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Now our story is stronger than ever!

Morg Viewers
Per Rating Point!

Another tlom s‘%egu \ﬁelecastmg in the rich market of
Richmond, Pe G bfug and Qéntral Virginia. We welcome it
and wish it luck I, 10 amge points up more clearly than ever
the overwhelming dominance of WXEX-TV. Let’s see where
we stand:

WXEX-TV, basic NBC-TV station in the Richmond
area, has maximum power—316 KW. That’s domi-
nance!

WXEX-TV has maximum tower height — 1049 ft.
above sea level and 943 ft. above average terrain—over
100 ft. higher than any competitor. That’s dominance!

IN THIS ISSUE:

Because its unique tower location carries its maximum
power to heavily populated communities that no other
tv station in this market can reach, WXEX-TV de-
livers more viewers per rating point. That’s domi-
nance! That’s payoff! That's your best buy—>by far!

DOMINANT

in Richmond, Petersburg & Central Virginia

WXEX-TV

Tom Tinsley, President CHANNEL 8 Irvin G. Abeloff, Vice President

National Representatives: Select Station Representatives in New York, Philodelphio, Baltimore, Washingtan.

Forjoe & Co. in Chicogo, Seattle, San Francisco, Los Angeles, Dallas, Atlanta.



. . . and when you add the mazulwith

it's easy to see that the Plumberthing

dominates the Rengpoosh-batflewode!”

In a comedy skit, double talk is funny

... but in 2 sales pitch tt's childish! At WTRF-TV we

believe in plain FACTS; we don’t like double talk! To set the record straight, here are those facts:

(]) The Wheeling Metropolitan Market (de-
fined by the U. S. Dc({)artment of Commerce,
and not someone’s random decision as to what
counties should be included) consists of six
counties. WTRF-TV serves the rich tri-state
counties where there are 416,210 families of
1,409,300 people, owning

307,400 television sets.

(2) The annual spendable in-
come of the people in this mar-

Winner of

(3) By every accepted method of audience
measurement in this market——and not just in
the counties where we think we dominate—
WTRF-TV is the most watched station every
day, every week, every month,

(4) Only WTRE-TV can of-
fer outstanding promotional
and merchandising assistance
and back it up with a record of
proof like ours! During the

= ize in Bill past two years, we have won
ket is $1,973,985,000—almost /7 . st :f;vz‘e in Bill- SIX NATIONAL FIRST
1o billion dollars; and this is N} 1 80 c:rh :gnu:r:)ejl PLA(EE_ P”'ZCS,;’ the lﬂtCSt_ is
on the way UP . . . with the \/ the "Billboard” award—First

tremendous industrial growth J
SOUTH of Wheeling. NV,

So, there are a few basic facts without malapropisms . .

distortion . .

Awards for Best
Network Station
Promotion

Place for the Best Network
Program Promotion—in the
18th Annual Competition.

. without

. without denble 1alk. For more unadulterated facts about

the market, availabilities, etc., see Hollingbery, or call Robert Ferguson
V.F. or Needham Smith, Sales Manager, at Wheeling 1177.

wirf-tv

WHEELING 7, WEST VIRGINIA. @};‘;{1

—
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316,000 WATTS
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serving its many communities
through agricultural programs

Lancaster, Penna. NBC and CBS

Day after day, FARMERS throughout the
WGAL-TV Channel 8 area have made it a
habit to watch FARM NEWS AND
WEATHER at 6:45 a.m. and TV
FARMER at 12:00 noon. The diversity
of these programs is largely due to assist-
ance from the United States Department
of Agriculture, Weather Bureau, 4H Clubs,
Future Farmers of America, County Exten-
sion Agents, Granges and Poultry and Dairy
Associations, among others.

CHANNEL 8 MULTI-CITY MARKET

FARM NEWS AND WEATHER 6:45-7:00 a.m. weekdays
Latest news pertaining to agriculture, on the [
national, regional, and local scene; market reports; ’
summary of livestock activity throughout nation;

_""‘ READING _
mANon

b ek

P nnmswaa

farm product prices; as well as complete immediate ol il
and extended weather forecasts. b L Eanne amaresens £ L e R
e CueSIIIanE T 0% P
TELEVISION FARMER 12:00 noon-12:15 p.m. weekdays "'":"":"‘_‘ _,-"':{- . lANCASTER c-n"'\-'.:_:
Programs include numerous farm-affiliated organi- _‘-_"___ o e YO K K g g T cosruile
zations and agricultural experts on specific days. ! qmvs;;-j;s _'= e ':":T pfasres
Y e, HANOVIR i omen -
Monday Livestock !
Tuesday Crops "‘r
Wednesdey Soil o
Thursday Practical Homemaking Fan
Friday Marketing ":.."_T- i
s

Program NOT available for sponsorship.

STEINMAN STATION
Clair McCollough, Pres.

Representative:
The MEEKER Company, Inc.
New York Chicage Los Angeles San Francisco
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TABLE TALK e Tentative table of alloca-
tions for tv contemplating deintermixture
at selected points but not on nationwide
“across-the-board” basis was considered by
FCC last Friday and sent to staff for modi-
fication. Action regarded as first sign of
“progress” over what to do about vexatious
problem. Presumably plan conlemplates
taking into account those areas to which
vhf channels have been allotted but not yet
assigned to licensees as likely areas to de-
intermix either way. FCC will consider
table again at meeting this week. One thing
was evident: Divergent views have been
narrowed where majority recognizes neces-
sity for action. Proposal for prompt hear-
ing to determine deintermixture procedure
was rejected at Tuesday session but it was
agreed that rulemaking must be undertaken
in each individual case.

BeT

AUTHORS of bills calling for FCC revi-
sion of multiple ownership rules to permit
any nuinber of stations to be owned by one
person provided no more than 25% of
population lies within coverage area of
these outlels (see story page 29) overlooked
one thing: one Class 1-A clear channel
radio station in population-dense northeast,
embracing normal 750 mile radius could
very easily encompass more than 25% of
people. This would mean that such entities
could no longer own even that one station,
if terms of bills interpreted literally. It
would depend on whether bills authors
meant primary service or full, secondary
coverage of clear channels.

BeT

BRICKER’S BOMB ¢ Top network brass,
along with counsel, are analyzing explo-
sive monopoly rcport released by Sen.
John W. Bricker (R-Ohio), with likelihood
that definitive responses will issue this week
(story page 27). Concern was evinced
over fact that report used hitherto confi-
dential figures supplied by licensees to FCC
for compilation of its annual statistics and
with understanding that such data was not
to be used to disclose identity of individual
entities. Fact that former FCC Comr.
Robert F. Jones was counsel for Senate
Commerce Committee at time this data
was collected and when Sen. Bricker was
chairman, was labelled significant.

BeT
OBSERVERS saw in Bricker monopoly
report what was regarded as strong “com-
meon carrier” overtones. Report deals
heavily with ratio of profit to investment.
That's formula used in public utility regu-
lation rather than in broadcast operations
which, under statute, are specifically pre-
cluded from conunon carrier concept.

Fact that Sen. Bricker was one-time meni-
ber of Ohio Public Ulilities Commission
and that former FCC Comr. Jones also
had public utility approach seen as re-
sponsible for this tack in report.

closed circuit

GOOD FOR GENERAL MOTORS? o
There's chance that first networking of
new Ampex tv recorder will present Presi-
dent Eisenhower over General Motors
closed circuit session scheduled May 16.
White House has shown deep intercst in
device since news secretary James C. Hag-
erty inspected it at NARTB convention
fortnight ago. One problem in General
Motors project is fact that flaws in proto-
type recorder would be exaggerated on
large theatrical screens used for closed cir-
cuit conventions.
BeT

AT THIS stage it appears there's only
slight chance that Ampex recorder will be
used ar August political conventions. Even
if delivery were possible by that time, it's
helieved network technicians would prefer
not to use device publicly until they have
considerable experience with its operation.
Ampex, incidenially, will cooperate with
Minnesota Mining & Mfg. Co. in provid-
ing free audio tape recording service to all
newsmen at political conventions. Ampex
will provide vrecording facilities and
MMEM will furnish tape.

BeT
WEBSTER’S JOBS ¢ Importance of newly
created Telecommunications  Advisory
Board to function under White House re-
flected in selection by FCC of Comr. E.
M. Webster to be its representative on
board. Creation of board was announced
April 23 by Arthur S. Flemming, director
of Office of Defense Mobilization, to ad-
vise on effective use of telecommunications
in overall government communications ac-
tivities.

BeT
RE NEW TAB, it’s presumed that should
Comr. Webster retire June 30 from FCC
when his term expires, he will be succeeded
on TAB by his likely successor on FCC—
T. A. M. Craven, consulting engineer and
former member of FCC—whose nomina-
tion by President Eisenhower is expected
to go to Senate shortly [BeT, April 16-23].
Nomination is subject to Senate confirma-
tion. While several other Democrats re-
portedly are seeking endorsement for
Webster post, it was regarded as practically
certain last week that Craven appoin!-
ment had been cleared and awaited only
formality of nomination (story page 80).

BeT

BILLING BOOSTS e With first quarter
gross billing figure in, ABC-TV pencil-
weilders are finding fat percentage compu-
tations based on $19,504,184 said to have
been racked up by network for three month
period. Total is 106% greater than all of
ABC-TV’s gross billing in 1952; 92% of
1953’ total gross; 56% of 1954’s total
aross; 38% of last year's total gross. First
quarter total for ABC-TV last year
amounted to $11,092,316 gross, making
network 73.4% ahead this year.

THAT “substantial payment” which FCC
Comvr. Robert E. Lee received from Look
for his March 20 article advocating trial
for subscription tv was $1500, about stand-
ard price for piece of that length. Abe
Stark, New York City Council president,
in testimony before Senate committee last
week, alleged this imade Convr. Lee avowed
“propagandist” for toll tv but Acting
Chairman Pastore (D-R.1.) pointed out
law permits members to accept payment
for papers, speeches, articles (story page
63).
BeT

TV EVALUATION e Sidelight to cooling
off of former hot issue of tv selling power
for durable goods, fired by Pittsburgh
speech of Ernest F. Jones, president, Mac-
Manus, John & Adams, Bloomfield Hills,
Mich. [BeT, April 2 et seq.]: Agency soon
will make presentation on evaluation of tv
as medium for its client, Pontiac Motor
Div. of General Motors, which is dropping
Playwrights ’56, ill-fated alternate-week
hour-long dramatic series on NBC-TV
which butted against $§64,000 Question on
CBS-TV in its last half hour. Among
other things to be considered: flexibility
of sponsoring syndicated film in selected
markets on spot basis.

BeT

FORMAL announcement shortly will be
made of appointnient of Paul H. Raymer
Co. as exclusive national representatives of
WEIH-TY Wilnmington-Philadelphia, ef-
fective May 1. Paul F. Harron, president-
general manager, and Paul Raymer con-
ferred in Philadelphia last Tuesday.

BeT

DIRECT CONNECTION e With recent
resignation of L. E. (Chick) Showerman as
vice president-general manager of WISN-
AM-TV Milwaukee, Harry Goodwin, di-
rector of radio, and John B. Soell, director
of tv, now report directly to D. L. (Tony)
Provost, Hearst Corp. vice president in
charge of broadcast operations. Mr.
Showerman, former NBC vice president in
charge of Central Division activities, joined
Hearst Milwaukee operations last year. He
has not announced further plans.

EeT

ROY THOMSON, part owner of CKWS-
TV Kingston, Ont., and CHEX-TV Peter-
borough, Ont., expecis to be awarded con-
tract early in May by Independent Televi-
sion Authority, London,. England, for
commercial television station at Edin-
burgh, Scotland. This is only commercial
tv station planned for Scotland. Mr.
Thomson owns chain of Canadian daily
newspapers as well as St. Petersburg, Flor-
ida Independent, and Edinburg Scotsman,
Weekly Scotsman and Dispatch. Until he
recently transferred ownership to his chil-
dren he owned CKGB Timmins, CJKL
Kirkland Lake, CFCH North Bay, Ont.

