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The ratings have proved it—DETROITERS LOVE THEIR NEWS, MUSIC AND SPORTS!
WKMH programming follows this magic formula EXCLUSIVELY, with outstanding results
tor advertisers. Actually, WKMH, of all stations in the Detroit areq, has the lowest
cost per thousand listeners, cccordmg to PULSE.

MOW IT’S THE KNORR 4. .

The 4 Knorr Stalions welcome
WELL, Batile Creek, to the fold
.. . and now Knorr can offer a
fifth prime market. As we walcome
WELL . . . we also welcome your
inquiries for buying time on the
five stations that give you the top
ratings per dollar in Michigan!

SAVE - 15%

BY USING 2 OR MORE KNORR STATIONS

BUY 4 OR 5 STATIONS......... SAVE 15%
BUY ANY 3 STATIONS.......... SAVE 10% KNORR BROADCASTING CORP.
BUY ANY 2 STATIONS.......... SAVE 5% FRED A. KNORR, Pres.

REPRESENTED BY HEADLEY-REED




NOT FOR 2 MONTHS
NOT FOR 4 MONTHS
NOT FOR EVEN 6 MONTHS

BUT FOR 8 STRAIGHT MONTHS

WIVR &

DOMINATES

THIS TIME THE MARCH-APRIL PULSE
SURVEY SHOWS WTVR WITH

8 OUT OF THE TOP 15 WEEKLY PROGRAMS
6 OUT OF THE TOP 10 MULTI-WEEKLY PROGRAMS
..... A"n o a = @ =
THE NUMBER 1 SHARE OF AUDIENCE

STATION SHARE OF AUDIENCE

CHANNEL

A 37
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DOMINANT WITH WTVR IN-
AUDIENCE - HOMES REACHED RESULTS
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WE'VE
GAINED
STRENGTH
IN FLINT

) W
Photo by Henry Riés

Michigan's Area Station . . . Now serves Lansing,
FLINT and Jackson with a Class A Signai

from our New 1023' tower . .. 18 of the top 20 network
shows in these major cities are seen on WJIM-TV .
Basic NBC . . . CBS-ABC

Represented by Peters, Griffin, Woodward, inc.

Published every Monday. with Yearbook Numbers (53rd and 54th issues) published in January and July by BROADCASTING PUBLICATIONS, Inc.. 1735
DeSales St., N.W.. Washington 6, D. C. Entered as second class matter March 14, 1933, at Post Office at Washington, D, C., under act of March 3, 1879,



In the -approaching International Geophysical Year
(July 1957-December 1958) when scientists launch
their man-made satellite in Project Vanguard, they
‘may succeed in hanging the first celestial mirror of
our world on the threshhold to outer space. From
such an awesome accomplishment may come many
practical developments—among them, possibly,
globe-girdling, instantaneous, tetevision pickups. in
any case, Project” Vanguard is almost certain to
shrink the barriers of our earthly horizons, bring our
dreams of global communication cioser to reality.
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Global telecasting may be nearer than you think.
You may be sure WGAL-TV will play an important
pioneer role in relaying the best in television—
wherever it originates—to its growing audience
in America’s 10th TV Market—the market of

® 3% million people
® in 1,015,655 families
® owning 917,320 TV sets
@ earning $6 % billion annually
¢ buying consumer goods that add up
to $3 3% billion annually in retail sales
NEL 8 MULTI-CITY MARKET
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PERRINE TO FCC? Tip-off on next
member of FCC may be in visit to White
House Thursday of George R. Perrine,
chairman of Illinois Public Service Com-
mission [CrLosEp CirculT, June 17]. Mr.
Perrine is understood to have conferred
with Presidential Asistant Sherman Adams
about vacancy to be created with expira-
tion June 30 of term of Chairman George
C. McConnaughey.

BeT

WHILE there was no assurance that Mr.
Perrine, who is attorney and banker,
would accept appointment, it was ascer-
tained that vacancy was discussed. He
reportedly has solid backing of GOP mem-
bers of IHlinois congressional delegation.
It's presumed that chairmanship will go
to John C. Doerfer if Mr. Perrine s
named. Others still in running are George
S. Smith, president, Federal Communica-
tions Bar Assn; Mary Jane Morris, FCC
secretary, and Warren Baker, FCC gen-
eral counsel.
BeT

SCATTERGUN e Rep. Emanue]l Celler
was shooting at television networks when
he introduced antitrust amendment last
week to place services as well as com-
modities under provisions of Robinson-
Patman and Clayton Acts (story page 31).
But he’s hit broader target than he sighted.
It's doubtful he and his staff realized that
amendment, as written, would outlaw mos(
if not all current discount structures of
all major advertising media.

