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; ;‘ D G- 2 Now in first place, per all-day Hooper average! Spectacular

S A T MINNEAPOLIS-ST, PAUL  growth per latest Nielsen, and per latest Pulse. Talk to JOHN
BLAIR or WDGY GM Steve Labunski.

K O-W-H Now in its sixth year of first place dominance. Latest Hooper—

47.79, First on latest Pulse and latest Trendex, in all time

# OMAHA periods. Contact ADAM YOUNG INC. or KOWH General
Manager Virgil Sharpe.

U V. ' H B First per Hooper, first per Area Nielsen, first per Area Pulse, first per

WS KANSAS CITY Metro Pulse. 859, renewal rate among top 40 advertisers proves
vitality. See JOHN BLAIR or WHB GM George W. Armstrong.

U U T I X Still rocketing, still leading, with increasing margins all the time, per

NEW- ORLEANS latest Hooper. And wait 'til you sée that newest Pulse. Ask ADAM
YOUNG INC. or WTIX GM Fred Berthelson.

Now bringing Storz music, news, ideas, excitement to all of
Southern Florida, with 5,000 watts on 560 ke. WQAM is already
a fine Miami buy, as JOHN BLAIR or GM Jack Sandler will
demonstrate.

So today, in all of these important markets, you choose well when you choose

The Storz Stations Today’'s Radio for Today’s Selling

Todd Storz, President



THE NEW ABC AFFILIATE . . . .
IN RICHMOND, VA. IS NOW

5000 WATTS
REPRESENTED
NATIONALLY BY
BOLLING
CO., INC.

1380 KC
RICHMOND, V.

NOW MORE THAN EVER BEFORE PROGRAMS WILL BE BIGGER
AND BETTER ON BOTH WMBG AND ITS SISTER STATION WCOD (FM)

WHICH DUPLICATES THE ENTIRE WMBG SCHEDULE WITH 50,000 WATTS,

THE FIRST STATIONS OF VIRGINIA WMBG (AM), WCOD (FM), AND

“THE SOUTH’S FIRST TELEVISION STATION” WTVR ARE PLEASED TO JOIN
THEIR FORCES IN PRESENTING TO THEIR VAST VIRGINIA AUDIENCE
THE FULL AND COMPLETE FALL PROGRAM LINE-UP OF AMERICA'S FASTEST
GROWING AND MOST DYNAMIC NETWORK—THE AMERICAN BROADCASTING CO.

WMBG AM WCOD FM WTVR TV
First Stations of Virginia
A Service of HAVENS & MARTIN, INC.

WMBG REPRESENTED NATIONALLY BY THE BPOLLING CO,
WTVR REPRESENTED NATIONALLY BY BLAIR TV, INC.
AFFILIATED WITH ABC-TV




Now, 18 hours ofg,

with 18 news shows daily on

WJIVI-RADIO

Lansing, Michigan

Published every Monday, with Yearbook Numbers (33rd and 54th issues) published in Japnuary and July by Broapcastine PusLicarions, Inc., 1735
DeSales St., NNW., Washington 6, D. C. Entered as second class matter March 14, 1933, at Post Offjce at Washington, D. C., under act of March 3, 1879
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UHF SOLUTION? » Most optimistic re-
port yet heard on combination uhf-vhf
tuner, which would open way for all-band
receiver, was given FCC last week by
Comr. T. A. M. Craven after inspection
trip to General Electric tube plant in
Owensboro, Ky. New ceramic tube and
tuner were demonstrated, picking up uhf
and vhf stations in general area, and Comr.
Craven reportedly told Commission he
thought development has tremendous po-
tential in solving both cost and service
problems in production of all-band re-
ceivers.
aeT

CERAMIC tube development has been
known in trade for about two years, but
GE has heen secretive during develop-
wental stages.  Comr. Craven was ac-
companied on Monday-Tuesday inspection
hy Janes E. Barr, assistant chief of Broad-
cust Bureau and Willmar K. Roberts, as-
sistant chief of Laboratory Division, con-
stituting top level engineering team. While
prices and longevity factors were not
divulged, impression was given that GE
engineers helieve tube-tuner can be pro-
duced on low cost automation basis and
that life will be conmparahle to conventional
thf tuhes.
BeT

GINGERLY CRACKDOWN e First dis-
ciplinary action under NARTB Tv Code
Board’s get-tough policy may be handled
on indirect basis. Three eastern stations.
which have been monitored closely and
have had warnings, will be given final no-
tice if code violations continue. Next step
will be to offer them chance to resign. If
they don’t, board will instigate complicated
procedure by which code subscriber is
forced out of code structure. This requires
action by Tv Code Review Board which
then will refer matter to association's Tv
Board for final decision.

BeT

'NCITS QUEST for successor 10 Arthur
Loew, as president of Loew’s Inc. [BeT,
Jer. 8). executives of parent of MGM have
m several occasions felt out Eric Johnston,
wesident of Motion Picture Association
of America Inc., without avail. Conversa-
ions also were held with Sylvester L. (Pat}
Veaver, among others. it's learned au-
horitatively.
BeT

JO0K OF BRAINING e |Inter-oflice
1emos of NBC ex-Board Chairman Syl-
ester L. (Pat) Weaver, Jr.—which have
ained legendary reputation for volumi-
ousness, erudition, and sometimes bewil-
ering depth and syntax—may find their
‘ay into public print. Mr. Weaver, now in
.urope, reportedly feels wider exposure of
is “communications philosophy” might
elp raise general broadcast standards. Of-
cials of Simon & Schuster publishing

ROADCASTING ® TEILECASTING

closed circuit-

house concede they “might do it"'; Double-
day & Co. authority said his firm discarded
tdea after seriously considering it; spokes-
man for Random House did not comment.
Possibte hitch: NBC might consider memos
its own property, though offhand feeling
there appeared to be that network wouldn’t
be stuffy about it if Mr. Weaver got a pub-
lisher.
aeT
WESTINGHOUSE Broudcasiing Co.,
which severed its NBC radio network
affiliations. has been expanding its inde-
pendent programming with emphasis on
news. Management reportedly now is con-
femplating setting up its own national news
hureaw in Washington 1o service stations
with special coverage at national and re-
vional levels.
BeT

TEASER POSSIBLE ¢ While FCC's Spe-
cial Network Study staff has until end of
fiscal year {(June 30) to file its report and
rccommendations with FCC, there may
be one or more interim reports on specific
aspects prior to that time. One such re-
port. it's indicated, will be on multiple
ownership of broadcast stations (now lim-
ited to seven in each of three categories.
am-fm and tv). FCC will consider revised
M-O regulation again on Jan. 9, hav-
ing deferred action month ago. It's pre-
sumed that “interim” report will be in
FCC’s hands prior to that date.

BeT

MORGAN BEATTY, veteran NBC com-
meniator (Alka-Seltzer World News; Moni-
tor) breaks out as author next month with
publicarion of Morgan Beatty’s Your Na-
tion's Capital (Farrar, Straus and Cudahy).
This Washington guidebook is first of series
planned by Mr. Beatty, and will be in both
hard-back and paper-cover editions.
BeT

PARAMOUNT SWITCH? e Does sule
to Nationul Telefilm Assoc. of Rainbow
Films, with assets including six feature
films (see story, p. 58), mean that Para-
mount Pictures has abandoned its “no fea-
ture films to tv” policy? Rainbow Films
was wholly-owned subsidiary of Para-
mount Pictures, but Paramount spokesman
refers all queries to NTA, declining to ex-
plain whether sale means Paramount has
released feature films to tv. NTA’s com-
ment is that it has boughi subsidiary from
Paramount Pictures.

BeT

HOUSE Small Business Conuirittee is ex-
pected to issue “swmmary report” this
vweek from subconmunitiee headed by Rep.
Joe L. Evins (D-Tenn.) which held hear-
ings in 84th Congress on Federal regula-
tory coaunissions and agencies, including
FCC. Subcommittee subpoenaed thou-
sands of RCA-NBC and CBS documents
last March and  questioned WXEX-TV

Petersburg, Va., principals on purported
White House influence following Rep.
Evins' charges that FCC had admitted in-
fluence of nerworks on Commission de-
cisions [BeT, March 26, 19). FCC denied
but never was called 1o restify.

BeT

AMERICAN PLAN « With first anniver-
sary of introduction of commercial televi-
sion in England Sept. 22, renewed efforts
to have ITA switch over to “sponsored tv"
on American plan, rather than arbitrary
rotation of commercials without anchoring
to programs, is being revived. Advertiser’s
Weekly of London carried full page ad of
B. Charles-Dean, film and tv producer
and distributor, urging sponsored tv “which
will put the medium on the right foot to
the benefit of everybody concerned: Con-
sumers- Viewers -Contractors - Advertisers.
Agencics-Producers (et al).”

BeT
TV FILM producers are bound o get
hwrt  in three-way union representation

squabble huilding up steamn in Hollywood.
IATSE is fighting to push IBEW and
NABET off major studio lots because of
scele  differentials. NABET last  week
charged IATSE pickets around Centaur
Studios where Wayne Steffner Productions
are filming ABC-TV’s You Asked For It
were unemployed dishwashers from local
culinary union. 1ATSE officials say they
will picket NABET again but this time
with JTATSE members.

