY
|

IN A CAPSULE

freeze expansion. Screen Gems
adapted the movie technique of
budgeting a feature at more than
its first-run domestic distribution
could bring in, counting on re-is-
sues and foreign distribution to
make the profit. Screen Gems
agreed to sell Ford the series for
$20,000 a show and gamble on
getting the other $10,000 plus more
from residuals in re-run syndica-
tion.

The Ford series put Screen Gems
into all phases of tv film program-
ming and into tv syndication. Re-
runs of the first Ford Theatre are
still being shown throughout the
world.

This season Screen Gems has 10
first-run  shows on networks and
four in national syndication plus
some 20 series in various re-run sit-
uations. Its several libraries of fea-
ture films contain thousands of pic-
tures, many of the more attractive
being from the backlog of the par-
ent company, Columbia. It has re-
vived its original activity in pro-
duction of commercials—now on
film or videotape as the customer
requires. And it’s going into station
ownership. Its first purchase—of
KDYL-AM-FM and KTVT (TV)
Salt Lake City from Time Inc.—
awaits FCC approval.

38

of job expansion created by tv.

Included in the “wage and salary
workers” category are actors, directors,
cameramen, musicians, projectionists,
screen writers and office employes, as
well as such production workers as
carpenters, costumers, electrical work-
ers, painters, property craftsmen, set
erectors, film technicians, etc., employed
at “establishments primarily engaged in
the production and distribution of mo-
tion pictures.” These include companies
making motion pictures for use on tv
as well as in theatres, according to
Maurice L. Gershenson, chief of the
Division of Labor Statistics and Re-
search.

Allied Fields Excluded * The total
number of workers in motion pictures
does not, however, cover organizations
allied to, but independent of, motion
picture production, such as casting bu-
reaus, film processing, editing and
titling firms and the like. Also excluded
are commercially operated motion pic-
ture theatres.

One might conclude, in comparing
Tables A and B, that employment in
film production has remained relatively
stationary during the past 10 years,
with the growth in the production of
tv films offsetting the fall-off in theatri-
cal picture output. But to do this would
be to overlook one very important fact,
according to an executive of the Assn.
of Motion Picture Producers. The state
employment statistics, he pointed out,
cover everyone who worked in picture
production during the year, even if he
worked only a single day or less. As
long as he was employed, his employer
had to make a payment for him into
the state unemployment fund. So, while
the figures are accurate as to the total
number of persons who worked in mo-
tion pictures during any given year,
they do not necessarily reflect total
employment in the industry.

The extra who worked one day and
the secretary who worked a regular five-
day week throughout the full 52 are
each only a single unit in Table B,
with neither more important than the
other.

Actually, the AMPP spokesman said,
there is much more employment at the
studios than there was 10 years ago:
that is, the individual employe is work-
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HOW HOLLYWOOD HAS SWUNG TO TELEVISION
. . . And film workers’ wages
have increased year by year

While movie-making
has declined . . .

(Table A)
Number of
Theatre
Movies
Year Produced®
19499 ... ... 361
1950 . ... .. 379
1951 ... ... ... 369
1952 ... ... 317
1953 ... .. 290
1954 . ... ... ... ... 232
1955 ... 241
1956 ... 254
1957 .. .. 285
1958 ... 218
1959 ... 220**

*Domestic productions for theatrical
use approved by Production Code
Administration, which includes al-
most all U.S.-produced pictures.
*“*Estimated.

. . . Film employment
has grown bigger . . .
(Table B)
Workers in Film
Production and

Year Distribution®
19499 ... L. 21,100
1950 ...l 21,300
19510 ... ... 23,400
1952 ... 23,700
1953 ... 19,700
1954 ... ... ... 21,300
1955 ... ... 23,900
1956 ... ... 24,000
1957 ... 23,900
1958 . ... .. ... 22,200

*Includes actors, directors, camera-
men, musicians, projectionists, screen
writers,. office employes, etc., as
well as production employes in pro-
duction and distribution of motion
pictures for theatrical and television
use,

(Table C)
Average Average Average

Year weekiy earnings  hourly earnings hours per week
1950 .......... $100.70. . ....... $245.......... 41.1
1851 ... ... ... 10411.. .. ... ... 250.......... 41.6
1952 ... .. ...... 11294.. . ....... 272..... ... .. 415
1953 ... ...... 11437.......... 279.......... 41.1
1954 ... ..., .. 12470....... . .. 296........ .. 42.1
1955 ........... 126.73. .. ... .. .. 294....... ... 431
1956 ........... 12547.. ... ... .. 312........ .. 40.2
1957 ... .. ..., 129.12. . ........ 3.23.......... 40.0
1958 ........... 14024. .. ....... 348.......... 40.3

Source for Tables B and C: Division of Labor Statistics. and -Re-
search, Catifornia State Dept. of Industrial Relations.

Note: Information in Tables B and C covers' employment in
Los Angeles and Orange counties, the metropolitan area in
which the center of film activity is focated. :

Tables B and C are for a nine year period, while Table A is
for 11 years due to estimate for 1959.

ing many more days per year now than
then. And, he stated, the extra work is
in films for tv.

Unions Love That Tv ¢ The motion
picture crafts unions also credit tv with
providing increased employment for
their members. John W. Lehners, busi-
ness representative of the Motion Pic-
ture Film Editors (IATSE Local 776),
reported that -.the majority of employ-
ment for his members, “at least 70%,”
now comes from tv films. The more
rapid tempo of tv film production, com-
pared to that of theatrical pictures, calls
for more editors, he said. For example,
he noted that Revue Productions em-
ploys more film editors than any of
the major picture producers—I100 at
Revue to 85-90 at the biggest motion
picture studio. “And a lot of them are
working on tv films there, as well as
on features,” he added.

Local 776’s membership has increased

BROADCASTING, October 26, 1959

from 600-700 in the late 1940s to
1,600-1,700 today, Mr. Lehners stated.
The rise began in 1951-52, he said,
noting that this corresponded with the
beginning of tv film production on a
major scale.

Tv also is providing the most work
for sound editors, according to a
spokesman for the International Sound
Technicians (IATSE Local 695), who
said that “at least 60% and probably
two-thirds of our work comes from tv.”
Virtually all of the local’s 1,000 mem-
bers are working these days, he stated,
compared to a few years back when
there was work for only about 700
or so.

The 1,100 members of the Screen
Directors Guild of America are getting
approximately two-thirds of their work
from television, according to Joseph
Youngerman, executive secretary. SDG
has acquired some 300 new members

in the past seven or eight years, he said,
crediting the increase almost totally to
tv. “They don’t use as many directors
in feature pictures as in television,” he
commented. N

Writers Doublé Ranks e Of the 1,033
members of Writers Guild of America,
West, who are active. in motion pictures
and radio-tv, 711 are active in the
broadcast field to 515 who are writing
for motion pictures, WGA reports.
Some individuals work in both fields
and so belong to both the screen writers
and the radio-tv branches of WGAW.
The overlap accounts for the active lists.
of the two branches exceeding, their
total combined membership. To be ac-
tive, a writer must accumulate 24 credit
points in a two-year period, equal to
writing two theatrical motion pictures.
WGAW membership has doubled in
the past decade and is now divided
about 50-50 between screen writers

as



and those engaged in writing for tv
and radio (chiefly for tv and largely
for tv films), the guild said.

No comparable figures for actors
were obtainable. Screen Actors Guild
said it had no data on the number of
its members employed in either tv films
or theatrical pictures. An SAG execu-
tive, however, did- confirm as “reason-
ably accurate” an estimate that this
year its 12,000 members will have ag-
gregate earnings.of about $66 million,
divided about half and half between
work on theatrical motion pictures and
films for tv. The $33 million tv total, it
is estimated, is split between entertain-
ment programs and commercials on ap-
proximately a two-to-one ratio, $22
million for work on programs and $11
million for work on commercials. Both
figures. include residuals as well as
original ‘payment.

Pre-television, the total payment to
actors in motion pictures averaged
about $30-$35 million a year, or about
the same as the estimated total from
movie work for 1959. The $33 million
from tv, therefore, is new money for the
screen actors, which persumably would
not have been there if television had
not entered the field -of entertainment.

For production workers in motion
pictures, including films for tv, Cali-
fornia labor statistics show average
weekly earnings have risen from $97.60
in 1949 to $140.24 in 1958. The aver-
age hours worked per week were the

To be or not to be

When is a consent decree not
a consent decree? That question
was raised in New York Ilast
week by Judge Sylvester Ryan
in a Federal Court hearing .on
proposed ‘Consent-decree amend-
‘eénts reorganizing internal affairs
of ASCAP. He had just heard
several representatives of ASCAP
members’ oppose the. changes on
charges that they were inequita-
ble and unfair, although they had
been approved -by both the
ASCAP board and the Justice
Dept. Taking note of this- lack
of full consent in ASCAP ranks,
Judge Ryan called for a refer-
endum in which ASCAP members
would vote on the changes.
Meanwhile, he adjourned the
-hearing to Jan. 6, 1960. The
amendments would revise
ASCAP’s 1941 consent decree
with the objective of liberalizing
royalty payments to members,
among other things, and would .
modify its  system of tallying
radio-tv performances of ASCAP
music (BROADCASTING, July 6).
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same for both years, 40.3. The aver-
age hourly earnings have increased from
$2.42 in 1959 to $3.48 last year (See
Table C). Inflation doubtless accounts
for some of the dollar increases, both
for production workers and actors. The
significant figures here are that more
individuals (Table B) worked the same
average hours in 1958 as in 1949, al-
though the domestic production of
theatrical feature pictures, made chiefly
in Hollywood, declined by more than
one-third during the 10-year interval
(Table A). Tv is obviously the explana-
tion.

The Desilu Story e Probably the
most dramatic example of the shift in
Hollywood employment from theatrical
pictures to tv films is offered by Desilu.
Ten years ago the Motion Picture
Center, RKO-Gower and RKO-Culver
City studios were devoted to producing
movies for showing at movie theatres.
Today these same properties, renamed
Desilu-Cahuenga, Desilu-Gower and
Desilu-Culver City, are being used for
the production of 11 half-hour and two
hour-long tv programs, these 13 shows
accounting for 7%2 hours of network
or syndication time a week. The gross
income which Desilu will derive from

this activity during the current. tv sea- -

son “will not be less than $23.5 million,”
President Desi Arnaz told the company’s
stockholders last summer (BROADCAST-
ING, July 27). More than 1,500 employes
are kept busy at the three Desilu studios.

Four Star Television has seven pro-
duction units of approximately 40 peo-
ple each working on the 10 tv series
which Four Star is producing at Repub-

lic Studios in space which a few years

back was devoted to the output of
theatrical pictures. In addltlon to these
280 production people there are the
department heads, office and manage-
ment personnel and the actors employed
on the individual programs. Four Star
total production for the season has been
estimated at close to 500 half-hour
programs, valued at about $20 million.

Ziv-TV has a season’s production
budget of $21 million for 12 filmed tv
series, four for network use and eight
for syndication. Ziv reportedly has a
total of 3,500 employes, of whom any-
where from 150 to 215 are assigned to
work on each. production. Currently,
in .addition to sequences being filmed
in Ziv’s Hollywood studios, there are
six full crews, totaling more than 350
people, away on location, and Ziv has
leased space at the Goldwyn and Re-
public lots for more studio filming.

Add the eight tv film series that
Warner Bros. is making for ABC-TV,
the 13 programs in the works at Screen
Gems, the 17 that Revue is prodicing,
the 10 being made at MGM-TV, the
five at Republic (in addition to the
Four Star group), the five at General

Service Studios, the four for CBS-TV
at California Studios, the three at 20th
Century-Fox TV, the three at Amco,
with other studios having one or two
tv shows apiece in production, and add
to these the countless pilots now being
readied for the 1960-61 season or per-
haps to be rushed into production for
use as mid-season replacements, and
there’s no question about tv’s impor-
tance to Hollywood.

As to Hollywood’s importance to tv,
it may be noted that of all evening pro-
gramming on the three tv networks,
78.6% comes from Hollywood and
88.6% of that programming is on film.
Briefly, 69.7% of all evening program
on the tv networks are filmed shows
originating in Hollywood. The syndi-
cated film programs also are mostly
made in Hollywood. And the theatrical
pictures, the old and not-quite-so-old
movies which fill the midnight hours,
are also Hollywood products.

To the movie capital, the dreaded
destroyer that they thought tv would
be has turned out instead to be the
good provider; the expected famine
has become a feast, with Video Scrooge
transformed into tv Santa Claus.

ITC subsidiary buys
35 feature films .

Metropolitan Productions Inc., a
wholly-owned subsidiary of Independ-
ent Television Corp., has purchased 35
feature films from Medalhon Pictures
Corp.,. New York, and therein lies a
story.

The film package was once basic to
the barter operation of Exquisite Form
Brassiere Inc. Exquisite Form used
the package for time swap deals
through Regal Advertising Assoc.
Corp., New York, which at one time
handled other clients such.as Silk Skin
(girdle), Rokeach Food Products, Walt
Disney toy licensees, Parry Labs
(Myomist throat spray), U.S. Pharmacal
(Baby Sweet and Soothene) and La-
mour Hair Products. In an interview
with Regal principals early this year,
the term “barter” was shunned and
the phrase “cash and credit” pre-
ferred (BROADCASTING, Feb. 16).

Medallion said last week that it had
since “bought out” the Exquisite Form
interests in the feature film package
and has sold the tv rights to Metropolis
subject to “existing outstanding con-
tracts.” But these contracts, according
to Medallion, expire soon, presumably
leaving the package “clean” of barter
tie-ups. Under- the contract with
Medallion, Metropolis must respect the
existing agreements which remain in a
few markets.

ITC, however, is not engaged in
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FAMOUS MEASURING INSTRUMENTS:

The
standard
by
which
others
are
judged
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his is the 30-pound “‘atomic
f-ﬁ clock’ and its inventor,
| Dr. Harold Lyons, Hughes
\/ Aireraft Company scientist,
for the National Aeronautics and Space
Administration . . . a clock that will neither
gain nor lose one second in a thousand years.
In a space satellite in orbit, this clock will
transmit rapid oscillations to be compared
with time shown by a ‘‘master’” clock on
the Earth. Such a comparison will offer
history’s most searching check of the
Einstein theory (that time In space, in
speed-of-light movement) is slower than
time on Earth. It will also offer precise
measurements of the geometric shape of the
Earth, and investigate whether space is the
same in all directions, as well as measuring
the velocity of light and radio waves.

Compared with the complexity of
this kind of thing, the measuring of mass
audiences in television seems simple. It isn’t,
but American Research Bureau, pioneer in
the field, is regarded as the ultimate in
precision (within its own strictly defined
limits). While sampling in itself can only
approach absolute accuracy, the means by
which data is gathered and processed can
be refined to a high degree of precision. Two
striking innovations by ARB forged the
way for electronic accuracy in television
research . . . instantaneous electronic audi-
ence measurement by ARB’s own ARBI-
TRON, and the introduction of Remington-
Rand’s newest UNIVACe SS90 high speed
data processor to television research.
Matching the painstaking efforts employed
by' ARB in sampling procedure, these
atomic-age instruments assure ARB clients
of results that are unsurpassed in . ..

Accuracy . . . Rel’iab'ility. .

Believability
AMERICAN
RESEARCH
BUREAU, INC.
WASHINGTON NEW YORK CHICAGO

LOS ANGELES

Nn



barter and is not involved in the former
pacts made by Regal.

Medallion initially got the pictures
from Paramount Pictures Corp. in a
separate transaction some Yyears ago.
The films were produced by the Pine-
Thomas unit for Paramount and in

the motion picture field are consid-
ered in general as ‘“the best of the
Grade B’s.” ITC said the pictures
will be first-run properties for many tv
markets and include such stars as
Barry Sullivan, Horace McMahon, Rory
Calhoun and Rhonda Fleming.

MGM-TV WILL PRE-SELL

Action follows disastrous season of dropouts

MGM-TV is acting like a company
that has decided not to take any more
brash chances in television.

Last season, “Leo” chased its tail
around in television. The company
produced seven pilots, but failed to
sell a single tv series. Down the
drain went some $400,000 in produc-
tion (though MGM-TV executives say
something may yet be salvaged).

This season, MGM-TV is taking
cautious steps to come out safe and
solvent.

It’s not producing pilots without a
commitment. And the company is
talking about its new product well in
advance of the “selling” season.

Last week, in fact, MGM-TV pre-
viewed for newsmen its ‘“catalog” of
13 new tv series as “concepts.” From
now on, the company specified, MGM-
TV will follow a pre-selling approach
to television.

If MGM-TV concludes the sale of
four tv series on the networks next
season, the television activity could be
chalked up as “successful,” according
to George T. Shupert, vice president in
charge of MGM-TV.

Mr. Shupert revealed that three
series already are ‘“‘committed” to net-
work financing through the pilot stage
(this gives network first option): The
Islanders, Asphalt Jungle and Father
of the Bride. The latter series is being
shared in the creation by ABC-TV, for
which General Foods has first option
as potential advertiser. (Initially Bride
was being produced for GF [via Benton
& Bowles] which some months back
turned down the pilot).

One hour long ® Islanders and Jungle
are one-hour long. It’s been reported
that ABC-TV also may be the interested
network for both these shows.

The “minimum” 13 new properties
are for the 1960-61 season. The ma-
jority of the series was developed by
MGM-TV’s own creative staff under
Richard Maibaum (who heads MGM-
TV production facilities). )

MGM-TV is offering “pre-produc-
tion cooperation” between itself and
networks, agencies or advertisers, a
practice which Mr. Shupert believes
will reduce much of the costly waste
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of pilots. A 43-minute color film
shown last week but already seen by
the three networks and the major agen-
cies was produced by MGM-TV’s staff
at a cost of $21,000, or about a third
of the approximate $60,000 (or much
more) cost for a pilot.

Of the proposed cooperative handl-
ing of production with networks or ad-
vertisers, Mr. Shupert described his con-
cept as “share in creative control.”

Mr. Shupert also disclosed that four
other series in the 13 are in negotia-
tion with either networks or adver-
tisers: National Velvet, Dr. Kildare,
Me and My Gals and The Agatha
Christie Series (tentative title). Of these
four series, MGM-TV wants firm 26-
week commitments. Kildare of the four-
some, he said, already is a self-contained
package as opposed to a “concept.”

So far as general policy on co-finan-
cing or co-responsibility, MGM-TV will
seek the commitment for either 26
weeks (in instances like Kildare) or
through the pilot-producing stage as
in The Islanders.

Other highpoints of MGM-TV’s tv
“picture™:
® The Thin Man re-runs are the only

MGM-TV product now on the network
air.

® Northwest Passage (half hours) is
being sold for multi-sponsorship and in
color. This series was on NBC-TV at
the beginning of the past season but
was in trouble from the start, Mr.
Shupert said, because of its time slot.

® MGM-TV, according to its head man,
now will exert caution on future sched-
uling in unfavorable network periods.
Mr. Shupert said a “family situation”
series was near a network sale which
was turned down by MGM-TV because
the show would have been placed
against two “fast action” series on the
competing networks. He reminded a
series needs to build an audience.

e Lew Ayres, who will star in Dr.
Kildare is prohibiting MGM-TV from
selling the series to a beer or cigarette
advertiser.

Mr. Shupert cautioned that sharing
the creative control could not be con-
strued as limiting producer. Major crea-
tive responsibility for the final develop-

ment of the properties, he assured
newsmen, would rest with individual
producers assigned to each MGM-TV
program.

Capsule descriptions of each of the
MGM-TV new series:

Asphalt  Jungle — one-hour series,
Jaime Del Valle who produced Lineup
on CBS-TV as creative head. Series de-
veloped by MGM-TV staff from the
novel by W. R. Burnett who is collabor-
ating on telescripts with Paul Monash.

The Islanders—one-hour series, Rich-
ard. Bare (director of pilots for Chey-
enne and 77 Sunset Strip now MGM-
TV staff producer) assigned as pro-
ducer. Tells adventures of two pilots
with airline service in South Pacific.

Dr. Kildare—half hour series, Col-
lier Young is producer; Lew Ayres
would recreate his original role he
played in MGM features. Dr. Kildare
is conceived as an older man with
romantic lead taken by actor in role of
young hospital staff doctor. Robert
Pirosh (wrote “Battleground” movie)
assigned to script.

National Velvet—half hour series,
story of a little girl and her high-spirited
horse. Some touches of original motion
picture preserved in this adaptation to
be produced by Bob Maxwell who also
produced Lassie.

Me And My Gals—half hour series,
produced by Alan J. Lerner (book and
lyrics of “My Fair Lady,” “Brigadoon,”
“Gigi” and other productions). Com-
edy-adventure with musical flourishes.

Steven V—nhalf hour series, produced
by Mr. Monash, who also created
story “glamour-adventure” — about an
American educated ex-king of a small
European country who becomes a pri-
vate eye for international high society.

P.S. From Paris—half hour series,
based on exploits of “New York Herald
Tribune” columnist Art Buchwald.
Comedy against a Parisian setting.

The Paradise Kid—half hour series,
by Mr. Monash and to be produced by
him. Story of young man recalled from
Harvard to inherit his dad’s fortune
and defends Texas ranch against father’s
enemies.

Night People—half-hour series, Alex
Gottlieb (Oh Suzanna!) as producer.
Suspense adventure with Manhattan
night life setting.

Others for which producers are not
named and their themes:

The Agatha Christie Series (one-
hour), based on vast library of novels
and other stories of Miss Christie with
whom MGM-TV has a pact giving com-
pany TV rights; Mystery Street (one-
hour), TV adaptations of classic thril-
lers”—many from MGM’s library of
literary properties; Father of the Bride
(half-hour), domestic comedy from
novel and motion picture; Gold Eagle
Gun (half-hour).
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NEW Hughes Storage Monitor

Videotape advantages are well-known—superior "live-quality” picture reproduction,
immediate playback and greatly reduced costs. One of the major difficulties to date
has been development of efficient videotape editing methods and techniques. Now,
Hughes makes available to the industry a Storage Monitor for use as a key unit in
the design of videotape editing systems.

The new Hughes Storage Monitor operates like any standard TV monitor until you press the
button. Immediately the Hughes 5 TONOTRON® Tube freezes the image, holding it until the
monitor mode is restored.

Advantages to TV engineers include: High-Speed tape processing. Better program continuity
and qualitv. Less tape wear during editing. Highest utitization of video recording equipment.

Pictures may be held for approximately ten minutes with a minimum of 5 half tones. Input may
be from separate or composite video sources. Push-button controls permit local or remote operation.

Modei 20t Storage Monitor is available in several mounting arrangements—poriable or
rack mounted, individually or in groups, for sequential frame study. This permits rapid selection
of individual frames and desired action sequences.

For additional information write la: Hughes Products, Industrial Systems Division, International
Airpori Staiior, Los Angeles 45, California.
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Now! A television monitor with a memory...
capable of freezing any TV action.

Video Signal ... Positive Video or Pasitive Composite Video
(sync. ne9.) coaxial cablie input, 1 volt p-p.
Separate Sync Inputs ... ... Negative sync, coaxial cable input.

tnput Impedance .... 100 ohms each on Separate Sync Inputs,
1000 ohms on Video Inpul (with parallel
terminal for 75 ohm matching termination).

Video Bandwidth ... ... ... .. ............... Approximately 6 mc.
Vertical Scanning Frequency. ... ... ...... 60 cps, interlaced.
Horizontal Scanning Frequency....................... 15,750 cps.
Picture Size............................4inch useable diameter.

... 115V 50/80 cps. 130 watts.
........... 14" x 8-1/2" x 16-1/2"

wi. approx. 40 1bs.
Mounting (Model 201-R) .................. Standard 19° relay rack

Phosphor ... .. ................. P-4 (Television black and white)

Power Requirements ... . ,... ..
Dimensions (Model 201} .. ...

INDUSTRIAL SYSTEMS DIVISION

Dt9%9. HUGHES AIRCRAFT COMPANY
Creating a new world with ELECTRONICS

SEMICORDUCTOR DEVICES - STORAGE TUBES AND DEVICES -
MICROWAVE TUBES - VACUUM TUBES AND COMPONENTS = CRYS-
TAL FILTERS + MEMO-SCOPET OSCILLOSCOPES - INDUSTRIAL
CONTROL SYSTEMS
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CAN BIG LOCAL SHOWS PAY OFF?

WNTA-TV is betting $4 million that the answer to that is yes

In New York City, as everywhere
else, a tv viewer can watch only one
station at a time. If you happen to be
one of seven stations competing for
that viewer’s attention, and especially
if you're one of four independent sta-
tions competing against three estab-
lished network stations, you've got a
problem.

WNTA-TV New York, has just that
problem. It wants its “place in the sun,”
to quote board chairman Ely Landau
of parent National Telefilm Assoc.,
and it’s just come through its first year
of NTA operation convinced of how
hard it will be to win it. (Mr. Landau’s
appraisal of that first year: “We took a
big shellacking.”)

Mr. Landau and his associates are
jumping feet first into the problem of
making ch. 13 different from every
other station in town—and putting “in
excess of $4 million” into a production
kitty to do it. Whatever one thinks of
the product, one must admit to the
“difference” they’re coming up with
such as:

1. From 9 a.m. until 6 p.m. WNTA-
TV’s signal will look like no other
television station any place, much less
New York. That begins Nov. 23rd with
Daywatch, a new program concept de-
signed both for in-and-out-of-home
viewing (see page 98).

2. Play of the Week, probably the
most ambitious program idea ever
taken on by an individual station. It
is made up primarily of successful ve-
hicles from the Broadway stage, fea-
turing top actors, directors and writers,
and is programmed every day of the
week for two hours (see below).

3. A program schedule which in-
cludes only one syndicated program,
the rest being station-produced.

Necessity ® To Landau et al, neces-
sity is the mother of invention, and the
necessity of this approach to WNTA-
TV is a matter of basic survival. “Why
should a viewer tune all the way from
ch. 2 (CBS) or ch. 4 (NBC) to ch. 13
if he doesn’t know there’ll be something
worthwhile when he gets there—some-
thing that he can’t find on the other
stations in between? We can’t make it
as a film station; we’ve got to make it
as a live station.” They say at WNTA-
TV that they’re not interested in being
pioneers, but they are interested in
being right — which translates, of
course, to being successful,

Station manager Mal Klein charac-
terizes WNTA-TV’s audience as “semi
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(Live) play’s the thing ¢ The lead
role in WNTA-TV’s new programming
will be held down this season by a
“heavy”: live drama. Starting out in
the station’s unique Play of The Week
was “Medea,” with Judith Anderson,
above, Aline McMahon (I) and Morris
Carnovsky (not shown).

mass class.” By this he means that the
New York area’s 5.5 million homes
include *“the most sophisticated, most
cosmopolitan” people in the world—
enough of them to justify productions
like “Medea,” the Greek tragedy star-
ring Judith Anderson which inaugurated
Play of the Week. “We may not hit the
ratings,” he says, “but we do hit
people who are important—and we hit
cab drivers and waiters as well.”
The kind of programming at WNTA-
TV lends itself to slogans, and the sta-
tion’s executives drop them readily.
Among the labels they pin to them-
selves are ‘““a thinking man’s station”
(referring to the many talk shows the

station has started, including David
Susskind’s Open End and Alexander
King’s Alex in Wonderland); “spo-
radic spectaculars” last year’s One
Night Stand series; “we’re mothering
style right down the line”; “we program
counterpoint” (similar reasoning to
ABC-TV’s “counter programming”
philosophy of putting on something dif-
ferent from what NBC-TV and CBS-
TV are doing at the same time, ex-
cept that WNTA-TV must do it against
ABC-TV and three other independents
as well); “Off Madison Ave. Theatre”
(in regard to Play of the Week).

Bright Hope e Biggest gun in the
WNTA-TV arsenal is Play of the Week,
which is programmed two hours every
weeknight plus matinees on Saturday
and Sunday.

The idea seems almost impossibly
ambitious for a single station to at-
tempt-—and, conceivably, may prove to
be so. WNTA-TV and “a Iot of peo-
ple who are burning candles for us”
hope it won’t be.

As the title implies, there’ll be a
new play each week. They’re all
taped, with production coming under
the wing of David Susskind and the
Talent Assoc. organization. The first
play, which started Oect. 12, was
“Medea” with Judith Anderson. The
second, last week, was Graham
Greene’s “The Power. and The Glory,”
starring James Donald and directed by
Carmen Capalbo. * Both opened to
rave reviews.

Other stars and stories coming to
the Play of the Week format include
Helen Hayes, Susan Strasberg, “A
Party with Adolph Green and Betty
Camden,” Steinback’s “Burning Bright”
and two plays by John Mortimer to
g0 on one show under the title “Back
to Back.”

Not the least interesting aspect of
Play of the Week is the budget for
entries. Assuming they were going on
a national network you could expect

such shows to command upwards of
$100,000 per. On WNTA-TV they’re
coming in for $35,000—and the sta-
tion is getting seven runs out of each,
which pares the production nut even
smaller.

The reasons for this low price are
several. The primary one is that the
talent, including directors and writers,
seem eager to appear in the type of
vehicles Play of the Week offers:
They're willing to do it for love, not
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One of a series of salutes to successful
STORIES radio and TV stations across the nation . ..
and to the Northwest Schools graduates
- who have contributed to their success.

RADIO
TELEVISION
CLOVIS, NEW MEXICO

KICA Radio’s call letters were first heard more than twenty-
six years ago—in July, 1933—making this pioneer radio
station one of the oldest serving New Mexico, West Texas.

KICA-TV—=Channel 12, went on the air in December, 1956.
Operating with 30,340 watts, KICA-TV covers 10 counties
_ £ in Eastern New Mexico and Western Texas. A CBS-TV
' SEE— O : affiliate, it has been inter-connected for live programming
JACK MORRIS, GENERAL MANAGER OF KICA since March 1, 1959. KICA-TV has originated many special
' events, one of which was the first remote telecast for Clovis
and Eastern New Mexico.