BeT

DOWNRIGHT outhurst of new interest
in nighttime radio seen Friday by some
station representatives on heels of Texas
Co.’s realignment of advertising to include
evening radio (story page 33). Among
sponsors now committed to try nighttime
radio again, they said, American Tobacco
Co. (through BBDO) is buying evening
time on Westinghouse Broadcasting Co.’s
new “laterally” programmed Program PM
(also see page 82); Vaseline hair tonic
(McCann-Erickson) on other stations, and
also new Oasis cigarettes {McCann-Erick-
son). They expect others to follow suit
shortly.

BeT

GOING EAST ® Though details were lack-
ing, negotiations were in process Friday
by Hal Roach Jr., president of Hal Roach
Studios, Culver City, Calif., to acquire
production studio facility in New York
City. Reason for New York studio in
addition to west coast facilities: to be
close to advertisers and agencies on casting
and direction in producing tv commercials.
Roach, at same time, would handle special
technical work for clients on West Coast.
New York studio also would be used for
limited production of film shows.

closed circuit

CHARLES T. AYRES, former radio chief
for both ABC and NBC, reportedly set to
join ABC-TV as account executive, effec-
tive July 1. He was vice president in
charge of ABC Radio network (now Amer-
ican Broadcasting Network) from April
1952 to November 1955, when he left to
become vice president in charge of NBC
Radio, serving there till last August.

BeT

PROBLEM PROBING ® Last week’s
NARTB board session strengthened new
association technique—submission of con-
troversial problems to membership for
discussion at autumn regional meetings.
This informal method, not covered by by-
laws, is designed to give broadcasters
chance to talk over association-industry
problems. Last year restoration of at-large
radio station directors was discussed at all
meetings. Upcoming this autumn will be
two key issues—tv circulation project and
proposal to change association’s name back
to former National Assn., of Broadcasters,
There’s chance new committee authorized
to review programming of annual conven-
tions and regional meetings will consider
regional debates as permanent part of
autumn routine, plus proposal to include
sales clinics in programming.

DeT

IT MAY BE weeks before FCC takes an-
other look at so-called Craven plan on tv
allocations, which would drop table of as-
signments and return to catch-as-catch-can
allocations, provided they comply with ex-
isting engineering standards.  Broadcast
Bureau, it's learned, will require at least
30 days to analyze pro and con comments
on plan and, since FCC will be on vacation
during August, there's little prospect of
consideration prior to fall (story page 70.)

BT

POTTER’S PROTEST » Report on tv net-
work practices drafted by majority counsel
Kenneth Cox for Senate Commerce Com-

munications Subcommittee was considered

in executive session last week, and re-
ceived stiff opposition from Sen. Charles
Potter (R-Mich.). Sen. Potter said that he
would not sign report as it is now written
and feels it should be adopted as staff
{(Democratic) document rather than as re-
port sanctioned by full committee.

BeT

IT would be “most unwise and unfor-
tunate” to release Cox report gs now writ-
ten and would give public wrong conno-
tation of committee’s thinking, Sen. Potter
felt. He objected to many conclusions
reached by report, which will be con-
sidered again tomorrow (Tuesday) in ex-
ecutive meeting of communications sub-
committee.

NO NEW HANDS e When President asked
for $8.95 million for FCC in fiscal 1958,
he included provision for 30 extra Broad-
cast Bureau employes. When Congress cut
appropriation to $8.3 million, it left FCC
with possibility of hiring perhaps nine new
Broadcast Bureau staffers. Now, with
Commission required to carry Network
Study Staff another three months (from
June 30 to Sept. 30), best estimates around
FCC are that Broadcast Bureau will be
lucky to get any additional employes.

BeT

“PEOPLE-TO-PEOPLE Week” will be ob-
served Oct. 6-12 in saturation campaign
covering all media, under authorization of
Advertising Council. Radio and Television
Committee of Eisenhower-inspired project
is co-chairmanned by CBS Inc. President
Frank Stanton and NARTB President Har-
old E. Fellows. Col. E. M. Kirby, now
on lemporary active duty with Arimy psy-
chological warfare, is director of public
relations.
BeT

UPCOMING tariff revisions by AT&T
expected to remove sore spot in radio
station news coverage—mandatory beep
in recorded telephone pickups. It's under-
stood tariff will still require beep but
permit broadcasters to feed telephone con-
versation into own equipment and filter
out beep from audience. Standardized pro-
cedure covering telephone question-answer
programs also said to be pending. New
tariff schedule expected to be filed at FCC
by Aug. 1.