BeT

MEXICAN STAND-OFF » No official
word yet, but through diplomatic chan-
nels Mexico has informed U. §. State Dept.
that its tv industry has indicated it can’t
buy proposed FCC change of ch. 12 from
Fresno (where KFRE-TV is now operating
at that frequency) to Santa Barbara, Calif.
So protest will undoubtedly be submitted
[CroseD CirculT, Oct. 1], But, what makes
situation unique is that since proposal
meets U. 8. standards and since there is no
agreement on mileage separation with
Mexico, what does U. S. do with Mexican
protest if it decides to go ahead and dein-
termix Fresno? Mexico uses ch. 12 at Ti-
juana. 200 miles from Santa Barbara.
BeT

WHAT'S thinking among engineers on un-
sympathetic reaction to Commission’s pro-
posed whf curves to be used in determining
populaiion coverage in pending deinter-
mixture cascs [B®T, Sept. 24]? Consensits
seems to be that Commission will have to
return to Sixth Report and Order curves
(which now are part of riles) and also hold
out welcome for measurements or other
estimates to help guide decisions. Engi-
ncers feel averages for uhf measurements
too open to attack because of wide vari-
ances resulting from different tvpes of rer-
rain. seasons of vear, efc.

Ocraober [5. [956 o
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in every television
market there is one
dominant station...
in Indianapolis
that station is

WISH-TV
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at deadline

NBC, Radio Affiliates
Tackle Programming Plans

“GENERAL EXPLORATION” of “program-
ming types, the hours of programming and the
structure of the schedule which would best
serve” NBC Radio affiliates and listzners oc-
cupied all-day meeting of NBC officials and
NBC Radio Affiliates Program Advisory Board
last Friday in New York. “Hours of program-
ming” reportedly referred to network option
hours, in which some changes have been sug-
gested. Other specific plans considered, it was
understood, included “imagery transfer” adver-
tising concept and projected “Most Beautiful
Voice in America” program.

Lester W. Lindow, WFDF Flint, Mich.,
chairman of Program Advisory Board, ex-
pressed satisfaction on behalf of board mem-
bers in statement issued after meeting. He said:
“We believe NBC is off to a grsnt start in
strengthening its radio network service to make
it of maximum service to the affiliates and to
their audiences. We feel that the procedure for
advance consultation with affiliates on program
planning and development will be productive
for the network and the stations, and we are
looking forward to further meetings for con-
tinuation of this procedure on a regular basis.”
Next meeting to be held “within 30 days.”

NBC President Robert W. Sarnoff opened
meeting. NBC discussion led by Matthew J.
Culligan, vice president in charge of radio net-
work. All advisory board members were on
hand: Chairman Lindow; W. W. Warren,
KOMO Seattle; Louis Read, WDSU New Or-
leans; Harold Grams, KSD St. Louis; Alex
Keese, WFAA Dallas, and Harold Essex, WSJS
Winston-Salem.

Representing NBC, aside from Messrs. Sarn-
off and Culligan, were Charles R. Denny,
executive vice president, operations; David
Adams, executive vice president, corporate re-
lations; Jerry Danzig, vice president, radio pro-
grams; Harry Bannister, vice president, station
relations; Donald Mercer, director, station rela-
tions; Hugh M. Beville Jr., vice president, plan-
ning and development; Thomas B. McFadden,
vice president, owned and operated stations and
NBC Spot Sales; George Graham, in charge of
sales service, radio network, and William R,
McAndrew, director of news.

Rep. J. Percy Priest Dies at 56;
Headed House Commerce Unit

CHAIRMAN J. Percy Priest (D-Tenn.), 56,
of House Commerce Committee and former
House Majority whip, died Friday in Nashville
eight days after stomach surgery for duodenal
ulcer, He was serving eighth term in Con-
gress, first as head of Commerce Committee.

In line to take over chairmanship in 85th
Congress if Democrats retain control is Rep.
Oren Harris (D-Ark.), unopposed for re-elec-
tion. Committee’s ranking Democrat, Rep.
Harris is chairman of Transportation & Com-
munications Subcommittee and is an acknowl-
edged congressional expert on broadcasting
matters.

If Republicans win control, helm will return
to Rep. Charles A. Wolverton (N. J.), who
has headed committee several times.

BROADCASTING ® TELECASTING

AGILE ALTERNATE

RICHARD K. MANOFF Inc., New
York, agency for Welch Grape Juice Co.,
New York, has devised new system of
switching major and mincr commercials
for alternate week network shows. Last
week, with its alternate-Thursday buy
in Comedy Time (NBC-TV, Mon.-Fri.,
5-5:30 p.m. EDT), agency worked out
arrangement with network whereby
Welch’s has major commercial on Thurs-
days every other week and puts jts minor
plug on Fridays, alternating with Friday
sponsor, Pharmaco, on same show. Nor-
mally, alternate-week advertiser gets its
major commercial one week and minor
mention during other alternate sponsor’s
week. But since alternate Thursdays on
Comedy Time are unsponsored, Manoff
agency conceived new system which it
dubbed “major-minor lateral switch.”

A. R. Hopkins to New Post
in RCA Electronic Marketing

A, R. HOPKINS, former RCA Broadcast &
Tv Equipment Dept, manager, has been named
to new post of manager of Commercial Elec-
tronic Marketing Dept., Arthur L. Malcarney,
RCA Commercial Electronic Products vice
prasident and general manager, announced Fri-
day. He will head all product planning, mar-
keting, advertising, sales promotion, contract
and market research functions.

Department is made up of broadcast and tv
equipment, communications products, theatre
and sound products and Bizmac marketing de-
partments.

Mr. Hopkins joined RCA in 1929 as engineer,
was transferred to broadcast sales in 1935, and
in 1946 assumed post of sales manager of
Broadcast-Industrial Dept., forerunner of pres-
ent Broadcast Equipment Dept.

AIMS Elects Morris,
Commends BBDO Study

DAVE MORRIS, KNUZ Houston, elected
chairman of Assn. of Independent Metropolitan
Stations (AIMS) at Kansas City meeting, suc-
ceeding John J. Hurley, WNEB Worcester,
Mass., George (Bud) Armstrong, WHB Kan-
sas City, elected vice chairman.

AIMS commended BBDO for its service to
advertisers in producing report on modern
radio listening [BeT, Oct. 1] and lauded BeT
for bringing report to attention of industry.
Resolution explained report “from an agency
of this stature of necessity has to be unbiased
in its attitude toward all media” and termed it
“of unique value to buyer and seller alike.”

ABC Elections on VOA

U. S. Information Agency (Voice of America)
will monitor ABC Radio and ABC-TV elec-
tion night coverage for simultaneous-and-de-
layed rebroadcast via short wave to world-wide
audiences, parts in English, others in translated
form, it was announced Friday.

¢ BUSINESS BRIEFLY

Late-breaking items about broadcast busi-
ness; for earlier news, see ADVERTISERS &
AGENCIES, page 44,

SATURATION BUY & Welch’s Grape Juice
Co., N. Y., planning saturation radio spot an-
nouncement campaign for Welch’s refreshment
wine, using as many as 15 to 20 spots per sta-
tion on Wednesdays, Thursdays and Friday in
about 50 markets. Schedule starts Nov. 7 and
runs for two weeks, takes hiatus for three weeks
and then returns for three more. Advertiser
also will use 26-week radio schedule in par-
ticipation shows in New England area, start-
ing Nov. I, for Welch’s tomato juice. Agency:
Richard K. Manoff, N. Y.

INSTANT ON RADIO e General Foods (In-
stant Sanka coffee), N. Y., planning radio spot
schedule using as many as 25 spots per week
on each station, starting Oct. 22 for two weeks
in New England and eastern area. Young &
Rubicam, N. Y., is agency.

MORE PEANUT BUTTER e Procter & Gam-
ble (Big Top peanut butter), N, Y., through
Compton Adv., N. Y., adding number of mar-
kets to its current schedule of reported 50 mar-
kets. Additional stations start Nov. 5 with
contract running in usual P&G style, “til for-
bid.”

SHELL ANNOUNCING e Shell Oil Co. (Su-
per Shell), N. Y., using radio and television
spot announcement introductory campaign Oct.
22 through Nov. 17 in Midwest, mostly Chio.
J. Walter Thompson Co., N, Y., is agency.

ANOTHER FOR NC&K e Colgate-Palmolive
Co. naming Norman, Craig & Kummel, N. Y.,
to handle its nearly $1.5 million advertising
budget for Veto deodorant. Appointment marks
fifth major advertiser that agency has acquired
within year.

GOOD GRIEF ¢ Stroh Brewery Co., Detroit,
has signed to sponsor Guild Films’ new Captain
David Grief tv film series in 21 midwestern
markets, starting in January. Agency: Zimmer,
Keller & Calvert, Detroit. Also buying series:
Standard Oil Co. of Calif., San Francisco, for
telecasting in Pacific coast states and Hawaii in
January. New series to replace Chevron Hali
of Srars by Four-Star Productions, which com-
pany now is using in behalf of Standard Sta-
tions and independent Chevron dealers. Stand-
ard Oil agency: BBDO.

DOG FOOD RENEWS e John Morrell & Co.
(Red Heart dog food), Chicago, renews five
weekly segments of Don McNeill's Breakfast
Club on ABC Radio (Mon.-Fri. 8-9 a.m. CDT)
for 26 weeks effective Oct. 29. Campbell-Mithun
Inc., Chicago, is agency.