Lo o e

Two Northwest Schools graduates employed by
KICA have earned compliments from the sta-
tion’s Operations Manager, Jim Wilkes, who
writes:

“Bob Cyphers, our Assistant Local Sales Manager has
been a valuable asset to our organization because of
his varied background in business and because of
the excellent training received at Northwest Schools.
Bob has done an outstanding job in all phases of
selling and he is becoming quite adept in other
phases of television, particularly in the production
and staging of TV commercials.”

“Ed Jones, one of our ‘Account Executives, although
he has been with us just a short time, has indicated
to us a good background in basic television funda-
mentals, and we are sure that his willingness to
learn, his desire to succeed and his pleasant attitude
regarding his fellow workers. will be factors in his
success with us.”

BOB CYPHERS ED JONES
Assistant Local Sales Manager Account Executive

For further information
on Northwest training and praduates acailable in your area, write, phone or wire

NORTHWEST SCHOOLS

1221 N.W. 21st Avenue, Portland 9, Oregon
Phone.CApitol 6-4811
737 N. Michigan Avenue, Chicago » 6362 Hollywood Blvd., Hollywoed -
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for money, say WNTA-TV executives.
Also, the guilds are willing to coop-
erate beyond the points they’d demand
from a bigger producer because the
series offers so much opportunity for
employment for New York artists.
Mr. Landau thinks that in the course
of a year the series will employ more
local artists than the networks. No
one wants to be specific about the
scales set up for these performances,
beyond characterizing them as “nom-
inal.”” An example of the type of
cooperation involved would be in a
Guild’s lengthening its contractual de-
mands for a two-hour show to allow
18 days rehearsal rather than 13, and
100 hours rather than 60.

There’s another angle, too—syndica-
tion. If the Play of the Week is sold
to other stations the artists involved
will draw- full scale, plus *“a healthy
hunk of residuals” for authors.

Talent ‘Well’ ® Mr. Landau points
to the “well” of creative talent in
New York as one of the prime rea-
sons that Play of the Week is pos-
sible. Despite the many artists in
town, 80 percent of tv production
comes from the west coast, he says,
thereby narrowing opportunities for
actors who want to maintain their
bases in New York.

The talent responds, too, to the op-
portunity to do “no-holds-barred” plays
without sponsor or agency interference.
Besides that, they have “both interest
and equity” in bringing live creativity
to tv, Mr. Landau says.

Among other advantages of the Play-

of the Week format is the cumulative
audience opportunities: if a play’s a
hit, the audience has all week to see
it. The first week’s cumulative audi-
ence was rated at 2,350,000 viewers,
which WNTA-TV says is as many peo-
ple as would see the play in a 196-
week run on Broadway.
Here’s how the network schedule
runs: -
6-6:30: J. Fred Muggs, the tv chimp
who is characterized by program di-
rector Doug Rodgers as “the most
sophisticated child in captivity,” who
has his own children’s show. The pro-
ducers just set the stage for him and
let him “ad lib” his way through.
6:30-7: Rate the Record, featur-
ing Clay Cole as moderator of a show
on which teenagers pick top records.
7-7:30: Highway Patrol, the only
syndicated show on the station. WNTA-
TV executives admit frankly that this
show is in the schedule because it
locks in other business. In other
words, an advertiser will buy into
Highway Patrol and then take some
other business around other shows.
The station has 156 episodes of the
series.
7:30-7-55:
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Newsbeat with Mike

Wallace. This, plus a 5-minute weather
segment from 7:55 to 8, is the only
half-hour evening news show in New
York. Mr. Wallace specializes in am-
plifying the day’s news with comment
by qualified reporters from other media.
For example, if a labor story is in
the night’s news he’ll bring on col-
umnist Victor Riesel for analysis, or
for a Washington story, Scotty Reston
of the New York Times. The show
is repeated on tape from 12:30 to
12:55 a.m.

8-10: Play of the Week.

10-10:30: Barry Gray’s Full Cover-
age, a program of current news plus
commentary, often in the editorializing
area.

10:30-11: Mike Wallace Interview,
basically the same show which first won
him prominence on WABD (TV) (now
WNEW-TV) New York, later on the
ABC-TV network. A typical week’s
roster of guests: author Meyer Levin
(Compulsion), sportscaster Bill Stern,
New York Times science editor William
Laurence, author-actress Cornelia Otis
Skinner and comic Wally Cox (“Mr.
Peepers”).

11-12: Dance Party, an adult version
of the teenage record hop programs,

i color shows (all times are EST).

NBC-TV

Oct. 26-30, Nov. 2-4 (6:30-7 a.m.)
Continental Classroom.

Oct. 26-30, Nov. 2-4 (12:30-1 p.m.)
It Could Be You, participating sponsor-
ship,

Oct. 26 (9:30-11 p.m.) Hallmark Hall
of Fame, Hallmark through Foote, Cone
& Belding.

Oct. 27, Nov. 3 (9-9:30 p.m.) Arthur
Murray Party, P. Lorillard through Len-
nen & Newell and Sterling Drug through
Dancer-Fitzgerald-Sample.

Oct. 27, Nov. 3 (9:30-10:30 p.m.) Ford
Startime, Ford through J. Walter Thomp-
son.

Oct. 28, Nov. 4 (8:30-9 p.m.) Price Is
Right, Lever through Ogilvy, Benson &
Mather and Speidel through Norman
Craig & Kummef.

Oct. 28 (9-10 p.m.) Perry Como’'s Kraft
Music Hall, Kraft through J. Walter
Thompson,

Oct. 29 (9:30-10 p.m.) Ford Show,
Ford through J. Walter Thompson.

Oct. 30 (8-9:30 p.m.}) The Moon and
Sixpence, RCA.

Oct. 31 (10-10:30 a.m.) Howdy Doody
Show, Continental Baking through Ted
Bates.

Oct. 31 (10:30-11 a.m.) Ruff and
Reddy Show, Mars through Reeves and
Borden through Benton & Bowles.

Oct. 31 (7:30-8:30 p.m.) Bonanza,
RCA through Kenyon & Eckhardt,

Nov. 1 (9-10 p.m.) Dinah Shore Chevy
Show, Chevrolet through Campbell~-Ewald,

Nov. 2 (10-11 p.m.) Steve Allen Plym-
outh Show, Plymouth through N.W. Ayer.

Nov. 4 (9-10 p.m.) Another Evening
With Fred Astaire, Chrysler through
Young & Rubicam.

=

emceed by bandleader Ted Steele. This
show, certainly not the most inspired
in the WNTA-TYV lineup, brings the sta-
tion its best ratings. It gives away $25.-
000 a week in prizes to dancing couples
(a smarter looking set than you might
imagine, many of whom show up in
black tie and evening dress).

12-12:30: Morgan at Midnight. star-
ring radio-tv black sheep Henry Mor-
gan. Mr. Morgan’s irreverent humor, if
not always popular with sponsors who’ve
felt the point of his barbed shafts, nev-
ertheless has a loyal following. When
WNTA-TV sent out invitations to New
York agency men several weeks back,
allowing them to designate the station
personality they’d most like to have
lunch with, Mr. Morgan won in a walk
(BROADCASTING, Oct. 19).

12:30-2:55. Repeat of the Mike Wal-
lace Newsbeat program.

Another WNTA -TV programming
innovation is Newsbreak, 90 seconds
of news on the hour. It’s designed to be
on the air when other stations are carry-
ing between-show commercials. It’s
WNTA-TV’s intention that some dial-
switchers might be stopped in their
progress around the channels by these
news features.

On weekends WNTA-TV carries the
Shirley Temple movies series, Alex-
ander King’s Alex in Wonderland pro-
gram, Bishop Sheen and Dave Suss-
kind’s Open End, plus assorted feature
films and other miscellaneous programs.

Syndication ¢ Parent NTA has hopes
for syndicating a number of WNTA-
TV’s taped programs as a means of (1)
recovering some of the production
money involved and (2) making some
extra on the side. This idea was especial-
ly prevalent at the station in its first
year, but not spectacularly successful.
Only the Bishop Sheen and Mike Wal-
lace shows achieved a fair measure of
sales.

WNTA-TV lost money in its first
year under the NTA banner. Manager
Klein is increasingly bullish about its
chances to pull out of the red, although
he has no illusions that it will happen
right away. He says, however, that bill-
ings have doubled in the past month
and now are at a higher point than at
the station’s peak last March. When
NTA took over the station it billed
about $2,000 a week in national spot;
he says revenues now are as much as
$60,000 a week in that category. Other
bright spots: Open End is sold out,
Play of the Week is 50% sold, News-
break is sold across the board. (News-
beat, on the other hand, loses money
every week.)

What About Ratings e They'll talk
about ratings at WNTA-TV, but they
don’t like to. The station contends pres-
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ent rating techniques don’t give its pro-
gramming a fair shake and cites chapter
and verse on instances when audience
response (mail or otherwise) indicated
a picture quite different than the one
in the rating book.

On one occasion, for example, the
station came in with a 0.1 rating from
one service for a program which drew
120,000 letters. (According to WNTA-
TV, a 0.1 rating means “only one guy
is watching and he’s calling 10 other

people to tell them not to watch.”)

The station obviously does not pin its
hopes on beating out network stations
in the ratings department. The idea it’s
trying to get across is that even the
smaller slices of an audience the size of
New York’s represent a lot of people,
and that, in their opinion, at least, the
buying power represented by its “think-
ing man’s station” audience is worth the
dough on WNTA-TV’s rate card.

WNTA-TV OFFERS NEW PROGRAM

‘Daywatch’ will provide live 54 hours

If viewers won’t go to a television
channel, bring the channel to the view-

ers. This is part of the reasoning behind

a new concept. Daywatch, which will
provide 54 hours of live programming
per week over WNTA-TV Newark dur-
ing daytime hours, starting Nov. 23.

Station officials hope that Daywatch
will increase tv viewing during the day
by:

e Offering such service programs as
time of the day, weather, news, house-
hold hints, best-buy lists, beauty hints,
children’s features in lengths of one-
minute or less that will not “immobil-
ize” women for long periods.

e Reaching women in out-of-home
locations such as supermarkets where
tv sets will be pre-tuned to WNTA-TV.
About 400 supermarkets in the New
York area have agreed to install sets
and arrangements are being made to
install sets in 300 laundry center loca-
tions.

National Telefilm Assoc., New York,
which owns the station, has set up a
special division, called NTA Storevision
Inc., which will provide program for-
mats and equipment to tv stations
throughout the country that may want
to institute a program service similar to
Daywatch. Ted Cott, NTA’s vice pres-
ident in charge of owned and operated
stations, has been put on special assign-
ment as general manager of Storevision
(as Ely Landau puts it, “we’ve given
him a six-month leave for the next three
weeks”).

Mr. Cott believes that Daywatch will
“extend the frontiers of television.” He
points out that research indicates that
the percentage of daytime viewing is
one-third of nighttime viewing. Televi-
sion, he asserts, can grow only through
enlarging the daytime audience—hence
Daywatch.

More Revenue o Significant contribu-
tion that Storevision can make, Mr.
Cott contends, is to open the way for
financially-strapped uhf stations to earn
additional revenue during daytime
hours. He points out that nine stations
already have signed up for the service,
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including 2 uhf outlets, starting in mid-
January.

As at WNTA-TV, stations will be
permitted to sell a 10-second commer-
cial during every one-minute for a total
10 minutes of commercial time during
a one-hour period. A group of adver-
tisers already have signed for Daybreak
on WNTA-TV, according to Mr. Cott,
and sales will be announced shortly.

A sampling of the programming set
for WNTA-TV: time reports, illustrated
weather reports, news and bulletins,
sports news, menu suggestions, beauty
aids, fashion vignettes, community bul-
letin board, public service announce-
ments, children’s features, including the
chimpanzee, J. Fred Muggs. Within any
two-minute period, a viewer will be
able to check the time; within any five-
minute segment, will be able to obtain
a complete weather scoreboard and
within any five-minute period will have
the time, weather and news report.

FIRESTONE FORMAT
Switches from music

to public service

Firestone Tire & Rubber Co., which
changed its tune in network tv exposure
this season from good music to public
service programming, is more than sat-
isfied with the new arrangement. The
veteran network advertiser has been
quietly comparing through its own rat-
ing surveys the success of its current
Eyewitness to History series on CBS-
TV with its Voice of Firestone shows
seen last season on ABC-TV. Result:
Firestone is looking forward to spon-
soring more public service programs
dealing with matters of national im-
portance.

Last year when Voice of Firestone
experimented with a format that fea-
tured a different style of music each
week, the company engaged Western
Union to survey 1,000 homes in each
of 25 markets where all three networks
had outlets. Firestone’s market research
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department wanted to check variations
in ratings from program to program
because of weekly changes in music.
Regular rating services do not ordinar-
ily rate every program. explained C.
B. Ryan, Firestone’s director of mer-
chandising and advertising.

Last August when Firestone bought
the Eyewirness series of 14 programs
through Campbell-Ewald Co., Detroit,
with only one week’s time to prepare
commercials and arrange for time spots
and preemptions, Western Union again
was called upon to handle the same
25-market sampling. In this series the
programs have been on various nights
and at different half-hour periods. These
ratings were available for study by the
market research department by the
afternoon of the next day.

Ratings Rise ® The first four pro-
grams in the Eyewitness series, which
is produced by CBS News, were tele-
cast prior to Labor Day, “a poor time
to judge the success of a series by its
ratings.” Mr. Ryan told BROADCASTING
last week. On Sept. 15 the series re-
sumed with the approaching visit to the
U. S. by Nikita Khrushchev. Since
then seven shows have been aired,
with three more planned next spring
when President Eisenhower is expected
to visit the Soviet Union. Since Sept.
15 the ratings have averaged 15.5. The
highest was 17.8 on Sept. 21 when the
program was aired from 10 to 10:30
p.m. EDT. The highest share of audi-
ence reported for the series was 40.4
percent, while the lowest. 21.7 percent,
was for one of the pre-Labor Day tele-
casts. :

Film men contemplate

vtr production center-.

From a technical standpoint, it is

practicable to interconnect a producer’s
studio with a center equipped with
video tape recorders, R.W. Gast, senior
engineer of the New York Telephone
Co. told a meeting of the Film Pro-
ducers Assn. of New York last Monday
(Oct. 19).

Mr. Gast was the main speaker at a
forum called by FPA to provide infor-
mation on costs and technical aspects
of an association project that would
stimulate tape activity on the part of
independent producers in New York.
The dilemma of many independent pro-
ducers was outlined at the outset of the
meeting by Nat Zucker. president of
Dynamic Films, New York, and presi-
dent of FPA. He pointed out that the
initial cost of tape recorders and the
subsequent expenditures for mainten-
ance and obsolescence is delaying tape
production by some of its members.

Mr. Zucker explained that FPA mem-
bers are engaged in film programming
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and commercial production. He added
that in the motion picture field, it has
been traditional for independent pro-
ducers to lease equipment and facilities,
when necessary. Several FPA members.

he said, are considering the establish- .

ment of tape centers, equipped with a
number of recorders, for use by pro-
ducer-members. Mr. Zucker asked Mr.
Gast to explain the technical implica-
tions and cost data for setting up a relay
from a producer’s studio to a centralized
tape center.

Mr. Gast reported that this is techni-
cally feasible, particularly in areas such
as New York and Los Angeles, where
“substantial networks of special local
video cables have been built up and can
be extended to serve the needs of addi-
tional users.” The cable facilities, he
said, can be supplemented with portable
microwave systems to care for tem-
porary and occasional demands for
service.

A producer, he added, could be in-
terconnected with a tape center for an
installation fee of $175. Rates then are
based either on a monthly or occasional
service basis, plus a mileage fee. He
recommended that in planning inter-
connections, the New York Telephone
Co. be consulted in the early stages so
that a suitable and adequate location
could be arranged.

e Program notes

Columbia profit ® Columbia Pictures
Corp., N.Y., reports a net profit of
$151,000 for the year ended June 27,
1959, as against a loss of $4,987,000
in the 'year ended June 28, 1958. The
1959 figure included $2,597,000 rep-
resenting the profit of the sale of the
company’s laboratory facilities on the
West Coast, and the 1958 figure includ-
ed a special write-off of $3,837,000 for
studio costs not allocated to production.

Telenews adds six ® Telenews, daily
newsfilm service produced by Hearst
Metrotone News Inc., New York, an-
nounces the following new station
subscribers: WSOC-TV Charlotte, N.C.;
WFBM-TV Indianapolis; WCPO-TV
Cincinnati; WTOV (TV) Rockford, Ill.,
and KONO-TV San Antonio. KVAR-
TV Phoenix has started airing Telenews’
half-hour series, This Week in Sports.

Nurse appeal ® National League for
Nursing Inc., New York, is mailing kits
of radio and television spot announce-
ments to stations in its yearly recruit-
meat campaign for nurses. The cam-
paign also is sponsored by American
Hospital Assn., American Medical
Assn. and American Nurses Assn. Radio
kits contain copy for public service an-
nouncements of 10-20- and 60-seconds
duration. Tv kits contain slides, telops

and a 60-second film. The league’s ad-
dress: 10 Columbus Circle, New York
19.

New carioon series ® M & A Alexan-
der Productions are readying a new
cartoon series, Q.T. Hush, for distri-
bution early next year. Burlesking
the private-eye dramas, Q.T. Hush, is
a strip series of color cartoons, each
running 3% minutes, planned to have
action enough to please the kiddies
and enough satire to keep the older
members of the family interested. Ten
of the episodes make up a story
sequence and plans call for the pro-
duction of 10 such sequences or 100
episodes for syndication. Animation
Assoc. is producing the series for dis-
tribution by the Alexander organiza-
tion.

Christmas script series ® SESAC Inc.,
New York, is offering radio stations a
series of 13 quarter-hour script shows
in a package called Spirit of Christmas.
A total of 100 selections of traditional
and secular holiday music by SESAC
recording artists are included on nine
discs. Cost of complete series is $49.50.

Musical moods ® Thomas J. Valen-
tino Inc.,, New York (Major Records),
has released a new catalog called
“Major Mood Music Recordings,” con-
taining information on background
music for television, radio, films, drama
and newsreels. The catalog, which
also offers information on copyrights
and public performance, includes
music for bridges, fanfares, openings,
closings, tags and production numbers.
Write to 150 W. 46th St., New York 36.

Farflung ‘four’ e Independent Tele-
vision Corp. has sold Four Just Men
in 15 foreign countries in the seven
weeks since it was released for over-
seas tv, accounting for $878,450 gross
outside the U.S. Sponsors include Gen-
eral Electric and Texaco on the CBC,
Fabrica Automex Division of Chrysler
in Mexico, Columbia Records in Japan
and La Fondena Distillers in Puerto
Rico. Altogether, ITC is providing
more than 200 half hours, representing
19 properties, to 39 countries.

Ziv overseas sales ® Ziv International,
N.Y., reports that overseas sales for
September reached an all-time monthly
high, exceeding those of September
1958 by 300%. The sales were in 16
countries of Europe, the Far East and
Latin America.

Adds member ¢ Film Producers Assn.
of New York reports the addition of
American Film Producers, New York,
to its membership. AFP is headed by
Robert Gross and Lawrence C. Glesnes,
both executive producers.
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education: how the plan will work

i - Ly

ﬁ Instruction by airborne tv ® An estimated 5 million

students in 13,000 schools and colleges in six midwestern
states will be within range of a four-engine, DC-7
aircraft when it starts relaying taped courses from Purdue
U. in Lafayette, Ind., during the 1960-61 term.

The flying tv station will hover over the north-central
part of Indiana, circling over a 300-400 mile diameter
from Milwaukee and Detroit to Cincinnati and Louisville,

The program is a project of newly-formed Midwest
Council on Airborne Television Instruction, with the aid
of Westinghouse Electric Corp. (which originally devel-
oped Stratovision concept), CBS Labs and General Dy-
namics Corp. -

A feature of the new airborne instruction tv project
will be the use of a “narrow-band” transmission, devel-
oped by CBS Labs in cooperation with Minnesota Min-
ing & Mfg. Co. Experimentation will begin with two
conventional “wide band” uhf transmitters aboard, per-
mitting simultaneous telecasting of two different pro-
grams and ultimately as many as six.

By means of a “narrow band,” two special channels wiil
carry the same programs as conventional uhf channels,
with potential of doubling the number of courses to be
carried over conventional channels. Special receivers
will be instailed in about a dozen test schools- at the-
outset and in perhaps 100 during the first year of ex-

periment (AT DEADLINE Oct. 19).

Allied foss ® Allied Artists Pictures
Corp. showed operating loss of $202,-
499 for fiscal year ended June 27, 1959,
plus $60,000 provision for possible
federal taxes for previous years, or a
net loss of $262,499, President S. Broidy
reported last week. This compares with
a loss of $1,189,688 for the previous
fiscal year. Total gross income for 1959
was $15,365,000, down $612,000 from
the 1958 gross of $15,977,000. “At
June 27,” Mr. Broidy reported, “we
had available for tax purposes a carry
forward of losses relating to the three
fiscal years 1957-59 amounting to ap-
proximately $1,875,000 to be applied
against future profits.” He predicted
that fiscal 1960 will show an improve-
ment over 1959.

WPRO-TV script award ® The New
Englander who writes the best tv play
submitted to WPRO-TV Providence,
R.1., will receive $1,000. Deadline: Dec.
31. Play length: 1 hour. Plays must be
accompanied by a release giving
WPRO-TV permission to produce it on
the station’s facilities. The contest is
limited to those permanently residing in
New England.

WWJ airs concerts ®© WWIJ Detroit
is broadcasting the Detroit Symphony
Orchestra’s major subscription con-
certs. The station says it’s the first time
the orchestra has permitted these con-
certs to be broadcast. Nineteen further
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programs are slated for fecording by
WWT for presentation Sunday 3-5 p.m.

Auto film ® A public service film,
“Auto U.S.A.,” which is designed to
educate the public on latest develop-
ments in traffic safety, will be released
shortly for distribution to tv stations,
educational and civic groups. The film
was produced by Dynamic Films under
a grant made by Perfect Circle Corp.,
Detroit, manufacturer of automobile
parts.

Training e Series of in-service training
programs for elementary teachers has
been launched by WGN-TV Chicago
for the purpose of “improving instruc-
tion in social studies.” The daily 15-
minute programs are produced in co-
operation with the Chicago Public
School System and represent a follow-
up to last year’s series of courses de-
voted to improving instruction in read-
ing and mathematics. Teachers watch
on tv receivers installed in area schools.

New gold rush ® Victory Program
Sales, rerun division of California Na-
tional Productions, N.Y., reports its
The Californians film series now in its
first syndicated run off the network has
been sold to the following stations:
WHYN-TV Springfield, Mass.; KOOK-
TV Billings, Mont.; KOCO-TV Okla-
homa City; WCIA-TV Champaign, Ill.;
KSYD-TV Wichita Falls, Tex.; WBRC-

TV Birmingham; WABG-TV Green-
wood, Miss.; KFDA-TV Amarillo,
Tex.; WDSU-TV New Orleans; KTLA-
TV Los Angeles; KDAL-TV Duluth,
Minn.; KFJZ-TV Fort Worth, Tex.;
KRON-TV San Francisco; WWI-TV
Detroit; KGUN-TV Tucson; WPIX
(TV) New York.

Target U.S.A." ® KFMB-TV San Die-
go’s News & Special Events Dept. start-
ed its fall season with an hour-long doc-
umentary production, “Target U.S.A.”
It told the story of the nation’s defense
against a missile attack from enemy
submarines. The station says that it had
the cooperation of the U.S. Navy and
the Dept. of Defense to obtain realism
in the production. KFMB-TV newsmen
traveled more than 16,000 air miles to
shoot film of submarine detection ma-
neuvers. In all, 10,000 ft. were shot as
well as five hours of tv tape. It took
nearly 3,000 man hours to boil it down
and put it on tape for telecasting.

Minitoon album ® Warner Bros. Rec-
ords, Burbank, Calif., has released
“Sonny Moon Movie Minitoons,” a
phonograph album prepared for disc
jockeys. The record has instrumental
selections running from 1:09 minutes
to 1:48 minutes, The album’s jacket
gives dates when the numbers were first
popular, composer, publisher, etc.
About 1,200 disc jockeys are slated to
receive the record.
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GOVERNMENT

HEARINGS ON CATV IN WEST

Sen. Pastore to weigh booster problems
as well, in Mont., ldaho, Utah, Colo.

Sen. John O. Pastore (D-R.I.) has
announced that public hearings will be
held Oct. 27-30 on the catv and
booster problem in Montana, Idaho,
Utah and Colorado. Sen. Pastore is
chairman of the Subcommittee on Com-
munications of the Senate Interstate
and Foreign Commerce Committee.

A catv bill (§ 2653) is now pending
before the adjourned Senate, after be-
ing favorably reported by Sen. Warren
Magnuson’s Commerce Committee,
along with a bill (S 1886) which legal-
izes boosters. The Senate passed the
booster bill (the House has not acted
on it) but took no action on the catv
bill, which (1) defines catv as a broad-
casting service, (2) places catv systems
under direct FCC regulation with grants
to be made under public interest stand-
ards, (3) requires systems to carry sig-
nals of local stations and prevents dupli-
cation through signals of a second sta-
tion and (4) prohibits the use of catv
for pay tv. (BROADCASTING, Sept. 21).

First Hand Look ® Sen. Pastore, who
comes from densely populated Rhode
Island, reportedly has expressed a de-
sire to become acquainted first hand
with the problem of providing tv serv-
ice to sparsely populated areas in the
western states.

The hearing schedule foliows:

Helena, Mont.: Monday, Oct. 27, 9
a.m.—District Court House, room 27.

Idaho Falls, Idaho: Tuesday, Oct. 28,
1:30 p.m.—American Legion Hall,
Capitol and C Sts. (Sen. Frank Church
[D-Idaho] has indicated he will attend
the Idaho Falls session).

Salt Lake City, Utah: Wednesday,
Oct. 29, 2 p.m.—Federal Building,
room 230. (A spokesman for Sen.
Frank E. Moss [D-Utah] says he will be
in Salt Lake City the day of the hearing
and will probably attend).

Denver, Colo.: Thursday, Oct. 30,
2:30 p.m.—Post Office Building, Court-
room B. (Sen. John A. Carroll, [D-
Colo.] will attend the Salt Lake City
hearing.)

FCC Resistance ® The Senate Com-
merce Committee held hearings on the
catv and booster bills in July (Broan-
CASTING, July 20), and heard testimony
from catv operators, broadcasters and
present and former members of Con-
gress.

The FCC has consistently resisted all
attempts to place catv under its juris-
diction. It maintains that community
antenna systems are common carriers
and not a broadcasting service. The
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catv operators themselves have asked
for federal regulation, though they re-
sist any proposals which would require
them to receive permission from a sta-
tion before repeating its programs.

In the waning days of the first ses-
sion of the 86th Congress, Commerce
Committee Chairman Magnuson said
the catv problem “will be taken care
of immediately after the Congress re-
convenes in January . . .” (BROADCAST-
ING, Sept. 21). He said, the Senate did
not take action on the catv matter in
its first session so interested parties
would have ample opportunity to com-
ment on the bill’s provisions.

That opportunity comes next week.
Groups and individuals wishing to ap-
pear before the subcommittee hearings
should contact the Communications
Subcommittee, room 5108, New Senate
Office Building, Washington.

Weigh catv problems

FCC Broadcast Bureau Chief Harold
Cowgill discussed catv problems in
broadcasting before the regional con-
ference of the National Community
Tv Assn., meeting last week in Spo-
kane, Wash. He noted that the Com-
mission has taken the position it does
not have jurisdiction over catv, but
that “there seems no choice but to
re-examine . . .” this decision.

Within the past several weeks, he
said, the FCC has been re-studying and
re-evaluating its April 1959 report ex-
cluding catv from its jurisdiction. Mr.
Cowgill, who recently toured catv and
booster installations in the Northwest
with the Broadcast Bureau’s James
Sheridan, said they are not ready to
make a report on their findings as yet.
He said the study is not complete since
information still is being gathered from
several sources.

Name U.S. delegation

The official list of members of the
U.S. delegation to the Plenipotentiary
Conference of the International Tele-
communications Union, which con-
vened at Geneva Oct. 14, was an-
nounced by the State Dept. last week.

Francis Colt deWolf; State Dept.
telecommunications chief, is chairman
of the U.S. delegation, with FCC
Comr. Rosel H. Hyde as vice chairman.
Other members are:

Edwin W. Bemis, AT&T; Sidney S.
Cummins, State Dept.; Ronald G.

Denies distrust

Sen. Gordon Allott (R-Colo.)
has taken sharp issue with state-
ments made by Rep. Oren Harris
(D-Ark.) that there is a strong
undercurrent of distrust of radio-
tv industry in the area of political
broadcasts.

“I do not believe there is any
such feeling in the Congress,”
Sen Allott said in an interview
over KREX-TV Grand Junction,
Colo. “I believe if broadcasters
label their editorials as such there
is no reason for any concern.
Broadcasters have as much right
as anyone else to express them-
selves. . . . It is not the intent
of Congress to engage in censor-
ship of broadcasting [and] . . .
to do so would probably impinge
upon the constitutional guaran-
tees of a free press.”

In a speech last month before
the Louisiana Assn. of Broadcast-
ers, Rep. Harris warned broad-
casters of the feeling of mistrust
shared by many members of Con-
gress (BROADCASTING, Sept. 28).

Egan, Western Union; Paul Golds-
borough, Dept. of Defense; Raymond
L. Harrell, State Dept.; Alfred A.
Hemninge, American Cable & Radio;
Frederic E. Meinholtz, American News-
paper Publishers Assn.; Paul D. Miles,
Interdepartment Radio Advisory Com-
mittee, OCDM; Charles H. Owsley,
State Dept.; Francis W. Ryan, AT&T;
Philip F. Siling, RCA; Raymond E.
Simonds, RCA; Marion H. Woodward,
FCC.

Idaho Co. is granted
ch 8 in Idaho Falls

FCC Hearing Examiner H. Gifford
Irion last week issued an initial de-
cision recommending that FEastern
Idaho Broadcasting & Tv Co. be grant-
ed ch. 8 in Idaho Falls, Idaho. Eastern
remained the only applicant for the
channel after the FCC dismissed the
application of Sam H. Bennion when
he failed to file an appearance notice
within the required time after a hearing
had been scheduled.