TELECASTING
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KTHYV, Little Rock, went Basic Optional CBS

on April 1—with maximum power, on Channel

11, and telecasting from the highest antenna in
the Central South (1756" above average terrain),
Good TV coverage of more than half of Arkansas

-X....

is now an accomplished fact.
KTHV has finest new facilities including four
camera chains, 2 40" x 50’ x 24’ Studio A with
20’ revolving turn-table—a 30" x 50" Studio B
with complete kitchen, etc. Ask the Branham Co.
for full details,

SHINALL l
MOUNTAIN |
‘ 1,030 FEET
316,000 Watts . . . Channel @ '

Henry Clay, Execwtive Vice President

B. G, Robertson, General Manager |
Affiliated with KTHS, LitHe Rock

and KWKH, Shreveport I

i
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at deadline

ADVERTISER ASKS AGENCIES TO TAKE
FRESH LOOK AT COMPENSATION SYSTEM -

PLEA for fresh look at commission method of
compensating advertising agencies was made to
American Assn. of Advertising Agencies con-
vention by Edwin W. Ebel, chairman of Assn.
of National Advertisers, in speech made public
Friday.

Robert D. Holbrook of Compton Adv., newly
elected AAAA chairman, responded promptly
that AAAA’s Advertiser Relations Committee
has been working on this subject for past year
and promised “action.” He said entire commit-
tee will be convened in New York early next
month.

Speaking at closed session which opened
AAAA annual meeting (early story page 31),
Mr. Ebel, who is General Foods Corp.’s adver-
tising and consumer relations vice president,
said feeling is growing among some ANA mem-
bers that great transition has taken place in
agency’s function. He said:

“The agency—instead of being a vendor for
the medium owner—is now a confidential ad-
visor to the manufacturer, with access to his
sales figures, profit figures and future plans.
This is a relationship between agency and ad-
vertiser-—not between agency and media . . . So
the advertiser should be the one to determine
the worth of advertising agency services . . .

But in any case, the agencies must have con-
fidence in the clients’ wish to compensate them
fully and fairly for the work they do.”

Mr. Ebel called for calm, intelligent, objec-
tive, businesslike inquiry into whole commission
system. “Now what the agencies must do,” he
said, “is largely a matter of expressing their
open-mindedness on this subject of compensa-
tion.”

AAAA chairman Holbrook replied: “It al-
ways has been the aim of all the officers of the
AAAA to approach our important business mat-
ters with open-mindedness. No subject can be
of such continuing and far reaching importance
to all our members as the subject of compensa-
tion methods., The vigorous and thorough in-
quiry into all phases of this subject will be the
primary assignment of this committee.

“We have, of course, studied this subject con-
tinuously, completely apart from any other dis-
cussion that may have stemmed from the re-
cent consent decree signed by AAAA”

Mr. Holbrook said Harry Harding, Young &
Rubicam, New York, and William Marsteller,
of Marsteller, Rickard, Gebhardt & Reed, Chi-
cago, had been named chairman and vice chair-
man, respectively, of AAAA advertiser rela-
tions committee.

Stanton Returns Fire,
Denies CBS Monopoly

SEARING BLAST at Sen. John W. Bricker's
report charging network domination of tv was
issued late Friday by Frank Stanton, CBS presi-
dent. To prove CBS has no monopoly in tv,
Dr. Stanton cited these facts: network owns
less than 19% of all tv stations, gets only 3.2%
of total national advertising dollar and about
20% of tv advertising dollar, its programs
occupy less than 17% of all broadcasting hours,
and network engages in intense competition
not only with other networks but also with
all other national media.

Bricker report (see page 27) compared CBS
and NBC profits before taxes to capital invest-
ment in physical facilities, Dr, Stanton said
such comparison was “inaccurate” since crea-
tive investments far exceed money tied up in
plant. In 1952, he said, CBS invested $53.1
million in tv networking “without earning a
penny in profit.” In 1954 CBS-TV profits after
taxes were only 4.6% of sales. Some 3,000
leading U. 8. companies averaged 6.1% of
sales as profits, he said.

Dr. Stanton said he would appear at forth-
coming hearings to “address myself to each
of the issues which Sen. Bricker has now
raised. At that time the facts will establish
that CBS is not monopolistic . . . that it has
no ‘economic stranglehold’ on the industry.”

WAAB Sold for $188,000

SALE of WAAB Worcester, Mass,, for $188,-

000 by George Wilson to Bernie Waterman, .

former general manager of WMAY Springfield,
Ill., was announced Friday by station broker
Blackburn-Hamilton. Mr. Wilson is retaining
his construction permit for WAAB-TV, ch. 20.

BRroaDCASTING ® TELECASTING

WHTN-AM-FM-TV Bought
By Cowles for $635,000

PURCHASE of WHTN-AM-FM-TV Hunting-
ton, W. Va.,, for approximately $635,000 by
Cowles Broadcasting Co. was announced Fri-
day, subject to customary FCC approval. Ac-
quisition was from Sol J. Hyman and family,
which owns Greater Huntington Theatre Corp.

Cowles, which owns or holds interests in
four other television and three radio proper-
ties, would pay $535,000 for stations, plus as-
sumption of $100,000 long-term debt. Transac-
tion was handled by Robert E. Grant of Kidder,
Peabody & Co., with Mr. Hyman and Gen.
Luther L. Hill, president, and Robert Tincher,
vice president of Cowles Broadcasting Co.

Mr. Hyman, it is understood, would con-
tinue identity with stations. No changes in
staff, under general management of Fred Weber,
are planned.

Ch. 13 WHTN-TV, using maximum 316 kw,
began operation in October 1955, is affiliated
with ABC-TV. WHTN, on 800 kc with 1 kw
daytime, began in 1947 and is MBS affiliate
Edward Petry & Co. represents tv outlet.

Cowles stations are KRNT Des Moines,
KVTV (TV) Sioux City, both Iowa; WNAX
Yankton, S. D., owned and operated by Cowles
Broadcasting Co.; KRNT-TV Des Moines,
owned and operated by KRNT-TV Co. (60%
by Cowles Broadcasting Co., 40% by Murphy
Broadcasting Co.); WCCO-AM-TV  Minne-
apolis-St. Paul (47% owned through Minne-
apolis Star & Tribune); KTVH-TV Hutchinson-
Wichita, Kan. (80% owned through Minne-
apolis Star & Tribune Co.). In addition, Cowles
properties include Des Moines Register & Trib-
une, Look magazine and Minneapolis Star &
Tribune.

e BUSINESS BRIEFLY

DREFT TESTING ¢ Procter & Gamble, Cin-
cinnati, for Pink Dreft, planning saturation
radio spot announcement test campaign to
start May 14 for four weeks in number of
markets, Dancer-Fitzgerald-Sample, N, Y., is
agency.

RADIO BACKS TV ® American Motors Corp.,
Detroit, through Geyer Adv., N. Y., launching
one week, 120-market radio spot campaign,
starting May 7, to back up its “Name the Con-
struction Contest,” currently publicized on
ABC-TV’s Disneyland.

LOTION PLANNING ¢ Douglas Labs {(Cop-
pertone suntan lotion), Miami, Fla., reportedly
planning extensive national spot radio campaign
during summer months, running June I5-Aug.
5. Agency: Grant Adv., Miami.

BREAD BUYS e To introduce new product,
Profile Bread, Continental Baking Co., N. Y.,
will use radic and television spot annocunce-
ment campaign. Television schedule starts on
various dates in May in about dozen markets;
radio spots will run on about 25 to 30 stations
for seven weeks. Ted Bates & Co.,, N. Y., is
agency. .

SCOTT SCHEDULE ® Scott Paper Co. (Wal-
dorf tissue), Chester, Pa., launching two-month
radio spot campaign at end of May, beginning
with two markets and expanding to about 10.
Agency: J. Walter Thompson Co., N. Y.

TO DROP, PICK UP e Pharmaceuticals
Inc. (Geritol, Niron, Zarium, RDX) expected
effective June 19 to drop Guy Lombardo Die-
mond Jubilee on CBS-TV (Tues.,, 9-9:30 p.m.
EDT), replacing show with Joe & Mabel film
series which network has had "available since
beginning of this season. Edward Kletter Assoc.,
N. Y., is agency.

TIME BLUES e Speidel {watchbands), alter-
nate-week sponsor of Big Surprise on NBC-
TV (Sat., 7:30-8 p.m. NYT), reportedly un-
happy with time period, is understood talking
to CBS-TV on possible switch to that network
in fall. Agency: Norman, Craig & Kummell,
N. Y.

PALL MALL IN LINE ® American Cigar &
Cigarette Co. (Pall Mall), N. Y., understood
about to sign alternate sponsorship of new
Buddy Hackett show, produced by Max Lieb-
man (Mon., 8:30-9 p.m. NYT on NBC-TV},
starting in fall. First half-hdur -vacated by
hour-long Sid Caesar show, which is moving
to Saturday night, probably will be filled by
Sir Lancelot series. Sullivan, Stauffer, Colwell
& Bayles, N. Y., is agency for Pall Mall.

BRECK INTERESTED e John Breck (hair
shampoo), through H. B. Humphrey, Alley &
Richards, Boston, reportedly interested in por-
tion of Omnibus, which will start at 9 p.m.

Sundays on ABC-TV, instead of previously an- -

nounced 9:30 p.m. Length of show may be
extended from 26 weeks to 39 weeks.
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' TR
- There Can be Only ONE Leader...
B In Central New York it’s

Februory Figures

" QUARTER HOUR FIRSTS

W WHEN-TV 179| en | WHEN-TV 201
35 | Competition 100 n<: Competition 92
| &= |Ties 5 Ties 1

RADIO
‘Channel: 8 210 ke.
-CBS. ABC

d by XATI AGENCY INC. JOHN BLAIR & CO. BLAIR TV, IKC

MEREDlTH Badio and Televwision STATIONS
atfiliated witn Better Homes and Gardens .o Successful Furmmg magazines
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at deadline

Herald Corp. Wins Grant
For Omaha V; KFAB Denied

FCC Friday awarded ch. 7 Omaha, Neb., to
Herald Corp. (World Publishing Co.-Omaha
World Herald), and denied competing applica-
tion of KFAB that city. Commission action
(5 to 0, Comrs. Bartley and Mack abstaining)
affirms FCC hearing examiner’s initial dec:snon
[BeT, April 11, 1955].

Commission preferred Herald in areas of
local residence, civic participation, diversifica-
tion of its principals’ business interests and di-
versification of mass communications media.
KFAB (47% owned by Journal-Star Printing
Co.-Lincoln, Neb., Morning Star, Evening
Journal) was found superior in broadcast ex-
perience and integration of ownership and man-
agement.

Neither applicant was found to possess
greater media concentration in Omaha area,
but in “total mass communications ownerships,”
KFAB's interests weighed against it, FCC ruled.
Outside interests held by KFAB stockholders,
FCC found, related station to 10 midwestern
publishing firms as well as WIBA-AM-FM
Madison, Wis.; KGLO-AM-FM-TV Mason
City, Iowa, and WTAD-AM-FM, KHQA-TV
Quincy, I11. Although these interests were found
not “strong,” FCC said its policy is to diversify
media ownership “where public interest will not
be disserved by so diversifying them.”

Jerrold Plugs Cable System

For Subscription Tv Use

JERROLD Electronics Corp. Friday asked
Senate Commerce Committee, in its hearings
on pay tv (see page 63), to let subscription
proponents try their system—ijust to show that
their “scrambled broadcast technique” is tech-
nically and economically unsound and will
fail.

Jerrold, represented by Zalmon Garfield, as-
sistant to President Milton J. Shapp, advocated
instead that pay tv system be inaugurated using
firm's Cable Theatre system—modification of
community antenna Ssystem in which live or
filmed programs would be brought to com-
munities by coaxial cable and piped to tv sets
in homes.