BeT

RICHEST awards in television—Robert
E. Sherwood awards given by Ford Foun-
dation’s Fund for the Republic—may be
abandoned. Second annual presentation
of awards, worth 355,000, was made last
week (story page 91), but sponsoring
Fund for the Republic is undecided
whether there will be ancther. Fund is
wondering whether awards are worth their
price in advancing its work for civil liber-
ties.
BeT

HOT ADVERTISING ¢ General Electric
Co., which used television spots to ad-
vertise electric fan in hot weather last
year, has shifted to spot radio this year on
theory it's more flexible. GE places these
spots in unusual fashion, getting from
Bridgeport (Conn.) weather bureau lists of
cities where temperatures are expected to
soar into upper 80’s or 90’s and then hav-
ing Young & Rubicam, GE agency, place
schedules in those cities on day-to-day
basis, depending on distribution and
weather. Spots are placed in 7-9 a.m. and
4-6 p.m. periods.

BROADCASTING ® TELECASTING
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MEREDITH
SYRACUSE
TELEVISION CORP.

101 COURT STREET, SYRACUSE B8, NEW YORK

You haven't heard the last about our tremendous response
to a fishing lure offer made on a cooking show -- and, unfor-
tunately, neither have we.

The latest episode developed after Outdoor Life published
a picture of our women's director Kay Larson, in full fishing
regalia holding the catch of 500 postals she received after one
20-second offer. The article also pointa out that she devoted
an entire '"Kay's Kitchen' telecast to the art of cooking fish.

We were proud of this extra publicity but unprepared for
the problem it created. Kay's picture in fishing gear and the
fact that she cleans as well as cooks fish prompted a deluge
of marriage proposals from batchelor fishermen.

We would hate to stand in the way of a good proposal even
if it cont us one of the best women's directors in television,
but we do ask one favor. In the future please send your offers
and orders through the Katz Agency or Fred Menzies,
commereial manager.

Coridally,

Fo. Bak

Paul Adanti
Vice President

AFFILIATED WITH BETTER HOMES AND GARDENS AND SUCCESSFUL FARMING MAGAZINES .

Page 6 o jine 24, 1957
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LEAD STORY

Celler Cracks Another Whip—N. Y. Democrat’s bill would
make it illegal to give quantity discounts to advertisers.
Measure proposes to amend Clayton and Robinson-Patman
Acts to cover “services rendered by independent contractors.”
Page 31.

ADVERTISERS & AGENCIES

Pepsi-Cola’s Strategy in Tv—It's a drink
that “belongs™ in the best circles. And that’s
why the firm with Kenyon & Eckhardt is
picking up the tab for programs such as the
Cinderella spectacular. This special BeT
business profile traces Pepsi’s aggressive use
of all media since its inception during the
depression years. Page 116.

PEPSI'S POLLY

Ratings Rhubarb Erupts—Two Los Angeles outlets dis-
continue ARB service that reported lower daytime tv ratings
than did Nielsen and Pulse. ARB’s Seiler defends diary
method, says he would welcome further tests of its accuracy.
Page 33.

Pre-Testing of Sales Messages—Why waste countless dol-
lars springing commercials on the public that have not met
the acid test: criticism by the public? A New York inde-
pendent production studio shows how broadcast advertisers
can save money and. avoid embarrassment by screening their
wares before a segment of the great unseen audience via
closed-circuit tv in sample homes. Page 36.

Tv Network Buys and Buyers—Rankings of the top ten
advertisers didn't change much during April, according to
PIB data. Kingpin Procter & Gamble spent more than $4.1
million during that month. Page 44.

$2.5 Million Ticketed for Tv—Florida Citrus Commission
sets a record budget with the major portion slated for televi-
sion. Page 35.

Texaco Stresses Nighttime Radio—Plans are altered to give
a higher priority on the later hours. Page 33.

PROGRAM SERVICES

Baseball’s $7.3 Million Bonanza—That's what radio and tv
paid into the major leagues alone last year. Figures submitted
to Congress show the take from broadcasting over the pre-
vious four seasons. Page 60.

TRADE ASSOCIATIONS

NARTB Comes to Grips With Pay Tv—Radio, Tv Boards
order Bartlesville, Okla., survey to start immediately. Wash-
ington meetings also deal with circulation projects, weigh
government pressures. Page 48.