In other broadcast actions last week,
the FCC:

e Granted new am station (630 kc,
1 kw-day with directional antenna) in
Salt Lake City to William Palmer
Fuller III and authorized increase of
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daytime power of KVNU Logan, Utah,
from 1 kw to 5 kw on 610 kc. KVNU
continues with 1 kw-night and direc-
tional antenna.

¢ Granted new am station (860 kc,
250 watts with daytime directional an-
tenna) in Naugatuck, Conn., to Naugu-
tuck Valley Service Inc.

e Instructed staff to prepare docu-
ment granting new am station (1300
ke, 1 kw-day with directional antenna)
in Hazelton, Pa., to Louis Adelman
and denying application of Guinan
Realty Co. for same facilities in Mt.
Carmel, Pa. An initial decision had
favored Guinan.

e Instructed staff to prepare docu-
ment granting new am station (540 ke,
1 kw-day) in Pine Bluff, Ark., to B. J.
Parrish and denying application of
KNOE Monroe, La., seeking shift from
1390 kc to 540 kc. Grant of the KNOE
application had been recommended in
a June 1957 initial decision.

* Instructed staff to prepare docu-
ment authorizing WICC Bridgeport,
Conn., to increase power from 1 kw-
day, 500 watts-night to 5 kw-day and
1 kw-night with directional antenna.
This action also reverses an examiner’s
decision.

e Instructed staff to prepare docu-
ment granting a new class B fm station
(107.5 mc) in New York to New
Broadcasting Co. and denying compet-
ing applications of Herbert Muschel
and Independent Broadcasting Co. This
action affirms the recommendation
made in October 1958 by an examiner.

File suit in sale of

Hawaiian Company

A Hialand Corp. stockholder has
filed a $2 million suit against Honolulu
financier Harry Weinberg and three as-
sociates for the part they allegedly
played in the 1958 sale of Consolidated
Amusement Co. to Hialand Corp. The
transaction included a 75% interest in
Hawaiian Broadcasting Co., licensee of
KGMB-AM-TV Honolulu, KHBC-AM-
TV Hilo and KMAU-TV Wailuku, all
Hawaii. This is now being sold to 25%
owner Honolulu Star-Bulletin for $2.3
million (BROADCASTING, Sept. 28).

The suit, filed in federal court in
Honolulu, was filed by W. E. Harber,
Wilmington, Del. It alleges a conspiracy
on the part of Mr. Weinberg and his
associates to coerce Hialand to make
concessions to them. Mr. Harber
charged that Mr. Weinberg’s protest to
the FCC in 1958 to the $8.7 million
Hialand purchase of Consolidated
Amusement properties (which included
theatres, and real estate as well as the
broadcast ownership) was done to force
Hialand “to buy off” the protest as a
consideration for its withdrawal.
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FTC in stop order
to Grand Union Co.

A Federal Trade Commission hear-
ing examiner has ordered Grand Union
Co., a 340-store supermarket chain in
the East, to stop “knowingly inducing”
discriminatory advertising allowances
from suppliers. The alleged offenses, said
by the FTC to have occurred between
July 1954 and February 1955, were
likened by Examiner John Lewis to

Broadcast Advertising

e FraNk K. MAYERS, account super-
visor on Clairol at Foote, Cone &
Belding, N.Y., named vp. He has
been with agency since 1956, and
prior to that was with NBC and Mc-
Cann-Erickson. PaurL K. HoGUE, ac-
count supervisor at FC&B on Lieb-
mann Breweries, appointed vp. Prior
to joining agency in 1958, he was senior
account executive at McCann-Erickson.

¢ GEORGE HAMM, account supervisor
at Leo Burnett Co., Chicago, and pre-
viously food products advertising man-
ager of Armour & Co., elected vp.

broadcast merchandising promotion
plans prohibited by the FTC last year
(BROADCASTING, May 26, 1958).

The examiner said the plan—by
which Grand Union rented space on
a large electric sign at 46th and Broad-
way, New York, to grocery manufac-
turing concerns supplying the super-
market chain—also involved barter of
some $39,000 worth of broadcast time
on WCBS-TV and WRCA-TV New
York to Grand Union in lieu of rental
payments for space on the sign.

FATES & FORTUNES

¢ ANDERSON FOWLER
HewitT, formerly
senior vp in charge of
account management
at Kenyon & Eck-
hardt, N.Y., elected

senior vp, director,
and member of ad-
ministrative commit-

Mr. I;IE\;ITT
that city.

tee of Compton Adyv.,

e VicTor G. KENYON, director of De-
troit radio-tv department, JaMEs G.
MACPHERSON, Detroit account execu-
tive, and ALLEN Z. HODSHIRE, radio-tv
executive in New York, elected vps of
Maxon Inc., Detroit-based agency. Bos

short time.

WASHKINGTON, D. C.
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Examiner Lewis said Grand Union
knew or should have known that the
advertising benefits involved in the
plan were not being made available to
all other competitors on proportionately
equal terms. The examiner said the
program “was devised as a method of
avoiding the necessity for suppliers’
having to proportionalize their pay-
ments.” The broadcast merchandising
promotion plan had not been found
illegal by the FTC at the time the
alleged offenses occurred, he noted.

HiGeIns, formerly with Jam Handy Or-
ganization (motion picture, slidefilm
productions), Detroit, joins home office
of Maxon as writer in radio-tv depart-
ment.

® Josepn C. DUKE appointed to new
post of executive vp for sales admin-
istration and pr for Minnesota Mining
and Manufacturing Co. He was execu-
tive vp for coated abrasives, adhesives
and chemicals division. L. F. WEy-
LAND, executive vp and director of
sales, and ARTHUR E. EGGERT vp for
public relations, retire effective at
year’s end.

¢ GLEN W. FORTINBERRY, formerly as-
sistant to president of Maxon Inc., De-
troit, joins D’Arcy Adv., N.Y., as vp.

¢ WILLIAM W. BELCHER, media buyer
with Young & Rubicam, L.A., to Mc-
Cann-Erickson, that city, as media di-
rector. Mrs. NORMAN (PETIE) HoOULE,
formerly with Frank B. Sawdon and
KLAC Los Angeles, to M-E as media
department estimator. '

e JoHN H. BALLARD,
formerly president
and director of Bulo-
va Watch Co., Flush-
ing, N.Y., to .Gruen
Industries (watches,
clocks, etc.), N.Y., as
board chairman and
chief executive officer.

MR. BALLARD
® JouN H. HOEFER, of Hoefer, Dieter-
rich & Brown, S. F., elected 1959-60
western region chairman of American
Assn. of Advertising Agencies, succeed-
ing NortoN W. MoGGE, of Atherton-
Mogge-Privett, L. A. JAck W. SMocCK,
of Young & Rubicam, L. A., elected
vice chairman and JoHN W. Davis, of
Honig-Cooper, Harrington & Miner,
S. F., named secretary-treasurer. Elec-
ted to board of governors were R. T.
Harris, Harris & Montague, Salt Lake
City; RoBerT P, HEINTZ, Heintz & Co.,
L. A.; ArRTHUR E. Housg, Arthur E.
House Adv., Portland, Ore.; ROBERT
C. TeMpLE, Fletcher Richards, Calkins
& Hotlden, Hollywood, and Mr. Mogge.
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e RoBerT G. SwaN,
formerly vp of Joseph
Katz Co., N.Y., and
Baltimore, who was
with that agency 13
years, announces
opening of Swan &
Mason Adv. Inc., of
- which he is president.
MR. SwaN WILLARD W. MasoN,
formerly with Oral Roberts Organiza-
tion in charge of radio-tv production
activities and liaison on its advertising
program, is executive vp and treasurer
of new agency. Headquarters is at 509
Madison Ave., N.Y. Phone: Eldorado
5-3263.

e HaroLD M. SPIELMAN, senior service
executive at Schwerin Research Corp.,
N.Y., named vp.

¢ Frep RoTH, account executive on
Chris-Craft and Bahamas Development
Board at Grant Adv. in Miami, named

vp.

e FraNkKLIN P. JoNEs, partner in Gray
& Rogers, Philadelphia agency, and co-
head of public relations and publicity
departments, will retire Dec. 31.

¢ Paur M. VISSER, account exXecutive
with Gardner Adv., St. Louis, promoted
to account group supervisor on Eli Lilly
& Co. (pharmaceuticals) and Deere &
Co. {(farm implements).

¢ CHARLES C. ALLEN, formerly director
of research for Blair Tv and Blair Tele-
vision Assoc., N.Y., joins Kudner
Agency, that city, as business manager
of radio-tv department,

* LAWRENCE O. HOLMBERG, formerly
vp and Chicago office manager of
Compton Adv., announces opening of
own advertising and marketing con-
sultant firm, bearing his name at 135
S. LaSalle St., that city.

» RicHarD C. ROBERTS, formerly copy
group head at Ross Roy Inc., Detroit,
to Ritchie Adv., Houston, as head of
combined creative and production de-
partments. Ritchie agency has moved
quarters to 3815 Garrott.

* WiLriam M. ALEXANDER, account
executive with WFMY-TV Greensboro.
N. C., to Hege, Middleton and Neal
Adv., that city, as account executive
and director of radio-tv.

® LroN A. WORTMAN, formerly adver-
tising account manager at Al Paul Lef-
ton, N. Y., to Kudner Agency, that
city, as account executive on Service
advertising of Sylvania Electric Pro-
ducts, electronic tube and semiconduc-
tor divisions. Other Kudner appoint-
ments, Sylvania account: FREDERIC J.
CowaN named account executive, light-
ing and electronic systems parts, Chem-
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ical and Metallurgical Divs.; ROBERT
M. LEHMAN, account executive on
Photolamp Divs., and JoHN R. MaAzEY,
account executive for Home Electronics
Divs.

® WARREN R. ERHARDT, manager of
media department at Fuller & Smith &
Ross, N.Y., appointed associate media
director.

* James E. KovacH appointed vp for

‘radio and tv operations at Waltjen As-

soc., Baltimore agency. He was pre-
viously manager of WQXR New York,
and later program manager of WBAL-
TV Baltimore.

e CHARLES A. BootH, formerly vp of
The Goodman Organization, Los An-
geles agency, to Enyart & Rose, Adv.,
that city, as account supervisor.

® AUDREY Lazier, formerly with
UCLA Medical Center, to Curtis Win-
ters Co., Los Angeles advertising
agency, as assistant to president.

® ROBERT J. SMITH promoted from
copywriter to radio-tv timebuyer at W.
B. Doner & Co., Adv., Chicago.

* M.V. KELLY JR., advertising-pr direc-
tor, Lawry’s Foods Inc., I..A., to Dona-
hue & Co., that city, as account execu-
tive.

¢ RoOCHELLE SEGAL, formerly with
Compton Adv., N.Y., to Wermen &
Schorr Adv., Philadelphia, as timebuyer.

e WALTER R. SmiTteH JR. and PETER
GREEMAN, both formerly with BBDO
N.Y., to Norman Craig & Kummel,
that city, as account executive and
member of copy staff, respectively.

e MicsHAEL REMBA, formerly associate
copy supervisor at Kenyon & Eckhardt,
N.Y., to Cohen, Dowd & Aleshire, that
city, in similar capacity.

e EvAN BAKER, formerly sales promo-
tion and advertising manager for Grace
Line Inc., to Doyle Dane Bernbach,
N.Y., as account executive.

s JoaN K. DEw, formerly in publicity
department of RCA Victor, Hollywood,
joins that of Kennedy/Walker, Beverly
Hills, Calif., advertising agency.
The Media

e e S1 LEwIS appointed
general manager of
WNIR Newark, N.J.
He was previously in
similar capacity with
WPOW New York
and served as national
sales manager of Tele-

Broadcasters of Wash-
ington Inc.

® CHARLES J. (JACK) SiTTA appointed vp
in charge of national sales for Knorr
Broadcasting Corp., Detroit. Mr. Sitta
joined Knorr in 1952 as sales represent-

A

4

MR. LEwis

(

2

WBNS

CoLuMBUS, OHIO
John Blair & Co., Representatives

RADIO

Pulse asked, “If all but one station were
to go off the air, what station would you
prefer over any other to remain?> 34.3%
chose WBNS, beating number two by
11.7%, and number seven by 36.1%.
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ative, was given assignment of starting
Michigan Spot Sales Inc., advertising
sales firm, of which he continues as pres-
ident. Knorr stations are: WKMH-AM-
FM Detroit-Dearborn, WKMF Flint,
WKHM Jackson, WSAM-AM-FM Sag-
inaw, and WELL Battle Creek.

¢ PHIL MELTZER,
previously sales man-
ager of KFRC and as-
sistant general man-
ager of KIJBS, both
San Francisco, ap-
pointed station man-
ager of KSDO San
Diego. PETER Mc-
MaHON joins KSDO
in executive capacity; JERRY NESLER
joins its sales department.

Mr. MELTZER

e ARTHUR E. HAaALEY, WiLLiamMm H.
SPENCER, DALE Moubpy and CoLLIS
A. YOUNG, general managers of WEZE

Boston, WIZE Springfield, Ohio,
WING Dayton, Ohio, and WCOL
Columbus, Ohio, respectively, elected

vps of Air Trails Network, which
owns those stations as well as WKLO
Louisville, Ky.

e KERSH WALTERS, sales manager of
WRAP Norfolk, Va., appointed gen-
eral manager of WGEE Indianapolis.
Both are Rollins Broadcasting stations.

¢ DANIEL MARTIN promoted from sales
manager to station manager of WNDU
South Bend, Ind. BAzi. O'HAGEN, chief
engineer at WNDU-AM-TV, assumes
additional duties of assistant general
manager of WNDU-TV. Epwarp L.
DovYLE, public affairs manager of Notre
Dame U. properties, named acting pro-
gram manager of WNDU-TV.

¢ WILLIAM SHERRY, formerly account
executive with WRCV Philadelphia, to
Herald Tribune network’s WVYOX-AM-
FM New Rochelle, N. Y., as manager.
He succeeds FRED BECK, named net-
work regional sales manager, New Ro-
chelle headquarters. Other Herald Tri-

bune stations are WVIP Mt. Kisco,
WGHQ Saugerties and WFYI Mineola,
all New York.

¢ WALLACE DunLaP, formerly general
manager of WXHR (FM) Boston, and
MARVIN SELLER, formerly with sales
staff of WGBB Freeport, N.Y.. to
WFYI Mineola, N.Y., as manager and
acting sales manager, respectively.

® BRUCE LANSBURY, assistant program
director of KABC-TV Los Angeles, ap-
pointed assistant program director,
development, CBS-TV Hollywood, ef-
fective Nov. 2. RoBerT B. Hoag, ac-
count executive with CBS Television
Network Sales Dept., named assistant
program director, administration, Holly-
wood. He was previously sales manager
of CBS’s KFMB-TV San Diego and
president of Hoag-Blair, station repre-
sentative.

¢ Howarp O. PETER-
soN, formerly general
manager of KTVH
(TV) Hutchison-Wich-
ita, Kans., appointed
vp and general man-
ager of KFBI Wichita,
succeeding JoE KIRr-
BY, who has resigned.
Mr. Peterson was pre-
viously sales manager of KMTV (TV)
Omabha.

e JamEs K. RICHEY, formerly manag-
ing director of KURL Billings, Mont.,
appointed sales manager of KMUR Salt
Lake City.

o ARTHUR WITTUM, audience promo-
tion manager of WBBM-TV Chicago,
named advertising and sales promotion
manager of KNX Los Angeles and
CRPN,
Pun. HiLiMAN, appointed to similar
capacity with Media Agencies Clients,
west coast advertising publication.

MR. PETERSON

e Lioyp H. OLIVER, formerly farm di-
rector of KRNY Kearney, Neb., pro-
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effective Nov. 9. He succeeds

moted to manager. BoB TEMPLETON,
news director, named program director.
Jac L. BYE appointed sales manager.

e JaMEs E. ANDERSON, formerly sales
manager of WFMT (FM) Chicago, ap-
pointed vp in charge of sales for WNIB
(FM) Chicago.

¢ AL HEACOCK, national program direc-
tor for Bartell Family Radio, moves
from headquarters at KCBQ San Diego
to WADO New York (formerly WOV).
Programming operations of group have
been transferred to east coast. JoAN
RurMaN, formerly media manager at
Grey Advertising, N.Y., joins Bartell in
that city, as assistant to director of na-
tional sales.

o STANLEY CHERRY, director with
KABC-TV Los Angeles, named assist-
ant program director, effective Nov. 9.

® RICHARD L. POWERS, account execu-
tive with KCKN Kansas City, ap-
pointed commercial manager and pro-
motion chief of WCMS Norfolk, Va.
Both are Continental Broadcasters sta-
tions.

e A. J. (BLONDY) STAHMER, account
executive with KXA Seattle, Wash., for
past nine years, appointed local sales
manager. '

e W. PENDLETON (PEN) BRrOWN, for-
merly announcer with KFBB-TV Great
Falls, Mont., to WICU-TV Erie, Pa., in
similar capacity. WILLIAM STANLEY,
formerly radio news editor at WICU,
resigns to rejoin WKRZ Oil City, Pa.,
as station manager. He had previously
been with that station as news editor.

o RICHARD F. FAULK-
NER, account execu-
tive with NBC Radio

Network Sales, Chi-
cago, promoted to
sales manager of

WMAQ, that city, ef-
fective Nov. 16. He
succeeds RuUpir NEU-
BAUER, who retires
after 30 years’ service with NBC-owned
station.

MR. FAULKNER

e JiM MATTHEWS, assistant director of
advertising and sales promotion, KYW-
TV Cleveland, to similar position with
KTLA (TV) Los Angeles.

¢ JacK ELLIOTT appointed program di-
rector of KXOX St. Louis, succeeding
LARRY MONROE, who resigned. Mr.
Elliott will also continue as air per-
sonality.

e HERBERT V. AKERBERG, for years in
station relations at CBS, recently con-
sultant to network, has retired to his
home in Scottsdale, Ariz. (6514 E.
Exeter Blvd.).

e CHARLES HUTAFF, formerly head of
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his own pr, program production and
promotion firm in Cleveland, joins
WGR-AM-FM-TV Buffalo, N.Y., as
promotion manager.

¢ KALAMAN B. DRrUCK, vp of Carl Byoir
& Assoc., N.Y., has established pr
counselling firm, bearing his name, at
420 Lexington Ave., N.Y.

* RED JONES named program manager
of KILT Houston. He continues as air
personality.

RTNDA election

WILLIAM SMALL, WHAS-AM-
TV Louisville, was elected presi-
dent of Radio-Tv News Directors

i : Assn. during
closing sessions
of its 14th an-
nual convention
in New Orleans
(see page 80).

He succeeds

+  RALPH RENICK,

- PR 2 WTVI (TV)
MR. SMALL Miami, Fla.

Other officers named at a busi-
ness meeting Oct. 16 were JACK
KRUEGER, WMTJ-AM-TV Mil-
waukee, board chairman (re-
elected); WIiLL1AM MONROE,
WDSU-AM-TV New Orleans,
first vice president; JuLIAN GoobD-
MaN, NBC New York, first vice
president for tv; RiCHARD CHEv-
ERTON, WOOD-AM-TV Grand
Rapids, Mich., first vice president
for radio; LEE F. WHITE, KROS
Clinton, Iowa, treasurer. Under
new procedure adopted at the con-
vention, Mr. Monroe is also presi-
dent-elect for 1961, when the
convention will be held in Wash-
ington, D.C.

Elected directors for three-year
terms each were Pat CULLEN,
KHQ-AM-TV Spokane, Wash.;
Ep Ryan, WTOP-AM-TV Wash-
ington, and BERT CANNING, CFCF
Montreal, Canada; for a two-year
term, PHIiL BErRk, KOMU.-TV
Columbia, Mo., and for one year,
SHELDON PETERSON, WTCN-AM-
TV Minneapolis-St. Paul,

Named regional vice presidents
were WILLIAM R, SHEEHAN, WJR
Detroit; JouN THoMPSoN, NBC
Los Angeles; BRUCE PALMER,
KWTV (TV) Oklahoma City;
CrawForRD RICE, WIVT (TV)
Tampa, Fla.; PAUL BOUDREAU,
CKAC Montreal.

JAMES SNYDER, Woashington
news chief of Westinghouse
Broadcasting Corp., was ap-
pointed chairman of the RTNDA
Freedom of Information Com-
mittee, succeeding JouN F. LEwIs,
WBAL Baltimore, Md.
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e RoBERT C. TrROUP, formerly president
of International Media Exchange Club,
to CBS-TV, N.Y., as account executive
in  production sales department.
Rosario P. TANNELLI, formerly regional
manager, Modern Teleservice, Chi-
cago, and RoBerT H. FOSTER, sales
manager of Audio-Video Recording Co.,
also join CBS-TV’s production sales as
account executives,

e Bop Morrow and ToM WHITE to
WINS New York, as sales promotion
research director, and sales staff mem-
ber, respectively.

e H. WiLsoN Lroyp, formerly vp of
Stephen Fitzgerald & Co. (pr firm),
N.Y., has formed general pr firm, bear-
ing his name. Offices are located at
555 Fifth Ave., N.Y.

® DoN Ross joins WXEX-TV Rich-
mond-Petersburg, Va., as news director
and newscaster.

e FLoydD Farr, of KEEN San Jose,
Calif., elected to NAB Radio Board
of Directors, representing District 15,
which covers Northern California and
Northern Nevada. Mr. Farr will fill
out term of Joe D. CARrRoLL, who re-
signed in August following his depart-
ure from KMYC Marysville, Calif.

e Bop CoLE, national sales represent-
ative with KNXT (TV) Los Angeles

and CTPN, promoted to account ex-
ecutive. Louls SWEENEY, sales service
manager succeeds him.

¢ GEORGE W. MOORMAN, speech and
drama instructor at West Georgia Col-
lege, to U. of Alabama Broadcasting
Services as chief of production and
assistant professor of radio-tv. Other
appointments there: THAD B. McCAaRr-
TY JR., formerly with J. Walter Thomp-
son, N.Y., as account representative,
named chief of operations; EDMUND
CeENEDELLA named producer-director
for Fund for the Advancement of Edu-
cation project.

¢ ARCHIE A. LEE rejoins Los Angeles
office of Harshe-Rotman, public rela-
tions firm, as account executive, fol-
lowing two years in that capacity with
Hill & Knowlton.

¢ JiM BurToN joins KIOA Des Moines,
Iowa, as account executive.

¢ GENE WERMAN joins WCAE Pitts-
burgh as account executive.

¢ HErRBERT L. KRUEGER, vp of WTAG
Worcester, elected president of Massa-
chusetts Broadcasters Assn., succeed-
ing W. C. SwaARTLEY, Westinghouse
Broadcasting Co. area vp for WBZ-AM-
TV Boston. Other officers: THoMAS Y.
GorMaN, vp of WEEI Boston, vp;
RicHARD E. ApaMs, general manager of
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WKOX Framingham, treasurer, and
O1T10 F.A. ARNOLD, general manager of
WBSM New Bedford, secretary.
Elected to board of directors: Mr.
Swartley; EARLE G. CLEMENT, WBET
Brockton; J. GorDON KEYWORTH,
WMNB North Adams; WiLLiaM Q.
McGraTH, WHDH-AM-TV Boston,
and WiLLiaMm L. PurNaM, WWLP
(TV) Springfield.

e LEN DirLLoN, formerly sports direc-
tor and sportscaster with WFAS White
Plains, N.Y., to NBC, N.Y., as sports
editor.

» MurieL J. BAKER, formerly associate
personnel and management director at
Donahue & Coe, N.Y., to The Katz
Agency, station rep, that city, as per-
sonnel supervisor.

e LArRrY Cov, formerly northern Cali-
fornia advertising manager of Look
magazine, to sales staff of KYA San
Francisco.

¢ MANGHAM LEHR, film director of
WHA-TV Madison, U. of Wisconsin
station, to WBAA West LaFayette, Ind.,
Purdue U. station, as assistant program
director.

¢ MorNa CaMPBELL joins news depart-
ment of WTOP-AM-FM-TV as re-
porter, writer and newscaster.

e BiLL FINCH, peviously manager of
KCSR Chadron and KDUH-TV Hays
Springs, both Nebraska, joins sales staff
of WSUN-TV St. Petersburg, Fla.

e LEw HAaRrRrIS promoted from announ-
cer to public affairs director of WWL-
TV New Orleans, succeeding PHILIP
PeETTY, who has resigned.

e BERNARD E. URy joins Chicago office
of Harshe-Rotman, national public re-
lations firm, as account executive.

e ROBERT N. PROVENCE, program direc-
tor of WSOC-TV Charlotte, N.C., re-
signs to join American Commercial
Bank, that city, as assistant vp on public
relations staff.

® RaymMonND CappeLL, of WHSC Harts-
ville, elected president of South Caro-
lina Associated Press Broadcasters,
succeeding PauL BeNsoN, WJMX Flor-
ence. Other officers: TED PREVATTE,
WPCC Clinton, vp; Mr. Benson, and
FraNk EsTEs Jr.,, WWBD Bamberg,
directors.

e Davip Forp, formerly with pr staff at
Institute of the Aeronautical Sciences,
N.Y., to tv department, Joe Wolhandler
Assoc. (pr firm), that city.

KWK'’s new team ® WiLLiamM L.
JoNEs JR., general manager of
KWK St. Louis (seated), an-
nounces station's new executive
appointments. L to r: GiL NEw-
SOME, program director and air
personality, named station man-
ager; DoN HAMEL, formerly with
Headley-Reed, (the station’s na-
tional sales representative), named
general sales manager: GENE
Davis, formerly air personality
with WHB Kansas City, appoint-
ed program director. Mr. New-
some and Mr. Davis will continue
to be heard over KWK.

e DAvE DEAN, air personality with
KANS Kansas City, promoted to music
director.

o GREG MASON, air personality, moves
from WNOE New Orleans to KYA San
Francisco.

United Press International news produces!
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¢ MAGNIFICENT MONTAGUE, 10 KXLW
St. Louis as air personality.

¢ GENE GILLIGAN, formerly reporter
and staff writer with San Francisco Call-
Bulletin, to news staff of KSFO San
Francisco. .

e FranK PoLLACK, air personality,
moves from KDAY Santa Monica,
Calif., to KRLA Los Angeles.

e WirLLiamM Hirz joins sales staff of
WSWM (FM) East Lansing, Mich.

e DoN HoyvLe joins KMTV (TV)
Omaha as weathercaster. He was previ-
ously with WTVH (TV) Peoria, IlL,
and WANE-TV Fort Wayne, Ind.

¢ DAVE SLY, news and weather announ-
cer with WILX-TV Onondaga-Parma, to
WOIA Saline, all Michigan, as news
reporter and announcer.

¢ QUINTILIO CERA, RONALD HANSEN
and FRep B. StorMs, graduates of
Northwest Schools, Portland, Ore.,
join KWTV (TV) Oklahoma City,
WSPD-TV Toledo and WHIZ-TV
Zanesville, Ohio, respectively.

e JERRY DEXTER, air personality, joins
KVI Seattle, Wash.

¢ ARNOLD BORNSTEIN formerly copy
editor on The New Haven (Conn.)
Register, to news department of WBAB
Babylon, N.Y.

® WAYNE FARRAR joins announcing
staff of WSVA-AM-FM-TV Harrison-
burg, Va.

e JUDIE STEVENS, formerly with WTWN
St. Johnsbury, Vt., to WCSH Portland,
Me., as air personality.

Programming

e RarpH BAaARrRON, formerly with re-
gional sales staff of Independent Tele-
vision Corp., to Arrow Productions,
N.Y. (division of ITC}, as spot sales
manager.

¢ Frank O’'ConNOR. formerly vp in
charge of new programming at Ted
Bates, N.Y., to California National
Productions, Hollywood, as coordinator
of new program development. Other
CNP appointments, West Coast: MAR-
SHALL WORTMAN, formerly general as-
sistant manager of Sam Goldwyn Stu-
dios, as director of business affairs;
Tom MCcKNIGHT named executive pro-
ducer.

e HaroLD (ScraPPY) LAMBERT, talent
representative and tv packager, joins
Independent Television Corp., Beverly
Hills, Calif., as west coast contact and
liaison with networks and clients on
ITC programs.

e Joun F. Cox, public service director
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of WBNS-TV Columbus, Ohio, appoint-
ed television coordinator for National
Education Assn., Washington. He will
assume creative and administrative
duties, developing and producing pro-
grams and films.

e EpwiN J. SMITH resigns as vp and
director of international operations of
ABC Films.

e ELLioTr MILLNER, formerly research
project director at Doyle Dane Bern-
bach, N.Y., to Independent Television
Corp., that sity, as research director.

s DoN DiLLIoN, formerly production
operations manager with CBS-TV, Chi-
cago, named production manager of
Playboy Penthouse, series on WBKB
(TV) Chicago, sponsored by Playboy
magazine.

e Jack DONAHUE, tv producer-director
of several Frank Sinatra, Red Skelton
and George Gobel programs, to NBC-
TV as producer-director of Dean Martin
and Cyd Charisse shows.

e JaMES BARNETT named story editor
of Warner Bros. Tv Div. with CarL
STUCKEY as assistant story editor.
Messrs Barnett and Stuckey had been
assistants to Jack Emanuel, former
story editor.

e HET MANHEIM, writer-editor of tv
dramas, named head of new program
development department, Ashley-Steiner
(talent agent), L.A. He will work
closely with agency clients in prepar-
ing and creating tv series and movie
packages.

e Cy HowarD, creator of My Friend
Irma, Life with Luigi and other series,
signs five-year contract to create and
develop programs for Desilu Produc-
tions, Hollywood.

® MRS. DOROTHY ZALL promoted to
treasurer of Animation Inc., Hollywood
producer of animated tv commercials.
Mrs. Zall, who was comptroller of firm
for past two years, has also been elected
to board of directors. MRs. MARIE
KLEIN, formerly secretary and treasur-
er of company, will now devote full
time to duties of secretary.

e GENE JoHNSON named director in
charge of promoting and discovering
talent for Jamboree show of WWVA-
AM-FM Wheeling, W. Va. Mr. John-
son will continue to maintain own
talent agency in that city.