TONI TO ALTERNATE ¢ Toni Co. buys alter-
nate Tues. quarter-hour on NBC-TV’s Tic Tac
Dough (Mon.-Fri., 12-12:30 p.m. EDT) effective
Jan. 8, North Adv., Chicago, is agency.
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In a car near OMAHA

In a game room in KANSAS CITY
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KANSAS CITY KCMO KCMO.TVY The Katz Agency
SYRACUSE WHEN WHEN-TV The Katz Agency
PHOENIX KPHO KPHO-TVY The Katz Agency
OMAHA WOW WOW-TV John Blair & Co.-TV: Blair-TV

Meredith Stations Are Affilated With Detter Homes and Giardens ae Successful Farming Magazines
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at deadline

FCC Confirms Ch. 13 Grant
For KYAT (TV) Yuma, Ariz.

IN ORDER issued Friday [Crosep CIrculr,
Oct. 8], FCC concurred with August initial
decision of hearing examiner and confirmed
Commission’s January no-hearing grant of ch.
13 Yuma, Ariz. (KYAT [TV]), to Wrather-
Alvarez Broadcasting Co. (KFMB-AM-TV San
Diego). Exceptions to initial decision filed by
KIVA (TV) Yuma, protestant in case, were
held to be untimely filed.

KIVA exceptions were filed 18 days after
close of hearing in keeping with examiner’s
order which gave 20-day deadline, but running
counter to FCC's edict setting hearing on pro-
test which specified exceptions were to be filed
15 days after close of hearing. In awarding
grant, Commission ruled its order was con-
trolling, that examiner lacked authority to alter
time factor.

Comr. Hyde dissented to majority opinion,
saying that while it was unfortunate orders of
FCC and examiner were not consistent, he did
not think it unreasonable for KIVA to rely
upon examiner’s ruling. In his written dissent,
Comr. Hyde said: “1 think the Commission
ought to decide the case on the merits rather
than dismiss it on a technical point of dubious
validity.”

Also last week, three applications were filed
for tv stations. Industrialist Henry J, Kaiser,
who has pending application for new am (1040
ke¢) at Honolulu, T. H., applied for c¢h. 13
there, proposing 12.97-kw visual power with an-
tenna height of 121 ft. above average terrain.
Mr. Kaiser's application estimated construc-
tion costs at $133,653.40, first year opera-
tion costs at $116,000.

Harwell V., Shepard, owner of KDNT-AM-
FM Denton, Tex., filed for ch. 2 there, simul-
taneously requesting FCC to change that chan-
nel from reserved educational status to
commercial. Another rule-making request is
pending before FCC asking that Denton chan-
nel be assigned as commercial to Longview, Tex.
Mr. Shepard’s application proposes 0.746-kw
visual power, antenna 169 ft. above average
terrain. Costs were estimated at $40,915 for
construction and $36,000 for first year opera-
tion,

WCBC-TV Anderson, Ind., on ch. 61, filed
for ch. 26 there, which will not be allocated
to Anderson untit Nov. 7. The FCC fortnight
ago [BeT, Oct. 8] finalized rulemaking giving
Anderson ch, 26, deleting ch. 61 (WCBC-TV’s
authorization), deleting ch. 26 from Indianapolis
and adding ch, 39 there. Change is to become
effeetive Nov. 7, so until that date it’s unlikely
that Commission will accept WCBC-TV's ap-
plication,

Ch. 54 WTOM-TV Suspends

WTOM-TV Lansing, Mich., ch. 54, last week
informed FCC that it was “temporarily” sus-
pending operations. This brings to 66 number of
stations which have gone dark, of which 62
have been uhf, Total of 39 stations, including
WTOM-TV, have gone off air and retained
their construction permits.

BROADCASTING ® TELECASTING

Eastern Seaboard NARTB
Sets Regional Meet Record

NEW RECORD for attendance at NARTB re-
gional meetings set in Washington Friday when
registration reached 300 at noon (early story
page 60). Record also set at banquet, attended
by 324 delegates and guests. Registration was
more than one-third above 207 figure recorded
by same region in 1955.

Resolution adopted at Friday business session
commended Sol Taishoff, editor and publisher
of BeT for 25 years service, terming him “one
of the leaders in the industry’s struggle to fur-
nish a free broadcast service in the public in-
terest,” Other resolutions praised speakers for
participating in program, commended George
H. Clinton, WPAR Parkersburg, W. Va., host
director, and other region board members for
handling of conference, and thanked RCA for
reception.

J. Robert Gulick, WGAL Lancaster, Pa., was
chairman of resolutions committee. Other mem-
bers were C, Wallace Martin, WMSC Colum-
bia, §. C.; Carl Lindberg, WPIK Alexandria,
Va,; John L. Cole Jr.,, WHLF South Boston,
Va., and Robert T. Tincher, WHTN Hunting-
ton, W, Va.

NTA Readying Answers
On Film Network Questions

NTA FILM NETWORK is preparing point-
by-point answer to questions raised by FCC
staff regarding network’s contracts with affil-
iates [BeT, Oct. 1], it was learned Friday.
Statement will be filed this week. Meanwhile,
in formal communication to Commission Oct,
5, film network rebutted contentions of KGEO-
TV Enid, Okla., that some provisions of con-
tract violated chain broadcast rules, KGEO-
TV made allegations, particularly regarding
1% hour “option” time for network in letter
to FCC Sept. 25. NTA declared no abdication
of license control over programs intended or
possible. Contract permits stations to refuse
programs, gives them advance information on
program and sponsor, and in fact—because
it is film—permits station owner to preview
material. Therefore, NTA Film Network de-
clared, licensee control over film network pro-
gramming even more stringent than over regu-
lar network fare. Network also averred it
intends no control over station rate cards.
Conference with FCC staff was requested.

NBC Opera on the Road

NUMBER of RCA and NBC executives, led by
RCA Board Chairman David Sarnoff and NBC
President Robert W. Sarnoff, will join Philadel-
phia civic officials tonight (Mon.) at eastern
premiere of NBC Opera Company held by
Philadelphia Forum at Academy of Music.
NRC Opera’s initial tour got underway Thurs-
day in South Bend. Ind., wili visit 47 cities this
season.

KQUE to Everett-McKinney

KQUE Albuquerque, N. M., today (Mon.) is
announcing appointment of Everett-McKinney
Inc. as national representative effective Oct. 16.

PEOPLE

JOHN MASTERSON, formerly president,
Masterson, Reddy & Nelson, N. Y., tv-radio
production firm, named Friday as manager of
N. Y. radio-television office of Tatham-Laird.
H. LAWRENCE HOLCOMB of agency’s N. Y.
office continues as director of program and
commercial production.

KENNETH W. SELLERS, formerly with Pepsi-
Cola copy group, Kenyon & Eckhardt, to copy
chief, Richard K. Manoff Inc., N, Y.

FRANK D. JACOBY, formerly in radio-tv
department, Biow Co. and BBDO, to Product
Services Inc., N. Y., as executive tv producer.
Other Product Services appointments an-
nounced Friday: LEE KRISS, from production
staff to assistant tv producer, being replaced
by HARVEY COHEN.

IRENE SANDRAY, freelance writer, to radic-
tv department, copy staff of N, W, Ayer & Son,
N. Y.

JAMES LENKOWSKY named supervising edi-
tor of Film Creations Inc.,, N. Y., tv film com-
mercials producer. Other appointments:
THOMAS BRANDON BOGGS, sales repre-
sentative; LEWIS DAVIS, production super-
visor; BROOKE SMITH, scenic designer, and
MOREY REDEN, director of animation.

RICHARD M. KLEIN, sales engineer, elec-
tronic product sales department, Sylvania Elec-
tric Products Inc., to newly created post of
product engineering manager of department.

GEORGE E. REILING, distributor sales sec-
tion, RCA Tube Div., Chicago, transferred to
RCA Semiconductor Div., same city.

New VOA Radio Technique
Said to Boost Reception

NEW SYSTEM of single side-band transmis-
sion, which improves radio reception without
increasing transmitter power or operations
cost—and which holds possibility of increasing
world’s standard broadcast channels—put into
effect by Voice of America at its 1,000-kw
Munich, Germany, $50 million long wave
broadcast station, U. S. Information Agency
announced today (Mon.). Called “compatible
single side-band transmission” (CSSB), USIA
reported method was developed by Kahn Re-
search Labs,, Freeport, L. 1., and VOA engi-
neers. CSSB provides most ordinary radio re-
ceivers with up to twice as much power as pos-
sible with old method (double side-band am-
plitude medulation), USIA said. CSSB also
limits effects of fading and decreases inter-
ference between stations, USIA declared. Ad-
ditional frequency space comes, agency said,
from fact only single side-band of transmission
used, freeing other side-band for additional use.

KCLO Sold for $46,500

APPLICATION seeking FCC approval to sale
of KCLO Leavenworth, Kan., was filed with
Commission Friday. Selling price of daytime
outlet (1410 k¢, 500 w) is $46,500. Principals
in selling group own WVMC Mt. Carmel and
WIZZ Streator, both Ill. Buyers are George B.
and Florence L. Anderson, owners of KLIR
Denver, Colo., KIRG Newton, Kan., and KJSK
Columbus, Neb.

October 15, 1956 ® Page 9



the week in brief

KINTNER OUSTER IN AIR

Appeal by Edward I. Noble, former
ABC owner, now head of AB-PT's
finance committee, reportedly blocked
first move of Paramount members of
board to force resignation of ABC
President Robert Kintner ... ... .. 43

SHIFTING TV VIEWING

For first time, Videotown spent less
time before tv sets than in previous
Vear ... e 44

But ColorTown results tell impressive
story ... . 46

AGENCIES MUST BE MORE CREATIVE

To overcome increased competition in
advertising and diminishing share-of-
attention given by consumers, agencies
must show greater creativity, western
region AAAA meeting hears . .. .. 48

$5.85 MILLION FILM DEAL

National Telefilm Assoc. said to be
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WHEN BIG NEWS IS MADE
KRON-TV s Cameras are on the spor

...even in the mud-filled streets
of flooded Yuba City, California.
Last winter’s Northern Califor-
nia flood was a dramatic and
tragic disaster, fully recorded by
KRON-TV’'s film and live cam-
eras. The station’s viewers saw it

all, over a thirty day period.