W. Theodore Pierson, Zenith counsel, in
rebuttal Friday on behalf of proponents of
pay tv, said CBS Vice President Richard
Salant’s Thursday testimony—that pay tv would
result in “siphoning” of network shows to toll
tv and consequent ‘“blackout” of free tv—are
based on “a priori assumptions that are ridicu-
lous.”

If CBS-TV's Ed Sullivan Show were to
move to pay tv, he said, NBC-TV’s Comedy
Hour, in same time slot, would be in better
competing position than now becaunse people
would have to pay for Swullivan while they got
Comedy Hour without paying. Any presently
sponsored tv show that moved to toll tv would
face “toughest competition” from tv network
opposite numbers, Mr. Pierson said.

Zenith counsel said CBS vigorously opposed
FCC’s Chain Broadcasting Regulations, though
latter were followed by “most prosperous peri-
od” industry ever enjoyed, even for CBS. He

BROADCASTING ® TELECASTING

said CBS Plans I & II in allocations rule-
making would dump uhf and preserve one of
most effective “blackouts” with 75% of 1,400
communities blacked ocut. As for “siphoning,”
CBS, NBC and ABC siphoned 54% of tv rev-
enues in 1954, he added.

ABC submitted statement for record saying
Communications Act gives FCC no authority
to authorize pay tv; that Congress’ intent not
clear and-that body should “assert its juris-
diction” on question. With pay tv, free broad-
casting on public airwaves would “deteriorate,
if not disappear,” ABC said. Network said
there is “no concept in our theory of free
enterprise which bestows a ‘right to try’ any
and all schemes for the exploitation of public
property.”

FTC Rules That it Has

Insurance Jurisdiction

FEDERAL Trade Gommission ruled Friday,
3 to 2, that it has jurisdiction over advertising
of health and accident insurance in interstate
commerce. FTC launched national investiga-
tion of this type of insurance in 1954 and filed
complaints against 41 companies, including the
largest health and accident insurers, commis-
sion reported.

Five of 41 accepted consent orders to stop
complained of advertising; other 36 have con-
tended commission lacked jurisdiction because
of federal laws. McCarran-Ferguson Insurance
Regulation Act, passed by Congress in 1945,
commission minority (Chmn. Jochn W, Gwynne,
Comr. Lowell B, Mason) declared, was in-
tended to leave jurisdiction over insurance to
each state as soon as it had necessary legisla-
tion. Majority opinion {(Comrs. William C.
Kern, Robert T. Secrest and Sigurd Anderson)
was that act was simply designed to permit
traditional state regulation of insurance.

Proposed trade practice rules for insurance
business are to be discussed by FTC today
{Mon.) (see story page 78).

WICC Quits Yankee, Mutual

ASSOCIATION of 25 years of WICC Bridge-
port, Conn., with Yankee Network and Mutual
to terminate May 23, to “bring to reality a
long-developed program to operate entirely
as an independent station locally originated
24 hours a day,” Philip Merryman, president,
Bridgeport Broadcasting Co., which purchased
outlet in 1952, was to announce yesterday
(Sun.). Mr. Merryman reported WICC will re-
place network programs, about iwo hours
daily, with newscasts, weather reports and
other service programs not as yet detailed.

UPCOMING

April 29-May 4: Society of Motion Pic-
ture-Television Engineers, spring con-
vention, Hotel Stotler, New York.

May 3-4: Internationol Adv. Assn., an-
nual convention, Hotel Roosevelt,
New York.

(For other Upcomings, see page 113}

PEOPLE

FRANK OXARART, executive vice president
and 26.6% owner of Continental Telecasting
Corp. and manager of Continental’s KRKD
Los Angeles, has been elected vice president
and treasurer of Albert Zugsmith Corp., west
coast station-newspaper broker.

DONALD C. CUTLER, formerly vice presi-
dent and account supervisor at Lynn Baker
Inc., N. Y., to Erwin, Wasey & Co., Los An-
geles, as account executive on Friskies pet
foods {Albers Milling Co.) account.

HAL RANCK, 52, merchandising-advertising
director of Hygrade Food Products Corp. (meat
products), Detroit, and staunch radio booster,
died in Los Angeles early Friday while on west
coast business trip. Mr. Ranck had been with
Hygrade about five years (since it absorbed
Kingan) and previously was with Oscar Mayer
& Co. and American Weekly in Chicago.

KEN MURRAY, veteran entertainer, signed
by NBC-TV last week to one-year contract
with options as executive producer. Contract,
which has options for two more years, becomes
effective Sept. 16.

Triangle Pays $2.8 Million
In Cash, Time for Films

SALES of 742 films of Movietime, U. §. A.
package for three Triangle tv stations for esti-
mated $2,850,000 was to be announced jointly
today (Mon.) by Roger W. Clipp, general
manager of radio-tv division of Triangle Pub-
lications Inc., and Matthew M. Fox, general
manager of C & C Super Television Corp.

Transaction covers use of films by three sta-
tions for 10 years. It is understood that Tri-
angle will pay C & C Super Tv $1,850,000
in cash and $1 million in spot time on stations
—WFIL-TV Philadelphia, WNBF-TV Bing-
hamton and WFBG-TV Altoona, Pa.

WESH-TV Purchase Approved

FCC granted approval Friday to purchase of
control of ch. 2 WESH-TV Daytona Beach,
Fla.,, from W. Wright Esch and associates to
WCOA Inc. (WCOA Pensacola— John H.
Perry interests). Purchase price was $5,000
plus loan of $150,000. Perry interests own
WIHP-AM-FM-TV Jacksonville, WI'MC Ocala
and WDLP Panama City and 40% of WNDB-
AM-FM Daytona Beach, all Florida, and daily
and weekly newspapers in that state. Transfer
involves 496 shares out of 500 outstanding to
WCOA 1Inc. FCC Comr. Robert T. Bartley
dissented to the grant. Meanwhile, appeal by
Theodore Granik and William H. Cook against
Mr. Esch, on ground he failed to live up to
contract to sell ' WMFI and WESH-TV to
them, scheduled to be argued Thursday in U. S.
Court of Appeals in Washington.

Files for Great Falls V

APPLICATION filed with FCC Friday for ch.

3 at Great Falls, Mont. Applicant, Cascade
Broadcasting Co. (Robert R., Francis N, Laird},
plans 0,119 kw visnal power, antenna 235 ft.
above average terrain. Construction costs
are estimated at $23,000, first year operation,
$54,000, with $60,000 expected first year rev-
enue. Francis Laird, son of Robert R., is
chief engineer at KVEC-AM-TV San Luis
Obispo, Calif., Great Falls now has one operat-
ing tv—ch. 5 KFBB-TV.
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the week in brief
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BRICKER BLASTS TV NETWORKS

In blistering report, Ohio Senator John
W. Bricker accuses NBC and CBS of
using program and affiliation control
to effect a “private monopoly” of tv

broadcasting W Y 3 27
Introduces bill for 25% coverage limit
29

4As UPHOLDS MEDIA COMMISSIONS

Agency and media executives laud ef-
ficacy of present method of agency
compensation at AAAA annual meet-
ing
Don’t swamp creative man with busi-
ness details, Tinker warns
Agency personnel problem looms, says
Strouse AT 32
Holbrook elected chairman
Agency leaders from 35 countries at-
tend 43

TV HOMES, COUNTY BY COUNTY

Distribution of the nation’s tv house-
holds, state by state and county by
county, as estimated by Advertising
Research Foundation from U. §. Cen-
sus Bureau survey 35

TOLL TV ARGUMENTS HEARD

Senate Commerce Committee spends
full week listening to familiar argu-
ments from advocates that subscrip-
tion television would improve pro-
gramiming and solve economic ills and
from opponents that it would benefit
only its promoters

CROWELL-COLLIER’S STATION BUYS

Publishing firm enters broadcasting
full tilt with $16 million purchase of
five radio and four tv stations, be-

PAPERS’ ‘PERMANENCY’ NO PLUS

Few readers give newspapers more
than one go-through, TvB's Chicago
study reveals 92

AMPEX SALES SOAR

Station orders of 82 standard units of
Ampex video tape recorders back up
earlier sales to NBC and CBS; ABC
using its own film recording system for
delayed telecasts; RCA and Bing
Crosby Enterprises working on com-
patible tape for color tv

POOR ELECTED MBS PRESIDENT

John B. Poor moves up from post of
executive vice president; Thomas F.
O'Neil retains board chairmanship;
Robert W. Carpenter and Richard J.
Puff become vice presidents of Mutual

ABC-TV PROMOTES SMITH, LUFKIN

I. English Smith named director of
national programiming, Western Div.,
ABC-TV; Thomas M. Lufkin made
program manager of the division . . 100

$37 MILLION FOR TV NETWORKS

February gross time sales of television
networks totaled $37.2 million, 19%
ahead of February 1955, PIB reports

. : R {11

CANADIANS DON'T WANT CBC

Public opinion poll shows 40.7%
favor non-government regulation of
broadcasting in Canada; 29.7% want
CBC control continued; 29.6% are
undecided or don’t know 102

NEW FORMAT FOR IERT

Discussion groups replace study-work-

comes third biggest independently- shop sessions at this year's Institute
owned station group, if FCC approves for Education by Radio-Television
............ .86 meeting in Columbus .103

departments
Advertisers & Agencies 31 For the Record. .. 105  On All Accounts. . .. .. 22
At Deadline ... .. .. 7  Government .. .. . 63  Open Mike 16
Awards ... .. .. 98  In Public Interest ... 122 Our Respects . . . .. 20
Closed Circuit 5 In Review . ... ... . . 14 Pers Relations 94
Colorcasting ... .. 58 International . | 102 Program Services . 98
Editorial A ...114  lead Story 27 Programs & Promotion 104
Education .. ... .. 103 Manufacturing 95 Stations .. ... ... ... 86
Film 84 Networks 99 Trade Assns. . 92
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ﬁ}nly a rare few of these Gutenberg bibles are still in existence. The
very first books ever run off a printing press, their value today is—priceless.

And in the most modern form of mass communication, Television,
time periods made available to the advertiser only a few short months
ago, cannot be had for love or money today.

Fortunately television is a new and expanding medium, so the alert
advertiser can still secure valuable Spot TV franchises.

May we provide you with the facts on such time periods in these
important markets? Their sales power and prospects for continuous audi-
ence growth are man-sized.

WSB-TV. .o vritnracnrsnans Atlanta WTAR-TV. ..ot vvrnnnnscsnsans. Norfolk
WBAL-TV......ciiiennnnnns Baltimore KMTV. . iiinenricasecnaanes Omaha
WFAA-TV. . ..o iciiiiiinannens Dallas WTIVH. ... it iiiiiien e Peoria
WTIVD......ccvivvenen Durham-Raleigh KCRA-TV.......ocvvvnnnn. Sacramento
WICU .« i i e e rnnanes Erie WOAILTV.......eiivvenns San Antonio
KPRC-TV. .ottt iiinivrens Houston KFMB-TV...coivavnressnnnns San Diego
WHIN-TV. .o niian s Huntington KGO-TV........eonvunns San Francisco
WIM-TV. e eeiianees Lansing KTBS-TV. .o eoiiennerennanss Shreveport
KARK-TV.......coiiernenss Little Rock KREM-TV.........oivvenienes Spokane
KABC-TV.......vvvvnvnnn. Los Angeles e A 0000006000000 0000089000 Tulsa
WISN-TV. . ... tvvvnrenrenns Milwaukee KARD-TV...coiiiiiieiiien Wichita
KSTP-TV.......... Minneapolis-St. Paul /-\:| 58886500000 aaa6560 Pacific Television

WSM-TV. ..t tvreirncennnnnne Nashville Regional Network

Represented By

Petry & Co., Inc.

STATION REPRESENTATIVE
DETROIT + LOS ANGELES + SAN FRANCISCO -+ ST. LOUIS



OMNE OOF A SERIES

What Makes a Radio Station Great?