Equipment & Eng’ring

* CarRrOLL R. MINER, formerly man-
ager of television product engineering
with General Electric’s Major Appliance
Div., Syracuse, N.Y., appointed chief
engineer of Hoffman Electronic Corp’s
Consumer Products Div., L. A,
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e WiLLiaM S. SaDLER, chief engineer
of WSTP-AM-TV St. Paul-Minneapolis,
resigns to assume presidency of Min-
nesota Radio & Television (Miratel
Inc.), St. Paul. He is one of founders of
company which manufactures closed-
circuit tv and special purpose electronic
equipment.

e HaroLp A. CARR, traffic manager
for CBS Electronics, Danvers, Mass.,
to similar position on corporate staff
of Raytheon Co., Waltham, Mass.

¢ S. GEORGE LAWSON, operations man-
ager in charge of photolamp and incan-
descent lamps for Lighting Products
Div. of Sylvania Electric Products,
named to similar position with Sylva-
nia’s Semiconductor Div., Woburn,
Mass.

e DoNALD G. PATERSON named prod-
uct marketer for Motorola’s power
transistor line, Semiconductor Prod-
ucts Div., Phoenix, Ariz. Other prod-
uct marketers appointed in that divi-
sion: G. Epwarp PavLIK for firm’s in-
dustrial alloy and mesa transistor
products; H. BRUCE WEST for recti-
fier and diode products.

e Tom PaRRIsH, formerly promotion
director of Universal Recording Corp.
and manager of its tape duplicating
department, appointed director of au-
dio programming for special products
division of Conley Electronics Corp.,
Chicago. He will supervise recording
of special music used in Moodmaster,
one-reel tape background system, and
also serve as consultant to distributors.

International

e JW.R. GraHaM appointed CBC di-
rector of television operations. He was
assistant director of television opera-
tions, Ontario.

e CHARLES W. FENTON, for past five
years national radio sales director of
Canadian Assn. of Broadcasters, to
Stephens & Towndrow Ltd., radio sta-
tion representatives, Toronto.

Deaths

¢ CHARLES BrROwN, 62, vp of Bing
Crosby Enterprises from 1949-57 and
previously advertising director of both
NBC and RCA died Oct. 17, following
heart attack in Los Angeles. Formerly
president of Academy of Television Arts
& Sciences, Mr. Brown was advertising
manager of Transcon freight lines at
time of his death.

¢ George H. HALPIN, 69, vice chair-
man of executive committee of Minne-
sota Mining and Manufacturing Co.,
died Oct. 19 in Minneapolis.

V.P. and Gen'l Mgr. Hat'l Rep.

'--------

B We had a bunch of &
the boys * 1

*local advertising
agency men, and
local advertisers.

I Y I
... they
watched ABC's
CLOSED CIRCUIT
PREVIEW
... heard about
K-7 and_agreed...
the TY picture in
Amarillo has
changed!

_gf

A
Locally, They're
73\ Sold on

KVII-TV ¢
Take a tip from the >
tocal boys who really
know the market . . .
buy K.-7! Get the
whole K-7 picture from
your Bolling man,

KVI-TV

amarillo, texas

Represented
nationolly by the
Bolling Company

C. R. ''Dick'" Watls
Yice-President and
General Manager
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EQUIPMENT & ENGINEERING

TV INTERCITY LINKS EXPAND

About 600 used to connect station groups

There are “almost 600 links in use
over more than 10,000 circuit lines com-
prising a multiple-hop tv transmission
system launched in 1955 for inter-city
and community usage, an RCA repre-
sentative told electrical engineering and
electronic delegates in Chicago, a fort-
night ago.

The report was given by John J.
Clarke during a symposium on radio
communications and tv-aural broadcast-
ing at the fall general meeting of the
American Institute of Electrical Engi-
neers. Delegates attended both the AIEE
meet at the Morrison and the 15th an-
nual National FElectronics Conference
in the Sherman Oct. 11-16.

Mr. Clarke noted that with the ma-
turing of the tv broadcasting industry,
“there has been an increase in the de-
mand for interconnection of small
groups of stations as well as widely
separated facilities of single stations.
Community antenna systems and other
closed circuit installations are adding to
such demands.” He added that private
ownership of such facilities is “often
attractive” compared with rental of com-
mon carrier service, which is best, how-
ever, for large transcontinental network
systems.

Multiple-hop ® The TVM-1 multiple-
hop tv transmission system, which has
other special applications, is proved
satisfactory for systems up to 200 or
300 miles in length and has accounted
already for a good percentage of the
nearly 600 links now in use. The sys-
tem has been continuously developed
since it was launched in 1955, he re-
ported.

TVM-1 superseded an earlier system
after World War II, establishing the ad-
vantage of microwave techniques for tv

transmission but not intended for mul-
tiple-hop or color signals, now provided
by TVM-1. Mr. Clarke noted it is eco-
nomical and efficient for inter-city and
community applications. Radio relay
systems consisting of 15 hops can be
designed, according to lab measurement
findings, he added.

AIEE presented three medals to lead-
ing engineers for professional achieve-
ment—the Morris E. Leeds Award for
electrical measurement, won by Dr.
Herbert B. Brooks, retired from the
U.S. Bureau of Standards; the Habir-
shaw Award for transmission-distribu-
tion—William A. Del Mar, and the
AIEE Medal of Electrical Engineering
Education, presented to Dr. Gordon S.
Brown, engineering dean, Massachu-
setts Institute of Technology. Each con-
sisted of a medal, certificate and $500
check. A medal for “outstanding
achievement in electronics” will be
given by AIEE in 1960 in the name of
Gen. David Sarnoff, RCA board chair-
man (AT DEADLINE, Oct. 12).

Among developments at the sister-
NEC meeting:

e A report on the use of radio noise
from the sun to calibrate large antenna
systems—by a team of U. of Illinois
engineers (Myron E. Armstrong, Prof.
George W. Swenson Jr., Richard L.
Sydnor and Prof. Harold D. Webb).

They reported it is “feasible to use
the sun as a radio source, based on ex-
periments at the U. of Illinois. They
put a 28-foot antenna in a dish-shape
unit atop an electrical engineering build-
ing and use it to receive radio signals
bounced off the moon and to track rock-
ets shot at the moon, or study radio
noises from the sun and from space.
The moon project is financed by the

Al.l-l ED always has the BROADCAST TUBES you need

IMMEDIATE DELIVERY ON

See your ALLIED
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tion equipment and
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ALLIED RADIO

100 N. Western Ave., Chicage 80, lIl.
Phone: HAymarket 1-6800
TWX: CG-2898

Army Signal Corps.

e A report on major design require-
ments and techniques for an airborne.
magnetic tape recorder—by M. E. Har-
rison and E. P. Brandeis, Ampex Corp.
Their conclusion:

-“Airborne data acquisition is a
rapidly growing and changing field. New
techniques are being used and the capa-
bilities of familiar systems are being
extended. While magnetic tape record-
ing has grown from a relatively un-
known method of data acquisition to
a major technique in the last dozen
years, its full capabilities are far from
being realized. Data acquisition tech-
nology is certain to benefit greatly as
the art of magnetic tape recording con-
tinues forward.”

Interference increase
with space advances

Radio frequency interference prob-
lems will become more complex and
acute as space technology improves, a
Defense Dept. official has asserted in
Chicago.

G. P. Sutton, chief scientist for the
department’s Advanced Research Pro-
jects Agency, also pointed out that new
techniques for protecting the nation
against enemy ballistic missiles must
accompany space-age advances. He
addressed the opening session of
a conference on radio interference re-
duction and electronic compatibility at
the Museum of Science and Industry.
Over 350 Army and industry scientists
and educators attended the fifth annual
three-day conference conducted by
Armour Research Foundation of the
Illinois Institute of Technology under
sponsorship of the U. S. Army Signal
Research and Development Lab.

Mr. Sutton declared: “While the vol-
ume of information transmitted with
electro-magnetic waves has increased
steadily and rapidly, and while we have
conceived of many new ways in which
we can use radio waves for military
and commercial purposes, the electro-
magnetic spectrum from which we can
choose our transmission frequencies has
not grown substantially in size in the
same period.”

“If you consider the problems of de-
fending yourself against a multiplicity
of simultaneously arriving enemy bal-
listic missiles,” Mr. Sutton added, “the
interference problems become im-
mediately evident.”

A highly complex potential weapon
system including wide-coverage radars
and separate specialized tracking radars
is necessary, he felt, and automatic con-
trol by radio of interceptor missiles and
other electronic defense systems also
must be quickly achieved.
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Collins Radio reports

its highest earnings

Highest earnings in the Collins Radio
Co., Dallas, Tex., history are announced
in its report for the fiscal year ended
July 31.

Collins’ net income (including its
subsidiaries): $3,718,817 on sales of
$117,864,000. The year before an oper-
ating loss of $259,749 was offset by a
tax refund and adjustment of profit
limitation reserve, resulting in a credit
to earned surplus of $1,081,975. Sales
that year were $107,569,000.

Fiscal 1959°s earnings are equal to
$1.95 a share, based on 1,813,347 com-
mon shares outstanding, including
69,744 shares issued Aug. 15, 1959, as
a 4% stock dividend. In 1958 the credit
to surplus was equal to 54 cents on the
common shares then outstanding, as
adjusted.

Medal to Sarnoff

Brig. Gen. David Sarnoff has ac-
cepted the Christopher Columbus
International Award for achievement
in telecommunications from Italian
President Giovanni Gronchi on behalf
of himself, Dr. E'W. Engstrom, senior
executive vice president of RCA, who
was present, and Dr. V.K. ZworyKin,
RCA honorary vice president, who was
honored in absentia. The award consists
of a purse and a gold medal.

Gen. Sarnoff, in a brief acceptance
speech, voiced a hope technology could
be utilized for peaceful purposes and
said, “our paramount need today is for
Columbuses, Marconis and Toscaninis
of the human spirit to help close the
gap between technological and moral
progress.”

Orr-Ampex merger

The merger of Orr Industries, Ope-
lika, Ala., magnetic tape producer, into
Ampex Corp., Redwood City, Calif.
became effective Oct. 7, George 1.
Long Jr. president of Ampex an-
nounced. The agreement had been
reached in July and was submitted to
stockholders for ratification before the
agreement became final. (BROADCAST-
ING, July 6). Holders of the common
stock and stock purchase warrants
issued by Orr Industries Inc. are now
entitled to exchange their Orr shares
for Ampex shares on the basis of one
share of Ampex for 2.2 of Orr.

Under the merger, Orr Industries Inc.
is now operating as “Orr Industries, a
Division of Ampex Corporation.”

e Technical topics

Strength’s the same ® General Elec-
tric Co., Syracuse, reports development
of a square-cornered 23-inch picture
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tube which does not employ an attached
safety plate. The tube, which carries
type number 23KP4, has conventional
strength without the necessity of an in-
tegral panel. The 23-inch wide angle
tube weighs approximately 3% pounds
more than the standard 21-inch, 110 de-
gree tube, but has an increase of about
20 square inches in picture area. The
new tube was developed by Kimble
Glass Co., subsidiary of Owens Illinois,
in cooperation with GE.

For helding an audience ® Shure Bros.
(electronic components), Evanston, Il1.,
has published a new booklet for those
who want to improve their microphone
techniques. The eight-page manual,
titled Your Basic Tool for Holding An
Audience, is intended for businessmen,
educators, entertainers, recording en-
thusiasts and others who have occasion
to use public address systems. Copies
are available from Shure Bros., 222
Hartrey Ave., Evanston, Ill.

For tape recorders ® Chemtronics Inc.,
Brooklyn, N.Y., announces a new
chemical for cleaning playback, record
and erase heads and pressure rollers
and eliminating “tape squeal.” The new
cleaner, guaranteed not to affect plastic
parts, is said to increase the life of tape
and tape heads, improve fidelity and re-
duce distortion. The cleaner is pack-
aged in a two-ounce bottle and comes
with a felt applicator.

Tripod introduction ® National Cine
Equipment Inc., New York, announces
an introductory offer for its new “Hy-

drofluid” ball-leveling, pan and tilthead
tripod designed for professional camera-
men. The aluminum tripod has a pan of
360 degrees, a tilt of 80 degrees and a
maplewood base with self-aligning leg
locks. It is designed for all cameras of
40 pounds or less. Special introductory
price: $329.

Worker ideas ® Employe suggestions
saved RCA more than $1 million last
year. For its program, setting a record
in company history, RCA received the
annual award of the National Assn. of
Suggestion Systems for the greatest in-
crease during 1958. M.G. Young, RCA
personnel services administrator, accept-
ed a plaque for his firm at the associa-
tions’s St. Louis convention.

RCA’s 1958 report ® RCA’s employe
suggestion system reports 15,046 sug-
gestions submitted, 2,948 adopted and
$112,251 awarded employes responsible
for the million dollars’ worth of ideas.
The suggestion system has been in use
by RCA for 27 years.

Oldest mike ® Astatic Corp. (micro-
phone manufacturer), Conneaut, Ohio,
is running a contest to find the com-
pany’s oldest Model D-104 owned by
an amateur operator. Prizes: A working
model sterling silver D-104, a standard
D-104 or a Model 10-D or 10-C micro-
phone. Nine hams with the next-to-
oldest D-104's will be offered a stand-
ard D-104, a 10-D or a 10-C. The con-
test is open to licensed hams. Entries
must contain the mike’s serial number
and the station’s call. Deadline: Dec. 1.

RCA NET PROFITS CLIMB 28%

Sales exceed $978 million in nine months

Net profit for RCA and its subsidi-
aries in the first nine months of 1959
rose 38% over the corresponding period
of 1958 to $27.3 million, it was an-
nounced last Thursday (Oct. 22) by
David Sarnoff, board chairman and
John L. Burns, president.

Sales for the period were reported
at $978.2 million, compared with
$834.8 million for the same nine
months of 1958. Third quarter sales
were listed at $344.5 million, and net
profit (after federal taxes) at $7.9 mil-

For nine months ended Sept. 30
Products and services sold

Cost of products and services sold and other operating costs

Profit before federal taxes on income
Federal taxes on income

Net profit for nine months
Preferred dividend

Balance for common Stock

Earnings per share of common stock

For quarter ended Sept. 30
Products and services sold

Cost of products and services sold and other operating costs

Profit before federal taxes on income

Federal taxes on income

Net profit for the quarter

Preferred dividend

Balance for common Sstock

Earnings per share of common stock
Net profits reported above are nece

lion, as against $292.2 million in sales
and $6.3 million in net profit for the
1958 corresponding period.

The earnings per share of common
stock for the third quarter were placed
at 51 cents, said to be an increase of
28% over earnings for the comparable
1958. Total nine-month earnings per
share were reported at $1.80, up 43%
from the first three quarters last year.

RCA'’s consolidated statement of in-

come:

1959 1958
$978,200,000 $834,800,000
923,900,000 795,200,000
54,300,000 39,600,000
217,000,000 19,800,000
27,300,000 19,800,000
2,400,000 2,400,000
24,900,000 17,400,000

1.80 1.26

344,500,000 292,200,000
329,000,000 279,600,000
15,500,000 12,600,000
7,600,000 6,300,000
7,900,000 6,300,000
300,000 - 300,000
7,100,000 5,500,000

51 40

ssarily based in part on approximations and are
subject to audit and year-end adjustments.
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When U.S. Border Patrol, a CBS
Film Sales Inc. syndicated film show,
went on location in Miami, WTV]
(TV), the local station carrying the
program, worked up an unusual
audience promotion campaign.

A contest was held offering two
local citizens the opportunity of ap-
pearing on Border Patrol. The con-
test was a simple, 25-words-or-less
write-in, completing the sentence:
“I would like to appear with Dick
Webb in an episode of U.S. Border
Patrol because . . .” There were no
age restrictions imposed on con-
testants.

After the contest closed following
& two-week promotion effort, which
included newspaper ads and 187
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Contest winners ‘ham it up’ on tv

YOU'RE mwf oN 4

WTVI's TEASER AD

spots plugging both the contest and
the show, 1,638 entries had been re-
ceived.

A week after his arrival in Miami,
Mr. Webb appeared on WTV]J to
announce the winners: a housewife
and an apartment house superin-
tendent. The winners were an-
nounced also on a total of 28 spot
announcements which also carried
plugs for the showtime of Border
Patrol.

The two top winners appeared in
a gambling scene and received $125,
which WTVIJ described as “a tv star’s
salary for a day.” Ten runners-up
were offered the opportunity of
spending a day with program star
Dick Webb, “on location.”

Associated Activities ¢ WTV]
News got into the act by filming
Mr. Webb’s arrival, the visit of the
10 runners-up to the Border Patrol
location, the appearance of the two
contest winners on the program, and
special activities held for the two
alternate week sponsors of the show
on WTVJ: Amoco and Duffy-Mott.

Activities for the sponsors were
varied. A full day’s activities for 41
Amoco dealers included a visit to
the program’s location and lunch
with Mr. Webb. Also each dealer
had his picture taken with the pro-
gram’s star for display in his service
station.

Duffy-Mott, which had just signed
for sponsorship of the program
wanted to let buyers at major food
chains and independent stores
know that Duffy-Mott products
would be pre-sold through Border
Patrol. Names of the children of the
food-buyers were obtained and they
and their parents were invited by
WTVI’s “Skipper Chuck” to a party
to be co-hosted by “Skipper Chuck”
and Mr. Webb. Of 68 children in-
vited, 49 attended, representing
every chain and independent group.

When the party was over, each
family received a shopping bag full
of Duffy-Mott products. Each bag
was imprinted with the family’s
name and “Duffy-Mott sponsors
U.S. Border Patrol.”

While the filming is over, the pro-
motion lingers on. The Miami
episodes will be shown in late No-
vember and early December. WTV]J
has already prepared ads reading
“See Miami scenes tonight on U.S.
Border Patrol.”

False ’arrest’

Two policemen marched into the
studios of KELP El Paso, Tex., re-
cently and arrested disc jockey Tom
Thacker while he was broadcasting.
He was held in the local bastille until
his listeners “bailed” him out with
contributions to the local chapter of
the National Foundation.

Mr. Thacker was arrested on a
Friday afternoon. He was behind the
mike, instead of behind bars by the
following Monday afternoon.

Multicast

WSAZ Huntington. W.Va.. had its
remote microphones at the scene of
four area football games on Friday,

112

Oct. 9. The station switched to which-
ever game was the most exciting at
the moment, and managed to broadcast
10 of the 14 touchdowns scored in
the four games.

Play-by-play announcers report see-
ing more portable radios than ever
before, with fans watching one game
and listening to WSAZ for late devel-
opments of the other three.

¢ Drumbeats

Pornography alert ® A new 15 minute
public service program—A/ert—is being
started by KSON San Diego. The pro-
gram will campaign against porno-
graphic literature now being sold on
newstands and sent to minors through
the mail." Civic, religious and club

leaders will be asked to suggest reme-
dies for combatting the problem.

Dog house ® Prince, the 19-month-old
German Shepherd mascot of the Fourth
Infantry Div’'s MP detachment, Fort
Lewis, Wash., has a new home. He has
been named “Dog of the Year” by
KING Seattle. Prince has been credited
with saving his master’s life when a rat-
tlesnake was about to strike on a firing
range last summer. As “Dog of the
Year,” Prince received a three-room
dog palace and a $250 high-fashion
dog wardrobe. (BROADCASTING, Oct. 5).

Smoke signals ® An estimated 8,000
people attended the dedication of the
“KXOK Totem Pole” erected on the
grounds of KXOK St. Louis. The pole
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was carved by Chief Sequiche, a full
blooded Cherokee. It has carvings rep-
resenting each of the seven states cover-
ed by the station’s signal.

Pick that corn ® Over 7,000 people at-
tended the eighth annual Nebraska
State Mechanical Corn Picking Contest
at Neligh, Neb. The event was co-spon-
sored by WOW-AM-TV Omaha, the
U. of Nebraska College of Agriculture
and the Neligh Chamber of Commerce.
Though the contest site was 140 miles
from WOW’s home base, the station
sent 12 men and two mobile units to
cover the event.

Homework ® Student tune-in to the pre-
miere of CBS Reports tomorrow (Oct.
27) on CBS-TV, 10-11 p.m. EST,
should get a boost through classroom
promotion. A four-page study guide for
the show was prepared by the National
Education Assn. and mailed to tens of
thousands of high school teachers as
part of the NEA continuing “Resources
for Teachers” program. In the series
opener, Edward R. Murrow and expert
guests give the “Biography of a Missile.”

Theophilis Thistle ¢ Philadelphians
are being given the opportunity to
stump air personalities of WIBG, that
city. They are sending “Tongue Tang-
lers” to the station. If their phrases are
used, and the personality fluffs, WIBG
pays the sender $1. In the first three
weeks, 3,262 entries have been receiv-
ed, and they’re still coming in. Payoff
to date—$21.

Finders, keepers ® WRCV Philadel-
phia has hidden three certificates, worth
a total of 1 million trading stamps,
somewhere in the city. The stamps are
prizes in a “Finders Keepers” game.
Clues concerning their location are
broadcast daily by the station.

Second home ¢ NBC news commenta-
tor Morgan Beatty was startled to see
sign reading “Future home of Morgan
Beatty” as he drove through Savannah,
Ga. Upon investigating, he found that
the new building, so labeled, is actually
the future home of WSAV-AM-TV.
The sign is changed each week to fea-
ture a different radio or tv personality.
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Borge & Tuborg ¢ There’s nothing like a Dane to plug one of Denmark’s
outstanding potables—Tuborg beer—and Victor Borge (1, above) was the
accommodating native during his hour-long Pontiac special on NBC-TV.
Program was a tribute to Mr. Borge’s native country, and one of the
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sequences was the comic’s portrayal of a Tuborg beer truck driver. It was NAME c....... coveersoresnesotsesmsnssstesssoe e sssss st sssesisssons

“a happy coincidence” that the Tuborg sequence, cleared by Pontiac,

broke the same week that the beer company started an extensive spot : STATION. s

radio campaign on WNEW, WNCN-FM, WBAI-FM and WQXR-AM-FM, B STREET....ooooo e

all New York, according to spokesman for Erwin Wasey, Ruthrauft & 2 H

Ryan agency for Tuborg. Everything’s fine in the state of Denmark. g L A g
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BRITISH TV: AT UHF CROSSROAD?

General reappraisal expected of program and technical policies

The phenomenal success of commer-
cial television in the United Kingdom
since its advent four years ago has pre-
cipitated new problems that must be
resolved soon, not even excluding a
possible move from vhf to uhf to ac-
commodate additional program services
or networks as well as color.

Interviews with government authori-
ties heading the competitive noncom-
mercial British Broadcasting Corp., and
the Independent Television Authority
(ITA) as well as the heads of the four
major program contractors, elicited the
unanimous view that additional pro-
gramming service must be provided, but
widely divergent ideas as to how it
should be achieved. All were agreed,
however, that a new all-inclusive study,
either by a Royal Commission (with
subpoena powers) or a Parliamentary
committee (without such powers) would
be undertaken shortly by the Conserva-
tive government, returned to power in
the Oct. 8 elections.

The nine-year charter of ITA, which
rides herd over the program contrac-
tors and leases to them the transmit-
ting facilities, expires in 1964. The BBC
charter will expire in 1962. Presum-
ably the first legislative effort will be
to extend the BBC’s life until 1964 to
coincide with that of ITA so that any
decision reached as to an inevitable
third “programme” (i. e., whether it
should be commercial through ITA
or even a new ITA-type organization,
or go to BBC) can be resolved simul-
taneously.

But the government commission will
have more to consider than whether the
third network should be commercial or

noncommercial. To it likely will be
tossed these additional problems:

® Should there be commercial radio
to compete with BBC’s time-honored
and distinguished programming?

e Should there be a transition from
Bands 1 and 3 (vhf) to 5 and 6 (uhf)
so as to accommodate perhaps two ad-
ditional “programmes” and which also
would be essential if colorcasting is to
be introduced because a wider band is
required?

e Should the British standard of 405
lines (which anchors its system to a 17
inch screen) be upgraded to the Europ-
ean standard of 625 lines (except France
which uses 905 lines), which would
entail dual transmissions or use of con-
verters?

¢ And, most significant economically,
should there be legislation to siphon
off more of the rather substantial
profits of the program contractors,
either by changing the pattern or
through increased rentals to ITA?

Public Acceptance ® There doubtless
are other areas to be studied by the
upcoming commission, but there is no
question about the public acceptance
of commercial tv, British style, and
the realization by all shades of opinion
that it is there to stay. The Tory victory,
moreover, augurs expanded commer-
cial operation, whereas a Labor party
victory, while it could not possibly
have resulted in a return to noncom-
mercial operation, would have spelled
trouble for ITA.

The profitability of commercial
operation has been a prime target of
the Laborites and the basis for juicy
editorials by the anti-ITA press, not

—
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excluding those newspaper interests
identified with the ownership of certain
of the program contractors. For the
four major contractors, profits have
amounted to about one-half of their
gross in 1958 and the financial picture
will be even better for the 1959 calen-
dar year. In 1958, the gross income was
about 46 million pounds ($129 million).
In 1959, it should be about 12% higher,
or some 60 million pounds ($168 mil-
lion).

These remarkable results are being
achieved with operations limited to
seven commercial hours per day and
with no direct program sponsorship.
Spots in between programs are sold,
with a limitation, averaged throughout
the broadcast day, of six minutes of
commercials per hour and with a maxi-
mum of eight minutes in any one hour.
All elements are agreed—ITA, the pro-
gram contractors and the advertising
agencies and advertisers,—that the
British format of no direct sponsor-
ship, as opposed to the American
method of direct sponsorship, has been
successful there.

The Big Gamble ® The program con-
tractors feel they are entitled to a return
earnings. They justifiably point out that
they took the gamble in 1955 by in-
vesting heavily in programming, when
many authorities said commercial tv
would never work in staid Britain. Dur-
ing the first 2% vyears, millions of
pounds were spent with no appreciable
return, entailing reorganizations and
even dire threats of going under. Con-
tractors feel they are entitled to a return
on their large investments. And
they argue, for the most part, that they
should be given the third program on a
commercial basis, to permit them to
operate seven days a week nationally
and with no limitations (such as the
existing seven hours per day five days a
week, or alternately, the weekends) on
programes.

In further rationalizing their profits,
the program contractors say these are
not exorbitant when federal taxes are
taken into account. For example, As-
sociated TeleVision (ATV) had a $25
million gross in 1958. It earned $14
million before taxes on tv; another $1
million on its subsidiary operations, in-
cluding program syndication (in 50%
partnership with Jack Wrather in In-
dependent Television Co.) and owner-
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ITA adding two

Independent Television Author-
ity has received bids from pro-
gram contractors that wish to
supply programming for two new
ITA stations in Southwest Eng-
land slated to commence opera-
tion in 1961. The successful ap-
plicant will be named by the end
of this year.

The two stations will cover
the counties of Somerset, Devon
and parts of Cornwall with a
population of more than [ mil-
lion.

ship of stations in Australia. Of this
$15 million, $8 million went to Her
Majesty’s government in overall taxes,
from shareholders (withheld at the
source) and from the company.

Expenses Up, Too ¢ While business
is up about 12% for 1959, ATV offi-
cials pointed out that expenses also are
up in union and talent costs and con-
tractors are plowing back money for
new serious programming and for con-
struction and modernization of facili-
ties. Substantially the same facts were
cited by other program contractors.

All of the major program contractors
are now building new facilities—
studios, office buildings or both. They
are seeking to tap new sources of
revenue, particularly in the heavy in-
dustrial and institutional fields, now
almost exclusively going to the printed
media. The bulk of sponsorship now is
in  household consumer products—
drugs, cosmetics, food, beverages, gaso-
line, and appliances.

Actually, the ITA charter does not
restrict commercials to the selling of
spots in between programs. While it
precludes direct sponsorship, it does
permit ‘“shopping guides” which are
called *“ad magazines.” These are
straight 15-minute commercials. They
are limited to one-per day per contractor
and are selling well. Another ITA
provision would appear to open the
way for 15-minute “institutional” seg-
ments, which would be available to ad-
vertisers. This is the next area which the
contractors hope to develop, although
they seem to approach it with some
trepidation because of sporadic criti-
cism of overcommercialization in using
up to eight minutes of spots in peak
hours, which nevertheless are offset by
reducing the spots in off-hours to aver-
age out the six minutes in the seven
operating hours per day.

Fraser Interview ¢ Sir Robert Fraser,
O. B. E., director-general of ITA from
its start on Sept. 22, 1955, told BROAD-
CASTING he feels a Parliamentary com-
mission to enunciate new policy is es-
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sential in the coming months. He favors
a second commercial operation for the
third program and wants ITA to direct
it. But whether this program (or net-
work) will be operated separately,
alongside the existing commercial serv-
ice, or placed in the hands of the pres-
ent contractors through expanded oper-
ations is a policy decision to be re-
solved by the commission itself with
the concurrence of Parliament.

Sir Robert favors a shift from the
405-line standard to the European
standard of 625 lines (rather than the
U. S. standard of 525). Moreover, he
feels that an eventual shift to uhf, to
accommodate three or possibly four
programs (taking into account the
British penchant for compromise so
that ITA and BBC each could have an
additional service) would not be too
difficult to accomplish in the United
Kingdom. Its compact geographic area,
with its great density of population,
would lend itself to uhf coverage far
better than in the U. S., with its sprawl-
ing expanses and its rugged terrain in
the West.

Sir Robert also favors commercial
radio, to be directed by ITA. This of
necessity would be in the fm band (the
British call it vhf radio) where better
service is possible. There is extreme
congestion in the long and medium
wave bands available to all Europe. The
precise form, however, remains to be
defined, with thought centering on local
stations which would sell spots, rather
than on networks.

(Sir Robert is regarded by the pro-
gram contractors as being tough, but
efficient and fair. They feel he has done
an excellent job under extraordinary
difficult circumstances).

Greene Interview ¢ Hugh Carleton
Greene, director of news and current
affairs of BBC, on Jan. 1, 1960, be-
comes director-general, succeeding Sir
lan Jacob, who, at 60, will return to
private industry as the head of a chemi-
cal firm specializing in fertilizers. Mr.
Greene, at 48, ascends to the No. 1
operating post of the perfectionist BBC
after 20 years with the organization. He
is a professional journalist.