RAB Ups Budget, Expands Sales Plans—More than 1,500
advertisers to get personal presentations in next 12 months.
Budget boosted to annuai rate of $890,000, starting in July.
Page 56.

STATIONS

WBC Unveils ‘Lateral Programming’—New technique de-
signed to reinvigorate nighttime radio programming and sales
is launched by Westinghouse stations. First buyer is Texaco.
Page 82.

Petry “"Welcomes” Rate Controversy—Representation firm
officials say mixed reaction to their proposal to cut nighttime
radio rates helps to focus advertiser interest on undersold
evening time. They’re sure many other stations will join
movement to attract new business through repricing. Page 82.

FEDERAL

How's the Government Using Spectrum Space?—Sen.
Potter, Rep. Bray want to know about utilization of govern-
ment’s presently-allocated spectrum space and what plans
the military has to secure more. They introduce identical
resolutions calling for the establishment of a commission to
study same. Page 62.

Report on Networks Delayed—FCC’s Network Study Group
won’t be able to make June 30 deadline. Sept. 30 is new
release date. Page 67.

FCC Sets Antitrust Policy—Agency announces hands-off
policy, except as convictions reflect on character of licensees
or applicants. Commission position set forth in legal memo-
randum submitted in government suit against RCA-NBC for
“coercing™ Westinghouse into agrezing to exchange Philadel-
phia and Cleveland stations. Page 64.

Rayburn Says No, Walter Says Yes—But latter has the
final word as tv coverage of House Un-American Activities
Subcommittee hearings in San Francisco is permitted. Page 68.

NETWORKS

Rates Under Mutual’s New Format—MBS unveils price
structure for its new music-and-news, limited-network-time
operation. Page 74.

OPINION

Do Viewers Stay Around for Your Commercial?—Grey
Advertising’'s Al Hollender advises that initial impact is all
important to the sales message. He writes in BeT’s weekly
Monpay MEMO series. Page 125.

DEPARTMENTS
ADVERTISERS & AGENCIES ... 33 MANUFACTURING .......... 92
AT DEADLINE .............. 9  MONDAY MEMO ...........125
AWARDS ... oioievniinnnn-. 91  NETWORKS ................ 74
CLOSED CIRCUIT ............ 5 OPEN MIKE ................ 15
COLORCASTING ............ 22 OUR RESPECTS ............. 28
EDITORIAL ................. 126 PEOPLE ...........ccoiunnnn 98
FILM oo 96  PLAYBACK ................. 122
FOR THE RECORD ........... 103 PROGRAM SERVICES ........ 60
GOVERNMENT .............. 62 PROGRAMS & PROMOTIONS ..112
IN REVIEW ...........c.... 22 RATINGS ....... .......... 40
IN THE PUBLIC INTEREST ..... 26 STATIONS ...........c..... 82
INTERNATIONAL ............ 96 TRADE ASSNS. ............. 48
LEAD STORY ............... 31 UPCOMING ............... m

BROADCASTING ® TELECASTING

June 24, 1957 »



Page 8

In a few minutes the Adam Young man will be telling somebody
that WTIX has more than twice the audience of the #2 station

This morning from 3 E. 54th St. . . . and
from offices in Chicago, St. Louis, Boston, Los
Angeles and San Francisco, the Adam Young
men are out with new data on New Orleans
radio. ’

They have a new Hooper which shows WTIX
even further ahead with 24.2% all-day average
share of audience. (Second station; 11.0%.)

They have a new Pulse which shows WTIX
with an even bigger lead over the next station
in 11-station New Orleans—first in the morn-

ing (19.0%), first in the afternoon (19.0%)
and first all day.

Storz Station programming ideas and excite-
ment have created a new New Orleans listening
habit, with new time-buying habits to match.
If the Adam Young man doesn’t call you to
tell you more, you call him. Or get in touch
with WTIX General Manager Fred Berthelson.

WTIX

first in 11-station

NEW ORLEANS

The Storz Stations \

WHB
Kansas City

wDGY
Minneapelis-St. Paul

Represented by John Blair & Co.

® June 24, 1957

WwWQAM
Mtami

WTIX

New Orieans

Represented by Adam Young Inc.
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at deadline

FCC WANTS TO KEEP CH. 6 IN SCHENECTADY

IN deintermixture turnabout, FCC Friday
proposed to make Albany-Schenectady-
Troy, N. Y., area all vhf by retaining ch. 6
in Schenectady (now used by General Elec-
tric Co’s WRGB [TV]), ch. 10 in Vail Mills,
N. Y. (short distance out of Albany), and
to move ch. 13 from Rome-Utica, N. Y., to
Albany, substituting ch. 2 for ch. 13 in
Rome-Utica.