DEPENDABLE

News
COVERAGE

Folks all over North
Texas depend on
WFAA's dependable
news coverage.
More people listen
to WFAA.820 news
—morning, noon,
supper-time and
night—than to

the next three
stations in the
area combined!*

Six full-time em-
ployees in the
WFAA news depart-
ment rewrite and
edit the news
especially for in-
terest to North
Texas audiences,
And North Texans
have proved they
like it that way.

Ask your Petry man
why 12 advertisers,
including American
Tobacco Company,
Nutrena Feeds and
Metropelitan Life
Insurance Company,
depend on WFAA
news to put their
sales messages in
the news in

North Texas.

To Reach North Texas,
use RADIO
To Sell North Texas,
use WFAA

A Great Radio Station
WFAA

*Whan Study — A, C. Nielsen, N.5.1,

>40

a0 WATTE

a GREAT .
Armerican radio station

Edward Petry & Co., Inc., Representoative
[ N N N N N N N N N N I I N N ]
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IN REVIEW
REPORT FROM AFRICA, Part !

SOMEDAY we may run out of superlatives to
describe the work of Murrow and Friendly.
In their latest effort, “Report from Africa,
Part I” (the second installment will be seen
May 17), the team, spearheaded by reporter
Alex Kendrick and cameraman Bill McClure,
took us on an hour-long tour of Nigeria, Li-
beria, Kenya, the Congo, South Africa and
Rhodesia. Unlike any other travel-junket ever
taken on tv, this one dwelled on one two-
pronged topic: namely, when and how will the
245 million black inhabitants gain independ-
ence and will they remain in the Western
camp? This was dramatically underscored by
Mr. Murrow's listing of the above-mentioned
countries’ industrial importance, the mining of
copper, uranium, manganese and iron ore, and
following up with film clips showing a visiting
Russian delegation to the Gold Coast. He
didn’t have to be more ominous than that.

Hopscotching around Africa in so short a
time left little room for dramatics, yet See It
Now had its share of stunning scenes; notably,
the confession of an ex-Mau Mau warrior, one
of South African Prime Minister Johannes
Strijdom’s “reclassification” bureaus, and the
anti-Strijdom “Black Satch” movement. Of all
the opinions expressed about the coming black-
white “partnership,” to use Rhodesia’s Lord
Malvern's words, the one by Father Trevor
Huddleston was the most chilling. Said the
recently-expelled Anglican churchman: *“Strij-
dom’s apartheid philosophy . . . can only lead
to a return to tribalism.”

Production costs: Approximately $100,000.

Sponsored by Shulton Inc., Clifton, N. 1.,
through The Wesley Assoc., N. Y., on CBS-
TV, Mon., April 23, 10-11 p.m. EST (pre-
empting Studio One).

Produced by Edward R. Murrow and Fred W.
Friendly; narrator: Edward R. Murrow; re-
porter: Alexander Kendrick; cameraman: Wil-
liam McClure; film editors: William Thomp-
son, F, Howard O'Neill, Mili Lerner; assoc.
producers: Palmer Williams, Don Hewitt and
Edward Jones.

NOON ON DOOMSDAY

DESPITE CBS-TV's disclaimer at the tail end
of “Noon on Doomsday” (U. S. Steel Hour)
last Wednesday, e.g., “any similarity, etc.”, it
was rather obvious at the outset that author
Rod Serling had the burghers of a small
Mississippi town in mind in piecing together
the story of provincial narrow-mindedness, re-
bellion and eventual shame.

Mr. Serling’s patterns might very well have
been clipped from the newspaper dispatches
out of Sumner's two headline-making trials
this past year: a group of fiercely-loyal towns-
men—acting as so-called peers of the local
bully charged with murdering “a foreigner’—
vote for acquittal as a protest to “big-city in-
terference” by a hostile, “outside™ press. Later,
egged on by the town’'s voice of conscience in
the guise of a retired judge, the inhabitants
shamefully recognize the error of their ways
and go home, we hope, to read their Bill of
Rights.

Though armed with all the ingredients to
make for an action-packed hour-long drama,
Mr. Serling added too much yeast to the plot,
so that once the viewer bit through the appe-
tizing outer crust, all he got was a disappoint-
ing mounthful of hot rhetoric.

Production costs: Approximately $45,000.
Sponsored by U. S, Steel Corp. through BBDO,

N. Y., on CBS-TV, alternate Wed.,, 10-11

p.m. EST,

Produced by the Theatre Guild, under super-
vision of Theresa Helburn, Lawrence Lang-

ner and Armina Marshall, Director: Daniel
Petrie.

Cast: Everett Sloane, Jack Warden, Philip Ab-
bott, Lois Smith, Albert Salmi, Edgar Stehli.

THE GRACE KELLY WEDDING

DAVID SCHOENBRUN brought to his half-

hour CBS-TV film report of “The Grace Kelly

Wedding” April 21 an attitude that seemed

just the right mixture of enthusiasm, sanity and

good humor, seasoned with the authority you'd
expect of a 'veteran foreign correspondent.

With his cameramen he turned out a document

that reflected the awe and solemnity, the fan-

tasy and gaiety of one of the century's biggest
news stories,

Seen by the CBS camera eye: Father Tucker,
the prince’s priest, who describes his church,
in the midst of millionaire villas, as “God's
villa.” The spectacle of the palace courtyard
ballet, with the royal pair reviewing from
above, Trumpet rolls, and military bands play-
ing American songs. A fat man in the middle
of the crowded palace grounds, chewing a
cookie and clutching his champagne at the
public reception. The bride helping slip on
her wedding band, indicating not a too-snug
ring, but her voluntary acceptance, according
to Monocan custom.

Sponsored by Maybelline Co., through Gordon
Best Co., Chicago, on CBS-TV April 21,
11-11:30. p.m.

Producer-director: Don Hewitt; executive pro-
ducer: David Zellmer.

THE GENTLE GRAFTER

GONE with the buffalo is the con man, bunco
artist, pitchman for cure-alls and salesman of
gold bricks or any other item he felt might
appeal to the isolated, gullible yokels. Even
the words—con man, bunco artist, yokel—
have an old-fashioned ring.

But they were brought back to life last
Wednesday when Kraft Television Theatre
combined four of O. Henry's best tales of
“The Gentle Grafter” into a tv presentation that
combined comedy and nostalgia into a fine
hour’s entertainment. Special bows were won
by Kenny Delmar as the rogue hero, Charles
Coburn as the farmer who asked to be fleeced
and Kaye Ballard as the “wealthy widow” of
the matrimonial correspondence agency. Be-
hind-the-scenes credits are due Dale Wasser-.
man, who adapted the O. Henry stories for
tv, Maury Holland and Billy Graham, producer
and director, who kept the action moving at
exactly the right comedy pace.

Production costs: Approximately $40,000.

Sponsored by Kraft Foods through J. Walter
Thompson on Wed.,, 9-10 p.m. EST on
NBC-TV.

Producer: Maury Holland; director: Billy Gra-
ham; designed by: Duane McKinney; Adapt-
ed by Dale Wasserman from four short
stories by O. Henry.

Cast: Charles Coburn, Kenny Delmar, Kaye
Ballard, Jack Weston.

* * X

CREATIVE FARM SHOWS. National Project
in Agricultural Communications, Wells Hall,
Michigan State U.,, E. Lansing. 60 pp. $3.

“EXPERTS Reveal How Agricultural Televi-
sion Can Capture Viewers,” proclaims the cover
of this volume, a reference book for telecasters,
advertisers, advertising agencies, educators and
anyone else interested in using tv to reach a
farm audience. Growing out of a National
Agricultural Television Clinic, held Labor Day
weekend, 1955, at the U. of Missouri, the book
contains few pat answers to questions but many
suggestions that should help the reader in solv-
ing his own problems.

BROADCASTING ® TELECASTING



REPEAT PERFORMANCE

February PULSE . . .15 Out Of 15 Top Once A Week Shows
February ARB ... 10 Out Of Top 10 Shows
February PULSE .. .5 Local Shows in Top 10 Multi-Weekly Shows

AND AGAIN IN MARCH

March PULSE —Fifteen Out Of Fifteen Once A Week Shows

MAR. FEB.
Phil Silvers WHIO Tuesday 46.8 49.8
Ed Sullivan WHIO Sunday 45.9 46.6
I Love Lucy WHIO Monday 45.5 47.3
$64,000 Question WHIO Tuesday 45.3 48.8
. Godfrey's Talent Scouts WHIO Monday 45.0 47.3
Burns and Allen WHIO Monday 43.0 40.3
Navy Log WHIO Tuesday 42.8 44.5
Climax WHIO Thursday 41.9 43.8
Red Skelton WHIO Tuesday 41.3 45.0
Mama WHIO Friday 40.5 38.8
Our Miss Brooks WHIO Friday 40.0 43.3
G.E. Theatre WHIO Sunday 39.8
Robert Cummings WHIO Thursday 39.3
Alfred Hitcheock WHIO Sunday 38.8 378

Godfrey and His Friends WHIO Wednesday 38.1 40.9

March ARB—10 Out Of Top 10 Shows—March, 1956

Rating
I Love Lucy WHIO 48.1
Phil Silvers WHIO 44.3
Lassie WHIO 43.7
Navy Log WHIO 437
Ed Sullivan WHIO 43.1
Godfrey’s Talent Scouts WHIO 40.9
$64,000 Question WHIO 40.3
I've Got A Secret WHIO . 40.0
The Millionaire WHIO 39.2
Godfrey and His Friends WHIO 378
Top Ten Multi-Weekly Shows (Broadcast on Mid-Week Days, Mon.-Fri.)
MAR. FEB.
Little Rascals WHIO Mon.-Fri. 22.3 23.8
Reporter, Sports Desk WHIO Mon.-Fri. 20.0 21.5
Patti Page WHIO Tues., Thur. 21.8 21.5
Front Page News WHIO Mon.-Fri. 16.5 16.5
Movie Matinee WHIO Mon.-Fri. 15.7 16.0
Tic Toc-Shop WHIO Mon.-Thur. 15.7 15.9

Search For Tomorrow WHIO Mon.-Fri. 14.4 14.8

Consistent high quality in production, promotion and
merchandising in both spots and programs gives us & clean sweep of
ALL ratings for two months running in the WHIO-TV area. For
additional information on this amazing story on the size, wealth and
set penetration of this vast audience see George P. Hollingbery.
You’'ll get the full story on why WHIO-TV is truly one of America’s
great AREA stations,

Take Your Choice of Surveys and
You’ll Always Choose WHIO-TV

One of America’s

.
CHANNEL ¢ DAYTON, OHIO Whlo-iv great area stations

cBS
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OPEN MIKE

Fm’s Untapped Potential

EDITOR:

Prior to entering the U, S. Army, 1 was as-
sociated with several fm stations in the Chi-
cago area in various capacities ranging from
salesman to announcer to program director,
Therefore, I was most interested in your story
in the April 16 B®T about the study of fm
by Ray Stone of Maxon Inc.

However, above and beyond my professional
associations with fm, 1 have an academic in-
terest through a study of the audience charac-
teristics of one Chicago fm station (WFMT)
1 directed while studying at Northwestern U,
in the spring of 1955,

It is extremely encouraging to see that our
results compare favorably with Mr. Stone’s.
For instance, the Maxon study indicates that
the fm audience is made up of people with
higher income, greater education and higher
occupational status. The Northwestern study
found that the audience of this one fm station
had a median annual income of $7,650, which
is more than twice that for the Chicago metro-
Moreover, 29% of the family
units surveyed fell into the “above $10,000 per
year bracket” as opposed to only 5% for
the metropolitan area. More than 49% of
the units had members who had completed
four or more years of college as compared to
7% for the general population. Occupation-
ally, 89% of the family units had members in
the professional and kindred brackets (as de-
fined by the Bureau of Census) as opposed
to 44% for the Chicago area.

Another interesting result was that 43% of
the homes had no tv, and the breakdown of
units in relation to income showed that there
was no decided correlation between income
and lack of tv, as the percentage of tv-less
families was well distributed among all income
brackets.