Now, comes recognition from
the California State Fair and
Exposition with its TOP STORY
AWARD for news coverage of
this event. The only state-wide
TV award, this is the third time
in four years it has been granted
to KRON-TV.

KRON-TV SAN FRANCISCO, NBC AFFILIATE-CHANNEL 4
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00 seconds is all

NEW YORK



it lukes...

\

To make Americans’ teeth sparkle, 4,456 tubes of toothpaste were manufactured
every 60 seconds of every working day-—556,142,976 tubes in all last year.

And to make toothpaste sales sparkle—to spark any sales—the answer is clearly
Spot Radio.

Spot Radio costs less to reach more customers, whoever they are, whenever and
wherever you like.

And, 60 seconds is all it takes.

WSB Atlanta WIP .. .. . .. ... . Philadelphia
WGN* Chicago WRNL ... .. .. ... .. ... .. Richmond
WFAA ... . Dallas-Fort Worth  KCRA .. ... ... .. ... ... Sacramento
WIKK ... __Erie WOAI ... .. ... .. . . .. San Antonio
KPRC ... . ... .. .. .. .. .Houston KFMB . .. .. . .. . ... . .. San Diego
WIM . . .Lansing KMA .. . .. . Shenandoah
KARK ... ... ... .. ... Little Rock KTBS ... .. .. .. .. ... . .. Shreveport
WISN . .. Milwaukee WNDU .. ... ... ... . .. South Bend
KSTP ... . ... Minneapolis-St. Paul KYOO ... . .. ... . ... .. . .. .| Tulsa
WTAR ... .. ... ... .. Norfolk ABC . .. .. .. .. . .. Pacific Radio

Regional Network

*West Coast
Texas Quality Network

CO.. inc.

EPRESENTATIVE

ETROIT

LOS ANGELES SAN FRANCISCO ST. LOUIS
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The Atlanta market... 1,000,000 people by 1961
Staize out your ciaim now

You have heard it said that the South is America’s last
economic frontier. A region where great new consumer
franchises can be built.

This is true. But as ever happens, late-comers seek-
ing the promised land more often find that the frontier
has vanished. Others are solidly entrenched at lesser
cost and greater profit.

Already this picture takes shape in Atlanta. Popula-
tion of the Metropolitan Area is now reliably put at

869,014, In less than five years it will surpass a million.

Leadership is

traditional . ..

In 1961 what will be your competitive position in
Atlanta? What is it now?

WSB Radio and WSB-TV invite you to share the
rewards of this great and growing market’s present and
future. Put in your ground-floor claim on the South’s
largest radio and television audiences today.

- $ & b o

WSB and WSB-TV are affiliates of The Atlanta Journal and Consti-
tution. NBC affiliate. Representatives are Edw. Petry & Co.

wsb
wsb=tv

ATLANTA

“White Columns” is the home of WSB Radio and WSB-TV in Atlanta

October 15, 1956
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LETTER from th« EDITOR-PUBLISHER

Dear Reader:

MOST people are allergic to “special issues” of

trade magazines, and with good reason. Too
often the special issue is a self-serving device to entice
compliments and extra advertising.

This is a special special issue. Tt is fat, but not
because advertisers were bludgeoned into using space.
Tt is fat mainly because it contains, in addition to all
the news of the past week, a running story of a
miracle. quarter-century of broadcasting as reported
in this 25-yeat-old magazine.

The running story is not, however, about Broap-
CASTING * TELECASTING. It is about all of you who
have created the magnificent arts of radio and tele-
vision; you who started from scratch with no pre-
cedents to guide you; you who later entered this
evolving field in which pioneering never ends.

Our assignment has been to gather, report and
interpret the events of these 25 exciting vears as
accurately and swiftly as our own competence and
the machinery of printed journalism allowed. We have
tried in our news columns to be fair, objective and
comprehensive. We have tried on our editorial page
to advance the causes of responsible broadcasters and
good broadcasting.

OL. 1, No. 1 of BROADCASTING, the Newsmagazine
of the Fifth Estate, made its bow Oct. 15, 1931,
when the big depression was scraping bottom. The
lead editorial said:
To the American system of free, com-
petitive and self-sustaining radio enterprise,
this new publication . . . is dedicated.

Some of our old friends know the story of our
birth. Others may be interested.

We began publication with a $5,200 bank account
advanced by the late Harry Shaw, then the owner of
WMT Waterloo (now Cedar Rapids), Jowa, and
afterward president of the National Assn. of Broad-
casters. That $5,200 was 10% of the $52,000 Mr.
Shaw had pledged to angel this risky venture at a
time when the mortality rate among new publica-
tions was better than 90%. The balance of the
pledge never came because Mr. Shaw’s funds were
frozen in a bank closure—one of the many which
preceded the FDR-ordered bank holiday of 1933,

There were three stockholders at the start, Mr.
Shaw, Martin Codel, who now edits the successful
Television Digest, and 1. Mr. Shaw retired from our

BROADCASTING ® TELECASTING

struggling enterprise in 1932, relinquishing his pub-
lisher’s duties to Martin. I moved from managing
editor to editor.

During the eventful years from the start in 1931
until 1944 when 1 purchased Martin’s half interest
the magazine never swerved from its pledge to defend
radio’s free charter and to cover the news. Many
broadcasters, agency and advertising executives, as
well as government officials, saw the need for an
authoritative trade journal in broadcasting and gave
us a hand in those challenging days. Many of them
are still active, most having risen to great prominence.

BROADCASTING turned the economic corner in 1937.
It could not have done it without the drive and
imagination of Martin Codel and the loyalty and
energy of a small, hard-nosed staff of editors, report-
ers and salesmen. Many of them are with us stiil, in
responsible positions.

Our staff has grown from 6 to 60 (now the biggest
by far in the field), our offices from one to five, our
circulation from scratch to a press run exceeding
19,000 (this issue it's 19.500). We have grown in
tempo with the remarkable field we serve. When we
began, total radio billing was $60 million. This year
radio and television will be well above $1.5 billion.

WITH this issue we start on our second quarter-

century—as eagerly as we started on the first.
We are excited by the wide prospects of the future in
radio and television and by our epportunity to record
the adventures yet to come.

Perhaps to celebrate the occasion, we give you a
new B+ T cover with this issue. There are more
improvements immediately to come, in appeatance
and content of a magazine which must keep pace
with the arts of radio and television.

And with this issue we make a significant an-
nouncement—our membership in the Audit Bureau
of Circulations. We are the only magazine in our field
to qualify for ABC—a fact we will tell you more
about in the near future,

So we grow and, in growing, change.

In one way, however, B * T will never change. We
will never deviate from our Vol. 1, No. 1 pledge to
support and defend the American concept of free,
competitive and self-sustaining broadcasting, dedi-
cated to the public interest.

Faithfully,

October 15, 1956 =
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ONE WILL DO!

You bag the biggest game in Columbus and
Central Ohio with just one station . . . WBNS
Radio. No need to scatter your shots, WBNS
delivers the most (and the best) listeners . . .
twice as many as the next biggest station.
With 28 top Pulse-rated shows, WBNS puts
push behind your sales program. To sell Cen-
tral Ohio . . . you've got to buy WBNS Radio.

CBS FOR CENTRAL OHIO
Ask John Blair rudio

The number one Pulse station COLUMBUS, CHIO
covering 1,573,820 people with
2 Billion Dollars to spend.
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PLAYHOUSE 90

THE UNDOING of the first of CBS-TV's
long-heralded Playhouse 90 series was not
so much Rod Serling’s inadequate tv ver-
sion of Pat Frank’s spine-tingling novel,
“Forbidden Area,” but that inevitable factor
of time. In this instance, surprisingly, there
simply wasn’t enough of it.

While Mr. Serling edited out all the in-
herent credibility of the book in the process
of trimming its 252 pages to fit approxi-
mately 75 minutes of program time. he can-
not be held wholly to blame for what gen-
erally seemed to be a dismal start to a
promising series.

Within this time, he had to chronicle
seven insane days that preceded Atomic
Cataclysm I, hooping between Washinaton,
Moscow and a Strateeic Air Command base
in Florida. Even in 252 pages, this was quite
an order for Mr. Frank. It was an unbe-
lievable one for Mr. Serling.

Most bothersome about Playhouse 90,
however, is not so much that its initial ven-
ture turned out to be a lot of hokum, but
that the series may not be able to keep the
pace set by the opener. Here was a less-
than-satisfactory script, but it was blessed
with a cast that gave it a magnificent read-
ing, and it also received a beautifully tight
production. Despite its hollow ring. it was
timed to create suspense, and the 90-minute
program was over, it seemed, almost before
it started. Suppose, however, that the next
few offerings aren’t as exciting as “Forbid-
den Area.” Then might not Plavhouse 90
turn out to be little more than another of the
90-minute bores that have come the viewer’s
way all too often these past few seasons?

Production costs: Approximately $120,000.

Sponsored by Bristol-Myers Co. through
BBDO. Singer Sewing Machine Co.
through Young & Rubicam, and Ronson
Corp. through Norman, Craig & Kummel,
on CBS-TV, Thurs., 9:30-11 p.m. EDT.