Mr. Greene told BROADCASTING that
the third program in tv logically should
go to BBC. His views down the line
were diametrically opposed to those of
ITA and of most independent program
contractors. He favors local radio oper-
ations, to supplement the BBC’s three
programs, but frowns upon commercial
operation.

Mr. Greene looks for the appoint-
ment of a Royal Commission soon, to
appraise all of the perplexing problems.
He is not averse to a move to uhf,
properly paced, and favors the 625-line
standard. He does not feel that ITA
has made a record justifying its acquisi-
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BBC’s HugH GREENE

tion of the third program for commer-
cial operation.

Where would the revenue for the
operation of a second BBC video net-
work come from? Mr. Greene points
out that BBC now receives only 2
pounds and 10 shillings out of each
four pounds collected as license fees on
tv sets (about $7 out of $11.20). If the
entire four pounds were turned over to
BBC, plus its rather substantial revenues
from its audience publications, he con-
tends BBC would have adequate re-
sources to program a second noncom-
mercial network with output of “the
more thoughtful kind.”

This latter statement also was con-
tained in the BBC annual report re-
leased Oct. 15, which cites the net in-
come available to BBC for the 12-
month period as 27,323,115 pounds (the
pound is equal to $2.80). The report
also showed 9,618,775 tv licensed sets,
all of which are within the range of
BBC transmitters. It is estimated that
there are 714 million sets in the ITA
area and that within two years ITA
coverage will equal that of BBC. Satura-
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Granada Interview e Alex Anson,
sales and advertising director of
Granada, which operates in the North
(Manchester industrial area with high
population density) makes a strong
case for existing program contractors.
He feels they should be given the re-
sponsibility of the third program on a
commercial basis. He thinks the restric-
tions should be removed on hours of
operation, now limited to seven per day,
and that the contractors should have
elbow room in which to develop new
programs, new talent and new writers.
He also deplores the limitation of about
14% on film imports, both feature and
syndicated.

Associated - Rediffusion e  Brian
Glynn-Henry, advertising manager of
Associated Rediffusion (London week-
days), is disposed to disagree with the
notion that there is need for a third
program. In that respect this highly
successful company (it made 7 million
pounds in 1959) is at variance with its
program contractor competitors. Redif-
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ITA’s SIR ROBERT FRASER

fusion feels there should be a Royal
Commission inquiry. Mr. Henry wants
to spread into the institutional field, so
the advertising base will be broadened
from the existing level of low cost con-
sumer items. It would make tv less vul-
nerable to possible retrenchments among
existing accounts.

He would like more hours than the
existing limit of seven. There isn’t room
enough for four programs (two non-
commercial and two commercial) in the
present vhf spectrum, he points out, but
adds there’s no need for that many
anyway. In the U. S., with its vastly
greater area, population and commerce,
only three networks are now accommo-
dated. He looks for a move to uhf with
10 years of dual operation to effectuate
the transition and to accommodate the
switch in standards from 405 to 625
lines.

And Mr. Henry believes that radio
should be commercialized with local
stations (fm) authorized to sell time lo-
cally. But tv should have more hours
in order to pay the costs of good radio
programming.

Associated TeleVision Interview e
Val Parnell, prominent British show-
man who for years has operated the
Palladium, managing director of ATV,
and his close-working associate, Lou
Grade, with extensive show-business
background, deputy managing director,
strongly advocate allocation of the third
program to the existing primary contrac-
tors, to enable them to operate seven
days per week, unlimited hours, instead
of the split weekday and weekend
schedules (ATV operates in the Mid-
lands weekdays and London weekends).
This, they point out, would make each
program contractor a network in fact,
and they could compete much as the
networks compete in the U. S.

ATV is a diversified operation. In

BROADCASTING, October 26, 1959




addition to its program contracts, it is
also heavily entrenched in the syndica-
tion field and in station ownership. It is
the UK contractor for Muzak, owned
by the Jack Wrather organization. And
the Wrather company and ATV each
hold one-half interest in Independent
TeleVision Corp. ATV also controls
the McQuarrie broadcasting operations
"in Australia, including stations in
Sydney, Adelaide and Brisbane.

Messrs. Parnell and Grade argue that
the UK public’s interest would best be
served by taking the limitations off the
broadcast day and letting the program
contractors have their heads in develop-
ing new programming. Contributions
to ITA for the physical facilities and
control organization could be increased
proportionately above the roughly $1.7
million per year now paid by the major
contractors (that’s what ATV pays for
London weekends and weekdays in the
Midlands). Thus service could be ex-
panded, they argue, and as new terri-
tories are opened, the payments could
be increased, to include a percentage of
profits if need be. Introduction of new
parties, they contend, would not be
fair, because they did not undertake the
initial risks and would not have the
expertise or know-how.

ABC Television Interview o R. W.
Dickenson, administrative head of the
contractor which operates weekends in
the North and the Midlands and G. A.
Cooper, advertising director, are all-out
in their support of a third program to
existing contractors. The only one of
the big four without a weekday service,
this energetic organization would like
to spread its manpower to provide addi-
tional service. Like the others, it sees
a great potential .in video tape in its
operations. And it regards the institu-
tional field as the untapped area.

Mr. Cooper told BROADCASTING his
company had a gross of $19 million in
1958 and is doing better in 1959. Des-
pite its weekend-only operations, it
covers about one-half of the network
area with a population of 20 million of
the nation’s 50 million people. Its pro-
gramming amounts to considerably
more than the 7 hours per day on
Saturday and Sunday since it does many
special event and outside pickups which
are not included in the 7-hour per day
limitation. Because of its concentrated
programming the company is using six
video tape machines and will acquire
more. ABC operates 350 theatres and
has extensive motion picture studio fa-
cilities. It also is expanding in program-
ming syndication, particularly in the
dominions. T

Agency-Advertiser Views e Barry
Barron, director, McCann-Erickson Ad-

vertising Ltd., London, and chairman
of that agency’s European tv coordinat-
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ing committee, told BROADCASTING that
the organized agency practitioners and
advertisers feel there should be a third
network as quickly as possible and that
it obviously should be commercial. ITA,
it is generally felt, has done a fine job,
but the agencies and advertisers feel
they should have a greater voice in es-
tablishment of commercial policies.
Agencies raised a fuss about the re-
cent increase in spot rates by the pro-
gram contractors, but they evidently are
now reconciled to it. They do not favor
the ad-magazine concept and they de-
plore the lumping of too many spots
in between programs—a plaint that has
its counterpart in the U. S. But it isn’t
a matter of triple—or even quadruple

‘spotting. Under the UK plan, as many

as seven or eight spots are run in tan-
dem in the maximum of 214 minutes
permitted at breaks.

The agencies, however, also are
agreed that the no-direct-sponsorship
plan is in Britain to stay and that settle-
ment of any differences must be within
the confines of that principle.

PORTUGAL’'S TV
Operations, program
follow U.S. pattern

Little Portugal has 8 million people
and less than 50,000 television sets but
it thinks more along American lines on
operations and program sponsorship
thar perhaps any nation in Europe, not
excluding Great Britain.

The reason isn’t hard to find. Dr.
Carlos Barradas da Silva, director gen-
eral of Radiotelevisao Portuguesa, spent
from 1945 until 1951 with General
Electric Co., in commercial electronics
engineering, and was exposed to U.S.
programming and techniques.

Commercial tv got started in Portu-
gal in late 1957. Programming is now
up to 32 hours per evening (4 hours
on Sunday), with plans to expand
operations gradually. Programming con-
sists of about 60% live (there’s an
overall staff of 600). The balance of
40% consists of syndicated features,
news reels and a feature film once a
week.

Dr. Silva believes that the American
system of program sponsorship is to be
preferred over the British ‘“rotating
spot” or “ad mag” concept. But he feels
that the broadcaster must retain con-
trol, to effectuate balance, rather than
permit the advertiser to produce or own
the program. He was alone in this view
at the European Broadcasting Union
conference in London last May, except
for: some support from Independent
Television Authority in England, but
feels the trend inevitably will be in the
direction of American-type direct spon-
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sorship, but with the operator control-
ling programs.

Cost? e Dr. Silva was loath to esti-
mate how much it will cost to expand
Portugal’s television operations to cover
most of this rather rugged country.
Revenue from sponsorship this year
wouldn’t pay one month’s postage bill
for any one of our networks. It will
aggregate about $35,000 according to
Dr. Silva.

But revenue also is derived from tele-
vision set licenses—about $15 per set
per year. The “deficit,” the size of
which he could not estimate, is covered
by a “loan” from the Government,
which, however, does not directly con-
trol the operations, but does own one-
third of the stock of the public corpora-
tion. Another third is owned by nine
private commercial radio stations, and
the final third is owned by public in-
vestors through 12 private banks, and
one individual—the company president,
with a nominal 25 shares.

There is a controlling board of direc-
tors of 5, of which two are government,
two from private broadcasting and one
from the public. There is only one
program to date, transmitted by five
stations, now covering 65% of the
population. By June, 1960, repeaters
will have been installed to expand
coverage to 85%. Operations are all in
the European standard television bands,
utilizing bands 1 and 3 and selected
channels in those bands.

Whereas radio is “practically uncon-
trolled” as to programming content (ex-
cept for news which is censored by the
Salazer government, oldest dictatorship
in Europe), tv is controlled by decree
through a program board of leading au-
thorities. As a consequence, there can
be no crime, violence, sex or politics on
Portuguese tv. The operators feel these
controls are too restrictive.

Government ¢ Actually, the Govern-
ment can call the shots on program-

USSR quiz shows

Although broadcast quiz shows
may be on the wane in the U.S.A,,
they’re just beginning to wax hot
in the USS.R. as a means of
putting across various Soviet
propaganda objectives to people
in other countries. After inaugu-
ration of the quiz show technique
in shortwave broadcasts to Great
Britain, several European coun-
tries and the Near East (BROAD-
"CASTING, Oct. 12)—and offering
trips behind the Iron Curtain as
the most attractive prizes—Radio
Moscow has announced that it
will broadcast a quiz program to
the U.S. on Oct. 30 at 6 p.m.
EDT. The subjects will be on So-
viet *“economic advances” and
“The Seven-Year Plan” and con-
testants aren’t required to be
present at Moscow studios. Top
prize in the quiz to be shortwaved
to the U.S. is a Russian-made
camera and consolation prizes in-
clude new Russian stamps, books,
wood carvings, photographs -of
Russian cities and “rocket badg-
es.” The program will be on the
9, 11, 15 and 17 mc shortwave
bands.

ming because the law setting up RTF
designates it a public utility. This law,
enacted in 1955, grants an exclusive
concession for 20 years and may be
renewed. Tax exemption is granted, in-
cluding free import of equipment, films
and all materials necessary for opera-
tion of the network.

Radio is well entrenched, both on the
Portugal mainland and in its extensive
colonial possessions. There are 34 sta-
tions, overall. The Government main-
tains a network with studios in Lisbon
(800,000 population) and Oporto
(500,000). Most of these non-commer-
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cial programs are beamed by shortwave
to its overseas territories including
Portuguese India and Africa.

The tax on radio sets is $3.50 per
year, which is turned over to the Gov-
ernment operated network, along with
fines paid by owners of unlicensed
equipment. Deficits are met by direct
government subsidy.

The most important private opera-
tions also have government connections
through minority stock ownership. Ra-
dio Clube Portugues and Radio
Renascenca (Catholic Church} each
has outlets both in Lisbon and Oporto,
and accept commercial programs.
Scattered throughout the country are
stations listed as “amateurs,” run by
local radio clubs, and controlled by the
Government Department of Posts, Tele-
graphs and Telephones. They are com-
mercial.

Although Portugal’s economy is re-
garded as among the soundest in
Europe, it is having troubles in the ex-
port market. Its biggest export product,
cork, is suffering from the competition
of plastics, which apparently do most
of the corkage functions cheaper. Wine
is an export item, but, except for port,
its products are not as well known or as
cheap as those of its competitors. It is
well off, however, in its overseas pos-
sessions and keeps its budgets balanced
through their revenues.

Four more tv stations
in Australia by May

Australia will have four new tv sta-
tions by next May. One starts in Bris-
bane next month. Others are in Ade-
laide (February), Perth (March) and
Hobart (May).

A survey of commercial tv stations
shows that Sydney and Melbourne view-
ers like domestic and comedy shows,
respectively. But the western is the most
popular show in both cities. In Sydney,
news is more popular than variety, the
survey says. In Melbourne the reverse
is the case.

Foreign tv stations
increase by 50%

There has been a 50% jump in for-
eign tv stations in the past year, U. S.
Information Agency reported Oct. 19.
As of Sept. 30, USIA noted, there
were 985 tv transmitting stations of all
types and 28,047,700 receiving sets in
operation abroad. This compares with
639 stations and 21.5 million receivers
reported a year ago, same date. Trans-
mitters include originating stations, re-
lay outlets, experimental stations, etc.

Free world countries overseas now
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have 819 tv stations, USIA reported.
Communist bloc countries have 166 out-
lets, with USSR having added 20 new
stations in past six months, Czechoslo-
vakia and Poland two each and East
Germany one.

In 1956 there will be 161 tv stations
in the Soviet Union, an increase of 68
over the current total of 93, according
to an analysis of tv developments in that
country issued recently by the Institute
for the Study of the U.S.S.R., Munich,
Germany. Rapid expansion of Soviet
tv, through “enormous” sums poured
into tv by the Communist Party Central
Committee, is apparent from the fact

that the number of outlets there increas-
ed from 2 in 1940 to 12 in 1955, 30 in
1957 and 62 in 1958, the institute re-
ported.

USIA also reports ® Free world coun-
tries gained 2.2 million receiving sets,
with the total now 24 million. Commu-
nist bloc stations gained 200,000 re-
ceivers for a total of 4 million.

For the first time, Communist China
has announced 5,000 sets in use in the
Peiping area. Red China has three tv
stations operating.

Increased activity in Africa and the
Near East also was noted by USTA. The

Central African Federation {Rhodesia
and Nyasaland) expect to have tv next
year; Ghana is considering establish-
ment of the system; Liberia plans to
have it by December and Western Ni-
geria by the end of this month. In the
near East, Lebanon has inaugurated tv
service; United Arab Republic has
launched construction and Israel ex-
pects to have tv within two years.

In other parts of the globe, USIA re-
ported that India’s experimental tv ser-
vice began Sept. 15, and in Japan six
government-owned and 12 commercial
stations went on air in past siX months
—with the set count reaching 3 million.

FOR THE RECORD

Station Authorizations, Applications

As Compiled by BROADCASTING

Oct. 13 through Oct. 20. Includes data on 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. vhf
—very high frequency. uhf—ultra high fre-
quency. ant.—antenna., aur.—aural. vis.—
visual. kw—kilowatts. w—watts. mc—mega-
cycles. D—day. N—night. LS-—]ocal sunset.
mod.—modification. trans.—transmitter. unil,
—unlimited hours. kc—kilocycles. SCA—
subsidiary communications authorization.
SSA—special service authorization. STA—
special temporary authorization. SH—speci-
fied hours. *—educational. Ann. Announced.

New Tv Stations

APPLICATIONS

Alamosa, Colo.—Star Bestg. Inc. vhi ch. 3
(60-66 mc); ERP 14.84 kw vis,, 7.42 kw aur.;
ant. height above average terrain 211 ft.
Estimated construction cost $60,000, first
year operating cost $75,000, revenue $75,000.
P.0O. address 2226 Television Lane, Pueblo,
Colo. Studio-trans. location Alamosa, on
U.S. 285, 1 mile south of U.S. 160. Geographic
coordinates 37° 27 077 N.Lat., 105° 52’ 49~
W.Long. Trans. RCA TT-5A, ant. RCA TF-
3C. Star Bestg. Inc. is licensee of KCSJ-
AM-TV Pueblo, Colo. Star is owned by

Bankers Life and Casualty Co.,

I1l. Ann. Oct. 15.

Wausau, Wis.—Valley Telecasting Co. vhf
ch. 9 (186-192 mc); ERP 143 kw vis.,, 74 kw
aur.; ant. height above average terrain 549
ft. Estimated construction cost $94,378, first

ear operating cost $180,000, revenue $80,000.
%.O. address Mason and Roosevelt Sts.,
Green Bay, Wis. Studio-trans. location
Marathon %ounty, Wis., 3.5 miles south of
Bevent. Geographic coordinates 44° 43’ 29~
N.Lat., 89° 24’ 32» W.Long. Trans. RCA TT-
11AH, ant. RCA TW-158. Legal counsel Mc-
Kenna & Wilkinson, 1735 DeSales St. NW,
Washington, D.C. Consulting engineer
George P. Adair Engineering Co., 1610 I St.
NW, Washington, D.C. Principals include
Clayton Ewing, S.N. Pickard and others
Mr. Ewing is in engineering and real estate.
Mr. Pickard is owner of WNAM Neenah,
Wis., and owner of Neenah-Menasha Bestg.
gxc. licensee of WFRV Green Bay. Ann.

ct. 15.

Chicago,

Existing Tv Stations

CALL LETTERS ASSIGNED

*WCIG{ (TV) Munford, Ala.—Alabama Ed-
ucaticnal Television Commission. Changed
from WTIQ (TV).

EDWIN TORNBERG!
& COMPANY, INC.

NEGOTIATORS FOR THE PURCHASE AND
SALE OF RADIO AND TELEVISION STATIONS

EVALUATIONS
FINANCIAL ADVISERS
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MEW YORK
&0 East 42nd Street
MUrray Hill 7-4242

WEST COAST
8560 Jewell Avenue
Pacific Grove, Califarnia
FRontier 2-7475

WASHINGTORN
1625 Eye Street, BLW.
District 7-B531

KVUE - TV Sacramento, Calif. — Capitol
Television Co. Changed from KCCC-TV.

New Am Stations

APPLICATIONS

Duluth, Minn.—Linton D, Hargreaves 1390
ke, 500 w D. P.O. address Box 3034, East-
brook Station, Montgomery, Ala. Estimated
construction cost $7,484, first year operating
cost $36,000, revenue $47,000. Applicant is
general manager and 259% owner of WMGY
Montgomery, Ala. Ann. Oct. 14.

Bolivar, Mo.—Shepard of the Hills Bestg.
Co. 1550 k¢, 500 w D. P.O. address Bolivar,
Mo. Estimated construction cost $23,950, first
year operating cost $42,000, revenue $48,000.
Applicants are Robert F. Neathery and L.C.
McKenney, equal partners. Mr. Neathery is
majority owner of KWPM-AM-FM West
Plains, KALM Thayer, KUKU Willow
Springs, all Missouri, and KAMS-FM Mam-
moth Springs, Ark. He is 50% owner of
KBHM Branson, Mo. Mr. McKenney is own-
er of KRMO Monett, and 509% owner of
KBHM BEranson, both Missouri. He is owner
of KMDO Fort Scott, Kan. Ann. Oct. 26.

Sag Harbor, N.Y.—The Hamptons Bestg.
Co. 1600 kc, 500 w D. P.O. address % Fitz-
gerald Smith, 116 W. 48th Si., New York,
N.¥. Estimated construction cost $17,000.
first year operating cost $35,000, revenue
$48,000. Applicant is Fitzgerald Smith who
is radio-tv producer-writer. Ann. Qct. 20.

Cherryville, N.C.—Cherryville Bestg. Ine.
1590 ke, 500 w. P.O. address 109 E. Sycamore
St., Lincolnton, N.C. Estimated construction
cost $14,205, first year operating cost $24,000,
revenue $30,000. Applicant is Jack
Franks, Mr. Franks is in small loan and
memorial park businesses. Ann. Oct. 20.

Myrtle Creek, Ore.—Earl McKinley Tra-
bue 1010 ke, 5 kw D. P,O. address 724 South
ath St., Springfield, Ore. Estimated con-
structien cost $12,500, first year operating
cost $24,000, revenue $31,000. Applicant is
(ca)mtp]ciged in plywood wmanufacture. Ann.

ct. .

Existing Am Stations

APPLICATIONS

KWTC Barstow, Calif.—Cp io increase
daytime power from 250 w to 1 kw and in-
stall new trans. (1230 kec). Ann. Oct. 14.

WHOO Orlando, Fla.—Cp to inerease day-~
time power from 10 kw to 50 kw, change
from DA-N to DA-2, make changes in ant.
system (1 additional tower) and install new
';gans. for daytime use (990 kc). Ann. Oct.

KRXK Rexburg, Idaho—Cp 1Io increase
daytime power from 250 w fo 1 kw and in-
stall new trans. for daytime use {1230 kc).
Ann. Oct. 15.

WZIP Covington, Ky.—Mod. of license to
change station and studio location from
Covington, Ky. to Cincinnati, Ohio (1050
ke). Ann. Oct. 14.

WKHM Jackson, Mich.—Cp %o increase
da'ﬁcime power from 1 kw to 5 kw and in-
stall new trans. (970 kc). Ann. Oct. 20.

WROB West Point, Miss.—Cp to increase
daytime power from 250 w to 1 kw and in-
stall new trans., (1450 ke). Ann. Oct, 14.

KWRE Warrenton, Mo.—Cp to increase
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Florida Wire & Cable Co.
Picks Jacksonville

Edgar Danciger, President
Florida Wire & Cable Co.

Florida Wire & Cable Co., manufacturers
of prestressed concrete strand, vtility strand
and wire rope, has picked Jackonsville for
its headquarters and new plant. Florida
Wire & Cable’s new plant shows their
faith in the State of Florida's Gateway City
and Jacksonville enthusiastically welcomes
this new addition to the rapidly expanding

TR

AND

T R

JACKSONYVILLE PICK
WFGA-TV

NBC and ABC Programming.

Represented nationally by
i s, Griffin, Woodward, Inec.

S S

(Teni‘h of a Series)

Channel 12

Jacksonville, Fierida

FLORIDA'S COLORFUL STATION
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daytime power from 500 w to 1 kw and in-
stall new trans. {730 kc¢). Ann. Cct. 19.

KSID Sidney, Neb.—Cp to increase day-
time power from 250 w to 1 kw and install
new trans. {1340 kc¢). Ann. Oct. 14.

WOV New York, N.Y.-Carlstadt, N.J.—
Meod. of license to change station location
from New York, N.¥.-Carlstadt, N.J. to New
York, N.Y. (1280 kc). Ann. Oct. 14.

WJIJM Lewisburg, Tenn.—Cp to increase
daytime power from 250 w to 1 kw and in-
stall new trans., (1490 kc). Ann. Oct. 19.

WCDT Winchester, Tenn.—Cp to increase
daytime power from 250 w to 1 kw and in-
stall new trans. (1340 kc). Ann. Cct. 14.

KVIC Victoria, Tex.—Cp to increase day-
time power from 250 w to 1 kw and install
new trans. (1340 kc). Ann. Oct. 14.

CALL LETTERS ASSIGNED

WLIQ Mobile, Ala.—Jemcon Bcstg. Co.
Changed from WCIQ.

WCHP Tuscumbia, Ala.—Tuscumbia Bestg.
System.

WGUN Decatur, Ga.—WEAS Inc. Changed
from WEAS.

WOWI New Albany, Ind.—OChio Valley
Bestg., Inc. Changed from WLRP.
CKOUR Independence, Iowa—Plains Bestg.

orp.

WEMD Easton, Md.—Easton Bcstg. Co.

WETT Ocean City, Md.—The Wett Corp.

WDXY Sumter, 8.C.—B.D.S. Radio & Tel-
evision Inc.

KWBA Baytown, Tex.—Bayshore Bcstg.
Co. Changed from KREL.

KAPE San Antonio, Tex.—Top Boestrs.
Inc,

WEKEE Huntington, W.Va.—Geyer Bcstg.
Co. Changed from WHTN.

WEAQ@ Eau Claire, Wis.—Bcstr. Services
Inc. Changed from WEAU.

WISZ adison, Wis.—Heart O’Wisconsin
Bestrs., Inc. Changed from WISC.

KTWO Casper, Wyo.— Rocky Mountain

Tele Stations. Changed from KSPR.

New Fm Stations

APPLICATIONS

Woodland, Calif. — Interstate Bcstg. Co.
95.3 mec, 250 w, P.C. address Box 593 West
Sacramento, Calif. Estimated construction
cost $6,975, first year operating cost $15,600,
revenue $24,000. Applicant is Melvyn E.
Lucas who is general manager of KCCC
(TV) Sacramento. Ann. Oct. 20,

St. Louis, Mo.—Continental Bestg. Corp.
102.5 me, 24.9 kw. P.C. address % Robert G.
Dowd, 1910 Boatmen’'s Bank Bldg., St. Louis,
Mo. Estimated construction cost $24,050, first
year operating cost $36,000, revenue $48,000.
Applicants are Robert G. Dowd 54.84%, Ed-
ward C. Schafer 25%, and others. Mr. Dowd
is attorney. Mr. Schafer is in import busi-
ness. Ann. Oct, 14,

Long Branch, N.J.—Long Branch Bcstg.
Inc. 107.1 me, 1 kw, P.O. address 156 Broad-
way, Long Branch, N.J. Estimated construc-
tion cost $14,150, first year operating cost
$7,500, revenue §$7,500. Applicants are Um-
berto M. Mazzacco, Dr. John J. Gesualdi,
Harry B. Brody, Orlandoc A. Biamonte and
Joseph P. Tomaino, 20% each. Mr. Mazzacco
is pharmacist. Dr. Gesualdi is dentist. Mr.
Brody is_electronics engineer and with
Messrs. Biamonte and Tomaino is em-
ployed by federal govt.

Pittsburgh, Pa.—Sisters of Charity of Cin-
cinnati, Ohio 107.9 mc, 414 kw. P.O. address
% F.B. Hennock, 1025 Connecticut Ave. NW,
Washington, D.C. Estimated construction
cost $33,229, first year operating cost $78,000,
revenue $98,000. Ann. Oct. 20,

Existing Fm Stations

CALL LETTERS ASSIGNED

KOOL-FM Phoenix, Ariz.—KOOIL Radio-
Television Inc.

WJOL-FM Joliet, I1l.—WJOL Inc.

WGGM (FM) Taylorville, I1l.—Keith W.
Moyer.

KCJC (FM) Kansas City, Kan.—Floyd W,
Hurlbert. Changed from KCBM (FM).

WABX (FM) Detroit, Mich.—Richard E,
Burris.

WDCD - FM Chattanooga, Tenn. — WDOD
Bcestg. Corp.

KHQ-FM Spokane, Wash.—KHQ@ Inc.

WKEE-FM Huntington, W.Va. — Geyer
Bestg. Co. Changed from WHTN-FM.

WEAQ-FM Eau Claire, Wis.—Bcstr. Serv-
ices Inc. Changed from WEAU-FM.

WISZ-FM Madison, Wis.—Heart O'Wiscon-
sin Bestrs. Inc. Changed fromm WISC-FM.

Ownership Changes

APPLICATIONS

WTHG Jackson, Ala.—Seeks transfer of
control from T.H. Gaillard Jr., W.M. Jordan
and W.P. Thielens, 3314% each d/b/a Jackson
Bestg, Inc. to T.H. Gaillard Jr. 6623% and
W.P. Thielens 3315% d/b/a same corpeora-
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tion. No financial consideration. Exchange
of stock as follows: T.H. Gaillard Jr.
transfers 40 shares of Demopolis ]_3cstg. Inc.
stock (licensee of WXAL Demopolis, Ala.) to
W.M. Jordan who in turn transfers 40 shares
of Jackson stock plus 17 shares of West
Alabama Bestg. Inc, stock (licensee of
WPBB Tuscaloosa) to Mr. Gaillard, Ann.
Oct. 16.

KSEA (FM) San Diego, Calif.—Seeks as-
signment of cp from Leonard Graysen to
Seaboard Bestg. Co. for $2,000. Purchaser is
Alex M. Victor who is advertising agency
account executive. Ann. Oct. 14.

WLOF-TV Orlando, Fla.—Seeks transfer
of control of Mid-Florida Television Corp.,
from John W. Kluge (269 class B stock)
and Joseph L. Brechner (37% class B stock)
to Joseph L. Brechner (63%) for $350,000.
Class B stock has identical rights with class
A except A stockholders elect 2 directors
and B stockhelders 3 directors. Ann. Oct. 16.

WAGM-AM-TV Presque Isle, Me.—Seeks
transfer of control from Northeastern Bestg.
Inc. to Community Bcstg. Service. Merger of
corporation into parent company. North-
eastern was controlling stockholder of

" Aroostoock Bcstg. Corp. licensee of WAGM-

AM-TV, WABM Houlton, Me. Community
Bestg., Service is licensee of WABI-AM-TV
Banger and controlling stockholder of
WPOR Portland, both Maine. Ann. Oct. 14.

WDVM Pokomoke City, Md.—Seeks as-
signment of license from G. Russell Cham-
bers d/b/a Eastern Shore Bcstg. Corp. to
Earnest Tannen for $120,000 plus agreement
not to compete for 5 years. Mr. Tannen is
sales manager of WTTG (TV) Washington,
D.C., and has interest in WLOF-TV Orlando,
Fla. Ann. Oct. 20.

WBRB Mt. Clemens, Mich.—Seeks assign-
ment of license from WBRB Inc. to Wright
and Maltz Inc. for $147,699 plus payment
of debts incurred. Purchasers are Milton
Maltz and Robert G. Wright, equal partners.
Mr. Maltz is co-manager of WBRB and is
50% owner with Mr, Wright in WTTF
Tiffin, Ohio. Mr. Wright is co-manager of
WBRB. Ann. Oct. 19.

KOIL Omaha, Neb.—Seeks transfer of con-
trol of Central States Bestg. Inc. from L,
Fargo Wells 5.269% and Don W. Burden
44.84% to Don W. Burden 50.109 for $10,000.
Ann. Oct. 20.

KLAS Las Vegas, Nev.—Seeks assignment
of license from Las Vegas Bcstrs. Inc. to
Frontier Bestrs. Inc. for $155,000. Principals
are Albert H. Kelson (6625%) and Carl A.
Hulbert (33149%). Mr. Kelson is in invest-
ment business. Mr. Hulbert formerly was
insurance adjuster. Ann. Cct. 14.