On the question of whether or not loyalty
that an audience possesses for a station ex-
tends with the same intensity to the station’s
advertising clients, it was found that 50% of
the family units had responded to air adver-
tising over WFMT, while 26% claimed to have
patronized advertisers in the station’s program

‘guide . . .

If these statistics can be applied to the fm
audience generally, and Mr. Stone’s study
seems to indicate that they can be, it becomes
even more apparent that the fm audience today
offers a most unusual opportunity for adver-
tisers, both local and national in scope.

Sp3 Robert Conrad
Psychological Warfare Center
Fort Bragg, N. C.

EDITOR:

If available, we would like to receive 500
reprints of the article in [April 16] issue titled
“Agency’s Study of Fm Cites Untapped Po-
tential.”

Harold I. Tanner, Pres.
WLDM (FM) Detroit, Mich.

EDITOR:
Please send 200 reprints of the fm story in
your April 16 issue. .
A, A. Crawford, Pres.
KCBH (FM) Beverly Hills, Calif.
EDITOR:
. would appreciate receiving 100 copies

Donald E. Hovarter

WMUZ-FM Detroit
[EDITOR’S NOTE: Reprints of the ‘Maxon re-
ort, “Agency’s Study of Fm Cites Untapped
otentia)”’ (B-T, April 16) are available at $10.00
per hundred; 10 for $1.]

Dropped T's

EDITOR:

1 would first like to say that your feature
article on national television spot billings in
your April 16 issue did real justice to our
spot television advertising expenditures re-
port. I would like to point out, however, that
in our ranking of the top 200 spot television
advertisers, Johnston & Johnston, listed as 37th
with an expenditure of $454,600, was some-
how changed to Johnson & Johnson in your
article. In recent months, Johnston & Johnston
has changed its name to Tafon Distributors
Inc. (no-fat spelled backwards).

In your compilation of the top 200 television
spenders (TvB spot expenditures plus PIB
network expenditures) Johnston & Johnston
should have appeared as 103 in your ranking
while Johnson & Jochnson should have been
ranked 113.

Harvey Spiegel, Asst. Dir., Research
Television Bureau of Advertising
New York City

Weekends Neglected
EDITOR:

Am radio is probably one of the greatest ad-
vertising mediums in America today, I am
proud to own a 5 kw radio station in Muske-
gon, Mich. 1 believe that with my realistic
rate card, I give more coverage per dollar than
any other type media in advertising, but there
is a $64 question that I would like to ask my
favorite trade magazine.

All of the timebuyers on the brightly lit
streets of New York and Chicago always ask
me for Monday thru Friday availabilities—-
they never ask me for Saturday and Sunday
availabilities. Why? In industrial Muskegon,
as in so many other towns across America, our
workers are in the shops and in the factories
working, Monday thru Friday. Then they are
home on Saturday and Sunday and they do
their work in their gardens and in their base-
ments or around the house and while they
work or play, they listen to am radio.

I believe that Saturday and Sunday are ter-
rific markets and 1 have some very choice times
to offer national advertisers. Will BeT please
tell me and the hundreds of other radio stations
that think the same, why don’t advertisers buy
the big listening audience of am radio Satur-
day and Sunday?

Nick Kuris, Owner and Mgr.
WKNK Muskegon, Mich.

You Name It
EDITOR:

Please send us 100 reprints of “You Name
It, Radio Can Sell It.”
Thad M. Sandstrom, Gen. Mgr.
KSEK Pintsburg, Kan.

EDITOR:
Please send 100 copies of “Pants, Peaches &
Pontiacs . . , Radio Can Sell.”

Lewis J. Process, Gen. Mgr.

WHBY Appleton, wis.
[EDITOR'S NOTE: Copies of the eight-page re-
print from the Sept., 19, 1955, !eatﬁue,p"i’a.nts,
Peaches & Pontiacs” about 81 snccessful radio

campaigns by local retailers, are avaliable at 25
cents a copy or §15 per hundred.]

Reader’s Opinion
EDITOR:

. . . I enjoy reading your publication and
! am of the opinion you are doing an excellent
job in presenting news about radio and tv.
Milton L. Kiebler, Assoc. Media Dir.
Benton & Bowles, New York
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Pickup...in dazzling brightness
— under uncontrollable light
conditlons

RCA-5820 Image
Orthicon—another
RCA original tube
development for
modern television

Plckup...In semi-darkness

T H E T U B E ) — at very iow light levels

THAT“Shoots”

the wide,

wide wordd \ ..

Known for its remarkable versatility in
almost every pickup situation you can name,
RCA-5820 has been serving TV stations
faithfully—since the announcement of this

original design by RCA in 1949.

No ﬁner camera tube is made Pickup...of faithful tone range

for black and white television pickup x N — from white to black

PICK-UP TUBES FOR TELECASTING

RADIO CORPORATION OF AMERICA « HARRISON, N.J.

Pickup...of extraordinary detail
— under controlled conditions
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White Columns
%M///ﬂ%ﬂ%ﬂWJ WSB i/ WSBTV

When you visit Atlanta, one of the new and outstand-
ing attractions is “White Columns.” The building of Southern
Classic architecture stands on a historic site overlooking Peach-
tree Street. The structure cncloses 40,000 square feet in area
and stands in 16 acres of landscaped and protected woods.

“White Columns” is more than a building, more than
a new and efficient home for broadcasting, however. It is a
civic asset to Atlanta, to Georgia and the South—and a
credit to radio and television throughout the nation.

“The Voice of the South” and “The Eyes of the South”
have striven always to operate in the Public Interest. These
new facilities are a reflection of our belief in the same high
principles that have guided the destiny of WSB since 1922,
Come soon and visit with us at “White Columns.”

Affiliated with the
National Broadcasting Company

wWsh-ty

Represented by Edward Petry & Co., Inc.
Affliated with The Atlanta Journal and Constitution.

wsh radio
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KCRA-TV HITS

NBC shows and strong local pro-
grams give KCRA-TV top ratings
in the Sacramento TV market.
Night AND day, KCRA-TV de-
livers more audience, works harder
for you and your clients.

Channel 3

SACRAMENTO, CALIFORMIA
100,000 Watts Maximuss Pemer

BASIE _@ AFFILIATE

represented by Edward Peiry & Go. .

* Sacramento Television Audience
ARB: February B-14, 1956
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our respects

to LESLIE TALBOTT HARRIS

THE CAREER history of Leslie T. Harris,
vice president and general manager of CBS
Television Film Sales, New York, supports the
homily that success is compounded largely of
perspiration, rather than inspiration.

He was the youngster back home in Orlando,
Fla.,, who always had an after-school job, and
later, in manhood, had no qualms about hold-
ing two or three jobs simultaneously, Since
early boyhood, he had set his sights on a
career in broadcasting, starting as a staff an-
nouncer at WDBO in Orlando in 1930 when
he was 15 and still in high school. In the suc-
ceeding 26 years, Mr. Harris has acquired a
variegated background in the radio-tv field,
covering radio and television networks, an ad-
vertising agency, an advertiser, and production
distribution companies.

Mr. Harris, who was appointed to his present
post in March 1954, smilingly acknowledges
that his career has been “a checkered affair,”
but observes that his grounding in the various
phases of television and radio and advertising
has proved “invaluable” in his current post. He
is confident that the tv film programming field
is headed for a period of continued growth,
though he concedes that television must main-
tain a balance between live and film.

Leslie Talbott Harris was born in Braden-
ton, Fla.,, on March 10, 1915, and grew up
in Florida and Virginia, where the family
spent its autumns and summers. He was edu-
cated at Orlando High School and Washington
& Lee U., Lexington, Va. The energetic Mr.
Harris worked as a staff announcer at WDBO
while in high school and at WLVA Lynchburg,
Va,, while in college. He managed to squeeze
in an announcing stint at WOR New York
during a summer vacation.

In 1935, eager to be launched in radio, Mr.
Harris accepted a permanent post with WOR.
Six months later, he shifted to WQAM Miami
as program manager. At one time during his
tenure with WQAM Mr. Harris also held down
two part-time jobs—publicity staffer for Pan-
American Airlines and stringer for Variety.
Mr. Harris recalls two high spots of his
WQAM days—he served, on leave of absence
from the station, as radio advisor to the Duke
of Windsor on a transcontinental tour in 1936,
and covered the late President Roosevelt’s trip
to the Buenos Aires conference, which was
carried on CBS Radio.

In 1941 Mr. Harris returned to New York
and joined CBS Radio's special events depart-
ment moving over shortly thereafter to the
network’s production department. He remained
there until 1943, working part of the time on
assignments for the Office of Strategic Services,
monitoring foreign broadcasts.

Mr. Harris joined Benton & Bowles in 1943
as producer of the Family Hour and later was

appointed director -of radio for the agency.
Following a five-year association with B&B,
Mr. Harris resigned to become national pro-
gram director of NBC Radio. In 1951, he em-
barked on the advertiser phase of his career,
joining Colgate-Palmolive Co. as director of
radio and television. He left the company in
1953 to become vice president and a partner in
Bernard L. Schubert Inc., producer of radio-tv
programs, including Mr. & Mrs. North, Topper,
Mr. District Attorney and Gangbusters. He |
resigned this position to assume his current
duties.

Mr, Harris is credited with a significant role
in the steady growth of CBS Television Film
Sales. He is delighted to report that in the
past three years gross billings of the company
have risen from less than $1 million to an an-
ticipated $8 million for 1956, and the num-
ber of its series has increased from 6 to 22.

One step taken by CBS-TV Film Sales to
strengthen its position, Mr. Harris said, was
to establish its own tv film production opera-
tion. This consists of Topaz Productions and
Inter-Tel Productions in England and Gallu
Preductions in Hollywood. Under an exclusive
arrangement with these companies, Mr. Harris
pointed out, CBS-TV Film Sales has access to
“a continuing source of supply of top-quality
tv films.”

With an expansion program underway,
CBS-TV Film Sales’ New York headguarters
was scheduled to move over the past weekend
to new and larger quarters in a new building
at 55th St. and Madison Ave.

Among the new plans conceived by Mr.
Harris and his staff are a diversification of the
CBS-TV Film Sales selling pattern, under
which an increasing number of its newer prop-
erties will be offered for network and national
spot sale; a dubbing operation, already begun
in Spanish and designed to cover other major
foreign languages, and an expanded interna-
tional operation to place CBS-TV Film shows
in overseas markets and to represent foreign
programs in the U. 8.

The pace is hectic even for a man like Les
Harris, who thrives on hard work. For relaxa-
tion, Mr. Harris enjoys horseback riding. Until
last year, he operated a horse breeding stable
at Old Brookville, L. I. Another favorite hobby
is making amateur movies.

He is married to the former Rosemary Cox
of New York. They live with their three chil-
dren—Chris, 13; Leslie Ann, § and Myra, nine
months—in Old Brookville.

In recent months, Mr. Harrts has added to
his workload a course of study in both Spanish
and French. He thinks it'’s “good business” to
be able to speak “even a little” of the lan-
guages of the clients with which a company
like CBS-TV Film Sales becomes involved.

BROADCASTING ® TELECASTING



NOW....

EXCLUSIVE MAJOR LEAGUE
NIGHT BASEBALL

WPFH

CHANNEL

Regular series of Phillies away-from-home night games, begin-
ning April 27th, marks another big step forward by WPFH, the d—=__=k
favorite sports and foemily entertainment stotion covering Phila-

delphia and the Greater Delaware -Valley trading area.

ONLY WPFH PRESENTS THE FINEST IN SPORTS THE YEAR 'ROUND
HIGHLIGHTING THIS TRADITION, MAJOR LEAGUE NIGHT BASEBALL
JOINS THE SPORTS FIRST STATION AND THESE TOP FEATURE PROGRAMS:

o e Collegiate Basketball
The WPFH e NCAA Basketball Playoffs
Area Market ¢ Theoroughbred Racing from Delaware

Park

E:::: E::,‘;’:;:fo" ?:Z:g:gg: ¢ Harness Racing from Brandywine

o Rerai Sales $6.365.540,000 * Live Boxing from New York and
Philadelphia

s Post Time, U.S.A.