Premiere program, Oct. 4: “Forbidden
Area” by Rod Serling, based on book by
Pat Frank; producer: Martin Manulis;
director: John Frankenheimer; assoc. di-
rector: Jack Orbison; story editor: Peter
Kortner; art director; Walter Scott Hern-
don.

Cast: Charlton Heston, Tab Hunter, Diana
Lynn, Vincent Price, Victor JTory, Charles
Bickford. Tyler McVey, Robin Morse,
Casey Allen & others.

OMNIBUS

ALTHOUGH Omnibus is now on ABC-TV
on Sunday (9-10:30 p.m.) instead of CBS-
TV on Sunday afternoon, the change of
time and network has not been accompanied
by any change of program format or con-
tent. Omnibus is still a learned friend chat-
ting sociably about his special interests and
whether the viewer is entertained or bored
depends pretty much on how closely his own
interests coincide with those of the Omnibus
spokesman and how entertainingly the pres-
entation is made.

On this season’s opener, the subject was
certainly one of wide-spread interest, Ameri-
can musical comedy, and the speaker chosen
to present the life story of this peculiarly

BROADCASTING ® TELECASTING



1 bhe
Loyalty of
@ [riendship..

Friendship, in our South, finds its roots in
steadfast loyalty. But friendship of this nature
is not lightly given—it must first be earned.

This tenet is sharply defined in the wealth of friends
gained by WRVA Radio over the past 31 years.
Through continued participation in community

affairs . . by the highest standards of entertainment
and service . . with a tradition of responsible, competent
and experienced management —WRVA Radio has
won (and held) the firm devotion of Richmond families.

\ Now comes WRVA-TV —endowed with this rich in-
| heritance from WRVA Radio— and steadily winning

\ the allegiance of Richmond’s television viewers. They
2 \ expect from WRVA-TV the finest that proven skill and
% imaginative minds can produce. They are not disappointed.

Mindful of such responsibility, Richmond’s newest television
station has moved inevitably to the position of leadership
- by earning the special loyalty that Southerners give only to
\ \  those who earn it. Truly, WRVA-TV belongs to Richmond as
“ no other television station ever has—or can.

Represented nationally by Harrington, Righter and Parsons, Inc.

WRVA-TV

Richmond, Va.
CBS Basic Channel 12

C. T. Lucy, President Barron Hoavard, Fice President and General Alanager  James D. Clark, Jr., Sales Manager
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IN REVIEW

American type of entertainment, Leonard
Bernstein, qualifies both as an expert in the
field and as an entertaining lecturer.

The presentation was beautifully or-
ganized and just as beautifully presented,
whether by Mr. Bernstein alone with a piano
or by a stage filled with costumed perform-
ers. Its trouble was that it went on too long.
What could have been a fascinating half-
hour or even hour stretched into an inter-
minable 90 minutes, Jeaving the viewer in
boredom (if, indeed, he had not himself
left the program before that).

In discussing show business the Omnibus
editors unfortunately forgot a cardinal rule.
Always leave the audience wanting more.
Production cost: Approximately $80,000.
Sponsored by Aluminium Ltd. through I.

Walter Thompson and Union Carbide &

Carbon through J. M. Mathes on ABC-

TV, Sun., 9-10.30 p.m. EDT.

Producer: Robert Saudek; associate pro-
ducer: Paul Feigay; film supervisor: Boris
Kaplan.

Premiere program (Oct. 7) featuring
Leonard Bernstein; director: Charles Du-
bin; choreographer: John Butler; orches-
tra conductor: George Gassman; set de-
signer: Henry May.

YOU’RE THE TOP

THE Ford Star Jubilee got its CBS-TV sea-
son off to a high-powered start with the
hour-and-a-half Cole Porter festival, “You're
the Top.” It's hard to imagine what heights
are left for television to scale after this daz-
zling revue.

It was a brilliant coliection of musical
stars, arrangers, scenic artists and costum-
ers, representing a lavish budget. But more
impressive was the taste (Producer Robert
Alton’s presumably) that dictated how these
material and artistic gifts were to be used.

And the incredible versatility: Could it be
that was really the voice of George Chaki-
ris (billed as a dancer) singing “Night and
Day” before setting out with Sally Forrest
on a romantic dance sequence? Did any-
body know that Gordon MacRae has such a
comic flair as displayed in his rendition of
“lI Love You” in the manners of Vaughan
Monroe, Arthur Godfrey, Nat (King) Cole
and Elvis Presley? Who would have guessed
that Peter Lind Hayes and Mary Healy had
such really good voices?

Whoever saw “You’re the Top” in color
saw the distinguished sets and costumes in
all their glory, the pastellish, stylized back-
grounds and bolder-color authentic costumes
of “Kiss Me, Kate,” Dolores Gray’s breath-
taking gold gown, Dorothy Dandridge’s little
beige nightie. . . .

A Cole Porter festival would have been
a good excuse for somebody else to stop the
show and start talking. Not Mr. Alton. He
brought on the master only for a brief musi-
cal bow, surrounded by showgirls and cast
during the closing reprise of “Another Open-
ing.” It was the end of a memorable evening,
a show deserving of its title, “You're the
Top.”

Production costs: Approximately 3200,000.
Sponsored on CBS-TV by Ford Div. of Ford
Motor Co. through I. Walter Thompson,



listeners than any
other Baltimore
radio station...

“More PUSH lor your sales message

WEFBR bitwes it By

REPRESENTED BY JOHN BLAIR & COMPANY



BOB POOLE...

sellingest salesman
in these parts . and
top market* in the Carolinas.

6 to 10 every morning

EREENERER A

Hollingbery,
National Representative

*Sales Management
Survey of Buying Power
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October 6, 9:30-11 p.m. EDT. (Ford Star
Jubilee telecast every fourth Saturday.)
Produced, staged and choreographed by
Robert Alton; director: Seymour Berns;
executive producer: Jack Rayel; associate
producer: Robert Adams; assistants to
producer: Bea Allen, Joan Bailey; writer:
Herbert Baker; musical director: David
Rose; art director: Robert Tyler Lee;
technical director: Robert Colvin; light-
ing: Laird Davis; costumes: George Whit-

taker.

Stars: Louis Armstrong, Dorothy Dandridge,
Sally Forrest, Dolores Gray, Peter Lind
Hayes, Mary Healy, Shirley Jones, Gor-
don MacRae, George Sanders, Cole
Porter, Bing Crosby (on film), George
Chakiris, Don Crichton, The Toppers.

THE WALTER WINCHELL SHOW

WHILE the cause of Waiter Winchell prob-

ably was considerably advanced by his tv

debut as an M. C., we doubt whether the
medivm fared as well. There simply wasn’t

a moment during the entire 30 minutes that

he let us forget that it was his and his show

only.

Mr. Winchell certainly can’t be accused of
wanting to imitate his arch-enemy on CBS-
TV Sunday night at eight; here we had him
holding forth on the word “‘class” from the
gospel according to Damon Runyon; on the
“breaks” and “pitfalls” of show business.
There was an attempted “soft shoe” routine
that seemed to bear out his own contention
that he used to be a hoofer.

Before passing onto cheerier matters, we'd
like to offer a quiet little toast to those celeb-
rities to whom an appearance on such
shows as Mr. Winchell’s is “career insur-
ance.” After all, you can never know to-
night what tomorrow’s Winchell column will
say about you. And, if Mr. Winchell's really
supposed to be a guest in our living rooms,
is it too much to ask of him to remove his
hat?

Production costs: Approximately $35,000.

Sponsored by Lorillard Co. through Lennen
& Newell and Toni Div., Gillette Co.,
through North Adv. on NBC-TV, Fri.,
8:30-9 P, M. EDT, in compatible color.

Stars (Oct. 5): Walter Winchell, Sammy
Davis Jr., Perry Como, Lisa Kirk, Joe Di-
Maggio, Martha Raye. George Raft,
Ernie Kovacs, Dorothy Kilgallen, Mitch-
ell Parish, Lola Fisher and Michael
Gazzo.

Producer-director: Alan Handley; assoc.
producer: Virginia Dunning; writers: Ray
Allen, Harvey Bullock, Milt Rosen and
Retlaw Chellwin; technical director: Larry
Elikann; unit manager: Tom Madigan;
music: Carl Hoof.

RED GOOSE KID'S SPECTACULAR

A CHILDREN’s show that is 90 minutes
long cries for comparison. Only other re-
motely comparative programs on the air-
waves today are the regular children’s fare
and the adult spectacular of the $150,000
to $350,000 and more production cost
variety.

The moppets had at their disposal a whole
crew of talented people who juggled, danced,
sang, fenced, did acrobatics (including

BROADCASTING ® TELECASTING



WORKING PARTNERS

FRANK HEADLEY, President
DWIGHT REED, Vice President
FRANK PELLEGRIN, Vice President
PAUL WEEKS, Vice President

We're still using our first feam at H-R today, as we
did when this firm was started by a group of mature,
sales-seasoned workifg partners. Today's line up

includes ali of the partners who head up this firm, plus

a hand picked team of experienced radio and TV pros.

We have no second team!

P R e W This means that our stations and buyers of time, can be
sure that when we are in the game, "we always send

a man to do @ man’s job.”