Comments on proposal due July 18; with
show cause orders, returnable July 24,
issued to WITV (TV) Rome, N. Y, to
change from ch. 13 to ch. 2 conditioned
on protecting radiation in direction of Corn-
wall, Canada; to ch. 41 WCDA (TV} Albany
to change to ch. 10 Vail Mills; and to ch.
35 WTRI (TV) Albany to change ch. 13.

Earlier proposal to deintermix New
York’s Capital area by moving ch. 6 from
Schenectady to Syracuse, N. Y., and to
Providence, R. 1.-Fall River-New Bedford,
Mass., area held in abeyance pending re-
turns on latest proposals.

In corollary move, Coemmission Friday
affirmed 1954 grant of sale of WROW-AM-
TV Albany, N. Y., from Hyman Rosenblum
and associates to Lowell Thomas and group;
dismissed protest by WTRI. WROW-TV
now WCDA (TV). Comr. Bartley con-
curred; Comr. Craven abstained.

In other deintermixture actions, FCC:

s Denied petitions for reconsideration of
its Feb. 26 order moving ch. 7 from Evans-
ville, Ind., to Louisville, Ky., and ch. 9 from
Hatfield, Ind., to Evansville, as educa-
tional, reserved frequency. Comr. Bartley
concurred; Comrs. Doerfer and Mack dis-
sented; Comr. Craven abstained.

s Denied petitions for reconsideration of
Feb. 26 order moving ¢h. 2 from Springfield,
I, to St. Louis, Mo. and to Terre Haute,
Ind. Issued proposal to move ch. 10 from
Terre Haute to Lafayette, with comments
due Aug. I, as requested by ch. 18 WFAM-
TV Lafayette.

® Denied petitions for reconsideration of
order last March retaining ch. 3 in Hart-
ford, Conn., and refusing to move it to
Providence, R. I. Comrs. Bartley and Lee
dissented. Also reaffirmed 1956 grant of ch.
3 Hartford to WTIC that city and denial of
competing application by Hartford Telecast-
ing Co. Comr. Craven abstained.

® Denied petitions for reconsideration of
Feb. 26 order rejecting proposals to move
ch. 3 from Madison, Wis., to Rockford, Ill.
Comrs. Hyde, Lee and Bartley dissented.

e Denied petition by WNOK-TV Colum-
bia, S. C.,, to add ch. § to that city. Comr.
Bartley dissented; Comrs. Doerfer and
Craven abstained.

Bourjois Ready. to Make
Firm’s Biggest Buy in Tv

BOURIJOIS Inc. (Evening in Paris per-
fume), New York, this week is expected to
make public biggest tv buy in company’s his-
tory. Purchase, made through office of Paul
G. Gumbinner, vice president of radio-tv at
Lawrence C. Gumbinner Adv.,, will see
Bourjois’ first concentrated use of night spot.

Drive reportedy will kick off shortly after

Thanksgiving and end on or about Dec. '

18, bidding for Yuletide market. -More than
110 cities will be bought. Additionally,
Bourjois reportedly will buy participation
schedule in new Arlene Francis program
slated to succeed Home weekdays on NBC-
TV. Spot campaign said to be “talks” by
Home fashion editor Natalie Core.

Sharing of Commercials Seen
For Three NBC Radio Clients

ADVERTISING concept whereby three ad-
vertisers share same commercial on behalf
of related products—relatively untried in
broadcasting—understood to be revived with
forthcoming $60,000 purchase of NBC
Radio Bob and Ray Monitor segments by
three soft goods sponsors. Splitting bill
three ways are Princeton Knitting Mills (im-
itation fur coats), Union Carbide Co. and
White Frost Chemicals Inc. (Fur Frost,
drycleaning process used for UC’s Dynel

BROADCASTING ® TELECASTING

fabric). Campaign reportedly will get under
way weekend of July 20 and run through
Sept. 1. Copy platform: get Allegro coat
made of Dynel; it can easily be cleaned
with Fur Frost. Fashion-conscious Ehrlich,
Neuwirth & Sobo, agency for Priné¢eton,
has been using this formula successfully in
print media, but this will be first time it’s
done so in radio. Cooperating agencies
are Anderson & Cairns (Dynel) and Kastor,
Farrell, Chesley & Clifford (White Frost).