¢ National Pro Football Highlights
¢ George Munger Foothall Show

I P PHILADELPHIA
I _ * cmnm/y _ s College Football Game of the Week

Y . . WILMINGTON 7 ¢ Baltimore Colts Football Games

NEWARK ¢ f

. 4 .
! ATLANTIC €ITY ¢ Philadelphia Eagles Nest
!. e Championship Bowling

e Up-to-the-minute Sports News

¢ Wrestling

H‘/' Represented by ] ",| (and many others)
MEEKER TV, Inc. A
' \ WPFH — Channel 12
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. WOLF
FIRST in homes

Share of Radio Audience—C. E. Hooper, March-April,
1956 (Latest) (8 am—10:30 pm Monday thru Saturday,
10:00 am-—6 pm Sunday Daytime)

TOTAL
RATED
TIME
PERIODS

RADIQO SETS . STATION STATION STATION l STATION
IN USE A B C WO L F I E
9.8 21.8 16.4 10.8 295 f 19.7

FIRST in car

Car Listening—C. E. Hooper, November 1953 and April,
1954 (Latest) (7:00 am—7:00 pm, Monday thru Friday)

TOTAL
RATED
TIME
PERIODS

RADIO SETS STATION STATION STATION STATION
= A : ¢ | WOLF | ™F
34.5 14.9 16.6 11.2 352 21.5

| FI RST in points of sale

Business Establishments—C. E. Hooper, October, 1955
{Latest) {9:00 am—>5:00 pm, Monday thru Friday)

OVERALL

RADIO SETS STATION I STATION STATION STATION
I A T c WOLF :
28.2 20.7 l 10.9 14.3 389 13.4

RATING for RATING. ..

RATE for RATE in

CENTRAL

NEW YORK it's . . ..

_WOLF

SYRACUSE N.Y.

warionar saces reeresentatives THE WALKER COMPANY
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MAITLAND JONES

on all accounts

AS PART of a professional fraternity usually
regarded by the pledges as “glamorous,” Mait-
land Jones, 48-year-old vice president and copy
supervisor, Sullivan, Stauffer, Colwell & Bayles,
New York, regards himself as “a member in
poor standing” so far as personal glamour goes.

His appearance would tend to belie that
idea. Tall, lanky, suntanned and sporting the
Madison Ave. close-cropped hair style, Mr.
Jones is a born Australian who used “that
crawl” to get into advertising at the start of
the Depression by way of Yale (Class of '29)
and an insurance company’s trainee program.

Following a copy cub’s indoctrination with a
small, now-defunct, Philadelphia agency, Mr.
Jones joined Benton & Bowles in 1932, leaving
there to become a vice president at J. Walter
Thompson during the war. Before joining
SSC&B in 1953, he held brief tenures as vice
president and manager of the New York office
of Hutchins Adv., and vice president and crea-
tive director, Lennen & Newell, also New York.

An ‘“old timer,” Mr. Jones still considers
himself first a copywriter, one schooled in the
rudiments of print who made the switch to tv
“gradually and with some effort.” So far as
SSC&B’s clients are concerned, Mait Jones
has managed to stay at the head of the class,
handling both copy and executive functions of
Noxzema skin creams (NBC-TV’s Perry Como
Show), S&H Green Stamps (NBC-TV'’s Today,
Home and Tonight), Carter’s Arrid and Rise
(syndicated Mr. District Attorney), IJunket
Brand Foods (local tv children shows) and
Simoniz waxes, Whitehall’s BiSoDol, Blue
Coal, H-O Cream of Wheat and Presto cake
flour—all on spot tv.

Mr, Jones, a self-admitted tennis fanatic, also
lists as hobbies: “contemplating, my wife [the
former Irma Tillmanns whom he married in
1934], reading, the kids [aged 18 and 14, at
Yale and Andover, respectively], more tennis
and a sportscar—but not necessarily in that
order of importance.”

He also calls himself “the world’s greatest
writer of unpublished song hits,” but has
limited his “public onslaught” tc a rare, $200
prize-winning appearance on CBS-TV's old
Songs for Sale, and says that *the crowd that
clamored for me afterwards was significant for
its lack of song publishers.” Latest effort: “A
Shy Guy From Cheyenne.”

The Joneses live in a reconverted mill on
the banks of a “docile stream” in Bedford
Village, “one that nearly washed away the
house during the last Westchester [County]
monsoon season.”

BROADCASTING ® TELECASTING



The Alamo—where you can stand on the costliest land in Texas

Remember the Alamo, they said, for its price was very
high. Remember Davy Crockett, fiddling and cracking
jokes during the lulls in the fighting. Remember big Jim
Bowie, too weakened by pneumonia to wield the famous
knife, but firing from his cot all the same. Remember a
garrison of 188 men who died to a man to buy freedom
for Texas.

Over the years the traditions of the Alamo have become
an indelible part of the American pattern...and no-
where is this more evident than in the 4-H Club move-
ment. This program, begun about 1900, seeks to develop
in the nation’s youth the qualities of loyalty, self-
reliance and good citizenship so gallantly demonstrated
in San Antonio 120 years ago.

SINCLAIR SALUTES THE MEMBERS OF THE 4-H CLUBS for their
achievements in farm, home and community enterprises, for
their contributions to conservation, and for their part in build-

ing a better America.

BROADCASTING ® TELECASTING

San Antonio, today, offers a wide range of memorable
tourist attractions. You can visit La Villita, an authentic
restoration of the city’s first residential settlement, or see
a play at the unique opeu-air theatre, where the river
winds between audience and stage. There are rodeos
and stock shows, fiestas, carnivals and museums. But
most memorable of all is still the old mission with the
bullet-pocked walls, where brave men died to make
all the rest—and Texas, itself —possible.

FREE Tour Information _—

It you would like to visit San Antonio, or drive anywhere in
the U.S.A,, let us help plan your motor trip. Write: Tour
Bureau, Sinclair Qil Corporation, 600 Fifth Avenue, New
York 20, N.Y.—also ask for our colorful National Parks Map.

SINCLAIR
A Great Name in Od
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THESE ARE THE

THAT MAKE

RS, GRIFFIN,

x ), INC.

NEW YORK CHICAGO DETROIT

250 Park Avenue 230 N, Michigan Ave, Penobscot Bldg.

PLaze 1-2700 Franklin 2-6373 Woodward 1-4255
ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO
Glenn Bldg. 406 W, Seventh St. 1750 N. Vine St. Russ Building

Murray 8-5667 Edison 6-3349 Hollywood 9-1688 Sutter 1-3798

I
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EAST, SOUTHEAST
WBZ-TV
WGR-TV
KYW-TV
WWJ-TV
WPIX |
KDKA-TV
WCSC-TV
WIS-TV
WDBJ-TV
W1TVJ

MIDWEST, SOUTHWEST

WHO-TV
WOC-TV
WDSM-TV
WDAY-TV
WCCO-TV
KMBC-TV
WBAP-TV
KFDM-TV
KRIS-TV
KENS-TV

KBOI-TV
KBTV
KGMB-TV

KMAU-KHBC-TV

KRON-TV

BROADCASTING ® TELECASTING

VHF CHANNEL PRIMARY

Boston

Buffalo
Cleveland
Detroit

New York
Pittsburgh
Charleston, S. C.
Columbia, S. C.
Roanoke

Miami

=
()

Des Moines

Davenport

Duluth —Superior
Fargo
Minneapolis —St. Paul
Kansas City

Fort Worth —Dallas

Beaumont

Corpus Christi

“vtu & 00 U O b~ O O O

San Antonio

Boise
Denver

Honolulu

Hawaii

San Francisco

NBC
NBC
NBC
NBC
IND
NBC
CBS
NBC
CBS
CBS

NBC
NBC
NBC
NBC-ABC
CBS
ABC
ABC-NBC
CBS
NBC
CBS
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PULSE Says WPTF has

| of its
Nearest
Competitor

Here's the 1956 Area Pulse covering g2 North
Carolina counties. WPTF leads during every
quarter-hour . . . with well over twice the '. "’U,L\))
audience of a regional network and six to i : ' - ” %; j

seven times the average audience of any other —1

station. s
WPTTF’'s average share of audience inched (

up from an even $69, in 1955 to §6.7% in
1g56. This, coupled with an average increase
of 109, in homes using radio, means that
WPTF is delivering more listeners now than
during any of .the past three years the Pulse
has been made.

SHARE OF AUDIENCE
Leading Stations—Monday thru Friday

6PM-
" Stations 6AM-12N  12N-6PM 12Mid.
IMIPTTE s aipena s 3 8 g aiaa s 35 35 40
Regional Network. .... 14 12 11
Station “A”........ ... 5 6 6
Station “B”........... 6 4 5 -
Misc. (58 stns.) .......40 43 38
50,000 Watts 680 KC

Homes Using Radio...2629,  27.09,  26.6%
O NBC Affiliate for Raleigh-Durham

and Eastern North Carolina

R. H. MASON, General Manager GUS YOUNGSTEADT, Sales Manager
Peters, Griffin, Woodward, Inc., National Representatives

MARKET DATA* |

NCS Coverage NCS Coverage
Population 2.955,000 General Merchandise 307,297,000
Families 693,900 Furn. H. H. & Radio 124.226,000
Efective Buying Income $2.915,255,000 Automotive 484,295,000
Farm Gross Cash 864,679,000 Gas Stations 177,069,000
Retail Sales 2,249,749,000 Lumber, Bldg., Hdw. 187.011.000
Food Sales 458,272,000 Drugs 61.601,000

* Source: Sales Management Survey of Buying Power, May 10, 1956,
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BRICKER LOWERS THE BOOM

SEN. JOHN W, BRICKER (R-Ohio), onetime
chairman of the radio-tv powerful Senate Inter-
state & Foreign Commerce Committee and
now ranking minority member, today unleashed
a slashing attack on the alleged domination of
television broadcasting by the CBS and NBC
networks.

Author of a bill (S-825) to permit the FCC
to regulate broadcasting networks, Sen. Bricker
exploded his bombshell in a report to the
Senate Commerce Committee, It was entitled
“The Network Monopoly.”

Using hitherto unrevealed financial data—
which the Senate committee forced the FCC to
divulge to it last year—the Ohio Republican
blasted what he called the networks’ “yoke of
economic dominance” which results in a “private
monopoly” in broadcasting.

Essence of Sen. Bricker's onslaught is that
the two major networks control through affilia-
tion and programming the vitals of television
broadcasting.

Implicit in the document—submitted to
Commerce Committee Chairman Sen. Warren
G. Magnuson (D.-Wash.) as a foundation for
the upcoming appearance of network officials
before the Senate committee—is this thought:

That there should be extensive competitive
outlets in the greatest number of communities
—even though this means cutting down existing
large area vhf stations.

In a four-point summary of recommenda-
tions, Sen. Bricker advocated:

® Giving the FCC power to regulate the
networks.

e Reducing the service areas of existing vhf
stations in Zone I and other high density popula-
tion areas to protect the “integrity” of markets
through lower power and antenna heights.

® Restricting market straddling through limi-
tations on antenna locations.

e Forbidding the FCC to use numerical limi-
tations on multiple ownership by a single person;
allow any number of stations to be owned by
one entity except where the combined coverage
of these stations include more than 25% of the
country’s population (story page 29).

Sen. Bricker's bill to regulate networks is
already before the Senate Commerce Com-
mittee.

In advocating the constriction of high power,
high antenna vhf stations, Sen. Bricker is pre-
sumably pushing for a “single market” principle

BROADCASTING ® TELECASTING

NBC 'DOMINATION

Senator releases confidential FCC tabulations
Cites what he calls ‘private monopoly’ in tv
Recommends: FCC power to regulate networks
Reducing v power in Zone |, high density areas
Restricting antennas to cut market straddling
Revising ownership limit to 25% of population

of allocations. This leaning is also implied in
his proposal to prohibit a single maximum
power-maximum antenna height station from
placing its transmitter between two markets in
order to cover both.