380 Modison Ave. 35 E. Wocker Drive 6253 Hollywood Boulevard 155 Montgomery Street 415 Rio Gronde Bldg. 101 Marietta Street Building 520 Lovett Boulevard
New York 17, N. Y. Chicago 1, Ninois Hollywood 28, Calif. San Franciseo, Calif. Dallas, Texas Atlanta, Georgia Room MNo. 1D
OXford 7-3120 RAndolph 8-6431 Hollywood 2-6453 YUkon 2—5.837 Randolph 5149 Cypress 7797 Houston, Texas

Jackson 81501
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TV ADVERTISERS:

YOU ARE
NOT COVERING
"SOUTH BEND -
INDIANA’S 2nD
MARKET—UNLESS
YOU ARE USING

WSBT-TV !

Ty
W 1 //’
“““-«e\‘_\\_\f =
A e
WSBT-TV carries the top 13 television shows seen in
South Bend, according to the latest A.R.B. Report—and

23 of the top 25 shows! What better yardstick can you
use to measure the influence of an advertising medium?

G TE T8 Cre—

If you rely on VHF stations to reach Sonth Bend tele-
vision viewers, you'll get only a handful. Many, many sets
in this UHF area are not even equipped with proper an-
n tennas to receive VHF signals!

South Bend is one of the Nation’s richest and most im-
portant markets. It is Indiana’s 2nd market in population,
income, and sales. And, it is a famous, widely-used Test
Market. Get all the facts. Write for free market data book.

SOUTH
BEND,
IND.,

CHANNEL
34

CBS... A CBS BASIC OPTIONAL STATION
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tumbling on canvas—a rather common sight
oa kiddie programs). Miss Dalton told one
of her fables—about a little duck and its
experiences in the enchanted forest. Andy
Andrews cuddled a skunk in his arms and
sang a fetching ballad about the pore ole
lonesome animal, and later in the show led a
donkey on camera and sang another ballad
about the burro. A fellow (Tex Williams)
with a bullwhip slashed a sheet of paper in
two while it was held in the mouth of a
courageous courtier (the bullwhip handler
also gets a big play nowadays in kiddieland).
Champion archers Ann and Frank Marston
popped balloons at the usual distance. All in
all it was a delightful 90 minutes of pure tv
entertainment.

What this extensive, soft, easy-to-take tv
fare does to tots’ educational values belongs
to extensive sociological researching, but as
a general guess we have our doubts. Another
question is whether 90 minutes is too long
for children’s viewing.

Production costs: Approximately $30,000.

Sponsored by Friedman-Shelby Div., Inter-
national Shoe Co, through D’Arcy Adv.
on ABC-TV, Sai., Oct. 6. 11 am.-
12:30 p,m.

Stars: Alene Dalton, Andy Andrews, Johnny
Qlson, Tom Lockard and others.

Producer: Lee Cooley; assoc. producer: Jack
Beekman; director: Matt Harlib: music
director; Nick Perito; choreographer: Lee
Morrison.

SEE IT NOW
STARTING their hour-long look at the
Suez crisis with July 26, 1956, the day
Egypt’s Gamal Abdel Nasser hoarsely told a
screaming throng in Alexandria that he was
nationalizing the canal, Messrs. Murrow and
Friendly first gave us a fast review of the
canal’s history and next a tour of the 100-
mile waterway, as Mr. Murrow and re-
porter Ed Scott talked to pilots of various
nationalities and interviewed the canals
present administrator, Col. Mahhoud Yunis.

But when Mr. Murrow sat down with the
man France’s Guy Mollett so aptly de-
scribed as “that apprentice dictator,” we got
a sickening feeling that we had heard all
this before, say in the late 30s when H. V.
Kaltenborn got Hitler to the microphone to
talk about his lost Germans in the Sudeten.
As an interview with Nasser, it was
excellent. And while we did hear both
sides of the debate (the West’s stand being
summarized by Britain’s foreign minister,
Selwyn Lloyd), Murrow & Friendly sum-
marily dismissed the French point of view
with a shot of the Eiffel Tower, and that of
the U. S. with a brief glimpse of the Secre-
tary of State espousing ‘“moral force.”

Production costs: Approximately 385,000.

Sponsored by Shulton Inc. through The
Wesley Assoc.. Sun., Oct. 7, 5-6 p.m.
EDT, on CBS-TV.

Produced & directed by Edward R. Murrow
& Fred W. Friendly; narrated by Mr.
Murrow and Edmund Scott; cameraman:
Charles Mack; production staff: Palmer
Williams, Don Hewitt and Edward Jones;
film editors: Bill Thompson, F. Howard
O'Neill and Mili Lerner.

BROADCASTING ® TELECASTING
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I the field of automatic programming the Gates “Auto-Station” is “believed to
approach a much greater degree of automation than. heretofore attained.
“Auto-Station” is not restricted to announce-record playing alone. Through the
use of the binaural tape control system and the possibility of many control tones,
much greater automation is obtained.

The complete “Auto-Station” equipment includes both production and playback
equipments. By study of the 8-page brochure entitled, “This Is Auto-Station”,
gladly supplied on request, the broadcaster will find dozens of ways that his broad-
casting day can become more effective by producing greater results for his ad-
vertisers and the resultant larger profits fo himself.

"‘Auto-Station’ may be available
for demonstration to groups of 50 or
more such as regional broadcasters meetings.
Subject to advance resarvations starting Jan-
vary 5. Where interested, please write
*Aute-Station', Box 290, Quincy,
Minois.
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WERE the ONE station
firstin ALL THREE....

Nielsen*, Pulse*, Hooper*!
fo5cirme Co oo e p ORISR

Night and day the top name personalities beam the best
in music, news and sports to Cleveland over WERE.

W ERE personalities reach more live audiences
through personal appearances than any other regional
talent. They enjoy more national and industry-wide
recognition, too!

W E RE excites people into listening with unique pro-
graming exclusives.

W E RE participates in all major area events with its
16 ton studio-palace on wheels . . . the only mobile unit
integrated into the civic and business life of Cleveland.

The long-night through, Clevelanders use a city-wide
network of free phones to call their thousands of dedi-
cations direct to the highest rated dusk-to-dawn per-
sonality in the area.

W E R E drew over 100,000 visitors to its flagpole studio
broadcasts at one of Ohio’s biggest fairs.

W E RE was the only radio station to which TV view-
ers turned as a guide to political convention viewing.

..and only W ERE offers the most complete, guaran-
teed merchandising program available in the Cleveland
market . ..

% Latest Nielsen:
WERE is first 6 a.m. to midnight in N.S.I. area audience
and first in Cleveland’s metro market, too!

* Latest Pulse:
WERE has the greatest total share of
in-and-out-of-home audience around the clock.

¥* Latest Hooper:
WERE has the highest share of radio audience
in every time segment.

RE and selill CLEVELAND

(9"
i

'l‘epresented by' \
Venard, Rintoul & N}eConnell np \

r

- ISZ-



LUBBOCK, TEXAS

KPAR=TV

ABILENE -SWEETWATER, TEXAS

NATIONAL REPRESENTATIVES: THE BRANHAM COMPANY

Prasident and Gen. Mgr., W. D. "DUB” ROGERS
National Soles Mgr. E. A. "Buzz’’ Hosmett
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AMERICAN broadcasting is business, big
business, billion-dollar business, operating
nearly 3,000 radio stations and nearly 500
tv stations and employing more than 75,000
workers.

American broadcasting is advertising, blue
chip advertising, its prime evening and
choice daytime periods sought after and
fought for by the nation’s manufacturers and
merchants.

American broadcasting is entertainment.
all kinds of entertainment from grand
opera to soap opera, Shakespeare to Sinatra,
Heifetz to Presley.

American broadcasting is service, crop
and market prices for the farmer, household
hints for the housewife, hurricane warnings
for a coastal city and flood warnings for a
river town, presidential addresses and, most
of all, news, on-the-spot at-the-time report-
ing of what's going on in Europe, Asiy,
Washington and Main Street.

But that’s only half the story. What takes
place at the station, in the studio, through
the transmitter and out the antenna is of no
value unless it reaches someone at the re-
ceiving end. American broadcasting is,
above all, communication and there is no
communication in words spoken into a
microphone, action performed before a
camera, in themselves. The point of all the
business, advertising, entertainment and
service and the recipient of B*T’s RESPECTS
today is the great American audience.

In the beginning—and that’s only some 40

| years ago—the audience comprised mostly

amateur operators, turning the knobs of
their home-assembled rigs to pick up the
signals of ships at sea and other hams and
stopping in amazement to listen to intelli-
gible talk and music from such pioneers as
the experimental forerunners of KQW San
Jose (which first broadcast in 1909 and be-
gan regular programming in 1912), WWJ
Detroit, KDKA Pittsburgh (first station to
hold a commercial broadcast license) and
the rest.

Then came the youngsters with their wire-
wrapped oatmeal box and cat's whisker
crystal sets, and then the first store-bought
receivers, complete with gooseneck horn
speakers and A and B batteries. Now listen-
ing became a group activity, the family
gathered in the living room to hear the Hap-
piness Boys, the Kansas City Nighthawks,

ne |

our respeCtS to THE AMERICAN AUDIENCE

Nt .

the Hired Hand, Graham MacNamee and
the hundreds of other local celebrities of the
ether. And, in the mid-20's came three
phenomena which took radio out of the
novelty class and established it as a per-
manent part of American life: the American
system of broadcasting, supported by the ad-
vertising dollars of American business, the
all-electric receiver, and the radio networks.

For the next two decades the story is one
of growth, growth in numbers from 4 million
sets in 3.5 million U. S. homes in 1925 to
56 million sets in 34 million homes in 1945,
and growth in maturity as broadcasting
added news and service to its entertainment
function. Radio sets began to spread out
from the living room into kitchens, bed-
rooms, workshops and automobiles; listeners
were more and more individuals, less and
less family groups.