KSHO-TV Las Vegas, Nev.—Seeks transfer
of control from Television Company of
America Inc. to Nevada Bcstrs. Fund Inc,
for %137,500 payment on 909 of issued and
outstanding shares of transferor corporation.
Principal purchasers are Reed R. Maxfield
30% and Robert W. Hughes 12.5%. Mr. Max-
field is in insurance and finance. Mr. Hughes
is attorney. Ann, Oct, 15.

WNOS-AM-FM High Point, N.C.—Seeks
assignment of license from Charles E. Doss,
sole owner, to Charles E. Doss 75% and J.W.
McClain 25% d/b/a Doss Bestg., of N.C. Inc.

" Mr. McClain is station manager of WNOS.

Ann. Oct. 16.

WCAY Cayce, S.C.—Seeks assignment of
license from Lexington County Bestrs. to
Lexington County Bcestrs. Inc. Change to
corporation. Ann. OCct. 19.

WRGS Rogersville, Tenn.—Seeks transfer
of control from John E. Beal 509 Charles
W. Beal, Harry M. Beal and Fred T. Beal
16249, each d/b/a Rogersville Bestg. Co. to
John E. Beal 509, Charles W. Beal 409 and
%tl}cersl,sd/b/a WRGS Inc. for $2,000. Ann.

ct. 16.
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SUMMARY OF COMMERCIAL BROADCASTING r
Compiled by BROADCASTING through October 20 - *
ON AIR CcP TOTAL APPLICATIONS u I pp| ng a
Lic. Cps Not on air For new stations
AM 3,367 55 103 729 . .
FM 601 48 155 87 | ?
TV 468" 56 98 128 a IO a |On
n
OPERATING TELEVISION STATIONS
Compiled by BROADCASTING through October 20
VHF UHF TOTAL
Commercial 443 81 524
Non-commercial 33 10 43
COMMERCIAL STATION BOXSCORE
As reported by FCC through September 30, 1959
AM FM TV
Licensed (all on air) 3,358 600 465
CPs on air (new stations) 59 46 54
CPs not on air (new stations) 105 157 101
Total authorized stations 3,522 803 669
Applications for new stations (not in hearing) 490 62 57
Applications for new stations (in hearing) 219 29 69
Total applications for new stations 709 91 126
Applications for major changes (not in hearing) 604 32 32
Applications for major changes (in hearing) 162 6 18
Total applications for major changes 766 38 50
Licenses deleted 1 0 1
CPs deleted 1 1 0
1 There are, in addition, ten tv stations which are no longer on the air, but retain their
licenses.
2 There are, in addition, 38 tv cp-holders which were on the air at one time but are no
longer in operation and one which has not started operation.

WVEC Hampton, Va.—Seeks assignment of
license from Peninsula Bestg., Corp. to Pen-
insula Radio Corp. Change to new copora-
tion. No ownership changes involved. Ann.
Oct. 14.

WLLY Richmond, Va.—Seeks assignment
of license from WLLY Inc. to Radio Rich-
mond Inc. for $105,000 plus $50,000 covenant
against competition for 5 years. Purchasers
are Burton Levine 80% and Melvin Levine
20%. Burton Levine is owner of WROV Roa-
noke, Va. Melvin Levine is employed there.
Ann. Oct. 20.

WHYE Roanoke, Va.—Seeks assignment of
license from Roanoke Bcestrs. to Roanoke
Bestrs. Ine. Change to corperation. No own-
ership change involved. Ann. Oct. 14.

KODI Cody, Wyo.—Seeks transfer of con-
trol of Park Bestrs., from R.B. Croft, W.E.
Killmer and R.B. Beall 14 each to R.B. Beall
and Glenn E. Nielson equal partners for
$30,000 ($15,000 each to Messrs. Killmer and
Croft). Mr. Nielson is in steel and oil busi-
ness. Ann. Oct. 16.

WKYN Rio Piedras, P.R.—Seeks assign-
ment of cp from dJulio Morales Ortiz to
Quality Bestg. Corp. Change to corporation,
headed by Senor Ortiz, 78.9%. Ann. Oct. 14.

Routine Roundup

ACTION ON MOTIONS
By Commissioner Robert E. Lee

Granted petition by Eastern Idaho Bcstg.
& 'Television Co. for extension of time to
Oct. 26 to file opposition to petition by Sam
H. Bennion for review of Chief Hearing EX-
aminer’s order denying earlier petition of
Bennion for reconsideration of dismissal of
his apglication which was in consolidated
proceeding with application of Eastern
Idaho both for new tv stations to operate on
ch. 8 in Idaho Falls, Idaho. Action Oct. 16.

Granted joint petition by Surburban Bestg.
Inc., and Concert Network Inc., for exten-
sion of time to Nov. 2, or to such other
specified date, or for such other period of
time as might be deemed appropriate, to
file replies to responses to petitions to en-
large issues in proceeding on their applica-
tions for new fm stations in Mount Kisco,
N.Y., and Newark, N.J. Action Oct. 16.

Granted petition by Broadcasters Inc.,
South Plainfield, N.J. for extension of time
to Nov. 6 to file exceptions to initial decision
in F_roceedmg in its application for new am
station, et al. Action Oect. 16.

Granted petition by TCA Bestg. Corp.,
College Park, Md., for extension of time to
Oct. 19 1o file exceptions to initial decision in
proceedine on its am application, et al.
Action Oct. 13.
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Granted petition by Newton Bestg. Co.,
Newton, ass., for extension of time to
Oct. 16 to file replies to the opposition of
WKOX Inc. Beverly, Mass., to Newton's
petition to enlarge issues in proceeding on
their am applications, et al. Action Oct. 13.

By Chief Hearing Examiner James D,
Cunningham

Granted petition by Grand Haven Bcstg.
Co. (WGHN) Grand Haven, Mich., for dis-
missal without prejudice of its am applica-
tion and retained in hearing status remain-
ing applications in consolidation. Action
Oct. 16.

Granted petition by Centre Bestrs. Inc.
{WMAJ) State College, Pa., for leave to in-
tervene in proceeding on applications of
Bald Eagle-Nittany Bestrs. and Suburban
Bestg. Corg. for new am stations in Belle-
fonte and State College, Pa. Action Oct. 18.

Granted petition b{ Capital Bestg., Co.
(KWOS) Jefferson City, Mo., for dismissal
without prejudice of its am application
which was in consclidated proceeding with
applications of Tiffin Bestg. Co., Tiffin, Ohio,
et al; retained in hearing status remaining
applications in consolidation. Action Oct. 16.

,Granted motion by Jose R. Madrazo for
dismissal without prejudice of his applica-
tion for new am station in Guaynabo, P.R.,
and retained in hearing status application of
Continental Bestg, Corp. (WHQA) San Juan,
P.R. Action Oct. 15.

Granted motion by David V. Harman for
dismissal without prejudice of his applica-
tion and retained in hearing status applica-
tion of Richard B. Gilbert both for am facili-
ties in Tempe, Ariz. Action Oct. 15.

Granted motion by Tri Cities Bestg. Co.,
to strike denied motion by Southern Bestrs.
Inc., for leave to flle response pleading in
the Greensboro-High Point, N.da.. ch. 8 tv
proceeding, and struck response document
tendered with Southern’s motion. (Involves
unauthorized filings contrary to Sec. 1.13 of
procedural rules.) Action Oct. 15.

Scheduled for hearing on Dec. 29 com-
%)Iaint b‘y WSAZ Inc. (WSAZ-TV) Hunting-
on, W.Va., alleging that AT&T has charged
greater compensation for use of program
transmission channels between Columbus,
Chio, and Huntington, then is specified in
applicable tariffs. Action Oct. 14.

. Scheduled hearing for Dec. 29 in proceed-
ing on am applications of Bill S. Lahm, Wis-
consin Raplds, and The Tomah-Mauston
Bcitgl.4 Inc. (WTMB) Tomah, Wis. Action
Oct. )

By Hearing Examiner J.D. Bond
Pursuant to agreements heretofore entered

New RCA
5 KW FM Transmitter
Designed for
Multiplexing

A “Direct FM" system plus many
other outstanding performance
features such as built-in remote
control provisions and screen volt-
age power output control, make the
BTF-5B today’s best FM transmit-
ter buy. Its 5000-watt power out-
put provides adequate coverage of
a multiplex channel and improved
coverage for conventional opera-
tion. New Exciter, Type BTE-10B,
uses “‘Direct FM’’ modulator cir-
l cuits, thus fewer tubes are re-
quired. Whatever your equipment
needs—SEE RCA FIRST!

Or write for descriptive liter-
oture to RCA, Dept. ZD-22
Building 15-1, Camden, N. J.

RADIO CORPORATION
of AMERICA
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ESSTIONAL CAR

JANSKY & BAILEY INC.

Executive Offices ME. 8-5411
1735 DeSales St., N. W.

Offices and Lahoratories
1339 Wisconsin Ave., N. W.
Washington, D. C. FEderal 3-4800

Member AFCCE

JAMES C. McNARY
Consulting Engineer
National Press Bidg.,

Wash. 4, D. C.

Telephone District 7-1205

Member AFCCE

—Established 1926—
PAUL GODLEY CO.

Upper Montclair, N. J.
Pilgrim 6-3000

tabeoratories, 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. Co.
Everett L. Dillard, Gen. Mar.
INTERNATIONAL BLDG. DI. 7-1319
WASHINGTON, D. C.

P. O. BOX 7037 JACKSON 5302
KANSAS CITY, MO.

Member AFCCE

A. D. Ring & Associates

30 Years’ Experience ir Radio
Englneering
1710 H St., N.W. Republic 7-2347
WASHINGTON 6, D. C.

Member AFCCE

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS

1052 Warner Bldg. Natienal 87757
Washingten 4, D. C.

Member AFCCE

Lohnes & Culver

Munsey Building  Dlistrict 7-8215

Washingten 4, D. C.
Member AFCCE

RUSSELL P. MAY

711 14th §t., N. W. Sheraton Bldg.
Washingten 5, D.C. REpublic 7-3984

Member AFCCE

L. H. Carr & Associates

Consulting
Radio & Television
Englneers

Washingten 6, B. C. Fort Evans
1000 Conn. Avs. Leesburg, Va.

Member AFCCE

KEAR & KENNEDY

1302 18th §t., N. W, Hudsen 3-9000
WASHINGTON 6, D. C.

Member AFCCE

A. EARL CULLUM, JR.
CONSULTING ENGINEERS
INWCOD POST COFFICE

DALLAS 9, TEXAS
Fleetwood 7-8447

Member AFCCE

GUY C. HUTCHESON
P. 0. Box 32 CRestview 4-8721
1100 W. Abram
ARLINGTON, TEXAS

SILLIMAN, MOFFET &
ROHRER

1403 G St., N. W,
Republic 7-6646
Woshington 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-Electrenics

1610 Eye §t., N. W,
Washington, D. C.

Executive 3-1230 Executive 3-5851
Member AFCCE

WALTER F. KEAN

CONSULTING RADIO ENGINEERS

Associates
George M. Sklam, Robert A. Jenes

19 E. Quiney St. Hickery 7-2153
Riverside, IlI.
(A Chicagoe suburb)

WILLIAM E. BENNS, JR.

Consulting Radio Engineer

3802 Military Rd.,, N. W,,
Wash., D. C.
Phene EMerson 2-8071
Box 2458, Birmingham, Ale.
Phone STate 7-260%

Member AFCCE

HAMMETT & EDISON
CONSULTING RADIO ENGINEERS

Box 68, International Alrport
San Francisce 28, Californla

Diomond 2-5208

JOHN B. HEFFELFINGER
8401 Cherry $1.  Hiland 4-7010

KANSAS CITY, MISSOURI

JULES COHEN

Consulting Electronic Engineer

617 Alboe Bidg.  Exscutive 34616
1426 G St., N. W,
Washington 5, D. C.

Member AFCCE

CARL E. SMITH
CONSULTING RADIO ENGINEERS

8200 Snowville Read
Brecksville, Qhio -
{(a Cloveland Suburb)

Tel: JAckson 6-4386 P. O.Box 82
Member AFCCE

J. G. ROUNTREE
CONSULTING ENGINEER

P.O. Box 9044
Austin 17, Texas
Glendale 2-3073

VIR N. JAMES

SPECIALTY
DIRECTIONAL ANTENNAS

1316 $. Kearney Skyline 6-1603
Denver 22, Colorade

JOHN H. MULLANEY
Consulting Radio Englineers
2000 P Si., N. W,
Washingten 6, D. C.
Columbia 5-4666

Member AFCCE

A. E. Towne Assocs., Inc.

TELEVISION and RADIO
ENGINEERING CONSULTANTS
420 Taylor St.

San Francisce 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

’ Serv

ice Directory

MERL SAXON
CONSULTING RADIO ENGINEER

622 Hoskins Street
Lufkin, Texas

NEptune 4-4242 NEptune 4-9558

‘PAUL DEAN FORD
Broodeast Engineering Consultant
4341 South 8th Street
Terre Haute, Indiona
Crawford 4496

NUGENT SHARP

Consulting Radio Engineer
809-11 Warner Building
Washington 4, D. C.
Dlstrict 7-4443

PRECISION FREQUENCY
MEASUREMENTS
AM-FM-TV
COMMERCIAL RADIO
MONITORING CO.

P.O. Box 7037 Kansas City, Mo,
Phone Jackson 3-5302

CAMBRIDGE CRYSTALS

PRECISION FREQUENCY
MEASURING SERVICE
SPECIALISTS FOR AM-FM-TV

445 Concerd 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
—among them, the decision-mak-
ing station owners and manag-
ers, chief engineers and techni-
cians—applicants fer em, fm, tv
and faesimile facilities.

*ARB Continving Readership Study
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on record, continued further hearing to Oct.
28 in proceeding on am application of Char-
lotte Eadio & Tele. Corp. (WGIV) Charlotte,
N.C. Action Oct. 19.

By Hearing Examiner Basil P. Cooper

Granted petition by North Shore Becstg.
Inc., for continuance of date for exchange of
engineering exhibits from Oct. 12 to Oct. 19
in proceeding on its application for am facil-
ities in Wauwatosa, Wis., et al. Action- Oct.
12,

Granted motion by Pine Tree Telecasting
Corp. (WPTT) Augusta, Me., for extension
of time from Oct. 16 to Nov. 16 for ex-
change of documents between applicant and
parties respondent and from Oct. 30 to Dec,
4 for further prehearing cdnference in pro-
ceeding on its application. Action Oct. 13.

By Hearing Examiner Charles J. Frederick

Granted petition by KVFC Inc. (KVFC)
Cortez, Colo., for continuance of hearing date
from Oct. 20 to Nov. 19 in proceeding on its
am application. Action Oct. 19.

Granted joint petition for acceptance of
late filed pleadings by WBOW Inc., and Wil-
liam C. Forrest, parties respondent, in pro-
ceeding on am applications of Tiffin Bestig.
Co., Tiffin, Ohio, et al.; granted petition by
KODY Inc. (KODY) North Platte, Neb., for
leave to amend its am application to sub-
stitute the name KODY Bcestg. Co. in lieu of
KODY Inc. Action QOct. 16.

Granted petition by Broadcast Bureau for
extension of time to Oct. 22 to reply to
petition by John W, Davis {({KPDQ) Port-
land, Ore., for review in matter of assign-
ment of licenses of stations KPAM and
KPFM Portland from Broadcasters Ore.,
Ltd., to Gospel Bestg. Co. Action Oet. 15.

Granted petition by Taft Bestg. Co., suc-
cessor to Radio Cincinnati, Inc., party in
proceeding on application of WHAS Inc.
(WHAS-TV ch. 11) Louisville, Ky., and ex-
tended to Nov. 2 and Dec. 1, respectively,
dates for filing motions for correction of
transcript and support or opposition to
such motions. Action Oct. 15.

By Hearing Examiner Millard F. French

Continued to date to be set by subsequent
order hearing scheduled for Oct. 26 and
scheduled prehearing conference for Oct. 26
in proceeding on application of Surburban
Bestg. Inc. and Camden Bestg. Co., for fm
facilities in Mount Kisco, N.Y., and Newark,
N.J. Action Oct. 15.

On own motion,
Oct. 21 in proceedin
Granite City Bcestg.
al. Action Oct. 14,

By Hearing Examiner Isadore A. Honig

On own motion scheduled prehearing con-
ference for 2 p.m., Oct. 22, in proceeding on
am applications of WJIV Inc. (WJIV) Sa-
vannah, Ga., et al. Action Oect. 13.

On own motion, scheduled prehearing
conference for 2 p.m., Nov. 3, in proceeding
on application of Marin Bestg. Inc. (KTIM)
San Rafael, Calif., for ¢p to change trans.
site. Action Oct. 15.

Granted motion by counsel for respondent
Cordell Fray to continue from Oct. 12 to
Oct. 23 date for exchange by applicant and
respondent of their respective exhibits in
final form and from Oct. 19 to Nov, 5 for
hearing in proceeding on fm application of
Sherrill C. Corwin (KGUD-FM) Santa Bar-
bara, Calif. Action Oct. 16.

On own motion, scheduled perhearing
conference for 2 p.n., Oct. 29 in proceeding
on a% lication of M&M Bestg. Co. (WLUK-
TV ch. 11), Marinette, Wis., for mod. of cp.
Action Oct. 13.

By Hearing Examiner Annie Neal Huntting
Granted petition by Transcript Press Inc.,

scheduled hearing for
on am applications of
o., Mount Airy, N.C., et

Dedham, Mass., to accept late filing of its
opposition to petition to delete issues in pro-
ceeding on its am applications which is in
consolidated proceeding with am applica-
tions of County Bcestg. Corp., Gloucester,
Mass., et al. Action Oct. 19.

Rescheduled for Oct. 26 at 2 p.m. oral
argument on motion for stay filed by Sanga-
mon Valley Television Corp. in Terre Haute,
Inc., tv ch. 2 proceeding. Action Oct. 15.

Granted petition by Hess-Hawkins Co., for
continuance of hearing from Oct. 15 to Nov.
16 on its application for am facilities in East
St. Louis, Ill. Action Oct. 13.

Granted petition by Newton Bcst%. Co.,
Newton, Mass., for extension of time to Oct.
16 to file response to petition by Transcript
Press Inc., Dedham, Mass., to enlarge issues
to inquire into Newton's financial qualifica-
tions; are in consolidated proceeding with
County Bcestg., Corp., Gloucester, Mass., et
al. Action Oct. 15.

By Hearing Examiner H. Gifford Irion

Reinstated Sept. 16 action granting North
Shore Bestg Inc., leave to amend its applica-
tion for new am station fo operate on 1550
ke in Madison, Wis,, but corrected that
action to show requested operation with 5
kw, daytime only; application in consoli-
dated hearing with Radio St. Croix Inc., New
Richmond, Wis., et al. Action Oct. 16.

On - own motion, continued indefinitely
hearing conference scheduled for Oct. 23
in proceeding on application of Oklahoma
Quality Bestg. Co. to change existing facil-
glgcs l%f KSWO-TV Lawton, Okla. Action

ct. 16.

On own motion, ordered that session of
Oct. 29 will be used for prehearing con-
ference rather than for hearing in proceed-
ing on am applications of Garden City
Bestg. Co. (WAUG) Augusta, Ga., et al.
Action Oct., 14.

Scheduled prehearing conference of Nov.
16, at 9:30 a.m. on applications of Howell
B. Phillips and WMCV Inc. for a.m. facilities
in Williamsburg and Tompkinsville, Ky.
Action Oct. 14. :

.Closed record in proceeding on applica-
tions of Frank James and San Mateo Bestg.
Co., for fm facilities in Redwood City and
San Mateo, Calif., and proposed findings
will be due by November 23. Action Oct. 13.
By Hearing Examiner Jay A. Kyle

On own motion and with consent of all
other parties in proceeding on applications
of Richard B, Gilbert and David V., Harman
for am facilities in Tempe. Ariz., continued
hearing from OQOct. 15 to Oct. 16, at 9 am.
Action Oct. 13.

Cancelled hearing scheduled for Oct. 14
through Oct. 16 and scheduled resumption
of hearing for Oct. 22 in proceeding on
Douglas H. McDonald, Trustee, to show
cause why authorization for WTVW (TV)
Evansville, Ind., should not be modified to
specify operation on ch. 31 in lieu of ch. 7.
Action Oct. 13.

By Hearing Examiner Forest L. McClenning

Denied motion by Plainview Radio for
continuance of procedural dates in proceed-
ing on its application and that of Star of the
Plains Bestg. Co., for am facilities in Plain-
view and Slaton, Tex., and on own motion
continued date for commencement of taking
of depositions from Oct. 27 to Nov. 3, and
continued date for further hearing confer-
ence from Nov. 10 to Nov. 17 at 9 a.m.
Action Oct. 14.

On own motion, continued from Oct. 14 to

Continued on page 129
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B Interested in buying or selling Radio and TV Properties? |
éi: When your business is transacted through .:.;.i
-y the David Jaret Corp., you are assured of :

reliability and expert service backed by over

36 years of reputable brokerage.
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- GOING DIRECTIONAL?

i

PROVE YOUR
ASSIGNED ;
PHASE PATTERN !

© WITH |

COLLINS
" SAMPLING LOOPS

E

.
.

Collins high sensitivity Sampling Loops
provide a sensitive and highly accurate
method of sampling tower currents in
directional arrays.

The loop responds only to the radiated
magnetic field. It is unaffected by
weather or ice conditions. Sensitivity is
adjusted by rotating the loop on pivot
bearings. Seventy ohm sampling line
enters the loop through the bottom
pivot. Full insulation permits sampling
without the use of .an isolation filter on
simple arrays and low impedance tow-
ers. Two loops of wire, which connect
in series or paralle], are shielded inside
a copper tube to eliminate electrostatic
coupling. Unshielded Phase Sampling
loops also available.

Contact Collins for further information.

COLLINS
-

COLLINS RADIO COMPANY

CEDAR RAPIDS, IOWA
DALLAS, TEXAS ¢ BURBANK, CALIFORNIA
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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.

® All 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.

ArrrrcanTs: If transcriptions or bulk packages submitted, $1.00 charge for mailing (Forward remittance separately, please). All transcriptions, photos,
etc., sent to box numbers are sent at owner’s risk. BROADCASTING expressly repudiates any liability or responsibility for their custody or return.

RADIO

Help Wanted—(Cont’d)

Help Wanted—(Cont’d)

Help Wanted—Management

Sales

Sales

Will give 15% interest of in-the-black Caro-
lina 250 station plus salary to top qualified
sales manager-air personality, No invest-
ment, no gimmick, Write fully stating
earnings, billings, availability, etc. Box
883P, BROADCASTING.

Take off your ear-muffs . . . remove your
rubbers . . . relax and listen to this heart-
warming message. Here's your big chance
to make the move to sunny California.
We're building a brand new station (the
second) in a California market that is real-
ly booming with a gigantic military instal-
lation. We need a manager, a sales man-
ager, and sales staff. We'll pay top salaries
. . . you'll have excellent opportunities for
advancement with our expanding station
group, You can name your own deal as
manager or sales-manager if you are worth
$750.00 per month guarantee plus some
form of proﬁt-sharin%. Apply in detail (in-
cluding photograph) to Box 961P, BROAD-
CASTING. All Replies treated with strictest
confidence.

Have opening for selling manager who can
operate profitably with small staff in middle
Atlantic state medium market. Send com-

lete background details, etc. to Box 107R,
%ROADCASTING.

Pittsburgh area station wants experienced
announcer with first class ticket who is
seeking an opportunity to move into man-
agement. $120 per week to start. Must be
competent announcer, married, have car,
good employment history. Send audition
tape, personal history employment record
and photograph. Box 117R, BROADCAST-
ING.

Wanted . . . Radio station manager with
sales ability, top engineer, announcer, sales-
man. Place . . . new station Key West,
Florida. Good salary and commission. Must
have proven record and good references.
Permanent and_good future. Write giving
full history and details. Applications con-
fidential R. E. Hook. Aliceville, Ala.

Manager-sales/programming—new fm sta-
tion Chicago-suburban area. Must know fm
seliing. Opportunity for loyal, hard-work-
ing, community-minded  person. $150,000,-
000 market plus. Write in confidence, ex-
perience, salary, etc. John D. Morgan,
WNWC, Box 26, Arlington Heights, Illinois.

Aggressive manager, for expanding chains.
New 5000 watt Fargo, N.D. indie. Attractive
salary, beautiful incentive plan. Our suc-
cessful managers become partners. Must be
strong on sales and promotion. Gene Wil-
liams, W. 411-33rd, Spokane, Washington.

Sales

Northern Ohio medium. market needs 2
men, building for top grosses, experienced
men only. Box 308P, BROADCASTING.

Sales manager. Major central Chio market
top money and future for man who loves
to sell. Box 667P, BROADCASTING. .

Apggressive, experienced radio salesman with
at least 2 years fulltime radio selling ex-
perience. Only those with successful sales
record need apply. Position in metropolitan
market south Florida. Salary and commis-
sion open. Tell all in first letter, include
references. Box 740P, BROADCASTING.

$125.00 weekly for salesmen. Also bonus
and commission. Metropolitan market east
coast. Opportunity unlimited. Box 865P,
BROADCASTINCG:.

$100-$150 weekly guarantee plus commis-
sion and bonus plan for aggressive self-
starter salesmem. Top station Washington,
D.C. market. Box 867P, BROADCASTING.

Sales representative: We will pay top sal-
ary plus bonus for an energetic, ambitious,
experienced sales person for the #1, 30
year radio station in western Arkansas.
Town of 60,000 on Oklahoma border—net-
work affiliation. Wonderful living condi-
tions in the heart of this vacation para-
dise. Get away from the big town rat
race and learn how to live at an easier
pace. Send photo, references, and full
experience in first letter. All replies con-
fidential. Box 876P, BROADCASTING.

Top sales producer needed for top 5,000
watt station in fast owing California
market of 300,000. The right man will have
chance to become sales manager. Salary
plus commission or guarantee against com-
mission. Send full details of background
and references plus picture to Box 903P,

"BROADCASTING.

Florida east coast top station in market

looking for top-notch salesman. Box 929P,
BROADCASTING.

Excellent New York market, sound station,
good people, offers wonderful opportunity
in sales. Training provided. Potential five
figures. Box 937P, BROADCASTING.

Wanted. Salesmen who can produce for
country and western station in California.
Write Box 950P, BROADCASTING.

Commercial manager—Qutstanding oppor-
tunity for aggressive young producer to
take over major eastern sales department.
Excellent income arrangement and chance
for promotion to higher management with

multi-ownership group. Box 953P, BRCAD-
CASTING.

Salesmen—Two—Excellent chance to earn
top income and grow into management. We
promote from within. Major and smail
market opportunity—seven stations. Box
954P, BROADCASTING.

Aggressive. Good opportunity in growing
pleasant, competitive major southeas
market. Complete details first letter. Box
983P, BROADCASTING.

Aggressive, experienced radio salesman in
well established CBS station in Michigan
market. Excellent opportunity. Furnish all
details first letter. Immediate opening. Box
986P, BROADCASTING.

Radio_sales manager for number one sta-
tion., Multiple ownership. Outstanding op-
portunity for experienced man. Send details
Box 998P, BROADCASTING.

Salesman. Preferably some experience medi-
um market, Small staff operation in middle
east. Send background and etc. to Box 108R,
BROADCASTING.,

‘Wanted: Radio«tv and newspaper salesmen.

you can produce, make up to $350.00
per week! 601-705 Olive, St. Louis 1, Mis-
souri. CH. 1-6656.

California, KCHJ, Delano. Serves 1,300,000.
Increasing sales staff.

Wanted, experienced salesman, salary plus
commission. Furnish complete background
and references. Contact Sam W, Anderson,
Manager, KFAA, Helena, Ark.

We have opening for progressive salesman
who would like to join real progressive top
rated station that really swings. Excellent
opportunity for the right man. Send full
details to Radio Station WSHE, Raleigh,
Narth Carolina.

Salesman wanted immediately by WLOF,
Orlando, Florida. Good salary guaranteed,
incentive bonus arrangements, outstand-
ing fringe benefits with long established,
top rated, modern music and news opera-
tion. Brand new housing plentiful and in-
expensive. Living conditions unrivaled.
Tell all in first letter. Write Mr. Howard
Kester, General Manager, WLOF Radio,
P.O. Box 5756, Orlando, Florida.

Announcers

South Florida metropolitan market, Num-
ber 1 station, in beautiful city three miles
from the Atlantic ocean, with wonderful
living, and working conditions, needs a
swinging deejay at $135.00 a week. Send
resume, tape at once to Box 591P, BROAD-
CASTING.

Modern number one format station in one
of ten largest markets auditioning fast-
paced, live-wire announcers, Key station
leading chain offers big pay, big opportu-
i’l&té Send tape to Box 864P, BROADCAST-

In a California market of 300,000 there's a
top. job waiting for a top dj. If you're
really good and can still work with other
people, you're our man. Must be able to
sell and work with top 40. Must be able
to project sparkling personality. Must be
able to hold No. I audience. Send tape,
picture and all details to Box 904P,
BROADCASTING.

Wanted: Country and western personalities
for California station. Send’ tape, picture,
resume to: Box 951P, BROADCASTING.

Wanted, two young, aggressive deejays, in-
telligent and willing to work. Some ex-
perience required. Medium size, competitive
North Carolina market. Starting salary
$60-$65. Successful operation, small turn-
over, great crew to work with. Send re-
?&r&e and tape. Box 957P, BROADCAST~

Wanted, experienced play-by-play hockey
announcer for northern Wisconsin. Some
experience in sales desirable. Top rank
senior hockey team with top rank person-
nel and schedule. Send tape and full in-
formation. Box 964P, BROADCASTING.

Announcer. Good all-around man in news,
sports, record shows for top station in top
eastern market. Must be bright in sound
and fast on his feet. Send tape, photo, and
past performance record to Box 967P,
BROADCASTING.

Aggressive man for announcin and/or
news, sales or continuity. Excellent staff
and working conditions in fast growing
500 watt daytimer in rich eastern Iowa
single-station market. Salary according to
experience. Send full resume to Box 978P,
BROADCASTING.

Experienced. Mature voice. Production.
Knows modern independent radio. Major
southeast market. Tape only. Box 982P,
BROADCASTING.