Assault on CBS and NBC—and the attack
is more on the former than the latter—was
based on income data hitherto considered sac-
rosanct. Financial data of stations are required
to be filed yearly with the FCC. The Commis-

sion has always treated this information as con-
fidential. The Commission has, however, used
these data to put out yearly overall total finan-
cial data, as well as averages in various eco-
nomic fields. Data has never been released
which could be ascribed to individual stations.

The revenue and income data were supplied
to the Senate Committee last year after the
FCC first refused to divulge them. Following
a conference among the Senate committee, the
FCC and the Justice Dept., the information
was supplied to the Senate.

These figures show, Sen. Bricker averred, that
CBS and NBC had a net income before taxes
in 1954 of $90.6 million. This was $300,000
more than the entire industry’s net income be-
fore taxes, he pointed out.

The 1954 and 1953 gross revenues, operat-
ing expenses and net income before taxes for
each of the then four networks was itemized in
Sen. Bricker's report (see tables).

Included in the financial data spelled out in
Sen. Bricker's document were ratios of profit
to investment—in one case reaching a purported
return of 370%.

The Ohioan used income statements of sev-
eral stations to illustrate some conclusions.

In his letter of transmittal to Sen. Magnuson,

TWO EXHIBITS FROM

TV INDUSTRY

Met Income Before Federal Taxes,

TOTAL FOR ENTIRE INDUSTRY
& Netwoeis and 410 Slabions
£90.3 Millian

REST OF INDUSTRY i,
2 Networks ond S02 Satiens
F488 Willian

CBS ond HBL NETWORKS
§41.4 Million

o

mﬂ & NETWORK
$25,377,612

dER '%%’ s
R 8 g MR =

these illustrations in Sen. Bricker’s report.

try figure represents $300,000 in losses).

BRICKER’S SCRAPBOOK

TV _INDUSTRY
Net Income Before Federol Taxes, 1954

HOW CBS and NBC shape up in comparison to industry-wide profits were shown by
73 affiliates’ net income before taxes compared with total industry profit (total indus-

figures for total industry, two networks and 402 stations, and CBS and NBC.

GBS and NBG

TOTAL FOR LS. A.
4 Petwarks and fnd 73 ol Thair
410 Skationa Affiliges Ssaliang
b Forwe i

sl 4 Pk WS 57 G Ty gy Y oy
eeda T R e e
o T iy, o

2 ey

First chart shows the two networks’ and

Second chart shows dollar net income
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BRICKER LOWERS, THE BOOM

HOW TWO

STATION "A"
NEW YORKE
_I:-]T"r' ;

i

o e

e oy 2

iy

DO IN NEW YORK CITY

- | .f:

THE return on investment concept used profusely by Sen. Bricker was illustrated by’
these charts. Stations were not identified but presumably are CBS and NBC outlets.

STATION "B"

KEW TORK
ciTY

$369,873 $6,086,613

Feal |ireudbreent Pal Income for 1954
e of Jan |, 1954 Bafore Federol Toxds

Sen. Bricker said he had seen some of the 1955
returns and that he believed that “without a
isingle exception these indicate that complete
figures for 1955 will show an even greater con-
icentration of economic power in the hands of
the favored few.”

He alluded to the forthcoming appearance

f network officials before the Senate committee

which may be early in June, it was under-
stood. The committee has been holding hear-
fings on television since early this year, It began

robing tv in the 83rd Congress when Sen.

Ericker was its chairman.

The profits made by CBS and NBC are con-
sidered excessive by Sen. Bricker.

The two major networks, he said, “excercise
a stranglehold over the entire industry. It will
be shown to what extent this stranglehold per-
verts the public interest by denying economic
'Ppportunity to all but a few selected affiliate
tations, thus precluding the establishment or
continued operation of other stations striving to
fulfill the objective of the [Communications]
Act.”

Sen. Bricker's report made the following

oints;

The 1954 gross revenue of the then four
networks (CBS, NBC, ABC and DuMont) and
their 16 owned stations amounted to $306,676,-
653. This is more than half of the 1954 reve-
nue of the entire tv industry, including 410
operating stations.

Gross of CBS and its then three wholly-
owned stations was $123,203,847—one-fifth of
the entire tv industry.

Gross of NBC and its five wholly-owned sta-
tions was $120,385,255—also one-fifth of the
entire tv industry.
| Combined, the CBS and NBC gross ac-
ounted for 41.08% of the revenue of the en-
tire television industry.

ABC’s gross in 1954 was $44,519,058 and
DuMont’s $18,568,493.

Rage 28 » April 30, 1956

Net income before Federal taxes for the en-
tire tv industry was $90.3 million in 1954. This
net includes losses on the part of some stations
and networks.

CBS and NBC networks, together with their
eight owned stations, accounted for $41,413,902
of this net income—46% of the entire industry.

CBS and its three owned stations had a net
income before taxes of $25,377,612—28% of
total income,

NBC and its five owned stations had a net
income before taxes of $16,036,290—17% of
the total tv industry.

Since the remaining two 1954 networks (ABC
and DuMont) lost money in 1954, CBS’ net
income actually amounted to 61% of all net-
work income before taxes and NBC's the re-
maining 39%.

In a calculation based on returns to invest-
ment, Sen. Bricker held that in 1954 CBS and
NBC in one year’s operation recovered 99% of
their investment in tv networking and station
property.

He reported that both CBS and NBC and
their eight owned stations reported a total net
investment in property devoted to tv of $41,-
711,038 as of Dec. 31, 1953. Since their total
net income before taxes in 1954 was $41,413,-
902, this means a recovery of 99%.

CBS and its three owned stations had a net
investment of $23,358,746 at the beginning of
1954. Its net income was $25,377,612—a 108%
return on invested income.

CBS’ three owned stations had a net invest-
ment of $3,322,023 at the beginning of 1954
and 4 net income before taxes of $12,276,443—
or a 370% return.

On its network operations—exclusive of its
owned stations—CBS reported a total invest-
ment of $20,036,723, and a net income before
taxes of $13,101,169—or a 65% return.

Sen. Bricker referred to the testimony of CBS
President Frank Stanton before the Senate
committee in June 1954, declared it was “dif-

ficult to reconcile these official figures with in-
formation previously given the committee.” He
quoted Mr. Stanton’s words at that time as in-
dicating that the “television networking busi-
ness is a complicated and delicate business.
Profit margins are relatively small—particularly
when one takes into account the enormous in-
vestments and operating expenditures involved.”

The FCC's 1953 figures, Sen. Bricker said,
establishes the fact that CBS and its owned sta-
tions had a net income before taxes of $11,-
885,153—of which $4,877,123 came from its
network operations.

Comparable NBC figures given by Sen. Brick-
er were as follows:

NBC and its five owned stations reported a
total net investment of $18,352,292 at the start
of 1954, net income before taxes of $16,036,-
290—or 87% return.

NBC’s wholly owned stations had a net in-
vestment at the beginning of 1954 of $4,050,-
920 and net income of $12,018,394—or 297%
return.

NBC’s network operations were reported hav-
ing a total investment of $14,301,372, a net
income of $4,017,896—or 28% return.

ABC and DuMont station income for 1954
was insufficient to cover network losses, Sen.
Bricker stated. ABC and its five owned stations
had a net income before taxes of $4,318,823
on an investment of $5,781,282—or more than
75% return on investment. DuMont and its
three owned stations reported a net income be-
fore taxes of $2,852,795 and an investment of
$1,556,660—or 181% return.

Considered of equal! importance by Sen.
Bricker were the financial returns of network
affiliates and non-affiliates. In fact, he made it
plain that an affiliation is of no consequence if
it doesn’t also bring programs.

Sole exceptions to this fact, Sen Bricker said,
are in the largest cities.

Taking Zone 1 as an example, Sen. Bricker
developed the following points:

The 34 CBS affiliates carrying from 41%
to 100% of CBS’ commercial programs earned
34.5% of total 1954 net income of all 410
existing tv stations.

The 39 NBC affiliates carrying from 41%
to 100% of NBC's commercial programs
earned 30.8% of total 1954 net income of all
410 existing tv stations.

Together, the 73 CBS and NBC affiliates
earned $72,377,318 net income in 1954 or
65.3% of all station net income.

This 65.3% figure goes up to 80.1% of the
net income for the entire industry if losses are
taken into account and the $90.3 million net
income for 1954 is used.

A similar comparison is made of CBS and
NBC affiliates in the first 20 markets. There
also is a discussion of revenues and income
for major markets outside Zone I,

The success of a television station depends
not only on network affiliation, but in securing
network programs, This point was made by
Sen. Bricker in a financial report on neighbor-
ing CBS affiliates in Omaha-Liocoln, Neb.;
Kansas City-St. Joseph, Mo., and Tacoma-
Bellingham, Wash. Sen. Bricker called this the
overlap problem. All stations are vhf. The
first market is the larger and that station
throws its signal substantially into the second.

KMTV (TV) Omaha had 1954 network
revenue of $597,734 and national spot revenue
of $577,065 (desirable adjacencies).

KOLN-TV Lincoln had 1954 network reve-
nue of $6,506 and national spot revenue of
$56,837.

But revenue from local advertisers was pro-
portionately about equal. KMTV received
$385,540 (population of Omaha over 250,000),
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while KOLN-TV received $117,689 (popula-
tion of Lincoln almost 100,000).

KMTV showed 1954 net income of $631,103;
KOLN-TV a net loss of $375,364.

KMBC-TV Kansas City received $734,561
from networks, and $873,468 from national
spot advertising.

KFEQ-TV St. Joseph received $46,297 from
networks and $176,498 from national spot
accounts.

KMBC-TV and KFEQ-TV were competitive
in the sale of local time. KMBC-TV reported
local sales of $225,161 {population of Kansas
City over 450,000); KFEQ-TV sold local ad-
vertising to the sum of $100,703 (population of
St. Joseph less than 80,000).

KMBC-TV showed 1954 net income of
$558,559; KFEQ-TV a net loss of $38,326.

KTNT-TV Tacoma received $471,007 from
networks and $634,209 from national spot
advertising.

KVOS-TV Bellingham received $1,470 from
networks and $69,916 from national spot ad-
vertising.

KTNT-TV and KVOS-TV were proportion-
‘ately equal in the revenue from the sale of local
time—KTNT-TV $107,081 (population of Ta-
coma almost 150,000); KVOS-TV $59,852
(population of Bellingham aimost 35,000).

KTNT-TV showed a 1954 net income of
$138,053; KVOS-TV a net loss of $45,115.

Referring to the fact that the stations used as
illustrations are all in the vhf band, Sen. Bricker
commented that the financial dilemma facing
vhf stations overlapped by a signal from a
larger city appears as crucial as that facing
uhf stations.

The only exceptions to these overlap cases,
Sen. Bricker declared, were the largest cities
—New York-Philadelphia, Baltimore-Washing-
ton and Cincinnati-Dayton.

“Continuation of a situation which finds the
smaller station barred from access to network

programs and holding an affiliation which is
of little value unless it can actually receive
the programs foreshadows twin results,” Sen.
Bricker said. “Many such stations will be
forced off the air; television broadcasting will
be vested in the hands of a limited number of
superpower stations serving vast areas.

“There can be no argument but that it is
economically sound for the network to service
as many people as possible with as few outlets
as possible. But it is equally true these policies
act to negate the public interest features of
the Communications Act . . .”

Some of the “abnormalities” between large
markets and small markets stem from the large
city station locating its transmitter at a midway
point so as to cover both communities, Sen.

Bricker charged. “The effect is to abnormally -

depress the economic potential of the smaller
market,” he stated, “since in most cases of
overlap the stations in such smaller markets
find themselves barred from network pro-
grams.”

He declared that this permits large city
affiliates to charge a “high station rate” and
a lower cost per viewer.

“Abnormal profits accrue to large stations
which pre-empt adjacent territory,” Sen. Brick-
er declared. He illustrated this with financial
data from two New York stations.

Station 1 (understood to be WCBS-TV)
made $8,206,416 net income before taxes in
1954—1,834% return on investment.