Television, coming along in the late
1940, brought the family, its friends and
neighbors, together again, back in the living
room to watch boxing, wrestling, parlor
games and Milton Berle. Radio listening be-
came still more individualized, a group activ-
ity only at the breakfast table, and before
long tv moved in on that time, too.

But, whatever changes in radio and tele-
vision, the audience was always there, en-
joying the entertainment, absorbing the in-
formation, buying the advertised goods and
services, keeping the broadcasting business
strong with its support and on its toes with
its sometimes caustic criticisms. And today
the audience is still there, more numerous
than ever, with tv sets in three-quarters of
the nation’s homes, and radios, frequently
two or more, in virtually every dwelling in
the land, as well as in some 32 million cars.
Statisticians tell us that Americans spend
well over a billion hours a week in broadcast
reception, listening to the radio and watch-
ing television; well over a billion doliars a
week for soaps and soups and motor cars
they hear about on radio and see on tv.

Audience, we salute you. Without you,
there could have been no broadcasting by
the American system. Because of you,
American radio and television have been
ablc to deliver the world’s best service and
most powerful advertising impact. Because
of you, the broadcast media wield the fore-
most social influence on our national life.
May you continue to thrive and prosper and
increase.

BROADCASTING ® TELECASTING



ARE YOU
HALF-COVERED

IN
NEBRASKA’S OTHER BIG MARKET?

THIS
AREA
5

LINCOLN-
LAND

KOLN-TV (clivers Lincoln-Land — 200,000 families,

1956 ARB METROPOLITAN 125,000 of them unduplicated by any Omaha TV signal!

AREA COVERAGE STUDY 95.5% OF LINCOLN-LAND IS OUTSIDE THE GRADE
PROVES KOLN-TV SUPERIORITY ! “B” AREA OF OMAHA! This important 42-county market
is farther removed from Omaha than Hartford is from

The 1956 ARB Study of 231 Metropoilitan morkels in- N R
cluded 6 in LINCOLN-LAND—S5 in Nebrosko, 1 in Kansas. Providence . . . or Syracuse is from Rochester.

in these ¢ markets, KOLN-TV is viewed. Latest Telepulse figures show that KOLN-TV gets 138.1%

most in 6 daytime categories . .. in 5 . .
out of 6 nighttime categories. more afternoon viewers than the next station, 194.4% more
nightrime viewers!

KOLN-TV gets on average daytime, “viewed.most" rating

;’ifm?ﬁzt_a;’e: iorie"‘;?f:;z "/;O:"'Kc';ﬁ‘_"ﬁf 2’2’8:2' : thigf:: Avery-Knodel has all the facts on KOLN-TV, the Official
nex! station. Enough said? Basic CBS-ABC OQutlet for South Central Nebraska and

Northern Kansas.

WKZO.TY — GRAND RAPIDS-KALAMAZOO
WKZO RADIOC — KALAMAZ2OO.BATTLE CREEK
WUIEF RADIO — GRAND RAPIDS

CHANNEL 10 » 316,000 WATTS » 1000-FT. TOWER
WJIEF.FM — GRAND RAPIDS.KALAMAZOR

KOLN-TY — LINCOLN, NEBRASKA

o AR s COVERS LINCOLN-LAND — NEBRASKA’S OTHER BIG MARKET

Avery-Knodel, Inc., Exclusive National Representatives
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For Today...and Tomorrow

The Magnificent New Home

of Detroit’s Storer Stations

WJ B K RADIO WJ B K-TV

1500 KC CHANNEL 2
10,000 WATTS DAY, 1,000 WATTS NIGHT cBs

Detroit’s most complete record library
serves radio music lovers,

A curving staircase leads from the woed panelled
lobby and reception room,

Traditional furniture
is used throughout,
as in this office of
the radio managing
director.

Only half of the huge television Studio A (75 x 52 [eet) is needed
for the big “Ladies Day” audience.

Represented by THE KATZ AGENCY, INC.
STORER NATIONAL SALES OFFICE, 118 E. 57th, New Yark 22, MUreay Hill 8-8630




Neighbor of the Famous General Motors and Fisher Buildings in the Dynamic New Center Area

7441 SECOND BLVD., DETROIT 2, MICH. « TRinity 3-7400

WITHIN THESE DOORS, tomorrow’s radio and television equipment at work today to make

WJIBK Radio and WJBK-TV even more powerful salesmen throughout the great South-

eastern Michigan market. We're open . . . for business . . . in a big new building as handsome

as the big new business we can build for you. Now, more than ever, these outstanding Storer

stations are your best choice for sales results, with these marvelous facilities to serve our
clients, viewers and listeners. Come visit us when you’re in Detroit!

B

S

Direction Control, announcers’ booth and clients’ viewing room,
as seen from TV Studio A.

Radio Studio A, one of three
ultra-modern, fully equipped radio broadcast centers.

Color TV is recessed into the wood panelled wall
of the television managing director’s office.

Greeted with a
City-Wide Celebration

Viewed by thousands who poured through our doors at
our Open House . . . honored by local, state and na-
tional officials, the formal opening ceremonies made
the new home of WIBK, Radio and WIBK-TV the center

of all eyes,




| Station

KIDDER,
PEABODY
& CO.—

@ Has an established re-
4 lationship with most
of the important
sources of investment
capital in the country.

® Maintains close con-
tact with all phases
of the Television and
Radio industry.

We invite the
station owner to
take advantage of
this dual coverage
when considering
the sale of his
property.

KIDDER,
PEABODY & CO.

FOUNDED 1863
NEW YORK BOSTON PHILADEILPHIA
CHICAGO SAN FRANCISCO

Offices and correspondents in thirty other
principal cities in the United States

Address inquiries to:

ROBERT E. GRANT
Kidder, Peabody & Co.

First National Bank Building
Chicago 3, Illinois

Telephone ANdover 3-7350
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Suspension but Not Surrender
EDITOR:

Your Oct. 1 issue contains the following
item which appears on page 9:

“York Uhf Suspends

“WNOW-TV York, Pa., ch. 49, was
scheduled to cease operations today (Mon-
day), it was reported Friday. Cessation of
WNOW-TV makes 66 stations which have
gone dark, of which 62 have been uhf. With
WNOW-TV retaining cp, this make 39 sta-
tions which have gone off-air but still retain
grants.”

Since WNOW-TV makes the 39th station
which has gone off the air but still retains
grants, I am interested in learning what the
other 38 stations are, since they are in a
similar situation as WNOW-TV,

Alan B. Miller Jr.
Ted Bates & Co., New York

JEDITOR’S NOTE: The 38 other stations, in ad-
dition to WNOW-TV, which bave ceased opera-
tions but have not returned their constru-tion
permits are listed on page 89 of the Segt. 3 issue
of BsT in the footnote to TELESTATUS,
monthly feature, In a later development. WNOW-
TV was to have returned to the air last Friday.
See story, this issue.]

Sabotage
EDITOR:

I don’t suppose you will mind me writing
you a letter concerning your very fine maga-
zine. No doubt, television has been one of
your greatest boons, and no doubt, radio ad-
vertising in your magazine is not what it
used to be; but it is a fact that radio did
nurture your tabloid.

Certainly you are trying to give radio all
the credit it deserves and you are to be com-
plimented on the article on page 38 in the
September 10 issue. It was a fine article on
radio, however, when you turn the page to
complete the story, you find in a huge box
in the middle of the radio story “Daytime Is
Retailers Time in Tv.” Your layout man is
a saboteur.

Let me give you my sincere thanks for
your fine article; radio needs and deserves
your help. As for your makeup man, my
worst regards.

R. Lee Glasgow, Vice Pres. & Gen. Mgr.
WACO Waco, Tex.

Telecasting Map
EDITOR:

Now that the shiny new 1956 version of
your B*T TELECASTING map is dominating
my bulletin board, my office has taken on
new sparkle. The previous one had become
quite shabby from over-use and over-tack-
ing,

Jean L. Simpson, Titne Buyer
Doyle Dane Bernbach Inc., New York

EDITOR:
... you are to be congratulated on the fine
job in preparing it.
John J. Flanagan, Vice Pres.
McCann-Erickson Inc., New York

EDITOR:

As usual it is an outstanding job and
clearly represents your high standards of
quality and up-to-the-minute information.

Joe Gans, Vice Pres. & Dir. ¢f Radio
& Tv
Maxwell Sackheim & Co., New York

EDITOR:

... It is certainly a very useful piece of
material to have around. I use it almost
every day.

Arthur 8. Pardoll, Dir. of Best. Media
Foote, Cone & Belding, New York

EDITOR:

The telecasting map is certainly 'a valuable
addition to our office, and I assure you it
will be used and re-used. Knowing the au-
thority with which B*T speaks, I know that
we can count on the accurate quality of the
map.

Glen Bammann, Assoc. Dir. Tv-Radio
Marschalk & Pratt, New York

EDITOR:

. . . We find this map most useful as a
quick reference tool.

We are also very happy about the fact
that because of your quick revisions, it
doesn’t get a chance to outlive its usefulness.

Edward A. Fonte, Dir. of Media
Joseph Katz Co., New York

[EDITOR’'S NOTE: B-T’s newest TELECASTING
map was published in August, This 29x42-inch
map locates cities with tv facilities, coaxial cable
and microwave radio relay routes for both black-
and-white and color and projected intercity con-
nections. Single copy $1. Quantily rates: $4.50
for 5 copies, $8.50 for 10; $20 for 25, $37.50 for
50, $52.50 for 75 and $70 for 100 copies.]