First phone qualified technical maintenance
necessary. Eastern medium market, Send
tape and background details to Box 109R,
BROADCASTING.

Announcer-copywriter emphasis on copy,
preferably experienced. Send tape, copy
samples, backeround, eastern medium
market. Box 110R, BROADCASTING.

Morning man upstate New York major
market better music station. No rock and
roll, first phone desirable. Fast growing sta-
tion. new moedern facilities. Send tape,
photo to Box 111R, BROADCASTING.
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Help Wanted—(Cont'd)

Help Wanted—{Cont’d)

Help Wanted—(Cont’d)

Announcers

Announcers

Production-Programming, Others

Northeast, emphasis local news, 40 hour
week. $85.00. Send background, tape, Box
115R, BROADCASTING.

Experienced announcer with first class ticket
for Pittsburgh area station. $100 per week to
start. Send audition tape, resume and
photograph. Box 118R, BROADCASTING.

Combination man wanted, must have first
class ticket. Good oppor’cunity, good pay
for right man. Doen Mitchell, General Man-
ager, P.0. Box 228, Rome, Ga.

DJ Books,

Deejay patter material. P.O.

Box 1, Elkhart, Indiana.

Wanted: Annocuncer for top rated station
in Cheyenne, Wyoming, three station mar-
ket—a good sharp man—no format or top
“40” operation—two years experience board
shift on radio and chance to work in tv,
write or wire R. H. Verdon, Chief An-
nouncer, KFBC, Cheyenne, Wyoming.

Have immediate opening announcer-first
phone engineer, Must be experienced both.
Furnish good references. Position offers
ermanency, paid insurance and paid vaca-
ion with 5 kilowatt, award winning station.
Starting salary over $100 per week with
raises assured. Apply Merle H. Tucker,
Owner, KGAK, P.O. Box 1231, Gallup, N.
Mexico.

Announcer to join staff of experienced,
capable radio men in a combined, fulltime
am/fm operation serving the _4 station
market of Farmington-Aztec-Bloomfield,
New Mexico. Modern, formula radio-minus
noise and rock and roll. Must have mini-
mum of two years experience. Send tape,
resume, salary required, to: Candy KNDE
Radio, Box 278, Azetc, New Mexico.

Experienced woman announcer-dj work,
run own board, write copy. $80-$90 per
week. Apply KNIM, Maryville, Missouri.

Announcer wanted with first class radio-
telephone ticket for top 40 operation. Ex-
perienced for number 1 nighttime show at
KSC Radio, Des Moines, Iowa. Immediate
position—top money. Rush tape and back-
ground resume to Dick Vance, P.D., KSO
Radio, Des Moines, Iowa.

If you have 2 years or more experience, are
worth $100.00 a week, capable of adult dj
work and ad-lib remotes, we can offer a
position with an 18 year old fulltime sta-
tion. No franties. Married preferred. Con-
tact Dick Pittenger, WASK, McCarty Lane,
Lafayette, Indiana.

WFIN, Findlay, Ohio seeks production-pro-
motion minded dj. Duties will include
mobile unit news reporting. Station_swings,
is active as is this city of 30,000. Resume,
tape and phote to Manager. Immediate
opening.

Morning man who knows c¢&w music.
Must have tight top 40 style production.
Send resume, reference, tape to WHIY, 563
North Orange Avenue, Orlando, Florida.

WHYE—Top rated, fast-paced daytimer
locking for announcer with/without 1st
class ticket. Pays good! Send tape, photo,
resume: Box 1187, Roanoke, Virginia.

Needed immediately first phone announcer-
salesman. Limited experience ok. Send tape,
photo, resume to Claude White, WJIMA,
Orange, Va.

Announcer opening immediately. Good
voice more important than length of ex-
perience. Send tape, resume, salary re-
quirements to Amos Stone, WMTA, Central
City, Ky.

This swinging top 40 station is looking for
good young announcers. Must be able to fit
into our swinging team. Send tape and full
details to Radio Station WSHE, Raleigh,
North Carolina.

Opportunity for bright, talented announcer
for modern format kilowatt daytimer. We
prefer experienced man, but would accept
shar% beginner. Part of expanding chain,
our bovs move up. Send tape and resume
to WSPT, Stevens Point, Wisc.

Two announcers—for variety programming
with tight production. Stability and se-
curity for the right men. Congenial staff.
We're hiring now. Send #ape and refer-
ences. Roger A. DBeane, WSSV, Peters-
burg, Va. REgent 3-4567.

Eanted experienced announcer with first
phone. ws B, Rutland, Vermont.

New station hiring complete announcing
staff, plus news and copy_ bpeople. Single
station in city of 25,000. Experience and
enthusiasm important. Send resume and
tape to Mr. Wright, WTTF, Tiffin, Ohio.

Immediately, previous_ station combo, ex-
g)!eriﬁnced. No tapes. WVOS, Liberty, New
ork.

Announcers, experienced! Openings in many
markets. Send tapes, resumes to Paul
Baron, Manager, Broadcast Department,
Maude Lennox Personnel Agency, 630 Fifth
Avenue, New York 20, New York.

Announcers: Many immediate job openings
for good announcers throughout the S.E.
Free registration. Confidential. Professional
Placement, 458 Peachtree Arcade, Atlanta,
Ga.

Technical

Wanted: First class ticket man and 3rd
class man with sales experience, for coun-
try and western station in California. Ex-
cellent pay, incentives, benefits. Write:
Box 949P, BROADCASTING.

Wanted: Chief engineer for 250 watt sta-
tion, fully equipped. Mobile equipment
experience necessary. Voice capability
with news delivery a prime requisite. Sal-
ary $90.00 a week to start. Box 965P,
BROADCASTING.

Combination man wanted, must have first
class ticket. Good opportunity, good pay for
the right man. Don Mitchell, General Man-
ager, P.O. Box 228, Rome, Ga.

First phone operator seeking sales oppor-
tunit{. KCHJ, Delano, serving 14 California
counties.

Engineers , . . with first phone . . . for new
station. Both beginners and men with di-
rectional experience. Car necessary. WPAC,
Box 651, Patchogue, New York.

We need good combo man . .. {(dj and chief
engineer). New transmitter, further expan-
sion planned. Pleasant communi'gr, low cost
living, top station in area. Send tfape and
resume to WSPT, Stevens Point, Wis.

Production-Programming, Others

Copywriter and traffic assistant. Large met-
ropolitan station. Top pay. Box 863P,
BROADCASTING.

Private secretary and girl Friday. Large
metropolitan station. $80-$100 weekly. Box
866P, BROADCASTING.

Traffic director large metropolitan station.
Excellent pay. Box 868FP, BROADCASTING.

News director radio & tv. Network affiliate.
Completely equipped department. Multiple
ownership. Send photo and resume Box
999P, BROADCASTING.

Capable newsman—we have mobile trans-
mitter, portable tapes, aerial satellite, elec-
tronic secretary, typewriter, desk, separate
office, vacant due to illness. We want cap-
able, aggressive news hound—preferably
able to appear on the air. WTVB, Cold-
water, Michigan.

RADIO

Situations Wanted—Management

Experienced manager, all phases, strong
sales, hard working, progressive. Wants po-
sition with future. Metropolitan and med-
ium market background. Write Box T751P,
BROADCASTING.

California manager-wife team. Excellent
background and references. Desire east. Box
752P, BROADCASTING.

Topped industry sales records repeatedly.
Opportunity for revenue expanslon first
consideration. Salary secondary. Specialist
operations and sales productivity medium
and small markets. Box 784P, BROAD-
CASTING.

Presently sales manager two station mar-
ket, last position manager small market.
First phone, top salesman, journalism de-
gree. Ready and able to manage/sales
manage two or three station market. No
south, present emgloyer knows of this ad
and will give highest recommendation. 33
;{ﬁgs old. Family Box 869P, BROADCAST-

General manager, strong sales, economy-
minded, thorough knowledge competitive
programming, offers station owner aggres-
sive leadership—above average profits. 25-
year veteran. Family man. Best references.
Box 881P, BROADCASTING.

Station manager or commercial manager
available. Finest references from employer.
Sale of station reason for move. Contact
Box 960P, BROADCASTING.

Human head for hire. Has an ear for music,
an eye to the future, desires position it
can sink teeth into. 81, years experience
combo 1st phone. P.D., producer, man-
ager, music director top forty, jazz, or
adult format. Family man wants security.
Lets put heads together. Box 968P, BROAD-
CASTING.

Experienced all phases. Work salary or
percentage of profits. Prefer small market.
ﬁ\}réllable at once. Box 974P, BROADCAST~

Managing small market, number one pro-
gramming and sales. Want metropolitan or
medium, challenge, money. Top agency
references. Box 994P, BROADCASTING.

Station owner medium-large market. Experi-
enced manager-sales manager wants connec-
tion live-stable operation as manager-sales
manager, sales development. Create_ sales,
promotion, program ideas. Postcard gets
complete information. Box 105R, BROAD-
CASTING.

Sales

Bright fast-paced dj ready for pd for top-
rated modern music station. Opportunity for
television experience and training. Send

Available on or about January 1st. Age 36,
now working N.Y.C. 14 years broadcasting,
7 in tv. Seeking sales manager job. Prefer-

tape, picture and resume. Box 100R, ence midwest. Reply Box 913P, BROAD-
BROADCASTING. CASTING.
Have immediate opening for experienced EgExperienced airman 22, desire learn sales

news editor. Must gather, write and present
local news. Journalism background experi-
ence absolutely necessary. Position_ offers
permanency, paid insurance and paid vaca-
tion. Station enjoys good local news reputa-
tion. Starting salary over §$i00 per week
with raises, Apply Merle H. Tucker, Owner,
KGAK, P.O. Box 1231, Gallup, New Mexico.

Newsmen. At least two years experience
in gathering, writing, and airing local news.
Personal interview required. WCGO, Chi-
cago Heights, Illinois.

Copywriter wanted immediately at WLOF,
Orlando, Florida. Good salary, outstanding
fringe benefits with long established top
rated music and news operation. Brand
new housing plentiful and inexpensive.
Living conditions unrivaled anywhere.
Tell all in first letter, write to Mr. Howard
Kester, General Manager, WLOF Radic,
P.0. Box 5756, Orlando, Florida.

your way. Presently employed. Box 958P,
BROADCASTING.

Experienced announcer-salesman,
director,
CASTING

C program
copywriter. Box 973P, BROAD-

Announcers

Personality-dj. Versatile. Experienced. Cre-
ative, gimmicks, commercials. Cooperative.
ITIGEe available. Box T795P, BROADCAST-

Negro announcer, well experienced ré&b,
news, excellent gospel. Desires future. Box
889P, BROADCASTING.

Sales-announcer. Good sales eXperience,
Trained announcer. Permanent. Consider
anywhere. Box 945P, BROADCASTING.
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Situations Wanted—(Cont’d)

Announcers

Experienced, currently employed dj.
Proven dependable on all formats. Radio
school grad., easy to work with, have had
pd work. Young, hold 1st ticket. Will send
tape, picture, and resume upon reguest.
Prefer permanent berth in west., Box 896P,
BROADCASTING.

Looking? Hard working, sober, network
caliber, mature announcer—20 years in ra-
dio, 10°in tv—desires to relocate in east. No
drifter. Presently employed, but available
on reasonable notice. No gimmicks or rock
'n roll man, but capable of doing convinc-
ing newscast, sane dj show, personable mc
job and good selling commercial on mike
or camera. Also write continuity that sells.
Resume, tape and picture upon request.
Box 925P, BROADCASTING.

Female announcer. All-around gal for sta-
tion. Intelligent. Reliable. Versatile. Box
946P, BROADCASTING.

Staff-d) seeks move to medium size mid-
west market. Currently employed as an-
nouncer-pd. Adult music., Box 948P,
BROADCASTING.

You can’t put me in a bigger market—
Just a bigger station. Fast-paced, personal-
ity dj. Five years experience. College grad.
Prefer Storz or format. Now making $125.
Box 956P, BROADCASTING.

Top flight air personality, 3 years experi-
ence, know formula radio, have worked
major markets, top ratings, like Florida
but will consider all offers. Box 970P,
BROADCASTING.

Bxperienced radio announcer-dj. Single,
age 21, 2 years collefe, 2 years professional
experience. Presently employed. Seeking
opportunity 1o advance. Background in
personality. Top 40, adult format, news.
Box 979P, BROADCASTING.

Situations Wanted—{(Cont'd)

Announcers

DJ, news, announcer, first phone, experi-
enced, versatile, mainfenance. Available im-
mediately, Box 119R, BROADCASTING.

Recent grad S.R.T. Colored, Have jive, will
travel. Howard Hayward, 229 West Palisade
Avenue, Englewood, N.J.

Announcer-dj. 2 years all-around experi-
ence. Will relocate anywhere. Larry Light,
Cincinnati—Terrace 1-5785.

Staff announcer, first ticket. Have car, 25,
single. All staff duties. Macumber, 510 16th
St., Oakland, Calif. TW. 3-9928.

Announcer-~traffic-copywriter. Experience all
phases. Board operator. Top 40, sweet, or
classical. Now working, available one week
notice. Prefer south but good offer takes

me anywhere in the 50 . . . Dick Michelson,
WKTG, Thomasville, Georgia . . . CA, 6-
5343.

Young, reliable, professional broadcasting
school graduate, desires start in radio.
Write David Pfeiffer, 5938 South Sawyer
Avenue, Chicago 29, Illinois or call PRospect
8-5338.

. TELEVISION
Help Wanted—Sales

Sales . manager to supervise sales of two
television stations. Must have experience
and be willing to work. One of the best
opportunities in the industry for the right
man. Send full details. Box 997P, BROAD-
CASTING.

Announcers

Announcer for sign-on shift midwest tv
station. Prefer applicant from Illinois, Wis-
consin, Indiana, Iowa area. TV experience
not necessary, but must have radio back-
ground. Position open late November. Send
full resume and recent photo to J. W,
ﬁle_lin! Program Director, WTVO, Rockford,
inois. .

Technical

Immediate openings at expanding station
for television transmitter engineers. Ex-
perience necessary for two openings, and
preferred but not necessary for two others.
Contact Chief Engineer, Russell Trevillian
at KXII-TV, Ardmore, Oklahoma.

Wanted: 1 engineer with first class license.
Experience not necessary. No phone calls.
WI%K—TV, Fort Myers, Florida.

Colored. Beginner dj. Experience in sales,
control board operation. Willing to travel.
Telephone AC 2-5846. Address—Mel Placide,
121 St. Nickolas Ave., New York 26, N.Y.

Announcer, experienced, first ticket, proven
sales record, classical, western or top 40.
Married. Have car. Russell, 2929 Broadway,
Oakland, California. TW 3-8895.

Technical

Maintenance engineer desires permanent
position. Ten years experience am-fm. Box
892FP, BROADCASTING.

Hear now! Dee-jay. 10 years in midwest
major market. Quietly, clever stylist, em-
phasis on production, well-spaced gim-
micks. Can sell with sincerity. Will pla
rops not just 40 tops, please! All right,
majors, I need you. Can you use me? You
first. Box 981P, BROADCASTING.

DJ, newsman 432 years experience, 200 mile
radius N.Y.C., minimum $85 per week. Box
990P, BROADCASTING.

Cut your overhead without cutting the ef-
ficiency of your operation. You can with
this combo-combo . . . Fourteen years ex-
perience, all phases of radic. Morning man
with first phone, sports anncuncer., con-
tinuity writer, program director, can even
do some selling. Solid record of perform-
ance. Adult type stations only. Box 991P,
BROADCASTING.

Hello Wisconsin! Desire personal interview
with station manager who needs experienced
di, newsman, copywriter. Need first phone
and maintenance experience? Have that too.
Box 996P, BROADCASTING.

Fully experienced radio-tv deejay an-
nouncer. Can work any format. Box 101R,
BROADCASTING.

Announcer — Graduate professional radio
school. Experienced, veteran, prefer north
east. Tape, resume available. Box 112R,
BROADCASTING.

Good-music announcer. Thoroufhly experi-
enced. Classical, semi-classical. Cultured,
mature voice. Box 113R, BROADCASTING.

Strong air salesman. Metropolitan personal-
ity. Mature voice. Easy pace. Entertaining.
Box 114R, BROADCASTING.

FM and am gquality stations who need a
staffman with mature voice, excellent dic-
tion, write J. Benjamin, 1181 Stewart Ave,,
S W., Atlanta 10, Georgia.

Combo amnouncer-dj one year experience,
First phone. $90. Car. Prefer formula radio.
Will travel anywhere. Kriss Crowther, 4021
%.lsgga'nd, Spokane, Washington, Madison

Disk jockeys, newsmen, engineers, sales-
men, program directors, managers. Tell us

.your needs for quick confidential action.

Disk Jockey Placement Agency, 100 West
42 St., New York City. . i

First class engineer-announcer seeking job
Wﬁtcl; radio station. Box 959P, BROADCAST-
I 5

Ten years experience, 115 years tv. Would
like job in southwest. Prefer Texas, AM
or tv. Box 980P, BROADCASTING.

Engineer. First class ticket. Three years
chief small station. Slightly handicapped.
Married. Owns car and housetrailer. Prefer
Rocky Mountain or midwest. Loren Gold,
P.0. Box 574, Fort Collins, Colorado.

Production-Programming, Others

Program or news director: Six years radio
first phone. Experienced leg-man small
daily, journalism background, professional
news coverage, Capable air-man, run tight
board. Former continuity chief, 10 kw. No
top forty, or maintenance. South only,

want 100 mile radius Atlanta. Minimum -

$100. Box 726P, BROADCASTING.

Reporter-newscaster—Responsible, complete
coverage, professional delivery, now work-
ing, 8 years radio-newspaper experience,
best references, college, car, interested radio
and/or tv. Box 861P, BROADCASTING.

Continuity writer. 15 years station and ad .

agency experience. Know-how in all sta-
tio‘gr operations. Box 962P, BROADCAST-
ING.

ETV—Must have 3 years experience as
studio maintenance engineer. Excellent po-
sition in newly expanded 100 kw plant.
Employment by November. Send resume
and %}Ilone number. Herb Evans, WTHS-TV,
1410 N.E. 2nd Avenue, Miami, Florida.

TV studio engineers for design, test, and
field engineering. Rapidly expanding pro-
gressive company. All benefits, plus rapid
advancement for qualified engineers. Foto-
Video Laboratories, Inc. CE. 9-6100, Cedar
Grove, New Jersey.

Assistant chief engineer or studio opera-
tions. Salary open. Prefer 2 to 3 years ex-
perience in maintenance. J. Smith, Chief
Engineer, Box 840, Corpus Christi, Texas.

Production-Programming, Others

Wanted in major west coast market: All-
around tv promotion manager to handle
publicity, sales promotion, merchandising,
research, ad layout and copy, complete
budget plannhing and execution. Salary com-
mensurate with experience. Send complete
resume, current photo to Box 917P, BROAD-
CASTING.

TELEVISION
Situations Wanted—Sales

Experienced producer - director. Family.
Creative. All phases production. Desires
sales position. Box 988P, BROADCASTING.

Aggressive, experienced young television
salesman c_fesues opportunity with progres-
ﬁ\}’é organization. Box 992P, BROADCAST-

Experienced radio manager-sales manager
metro markets , ., . wants change to tele-
vision sales, metro market. Everybody needs
professional salesmen and sales manage-
ment. Box 104R, BROADCASTING.

Announcers

Now tv announcing in top 10 market. Ex-
tremely versatile . , . desires change. Box
811P, BROADCASTING.

Want to hear from radio, tv, production,
promotion, agency, or related company
wanting to talk with man who can be
counted on, and trusted tc do a job. En-
tertainment, show business, and radio back-
ground. Educated, experienced, on air or
off. Box 121R, BROADCASTING.

Newswriter-newscaster with 13 years radio-
tv background desires more challenging
position. Currently working for No. 1 sta-
tion in top-30 market. Box 123R, BROAD-
CASTING.

Experienced radio-tvn news editor-an-
nouncer. Upper midwest preferred. David
Gilstad, Baldwin, Wisconsin. Tel. 26F31.

News, sports director, 26, play-by-play all
sports. Accent gathering, writing. Presently
employed, family. Let's talk. Bob Zerkle,
Temple 6-8892, Macomb, Illinois.

Sportscaster—iv, radio, play-by-play, seven
years experience. Top ratings. Seeking re-
location In large market. Box 822P, BROAD-
CASTING.

Experienced. 11 years radio, 6 television,
versatile, teens personality to news and
sports. Excellent sales presentation. College
graduate, family. Desires major market or
network staff only. Box 122R, BROAD-
CASTING.

Technical

TV studio technician, three years experi-
ence, first phone, excellent references. Box
947P, BROADCASTING.

Chief engineer--10 yvears experience.
Proven record. Presently assistant chief.
Strong on planning, construction. Six vears
irItT Grt_:)resent job. Box 952P, BROADCAST-
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Situations Wanted— (Cont’d)

WANTED TO BUY

Technical

Stations

TV engineer wishes to relocate in north-
east or midwest. Experienced studio opera-
tions, maintenance, Ampex video tape.
Box 963P, BROADCASTING.

Engineer 8 years experience in all phases
radio—some tv. Wish opportunity in tv.
Permanent position with future in en-
gineering. Presently employed. Box 993P,
BROADCASTING. e

Production—Programming, Others

Production manager-director: Married, B.A.,
M.A., 215 years. TV experience, desires posi-
tion requiring initiative. Box 920P, BROAD-
CASTING.

Artist. 7 years television experience. AIll
hases production. Outstanding brush, air-
grush, pen, set designing, building. First
ticket. For full resume contact Box 955P,
BROADCASTING.

Director’s position desired, 3 years broad-
casting college, 2% years commercial tv.
Experienced in all phases of production
and engineering departments. Present em-
ployer understand my ambitions but fore-
sees no future opening. Excellent refer-
ences. Married, vet. Box 987P, BROAD-
CASTING.

TV director-producer available; experienced
local station, closed circuit; M.A.; 30. Highly

recommended. Write Box 120R, BROAD-
CASTING.

FOR SALE

Equipment

For sale.., 5 kw vhf tv transmitter channels
2-6. 25 kw vhf amplifier channels 2-6. 25 kw
vhf amplifier channels 7-13. Box 976P,
BROADCASTING.

Ampex VIR 1000—Used only 35 hours. Rea-
son for selling, going full coler. Price $39,-
000. 124R, BROADCASTING.

5 kw transmitter Gates BC-5A complete
with tubes and crystal in good operatin
condition. Currently on air at EKYOX,
Houston, Texas. Price $5900. Terms can
be arranged. Available for immediate ship-
ment. Stanley Ray, 505 Baronne St., New
Orleans 12, La.

Custom built mobile studio; used only five
months; inside measures 73 feet wide, 201%
feet long, 7 feet high; weight 4,000 pounds;
6 double-glass windows 43" x 72”; fully in-
sulated, eated; fully wired for mikes,
lights, telephone; external 110VAC with
inside receptacles; complete for on-the-air
use except amplifier and mikes, PA with
all-weather speaker on roof; priced for
%uick sale $2150. Contact Dick Shepard,

eneral Manager, WHAM, Rochester, N. Y.

Collins 21A 5 kw transmitter maintained in
original condition, only factory-approved
modifications, now operating. Excellent
quality. Ten years old. Price $4,000. Terms.
Address Radio Station WISE, Box 75, Scenic
Highway, Asheville, N.C.

Heavy duty, 300 foot guyed tower, stand-
ing, 304 feet with beacon. Uniform tri-
angular cross section, has base insulator.

Strong enough to support side antenna.
Iﬁ)l(icel_ent condition. WEKAN, Kankakee,
nois.

RCA type 76-B-5 consolette and power sup-
ply with instructions. First class condition.
Write WRJW, Picayune, Mississippi.

50W2 MclIntosh power amplifier, 600 ohm
balanced line, plug-in preamplifier stage,
excellent condition, $115.00. Joe Beck, 1004
Truxillo, Houston 4, Texas.

Special advertising agency owner. Will pur-
chase or lease station now losing money.
Will show stations how to converft red ink
to black. All replies confidential. Box 894P,
BROADCASTING.

Any station, any market up to $20,000. Box
972P, BROADCASTING.

Wanted: Experienced broadcaster in Vir-
ginia desires to lease am station in small
market in Virginia or North Carolina. All
replies confidential. Box 977P, BROAD-
CASTING.

Haskell Bloomberg, Station. Broker, 208 Fair-
mount Street, Lowell, Massachusetts, Tele-
phone Glenview 5-5823,

Equipment

UHF low power tv transmitter and allied
equipment for experimental purposes. Must
be able to be licensed. Give full information
in first letter. Box 923P, BROADCASTING.

3—10 kw fm transmitter and studio console
wanted. Box 989P, BROADCASTING.

Wanted. Will buy pullers for model 900
Presto tape machines, Write Chief Engineer,
Radio Station KATE, Albert Lea, Minne-
sota.

Equipment wanted—RCA TG-1 sync genera-
tor. 3-RCA master monitors preferably
TM-6, 2-DuMont stabilizing amplifiers, 4-
RCA console housings with end sections,
1-video patch panel. All equipment should
be in A-1 condition. George Sprague, C. E.
WLOS-TV, Box 2150, Asheville, N. C,

Wanted, microwave equipment in the two
thousand or six thousand megacycle band
to retransmit video and  sound channel.
Contact Patrick J. Lamartina, Capital City
Television Limited, 791 Somerset Streeti,
We']st, ttawa, <Canada. Phone CEntral
2-2733.

3-5 kw fm transmitter with or without tape
player and accessories. Also interested 250

w to 10 kw, am and fm. Submit details.
Compass Electronics Supply, 75 Varick
Street, New York 13.

INSTRUCTIONS

F.C.C. first phone license preparation by
correspondence or in resident classes.
Grantham Schools are located in Hollywood,
Seattle, Kansas City, and Washington. Write
for our free 40-page brochure. Grantham
School of Electronics, 3123 Gillham Road,
Kansas City 9, Missouri.

Be prépared. First phone in 6 weeks. Guar-
anteed instruction. Elkins Radio License
School of Atlanta. 1139 Spring St., N.W.,
Atlanta, Georgia.

Since 1946. The original course for FCC 1st
phone license, 5 to 6 weeks. Reservations
re%uired. Enrolling now for classes starting
Oct. 28, 1959, January 6, March 2, 1960. For
information, references and reservations
write William B. Ogden. Radio Operational
Engineering School. 1150 West Olive Ave-
nue, Burbank, California.

FCC first phone license in six weeks. Guar-
anteed instruction by master teacher. G.I.
approved. Request brochure. Elkins Radio
License School, 2603 Inwood Road, Dallas,
Texas.

Video monitors. Closed circuit and broad-
cast. Foto-Video Laboratories, Inc., Cedar
Grove, New Jersey. CE. 9-6100.

Ampex 601-2 stereo recorder demo $849.50;
Ampex 600-2 stereo recorder $695.00; Ampex
400 full track in console cabinet $395.00;
Ampex 351-2 new $1855.00. Contact Noel
Palm, High Fidelity Enterprises, 901 El
Camino Real, Menlo Park, California.

Ampex 601 recorder. Perfect. Less than 20
hours use. $475.00. Allen Olinger, Jr., 207
So. Ridgewood, Kentfield, California.

FCC license in six weeks. Resident classes
November 16, January 18. Guaranteed per-
sonal instruction by Waldo Brazil, Path-
finder Radio Service, 510 16th St., Oakland,
California.

MISCELLANEOUS

Plan Christmas spot campaigns now. We
write, voice, record custom commercials.
No jingles. M-J Productions, 2899 Temple-
ton Road, Cclumbus, Ohio. .

RADIO

Help Wanted—Management

L A AN ERENNENNRENNRENNNNNN-N NN

EXPERIENGED SALESMANAGER WANTED

Who can realize exceptional earnings
at o top-rated midwest major market
independent. If you're willing to work
around the clock and personally and
continuously solicit business—not just
“supervise’—and if you can prove
your ability through past performance
and references—contact us immediately.
Top earnings, stock options and fringe
benefits available to right man. Please
don’t reply unless you have truly out-
standing record.

Box 880P, BROADCASTING.

Announcets

s

One of the Outstanding
Popular Music Stations

In the country would like to hear
from you if you are a swinging disc
jockey and would like to re-locate.
Screamers need not apply. Good
mature jockeys are our objective.
We are located in a major market
in the mid-western part of the na-
tion. Send tape, photo, biography
and salary expected to Box 907P,
BROADCASTING.

TOP DJ’S NEEDED

For newly acquired station in major
market. Modern personality format
station. Send resume and tape. Mini-
mum two years on air experience
required.

Box 971P, BROADCASTING.

SOMEWHERE THERE'S ANOTHER
VICTOR BORGE . . .

Someone who can ad-lib, execute
piano artistry, develope features, sing,
and carry one and one-half hours of
a five-day o week show ON HIS OWN
SHOULDERS. Large radio station major
market. Adequate remuneration. Send
tape and resume to Box 985P, BROAD-
CASTING. No dreamers, no prima don-
nas need apply.

EVER HAD THE URGE ...

To work at a top rated pop-music
operation where REAL PERSONALITY
is a POLICY, not a PROMISE? Then
come join KSTT's happy house of
swinging, imaginative deejays here
in the QUINT CITIES. We have an
immediate opening for an A.M., man
with a fresh approach. A COMIC . ..
A CHARACTER ... You tell me! Pub-
lic appearances, publicity, promotions

. . unlimited future . . . New, beauti-
ful facilities! Money: let's talk! Tape
{air special) to: Xen Draper, KSTT
Radio, Davenport, lowa.
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Help Wanted—(Cont’d)

Situations Wanted— (Cont’d)

WANTED TO BUY

Announcers

Production-Programming, Others

Stations

MAJOR 50 KW STATION
HAS OPENING FOR

All Night Personality

Major eastern 50 kw. station looking
for personality who is different and
can get top audience. Must be pro,
fresh, intelligent, have a way with o
commercial, know how to pace a show.
Send audition tape—News, Music, the
works—photograph, previous employ-

ment, current income, to

Box 102R, BROADCASTING

AVAILABLE NOVEMBER 1st:

Mature newsman, endmg association with
dominant  station in major midwestern
market after six years. 15 years back-
ground broadcasting, college trained jour-
nalist with key contacts in every field
from politics to sports. Thorcui ly versed
all phases of LOCAL news-gathering and

reporting. Can direct complete news op-
eration. Exceptional ability as writer and
analyst. Has covered every special event

from tornado-approach to National Po-
litical Conventions. Good voice and lively
personality. Authoritative delivery stems
from KNOWING what IS news—WHEN.
Family man, 34, veteran of both news-
papers and radio. Has spurned television
thus far but will take plunge when suf-
ficiently motivated. Prefers post as morn-
ing editor. Can be had for ‘'very little
money” if working conditions and hours
are right. (Please note clduse following
last conjunctionl).