Station 2 (believed to be WRCA-TV) made
$6,086,613 net income before taxes in 1954—
or a 1,645% return on investment.

“By any standard,” Sen. Bricker stated, “such
profits must be labeled exorbitant.”

These New York stations cover wide areas,
he said. In Bridgeport, Conn., the station on the
air (WICC-TV) reported a net loss in.1954 of
$80,669, despite the fact that Bridgeport is
one of the top 100 markets. This station is

denied affiliation, Sen. Bricker declared, be-
cause the “supersignal” from New York covers
the area.

The same thing holds true for Waterbury,
Conn. There the single station (WATR-TV)
reported a net loss in 1954 of $15,429.

In Ohio, the senior senator from that state
pointed out, three Cleveland stations received
43.5% of the total income received by all 20
Ohio television stations. Cleveland stations
overlap those of four stations in the three
cities of Akron, Youngstown and Ashtabula.
Only one of these four stations showed a profit
in 1954, the senator said, and this was $32,669.
(It is understood this is WICA-TV Ashtabula.)

In Michigan, Sen. Bricker declared, one
“superstation” showed a 1954 net income of
$3,227,138 and another of $1,243,586. Both
these stations’ signals overlap Flint, he pointed
out. Sen. Bricker also referred to the WIRT
(TV) Flint proposal—but not by name—to
locate its transmitter north of Flint. This will
overlap the service areas of stations in four
other tv markets, he said.

The CBS affiliation will go to this station,

. the Ohio senator said, and existing CBS affili-

ates in the overlapped markets will receive
little or no programs.

This reflects the trend of the two major
networks to “superstations covering as many
cities as possible with one signal,” the senator
observed.

A corollary of this trend, Sen. Bricker noted,
was that “superstations” claim large areas but
actually put weak signals into rural and sparsely
settled areas—causing viewers ‘‘tremendous”
expense to build antennas, rotors and boosters
in order to receive a minimum satisfactory
signal.

This “superstation” philosophy has redounded
to the detriment of advertisers, Sen. Bricker
said. The fewer the stations, the higher the
rates. [f there were more stations, Sen. Bricker

BRICKER ADDS BILL ON 25% COVERAGE

Ohio congressman’s measure
is fourth to set station owner-
ship limit on population rather
than numerical basis. It also
would specifically forbid FCC
setting limit by number.

SEN. JOHN W. BRICKER (R-Ohio) is to
throw his powerful weight behind the move to
amend the Communications Act to forbid single
ownership of more television stations than will
cover 25% of the U. S. population by intro-
ducing a bill to that effect today (Monday).

The senior Republican member of the Senate
Commerce Committee, which holds jurisdic-
tion over radio and tv legislation, not only
called for the 25% provision, but also includ-
ed in his bill the express proviso that the Com-
mission may not impose a numerical limitation
on the ’number of stations that can be owned
by a siogle entity.

The FCC at present limits the total number
of radio or tv stations which may be owned
by one entity to seven. In the case of tele-
vision, only five of these may be in the vhf
band. This rule was attacked by Storer Broad-
casting Co. in 1952 (when the FCC refused to
accept an application from that company for
Miami, Fla., ch. 10). A federal court in Wash-
ington ruled that the FCC regulation conflicted
with the provision in the Communications Act
which requires a hearing be held where an

application cannot be granted without a hear-
" ing. The FCC appealed to the Supreme Court,
which heard argument last February [BeT,
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March 5). The Supreme Court's decision is
awaited.

Sen. Bricker's bill is similar to one intro-
duced two weeks ago by Rep. Joseph P. O'Hara
(R-Minn.) [BeT, April 23]. Last week two ad-
ditional and similar bills were introduced in
the House of Representatives by Reps. Carl
Hinshaw (R-Calif.) and John V. Beamer (R-
Ind.). All three Congressmen are members of
the House Commerce Committee. Rep. O'-
Hara’s bill is HR 10,524; Rep. Hinshaw's is
HR 10,733; Rep. Beamer’s is HR 10,756.

In commenting on his bill, Sen. Bricker said
that the population criterion was more ‘real-
istic” than the numerical limit. He added that
this might open the door to the establishment
of competing networks (see story, page 27} and
“additional sources of vital program material
to small market stations.”

The legislation is designed to encourage com-’

petition, Sen. Bricker said. “This would be
accomplished,” he declared, “by prohibiting the
Commission from adopting rules or policies
setting abstract numerical limits upon the num-
ber of stations which any one person may
own or control, entirely unrelated to factors
of populations and markets covered by such
stations, and by substituting for such sterile
abstraction a realistic and workable public in-
terest criterion of maximum coverage or serv-
ice to 25% of the country’s population.”

In a reference to his major theme—alleged
network domination—Sen. Bricker went on:

“The history of the television industry has
shown that the three national television net-
works (NBC, CBS and ABC) have been able

to build or purchase their five {vhf] stations
in the country’s top markets, thus permitting
each network to cover from 25 to 40 million
persons with its own stations. Such stations
have been built or purchased as allegedly nec-
essary adjuncts of the companies’ networking
businesses. Through their station ownership in
the top markets and through their networking
operations, such networks now receive far
greater amounts of advertising revenues than
any independent operators . .

“By substituting maximum net population
coverage for the arbitrary maximum of five
{vhf] stations as the public interest criterion
of multiple station ownership, the independent
operator would then have the opportunity to
become competitive in size with the networks,
even though he cannot afford to buy the Iuc-
rative stations in the top markets. As a by-
product, an independent operator can then be-
come a network operator and thus a competi-
tor of the present networks, thereby making
available an additional source of network pro-
gram material so vitally necessary to the life
of television stations presently without network
affiliation.”

The 25% figure, Sen. Bricker pointed out,
does not affect any multiple holdings now in
existence. NBC, the largest station owner in
terms of populations served, includes 23% of
the country's population within the service
areas of its owned stations, he said.

Sen. Bricker also pointed out that the Com-
mission would still be permitted to make the
public service determination as to ownership
in regard to whether any applicant’s proposal
would substantially lessen competition or tend
to create a monopoly.
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THIS APPENDIX from the Bricker report lists financial data on 1953, broken down into various combinations. It and the table
network broadcast revenues, expenses and income for 1954 and below are reproduced from galley proofs of the document.
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EXAMPLES of how wide coverage stations get most of the net-
work programs, and therefore revenues, to the detriment of

neighboring small town outlets with the same network affilia-
tions, are shown by this chart from the Bricker report.
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implied, individual rates would be smaller and
thus in the aggregate not much greater, if at
all, than now.

In bolstering this view, Sen. Bricker said CBS
affiliates in the first 50 markets “recouped” an
average of 233% of their investments.

Free competition for advertising revenues
does not exist in television today, Sen. Bricker
declared. More stations in more communities
will permit the law of supply and demand to
adjust rates, he said.

The CBS allocation plan—submitted last year
to the FCC—is referred to as “amputation at
the neck,” by the Ohio senator. “In this docu-
ment,” Sen. Bricker declared, “CBS candidly
confirms its intention to create a chain of a
few wide-circulation and highly-profitable sta-
tion affiliates.” He cited the CBS economic
study—which maintained that economically the
U. S. can support 588 stations—and the accom-

panying map as showing the “arrogance” of
CBS’ plan. He said that under the CRBS plan,
wide areas of the country will receive no service
or poor service.

If NBC and ABC were to follow the CBS
prospectus, Sen. Bricker declared, “the net
result would only be the virtual elimination of
small market television stations and the drying
up of television service to sparsely settled and
outlying areas of population.

“It is impossible to conceive of a more direct
frustration of the intent of the Congress to see
that as many towns as possible have television
stations and to insure that the entire country
receives acceptable television service.”

After summarizing the data he had presented,
Sen. Bricker made these comments:

“It cannot be argued too strongly that the
circumstances outlined constitute an unhealthy
condition. Unless the Congress acts forthwith

15% COMMISSION METHOD
DOMINATES AAAA MEETING

Media as well as agencies hail contributions of present system
of agency compensation, both in formal addresses and panel dis-
cussions during three-day White Sulphur Springs convention.

THE COMMISSION system of compensating
advertising agencies, brought into the public
spotlight by the government’s antitrust suit
against advertising and the subsequent consent
decree settling the American Assn. of Adver-
tising Agencies’ phase of the litigation earlier
this year, dominated much of the AAAA 38th
annual meeting last week.

Literally from beginning to end of the
three-day meeting at the Greenbrier, White
Sulphur Springs, Va., representatives of
media as well as.-agencies cited its merits and
hailed its contributions to the independent
status and creative accomplishments of agencies.

In his acceptance statement upon election
to the AAAA chairmanship on Thursday morn-
ing (see page 43), Robert D. Holbrook of
Compton Adv, took occasion to warn that the
consent decree
“may, even without
cause, provide in-
spiration for those
who want to attack
the media commis-
sion method which
makes possible the
independent adver-
tising agency.” But
he was confident, he
added, “that the in-
dependent agency
business has many
good friends among
media owners and
advertisers who recognize the essential nature
of the service performed by independent adver-
tising agencies. They realize the need for the
independent thinking, the creative skills and
the ability to handle countless details which the
independent adverfising agency alone can de-
liver.”

In the convention-closing speech on Satur-
day morning, Henry G. Little of Campbell-
Ewald, Detroit, retiring chairman of the asso-
ciation, spelled out advantages of the com-
mission system and described it as “the spark-
plug of the agency’s creative contribution.”

MR. HOLBROOK
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The whole broad subject of the antitrust
action was explored extensively in closed panel
sessions on Thursday, which featured AAAA
legal counsel as well as top agency executives,
and the commission system specifically was
dealt with in two other speeches on the agenda.

But the compensation system, large though
it loomed, was by no means the only subject
to engage the attention of the estimated 675
AAAA members and guests on hand for the
meeting. Other key agenda developments:

e Norman H. Strouse, president of J. Walter
Thompson Co., examined the agency business’
“explosive personnel requirements of the next
decade,” figured 2,100 new specialized per-
sorinel must be added each year, and urged
agencies to put recruitment and training—
including proselyting from non-agency fields
(but not from each other)—high on their
management agendas (see story, page 32).

® Dr. Rudolf Farner, president of Rudolf
Farner Adv., Zurich, Switzerland, one of the
international agency leaders gathered from
some 35 countries as guests of the AAAA
(also see story, page 43), stressed “the impor-
tance of international advertising to economic
development and a free world.”

® Sherwood Dodge, vice president and gen-
eral manager of Foote, Cone & Belding, pre-
sented a report on the Advertising Research
Foundation's three-year, $100,000-plus study
of printed advertising rating methods.

e In a series of talks on creative subjects,
John F. Tinker Jr. of McCann-Erickson urged
that creative people not be weighted down with
the “arithmetic of business” (se¢ story, page
32); James R. Adams of MacManus, John &
Adams, Detroit, explored “Causative Convic-
tion, the Vital Element,” and Margaret Hickey
of Ladiess Home Journal appraised “The Near
Look and the Far Vision.”

e Keith Funston, president of the New York
Stock Exchange, suggested ways in which he
felt agencies can play “a challenging role” in
broadening stock ownership among the Amer-
ican public.

e The importance of confidence as “the

BRICKER LOWERS THE BOOM

ADVERTISERS & AGENCIES

and forthrightly, the situation is one which may
well presage the exclusion of a nationwide com-
petitive television system . . .

“The dollar sign has so obstructed the vision
of the networks and large stations as to con-
stitute a violation of the public trust. The air-
waves belong to the people, but have been
converted to a money-making grab.”

The two major networks are exercising good
business judgment in attempting to make the
maximum income possible at the least expense,
Sen. Bricker said. But, he added, this judgment
“acts to contravene, even destroy, the intent and
objectives of the Congress to preserve competi-
tion and prevent monopoly in a truly nationwide
and competitive system of television.”

Television should be an important local in-
stitution and a medium of local self-expression,
Sen. Bricker emphasized.

essential ingredient in advertiser-agency rela-
tionships”