Hanan's Comeback
EDITOR:

Marc Hanan, vice president and assistant
manager of KXO El Centro, and an em-
ploye of the station since 1951, has returned
to ElI Centro from Rancho Los Amigos, near
Los Angeles. He was taken there in an iron
lung last November, after being stricken by
polio. While being confined to a wheel chair,

Marc Hanan on the job

he will do business from his home, and soo1
will add some air work to his daily schedule
His breathing capacity during the illnes

dropped from 4500 cubic centimeters of ai
intake to 250, but that is now back up t
1800. His weight, which is now 160, ha
dropped from 185 to 128. He looks am
feels better now than he has for the past ter
months, and finds breathing easier in th
Valley.

Riley R. Gibson, Gen. Mgr.

KXO El Centro, Calif.
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The past 25 years have witnessed
WIS grow from a small radio station

to the State’s most influential"

Television and Radio team.

We haven’t grown alone—

all Central South Carolina has

expanded from basic agriculture

to one of the best balanced

and dynamic areas in the world.
Marketing experts point

to this area as one

of dramatic potential

. . . A FRONTIER OF THE FUTURE

Our next 25 years offer (remendous
opportunities to us and to you!
WIS-TV and Radio are equipped
to attract and sell our market area
as never before!

Advertisers employ these stations
which set the pace, which alone
influence more South Carolinians
who are the backbone

of today’s growth—

the leaders of the future!

Peters, Griffin, Woodward, Inc.
Exclusive National Representatives
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A 7 G. Richard Shafto
\ 1 - A General Manager
y - ") Charles A. Batson
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Columbia’s one wide coverage station

5. CHANNEL 10!

~ o e - L
‘4  COLUMBIA, SOUTH CAROLINA

Managing Director, WIS-TY

J. Dudley Saumenig
Sales Manager, WIS

No

RADIO
} 5000 W

560 KC

NBC

COLUMBIA, SOUTH CAROLINA

ey

other station serves South Carolina like this.
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for any other rep.

This headline is an exact quote—made by a friend of ours—A man
with whom we had worked previously—A man who as executive head
of a new station organization was announcing Hollingbery as their
new national sales representative..

It was a new station for us—1in a new market—but previous experience
had shown this executive that the Hollingbery organization was a
“working’’ organization—the kind he wanted to “work” for him again.
He wanted Hollingbery results. He had been spoiled by the Hollingbery
brand of service. No other “rep’” would ever satisfy him.

In short—Hollingbery had spoiled him for any other “rep.”

Geo. P Hollingbery Co.

Representing “Top” Radio and Television Stations in “Top"” Markets Throughout the Country,

New York + Chicago - Los Angeles - Atlanta - San Francisco
Seattle + Detroit + Minneapolis



We don't like to rest on our laurels , . . but this was one time we couldn't
help ourselves. A leading advertiser in the Saginaw-Bay City-Midland
orea wanted the best buy for his radio dollars. Our surveys showed
WSAM to be the best buy. However, taking nothing for granted, this
advertiser conducted an independent survey in this rich Tri-City Michigan
area to be absolutely sure which radia stotion reached the most prospects
for the least amount of money. Needless 1o say, WSAM led all the
rest in his survey, too, and WSAM got the order—for the entire year!
Proof again that WSAM's progressive programming of the big three in
radio today—news, music, and sports—is whot it takes to get and hold
most of the listeners!

By Buying 2 or More of
these Powerful Stations

WKMH WKMF WKHM WSAM

Jackson Broodcarting
& Television Corp.

BUY ALL 4 STATIONS..... SAVE 15%
BUY ANY 3 STATIONS..... SAVE 10%
BUY ANY 2 STATIONS..... SAVE 5%

Fred A. Knorr, Pres.
Richerd Schuler, Ma. Director
Represanted by HEADLEY-REED

SAGINAW, MICHIGAN

BROADCASTING CORP.

October 15, 1956

Decrborn-Detroit  Flint, Mich. Jackson, Mich. Saginow. Mich.

WSAM

SNOWDEN M. HUNT JR.

on all accounts

WHEN Snowden Hunt Jr. gets a headache
over a sales problem, he has three sure-fire
remedies to cure it: radio, television and
Alka-Seltzer.

Mr. Hunt is vice president, account su-
pervisor and media director of Wade Ad-
vertising Agency Inc., Hollywood affiliate
of Geoffrey Wade Adv., Chicago. He su-
pervises buying of radio-tv time for Miles
California Inc., the West Coast subsidiary
of Miles Labs., Elkhart, Ind., and its prod-
ucts Alka-Seltzer, One-A-Day brand vita-
mins, Bactine antiseptic and Nervine. He
also handles numerous other accounts, rang-
ing from National Van Lines, Chicago, to
See’s Candy Shops, Los Angeles.

The agency executive has renewed News-
paper of the Air five mornings weekly on
the Don Lee Network for the 23d year for
Miles as well as the afternoon five-weekly
Here’s the Answer on Don Lee. In western
tv, Miles is using programs on stations in
five major markets plus spots in 20 markets.
Mr. Hunt told BeT current results from tv
spots for Bactine are “fantastic.”

Snowden Morris Hunt Jr. was born in
Liberty, Mo, Oct. 9, i912. He went tc
high school in Oklahoma City and U. of
Oklahoma at Norman and received his B.S
in business administration from UCLA ir
1935. He then joined Forest Lawn Me
morial Park, Glendale, Calif., which had be
gun institutional radio advertising abou
1927. He was publicity director and assist
ant advertising manager there until 193¢
when he became Pacific Coast public rela
tions director for American Red Cross
handling all national Red Cross radio shows

From 1941 until V-J day, Mr. Hun
served in Navy intelligence, mostly China
and was released as full commander. Hr
joined Smith, Bull & McCleery, Los An
geles, as account executive and in 194¢
switched to Mogge-Privett Inc. there. Hi
joined Wade in 1952.

Mr. Hunt married Jacqueline Terry o
Los Angeles in 1940. They have two boys
Terry, 13, and Lee, 10, and live in Norti
Hollywood. Active on the local Boy Scou
fathers’ board, Mr. Hunt also ¢njoys trou
fishing, golf and hi-fi.

BROADCASTING ® TELECASTIN¢
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ELIUM, the colorless, odorless, taste-

less, exceptionally light non-burning
gas, comes from the natural gas and oil fields
around Amarillo. Recovery methods were de-
veloped here; the main helium field and re-
covery plant are important points of interest.
Once, when a slight touch of Panhandle
weather tumed the sky black and slammed
the temperature down thirty degrees, a trans-
continental plane was grounded. One of the
impatient passengers, a high-spirited filly
from the Coast, checked in at a hotel and
bent the clerk’s ear. “What’s there to see in
Amarillo?”

Civic-minded as all get-out, the hotel man
volunteered, “We have the only helium plant
in the world.”

The lady brightened. “Indeed?” she said.

“Is it in bloom now?”

AMARILLO GAS

—a self-rising flower

The plant isn’t in bloom, but Amarillo
and the Panhandle are. There's dough-on-
the-hoof and gold in the wheatlands. The
oil wells are in flower, the livestock market's
busy, the Amarillo area is, year after year,
first in the nation in retail sales per house-
hold.

Come pluck the flars,

K N‘F-AM&TV

Amarillo

NBC AFFILIATE

AM: 10,000 watts, 710 kc. TV: Channel 4. Represented nationally by the Katz Agency

8 TELECASTING
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"ALL-IN-ONE"”
PROCESSING
AMPLIFIER

SPACE SAVING
EQUIPMENT

RCA LIVE COLOR CAMERA

All-electronic unit provides identical control
equipmentfor bothliveand film camerachains.

Only 100 inches of rack space required for
all equipments necessary to Operate Camera
chain. With monitors and processing ampli-
fier at the console, only 34 of a rack needed
for efficient complete installation.

NEW
POWER
supPLY

CENTRALIZED
CONTROLS

Occupies only 15 space of former d-c pow
supplies . . . high efficiency plus high o
put... 1500 ma.

Minimize setup time...only two contn
in "on-air'" operation. In addition, over-
stability, peak camera performance and p
ture quality are assured.



means business!

STATIONS NOW USING LIVE COLOR
ro BUILD HIGH SPONSOR INTEREST

quipped with RCA Live Color Camera Equipment, alert station managements are trail-blazing
long the new frontiers of television ...adding brilliant dimensions to programming tech-
iques, transforming commercial products into thrilling reality. These progressive television
ations are using local color originations to build prestige and stimulate sponsor interest.

LIVE COLOR STATIONS

KHQ, Spokane WBAL, Baltimore =~ WIAC, Johnstown
KIEO, Fresno WBEN, Buffalo WKY, Okla. City
KMTV, Omaha WBTV, Charlotte WNBQ, Chicago
KOMO, Seattle WCBS, New York  WOAI, San Antonio
KRCA, Los Angeles =~ WCCO, Minneapolis WRCA, New York
KRON, San Francisco WDSU, New Orleans WSAZ, Huntington
KTLA, Los Angeles  WFBM, Indianapolis WTMJ, Milwaukee
WBAP, Fort Worth  WGN, Chicago WTV], Miami
WFIL, Philadelphia WRCV, Philadelphia

cal studio originations, and live commercials in color are making sponsors sit up and take
tice. Your station can spark the same type of advertiser interest in production of l