Box 890P, BROADCASTING.

TELEVISION

Help Wanted—Sales
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SPORTSCASTER-NEWSMAN

To work news shift and specialize in
sports as featured on-the-air sports
personality. Reply to Boyd Harrier,
WTAR, Norfolk, Virginia.
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RADIO

Situations Wanted

THE MOST OUTSTANDING OPPORTUNITY
EVER OFFERED AN IMPORTANT FILM SALESMAN

A dynamic, small film and radio program-
ming company, with a fantastic track rec-
ord, offers the following to a salesman’s
SALESMAN:

(1) Profit sharing plan

(2) Stock option plan

(3) Outstanding commissions with ad-

vance,

Qur midwestern V.P. earned, $78,500 [ast
year (our hooks are open). We expect to
talk to a seasoned sales vet, worth that
much money, who will understand the
meaning of OWNERSHIP in o business as
tough and unrelenting as ours. Of course,
all replies will be held confidential. We
own no desks.

Box 106R, BROADCASTING

Production-Programming, Others

Still Watch Television?

THEN YOU KNOW . . .

Radio has never had & better chance to
take a giant step than right now.

But I'm afraid radio is in mortal danger
of shouting and bell-clanging itself right
out of that chance!

And that’s stupid . .

Because radio can be responmble and real-
istic and aggressive . .

And all at the same time.

If you think your radio station should
stand for more in your community than a
wet nurse for the pre-shave crowd .

If you agree . .

The successful statlon is the station that
shows it really cares about its image in
the community .

Then maybe this w111 suggest a thing or
two to you:

® I have had genuine success in program-
ming an outstanding station image in
one of the nation’s most competitive
marketa.

I want to step up to:

® One of the top 10 markets

® A group progra'mmmg position

® A part-owner or equily arrangement
Obviously, I’'m not interested in:

Storz or McClendon or Bartell or Star.

And if, as you read this, you think I've
eliminated everyone worth considering .

I'm not interested in you either.
Box 926P, BROADCASTING.

Technical

WEMY-TV, GREENSBORO, N.C.

Needs to add engineer with first class
license. Must have television training or
experience. Excellent working conditions,
insurance plans, 40-hour week. Write
Mr. Doyle Thompson, Chief Engineer,
with full details on training, experience.
Send photograph. This is a job for a
man who wants a permanent situation.

TELEVISION

Situations Wanted

Production-Programming, Others

AM STATION WANTED

Private purchase, no brokers, negotia-
tions in strictest confidence. | will pay
29% cash with balance over realistic
period. Can assure highest type opera-
tion. No southern, no city under 20,000.

Box 969P, BROADCASTING.

WANTED TO BUY
Class “B” FM radio station.
in
New York City area.

All replies strictly confidential
Reply Box 571, Wheaton, Illinois

Responsible business man looking
for radio station in $100,000.00
price range. Must be in black.

Brokers invited.

Box 204
Bridgeport, Connecticut

Equipment, etc.

READY TO BUY SPOTS ON

show slanted to investors. Write

ﬂ-

Box 995P, BROADCASTING

YOUR RADIO-TV STATION |

%'If you have business news or other iz -

MISCELLANEOUS
S0%cccscccscccssccccssecce’
° FUNNYPHONE ®
o Radio’s new and successful fun gamel! S
e |3 entertaining weeks of instantaneous g
® audience reaction. 650 clever Funny- e
® phone questions and answers; formats: .
e teasers; promos, $100. For more de- ¢
e tails, write or wire: °
: SPECIALIZED PROGRAMMING :
. SERVICES .
® Box 694P, BROADCASTING ™
Sooooooooooooooooooooooooof

FOR SALE
Stations

SOUTHERN CALIFORNIA
RADIO STATION

1000 watts—possible 5000 watts. Tre-
mendous growth area. 1,000,000 pop-
ulation in coverage area. Purchase
price $350,000, 30% down, balance
five years.

Box 984P, BROADCASTING

128

SALES PROMOTION MANAGER

Six years felevision experience in adver-
tising, merchandising, sales promotion
(local and naticnal level), interested in
television promotion with sales future. Suc-

cessful in sales and sales administration in
other fields. Excellent references from pres-
ent management in major southern market.
Creative ability—realistic approach. Pre-
fer lower California, Texas, Florida.

Box 116R, BROADCASTING

PACIFIC NORTHWEST

Full time local station in one of the
better growth markets of the North-
west. Grossing better than $4500
monthly and can do much more.
Valuable real estate included at
$67,000 with $20,000 down and
the balance on easy terms.

Box 103R, BROADCASTING
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FOR SALE

Stations

i Bessemer, Alabama, Population 35,000.
Single station market. 1450-250 watts full-
time with application for one kilowatt.
Reason for sale, owner buying property
- in larger market. Price $150,000—princi-
pals only. Owner will consider trade of
smaller station. For full information «call
or write Gene Newman, % Radio Station

WEZB, Dinkler-Tutwiler Hotel, Birming-
ham, Alabama. FAirfax 2.4641.
W. Coast Single 500w 75M terms
4 Car. Single  lkw-D 45M terms
Calif. Single 250w-F  65M terms
Minn.  Single ikw-D 105Mm terms
Ky. Single  ikw-D 100M terms
Ariz. Small  tkw-D 65M terms
. Iowa Small  lkw-D 116M terms
Mass.  Monop. 250w 135M terms
Fia. Medium 250w-F  250M terms
o Ala, Medium 250w 160M terms
0ki. Medium (kw-F 150M terms
N.Y. Medium Tkw-D 150M terms
Gulf Metro  lkw-D 100M terms
Ala. Metro  lkw-D 175M terms
East Major Combo. 850M - terms
And Others.
PAUL H.

’ CHAPMAN COMPANY

INCORPORATED
MEDIA BROKERS

Atlanta
Chicago Please address:
New York 1182 W. Peachtree

San Francisco Atlanta 9, Ga.

THE PIONEER FIRM OF TELEVI-
SION AND RADIO MANAGEMENT
CONSULTANTS
ESTABLISHED 1946

NEGOTIATIONS MANAGEMENT
APPRAISALS FINANCING

HOWARD S. FRAZIER, INC.

1736 Wisconsin Ave., N.W.
Washington 7, D. C.

Stations from $48,000 to $1,000,000
in cities of 5,000 to 5,000,000 pop-
ulation. PATT McDONALD, Box
9266, AUSTIN, TEXAS. GL. 3-
8080—or—Jack Koste, 60 E. 42nd.,
N.Y. 17, N.Y. MU 2-4813.

NORMAN & NORMAN

IHNCORPORATED
Brokeri — Contultants — Approisers

B RADIO-TELEVISION STATIONS

Motion-Wide Service

Experienced Broadcasters
Canfldential Negotiations

Security Bldg. Davenport, lowa

;o 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 Bivd.
Los Angeles 28, Calif.
HOllywood 4-7279
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Continued from page 123

Oct, 16 date for exchange of pre]im_inax:y
drafts of technical engineering exhibits in
proceeding on applications of Bald Eagle-
Nittany Bestrs and Suburban Bestg., Corp.,
for am facilities in Bellefonte and State
College, Pa. Action Oct. 14.

By Hearing Examiner Herbert Sharfman

Scheduled prehearing conference for Nov.
16 in matter of complaint by WSAZ Inc.
(WSAZ-TV) Huntington, W.Va., alleging
that AT&T has charged greater compensa-
tion for use of program transmission chan-
nels between Columbus, Ohic and Hunting-
ton, than is specified in applicable tariffs,
Action Oect. 16.

Cancelled prehearing conference sched-
uled for Oct. 26 in proceeding on applica-
tions of Lawrence W. Felt and International
Good Music Inc., for fm facilities in Carls-
bad and San Diego, Calif. Action Oct. 14,

Upon request by International Good
Music Inc., rescheduled prehearing confer-
ence for Nov. 17 in preceding on its applica-
tion and that of Lawrence W. Felt for fm
facilities in Carlsbad and San Diego, Calif.
Action Oct. 19.

Scheduled conference for Nov. 9, and ex-
tended to dates to be set by subsequent
order time for filing initial proposed find-
ings of fact and conclusions now due by
Nov. 2. and for filing replies, now due by
Nov. 12, in Terre Haute, Ind., tv ch. 10 pro-
ceeding. Action Oect. 13.

BROADCAST ACTIONS

By Broadcast Bureau
Actions of October 16

WISE-TV Asheville, N.C.—Granted trans-
fer of control from Harold H., Meredith S.,
and Matilann S. Thoms to WCOG Inc.

WNWC (FM) Arlington Heights, Ill.—
Granted assignment of cp to Northwest
Suburban Bestrs. Inc.

KWME Walnut Creek, Calif. — Granted
mod. of ¢p to change type ant.

_Following stations were granted exten-
sions of completion dates as shown: WFBM-
FM Indianapolis, Ind. to Feb. 4, 1960; KXRQ
(FM) Sacramento, Calif. to Jan. 5, 1960, and
WLPM Suffolk, Va. to Dec. 31.

Actions of October 15

Granted licenses for following am sta-
tions: KEYD QOakes, N.D,, and specify studio
location and remote contrel peint location;
WPOM Pompano Beach, Fla.; KURL Bill-
ings, Mont.; KBFS Belle Fourche, S.D.:
KBJT Fordyce, Ark., and specify studio lo-
cation (same as trans.) and delete remote
control request; WGRC Green Cove Springs,

Fla,

WDAS - FM Philadelphia,
license for fm station.

*KHPC (FM) Brownwood, Tex.—Granted
license for noncommercial educational fm
station.

WJZM Clarksville, Tenn.—Granted license
covering installation new trans.

KOHU Hermiston, Ore.—Granted license
covering installation new ant.

KWLC Decorah, Iowa — Granted license
covering change of ant.-trans., and installa-
tion new ant. system; remote control per-
mitted,

KDEC Decorah, Iowa — Granted Ilicense
covering change of ant.-trans. location and
installation new ant. system; remote con-
trol permitted.

*WHHS Havertown, Pa.—Granted license
covering change of ant. trans. location and
studio location; remote control permitted.

WPFAI Fayetteville, N.C.—Granted license
covering installation new trans.

WEEX-FM Easton, Pa.—Granted cp to in-
crease ERP to 16 kw, and make chanees in
ant, system (sidemount fm ant. on WEEX
fAM] tower).

KDKA-FM Pittsburgh, Pa.—Granted cp to
make changes in transmitting eouinment.

WETZ New Martinsville, w.Va.—Granted
cp to install new trans, and move trans. site:
condition. .

KOMC (TV) McCook, Neb.—Granted mod.
of cp to change ERP to vis. 100.8 kw, aur.
50.4 kw, install new trans. and ant. svstem,
and make changes in equipment: ant. 710 ft.

WDEB Pensacola, Fla—Granted mod. of
cp to change type trans, and specify main
studio location; remote control bermitted.

KEYI Paradise, Calif.—Granted mod. of
cp to change type trans. and change studio
location; remote control permitted; condi-
tions.

WTOL Todelo, Ohio—Granted mod. of cp
to change type trans.; condition.

WLOG-FM Logan, W.vVa,— Granted re-
3uest for cancellation of license: call letters

eleted.

WMAS Springfield, Mass. — Granted re-
quest for cancellation of license for old
alternate main trans.

KRKD (FM) Los Angeles, Calif.—Granted

Pa. — Granted

request for cancellation of license for aux.
trans.

WLAV Grand Rapids, Mich,—Granted re-
quest for cancellation cp for aux. trans.

Actions of October 14

WEZY Cocoa, Fla.—Granted assignment
of cp and license to WEZY Inc.; and assign-
ment of license of remote pickup stations
to WEZY Inc. '

KROS - AM - FM Clinton, Iowa — Granted
transfer of control from estate of Mrs. AJ.
Hammond to B.M. Jacobsen.

WLOX Biloxi, Miss.—Granted cp to install
new trans, .

WEAM Arlington, Va.—Granted cp to in-
stall new trans. as aux. trans,

WTOB Winston Salem, N.C.—Granted cp
to install new trans. as alternate main
nighttime, aux. day.

WLEU Erie, Pa.—Granted cp to install
new type trans. as aux, trans. at present
main trans, site,

Following stations were granted exten-
sions of completion dates as shown: WRED
(FM) Youngstown, Ohio to Oct. 31; WAZE
Clearwater, Fla. to April 11, 1960; WMPS-~
FM Memphis, Tenn. to Nov. 15; *KFJC
(FM) Mountain View, Calif. to Nov. 3.

Actions of October 13

KWO0S Jefferson City, Mo.—Granted in-
voluntary transfer of control from estate of
R.C. Goshorn to William H. Weldon, Robert
C. Blosser and R.L. Rose.

KARI Blaine, Wash.—Granted assignment
of cp to Birch Bay Bcstg. Inc.

Granted licenses for following tv trans-
lator stations: K76AL Canby T. V. Club,
Canby, Calif.; K7T1AL, K7T9AE, K76AM, Tilla-
mook TV Translator Inc., Tillamock, Ore.;
KB80AQ Needles Community Television Club
Inc,, Needles, Calif., Gas City, Davis Dam
and Bullhead, Ariz,

K72AE Needles, Calif., Gas City, Davis
Dam and Bullhead, Ariz.—Granted license
covering changes in tv translator station.

WSYE-TV, WSYR-AM-FM-TV Elmira and
Syracuse, N.¥Y.—Granted mod. of licenses to
change name to Central Bestg. Corp.

National Bcstg. Co., New York, N.Y—
Granted authority to transmit programs to
stations under control of Canadian Bestg.
Corp. or to any licensed station in Canada
whether or not such programs are network
?rograms and whether or not they pass
hrough NBC's regular chain facilities.

Columbia Bcestg. System Inc., New York,
N.Y. — Granted extension of authority to
transmit programs of stations CFRB, CKAC.
CJAD and other stations under control of
Canadian Bestg. Corp. for period beginning
Sept. 15 and ending Sept. 15, 1960; without
prejudice to such action as Commission may
deem warranted as result of its final deter-
minations: (1) with respect to conclusions
and recommendations set forth in report of
Network Study staff; (2) with respect to
related studies and inquiries now being con-
sidered or conducted by Commission.

Following stations were granted exten-
sions of completion dates as shown: K83AH
Teleservice Co., Roseburg, Ore. to Nov. 30;
WSBC-FM Chicago, Ill. to Feb. 3, 1960, and
WMOZ Mobile, Ala. to May 2, 1960.

Actions of October 12

WKIZ Key West, Fla.— Granted license
for am station and specify studio location
(same as trans.).

KBIM-FM Roswell, N.M.—Granted license
for fm station; remote control permitted.

WMBR - FM Jacksonville, Fla. — Granted
license to decrease ERP to 40 kw and
change studio location; ant. 992 ft. .

WMT-TV Cedar Rapids, TIowa — Granted
mod. of license to reduce aur. ERP to 50
kw and make minor equipment changes
(main trans. & ant.).

KRBC-TV Abilene, Tex.—Granted cp to
change ERP to vis. 145 kw, aur. 72.5 kw:
change type trans. and ant. and make other
equipment changes.

WIXT (TV) Jacksonville, Fla.—Granted
cps to change type trans, studio location
{same as trans. site), redescribe trans. loca-
tion and make minor equipment changes;
ERP vis. 100 kw, aur. 69.2 kw (main trans.
& ant.); and make changes in aux, ant. sta-

tion to include old main trans. as aux.
trans.; change studio location, same as
trans. site and redescribe trans. location

(aux. trans. & ant.).

WUST-FM Bethesda, Md.—Granted mod.
to cp to change ant., ant. height to 255 ft.,
studie, install new ant. and make changes
in transmitting equipment; condition.

WJIDX Jackson, Miss.—Granted extension
of completion date to Feb. 5, 1960.

K73AI1 Redwood Falls, Minn.—Granted ex-
tension of completion date to April 8, 1960.
PETITION FOR RULEMAKING DENIED

Joint Council on Educational Television,
New York, N.Y. (7-24-59)—Requests amend-
ment of rules so as to change educational
reservation at Wausau, Wis., from uhf ch. 46
to vhf ch. 9. Denied by memorandum opin-
(ism 31{1‘{1 order adopted Oct. 7, and released

ct. .
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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

The Wonderful World. .. of your 6 to

1t’s a busy, wonderful world for children 6
to 8 ... and it will become more so as they
*“graduate” from home and begin to live on
their own as primary graders.

The transition from home to school . . .
filled as it is with new friends, new chal-
lenges. .. brings some of the most delightful
moments of childhood.

Yet, the wider world which the 6 to 8-
year-old child enters isn’t always a smooth
one . . . and the guidance, sympathy and
reassurance of ““moms”” and *“dads” can be
just as vital as when your child was only
a toddler.

Those early years at school, for instance,
are often difficult. A child may become
shy, timid, or worried even at the thought
of going to a strange place. Such behavior
is a signal to give reassurance . . . rather
than pushing or prodding. With the right
support, both at home and in school,
youngsters usually make a good adjust-
ment and gain in courage and confidence.

130

g

It’s most important for parents to show
enthusiastic interest in a youngster’s school
work. Take time to listen, to praise and to
encourage—children thrive on it.

Even though your youngster may be the
picture of health, don’t neglect those safe-
guards that mean so much to healthy
physical and emotional growth. . . especial-
ly regular medical and dental check-ups.

Be sure to ask your child’s physician
about any “booster” shots that may be
needed to renew protection against polio,
tetanus, diphtheria and other diseases.

Since your youngster will be away from
you more and more, re-emphasize the im-
portance of safety. Be sure to show your

°Metropolitan Life

INSURANCE COMPANY

A MUTUAL COMPANY, 1 MADISON AVE..N. Y. 10, N Y,

8-year-old child

child where he should cross the street, and
emphasize crossing only with the green
light. Teach him to ride his bike safely. Ex-
plain why he should wash cuts and scratches
promptly and apply sterile bandages.

Should your youngster have special dif-
ficulties with any of his studies, an exam-
ination should be made of the eyes and
ears. Defects which can be corrected are
often the cause of low grades and ultimate
dislike of school.

Would you like to know more about how
you can help your youngster grow, develop
and learn? Then, send for Metropolitan’s
new booklet calied “6 to 8 —Years of
Discovery.”

BROADCASTING, October 26, 1959
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OUR RESPECTS TO .

- Martin Stone

Martin Stone was a bright young
lawyer 20 years ago, bolstered by a Phi
Beta Kappa key, a degree with honors
from law school and a coveted position
as law secretary to the Chief Judge of
the New York State Court of Appeals.
The path appeared sure and straight
for a distinguished career in law.

But as any student of the law and
literature knows, “there’s many a slip
’twixt the cup and the lip.” In 1941,
a colleague in Albany, N.Y., who re-
viewed boeks as a hobby, explored with
Mr. Stone the idea of a radio program
devoted to books. Offhandedly, Mr.
Stone suggested that drama could be in-
jected into such a program by devising
a format in which an author would
defend his book in a discussion with a
critic or two.

Out of this chance conversation
sprouted Author Meets the Critics on
WABY Albany, with Mr. Stone as a
voluntary aide. This figurative “slip”
nudged the young lawyer into the
broadcasting field, first as a part-time
producer while he practiced law; then
as a full-time producer, starting in 1947
with Howdy Doody; and, since 1957,
as a radio station owner (with the New
York Herald Tribune) of outlets using
such piquant call letters as WVIP Mt.
Kisco, WVOX New Rochelle, WGHQ
Saugerties and WFYI Mineola, all in
New York.

Low Pressure ¢ Mr. Stone is a tall,
spare man with an-expressive face and
an easy smile. He shatters the stereo-
type of a producer as intense, high-
keyed and fast-moving. He projects the
“soft-sell’”’: his manner is relaxed: he
speaks with quiet assurance and is an
attentive listener, too.

Colleagues regard Mr. Stone as a
“very creative guy, full of sound ideas.”
They point out that he keeps a tape-
recorder in his car and he often dic-
tates ideas into it as he drives along the
parkways from his home in Pound
Ridge, N.Y. They consider him “a very
warm individual, with a good sense of
humor, who often jokes about himself.”

Martin Stone was born in New York
City on May 26, 1915. He was gradu-
ated from Bard College of Columbia
U. in 1935 and from Yale Law School
in 1938. He was articles editor of the
Yale Law Journal in 1937-38.

Mr. Stone’s interest in broadcasting
in the years between 1938 and 1947
was peripheral. He had served a valu-
able apprenticeship as law secretary to
Chief Judge Irving Lehman from 1938-
42; as attorney for the Lend-Lease Ad-
ministration, 1942-43; as a U.S. Navy

BROADCASTING, October 26, 1959

International Aid Officer, 1943-45, and
as a partner in the law firm of Cohen,
Bingham & Stone, New York, 1945-47.
Then came Howdy Doody in 1947,

Filling a Need ® Mr. Stone had con-
tinued his association with Author
Meets the Critics during the years he
was practicing law and his enthusiasm
for the field was heightening. An ob-
servation by an NBC producer in 1947
that tv “needed a good children’s show”
led to the creation of Howdy Doody.

Mr. Stone packed away his law
books and plunged headlong into a new
career. He recalls today:

“I had some misgiving about giving
up a profession for which I had trained
for so long. But I was so tremendously
impressed by the potentiality of tele-
vision that I knew that | wanted to be-
come part of it.”

From 1947-50 Mr. Stone served as
an .independent radio-tv program pro-
ducer on such programs as Howdy
Doody, Author Meets the Critics,
Americana, Gabby Hayes Show and
others. He was a familiar figure at New
York studios, puffing reflectively on his
pipe as one or another of his shows
went on the air.

In 1948, he organized Martin Stone
Assoc., which he believes was the first
merchandising-licensing operation in tv.
Mr. Stone estimates that in toto, the
retail sales of products for which his
company arranged licensing agreements
amounted to more than $500 million.
Some of the personalities and programs
he represented were Jackie Gleason,
Jackie Robinson, Lassie, Sonja Henie,
Gabby Hayes and Sherlock Holmes.

BROADCASTER-PRODUCER STONE

A lawyer who felt the call

Back to Independent ¢ From 1930-
55 Mr. Stone was president and board
chairman of the Kagran Corp., which
was owned 40% by Mr. Stone; 30%
by NBC and 30% by Lehman Bros..
New York investment banking firm.
Kagran produced live tv and filmed
programs and conducted a merchandis-
ing enterprise. In 1955, he sold his in-
terest in Kagran to NBC for a reported
$1 million, and resumed his career as
an independent producer.

One day in 1957, as he was driving
to New York from his home in Pound
Ridge he was listening to the radio (as
usual) and was “struck with this
thought: “The quality of local radio
programming isn’t as good as it might
be.” He mulled over the idea of buy-
ing a radio station and a few months
later started a station in Mt. Xisco.
N.Y., which he called WVIP.

Mr. Stone devised and implemented
what he calls “a good music-good news-
no gimmicks” concept for WVIP. The
station’s programming emphasized mu-
sic in uninterrupted 15-minute segments
and a Monitor-type coverage of the
news. This approach attracted the atten-
tion of J. H. Whitney, owner of the
New York Herald Tribune.

Mr. Stone last week was named to
the board of directors of Whitney Com-
munications Corp., which brings all Mr.
Whitney’s broadcast and publishing in-
terests into one corporation {see sep-
arate story in THE MEDIA).

Mr. Whitney discussed with Mr.
Stone the possibility of joint owner-
ship of a group of radio stations in
suburban areas. He believed that an
association by the newspaper with out-
lets in these areas would be a profitable
venture and also help promote the
paper’s circulation. Accordingly, VIP
Radio Inc. was formed in 1958 with
Mr. Stone as president and 50% owner
with Plymouth Rock Publications Inc..
a division of the Herald Tribune.

No Delay e In four months, VIP
Radio purchased three other radio sta-
tions—WVOX New Rochelle, WGHQ
Saugerties and WFYI Mineola. The
Herald Tribune Radio Network was
formed, which provides music and in-
ternational and national news ito the
station and special feature material
from the Herald Tribune to the four
outlets. The local stations, meanwhile.
are responsible for supplying local news
and services. Advertisers may buy into
time on them under a package plan.

“Each station is in the black,” Mr.
Stone reports.

Mr. Stone was married in 1940 to
the former Lyndel Laura Schwartz of
New Haven, a graduate of the Yale
Art School. They have two children—
Judith Ann, 16, and Richard, 12. He be-
longs to the Yale Club and the New
York City Bar Assn.
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EDITORIALS

Wrong turn

ROADCASTING is headed for trouble if the FCC as a
body adopts its chairman’s interpretation of the re-
cently amended political broadcasting law.

Chairman John C. Doerfer has construed a clause in the
amendment of Sec. 315 to mean that virtually anybody
who has a view on politics is entitled to discuss it on radio
and television. There is a vast difference between that inter-
pretation and the Congressional intent in the law.

During the debate that preceded the adoption of the Sec.
315 amendment, a majority of members of both Senate and
House made it clear that they wished to give broadcasting
greater freedom in the presentation of political news during
election campaigns. But some members expressed doubts
about how far the new freedom should go. The main sense
of the compromise amendment that was finally adopted was
that the law be liberalized but that it stop short of the total
emancipation of broadcasting from all historical restraints
in the presentation of political news.

Here is the key language in the amendment {(the italics are
ours):

“Appearance by a legally qualified candidate on any (1)
bona fide newscast, (2) bona fide news interview, (3) bona
fide news documentary (if the appearance of the candidate
is incidental to the presentation of the subject or subjects
covered by the news documentary), or (4) on-the-spot cov-
erage of bona fide news events (including but not limited
to political conventions and activities incidental thereto),
shall not be deemed to be use of a broadcasting station within
the meaning of this subsection. Nothing in the foregoing
sentence shall be construed as relieving broadcasters, in con-
nection with the presentation of newscasts, news interviews,
news documentaries, and on-the-spot coverage of news
events, from the obligation imposed upon them under this
Act to operate in 'the public interest and to afford reasonable
opportunity for the discussions of conflicting views on issues
of public importance.”

The last sentence was plainly intended to be nothing more
than a reminder that despite the new freedoms specifically
granted in the preceding sentence, broadcasters must con-
tinue to operate according to the broad public interests which
are referred to throughout the Communications Act. No new
restrictions whatever were intended or implied.

Mr. Doerfer, however, has converted this innocuous re-
minder into a new, and radical, mandate for tighter gov-
ernment control. To summarize the interpretation he gave
the Radio and Television News Directors Assn. in New
Orleans (BROADCASTING, Oct. 19), Mr. Doerfer thinks the
Sec. 315 amendment will require broadcasters to give time
to all political partisans who wish to express opposition to
anything said on radio and television. To use his own words:
“Apparently, any responsible person who has opposing views
can now get into a political ‘hassle’ over the air.”

In the absence of a clearer definition of FCC policy, Mr.
Doerfer’s comments are bound to be greeted with a whoop
of joy by every politician who wants access to radio and
television, which is to say every politician. It is only a mat-
ter of time, days probably, before some politician takes ob-
jection to something said on the air, demands time to state
his opposition, is refused the time and then places a protest
with the FCC.

At that moment the first serious test of the new Sec. 315
must be made. Broadcasters must be prepared to fight for
their rights as a unit even if the test case involves only one
of their fellows. The first time the FCC is asked to rule
officially on the new Sec. 315, it must be persuaded that
there is a 180-degree difference in the courses charted bv
the Congress and re-charted by Mr. Doerfer at New Orleans.
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A question of who’'s boss

NTIL the dust settles, it is not possible to say with any

assurance how far the networks will go in reacting to

the quiz scandal, or what the full effect upon their program
policies will be. But one fact is inescapably clear:

The public holds networks responsible for the programs
they present.

If there was ever any doubt of this fact, there can be
none now. The Washington hearings, seeking cheap head-
lines brought it into the open and dramatized it.

NBC and CBS, who have carried the bulk of the quiz
programs, reacted differently. They agreed that they must
share the responsibility for the erosion in public faith and
do everything possible to prevent recurrence. At that point
agreement ends. CBS moved to ban all big-money giveaways
on the grounds they can not be adequately policed; NBC
said it would do no such thing, that quiz games are an im-
portant program form to which the public is entitled and
that its answer will be to see that they are kept honest.

CBS went further. It said it would make sure that what
its viewers see on all programs is “‘exactly what it purports to
be.” This may seem extremist to those who look upon
television as embracing show business as well as information.

But these are matters which, as we suggested at the outset,
can be seen in better perspective when the dust settles. We
must, however, observe that it could be calamitous if the
CBS ban on quiz shows were construed in Washington as
meaning that television will be quick to quit any pro-
gramming that comes under fire. It must be made unmis-
takably clear that this is not the case. Otherwise, what James
Lawrence Fly once called “regulation by the lifted eyebrow™
would be replaced by regulation by honk and bellow.

The honks and bellows of the quiz hearings have, without
doubt, hurt television. They have also demonstrated that, as
Dr. Stanton phrased it, broadcasters must be “masters of
their own house.” If they are to be held responsible for what
they present, they must exert that responsibility. This is no
easy task, but it cannot be shirked. In undertaking it, the
networks may take some small and ironic comfort from the
fact that, only a few years ago, there emanated from the
same halls of Congress equally loud honks and bellows
protesting that they exerted too much control over pro-
gramming, to the detriment of independent producers and
the same public that now holds them accountable for in-
adequate control.

N PR
Deawn for BROADCASTING by Sid Hix

“Before you pick out ANY retirement spot, find out how
many channels it gets!”
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