STARTS SIDEBAND TESTS

LOT of broadcasters as well as FCC
expected to cock attentive ears to
WMGM New York starting this week
when station begins running—for first
time—tests of Kahn system of com-
patible single sideband transmission
during regular programming. En-
thusiasts see number of potential bene-
fits from Kahn system, including im-
proved quality and volume of recep-
tion and reduced interference among
stations, not to mention possibility of
fitting more stations into crowded am
spectrum.  With FCC approval,
WMGM will test Kahn system for ap-
proximately half-hour per day during
regular programming (on varying
schedule).

o BUSINESS BRIEFLY

Late-breaking items about broadcast
business; for earlier news, see ADVER-
TISERS & AGENc_rEs, page 33.

QUEUE FOR SULLIVAN = More than
half dozen major advertisers anxious to pick
up half of Ed Sullivan Show Sunday, 8
to 9 p.m., CBS-TV, this fall, when Lincoln
Division of Ford Motor Co. through Young
& Rubicam, N. Y., drops its portion of
show. Mercury Division of Ford through
Kenyon & Eckhardt, N. Y., will continue
to underwrite show for ninth successive
year next fall. Each advertiser spends ap-
proximately $5 million on yearly basis for
show. CBS-TV expected to make decision
as to which advertiser will get program to-
day (Monday).

TAKING TEMPLE e Sealtest Ice Cream,
Hills Bros. Coffee and John H. Breck Inc.,
all clients of N. W. Ayer & Son, expected
to sponsor 16 “fairy tales” with Shirley
Temple, Henry Jaffee-Screen Gems pack-
age, every third week, on different days,
starting in January on NBC-TV. Cost for
time and talent will be about $3.7 million.

‘Program will be filmed by Screen Gems.

Actual time for “baby specs” will be pre-
emptions on network in different days.

SPIKE STAYS ON e Liggett & Myers, N.
Y., extending sponsorship of CBS-TV Spike
Jones Show, Tues., 10:30-11 p.m. EDT for
another nine weeks, effective July 2. Dancer-
Fitzgerald-Sample, N. Y., is agency.

CAMPAIGN IN WORKS » J. B. Williams
(electric shave lotion) reportedly planning
spot tv campaign in undetermined number
of markets. J. Walter Thompson Co., N. Y.,
is agency. B
MORE FOR AMOCO » American Oil Co.
(Amoco gasoline) understood to have re-
newed for 52 weeks participation in Moni-
tor on NBC Radio. Renewal calls for 10
five-minute segments weekly, effective July
6. Joseph Katz Co., N. Y., is agency.
HARBINGER OF FALL ¢ Pure Oil Co,,
Chicago, negotiating for filmed Big Ten
Highlights on about 19 midwest tv stations
starting in September. Agency: Leo Burnett
Co., Chicago. Thirteen half-hour series be-
ing syndicated by Sports Tv Inc., L. A.

MOVIE-GOING PROMOTED » Council
of Motion Picture Organizations, interested
in boosting autumn movie attendance,
understood to be mulling nationwide radio
spot campaign on d. j. shows later this
year. It’s reported to have assigned Donahue
& Coe., N. Y., agency for MGM and
Columbia Studios, for special test run in
Rochester, N. Y., and Denver. Eight-week
test will start July 1 in those cities.

June 24, 1957 o Page 9



at deadline

NARTB Board Endorses Fight
Against Program Infringements

RADIQ and tv broadcasters in NARTB and
association are of “unanimous opinion”
there are “definite property rights in radio
and tv programs,” according to resolution
" adopted Friday by joint board at closing
of three-day association board meeting in
| Washington. (See earlier stories, page 48.)

In looking at infringement of property
rights by community antenna systems, board
contended that in its opinion these rights
“would be upheld in litigation involving un-
authorized use thereof.” Board authorized
association to file briefs in litigation that
may arise involving program property rights.

Joint board recommended government
study of use made of frequencies between
25-890 mc and above 890 mc, as suggested
in legislation introduced in Congress last
week (story page 62). Georgia Assn. of
Broadcasters was praised for highway safety
campaign called Deathless Weekend and
details will be submitted to other state as-
sociations. Board commended work of
Freedom of Information committee and
said joint effort by NARTB and state as-
sociations is effective way to promote free
speech and access to public events.

Membership report showed 2,171 total
(1,378 am stations, 330 fm stations, four
radio networks, 331 tv stations, three tv net-
works and 125 associates.} Total is up from
2,126 last January.

Seven Broadcast Sales

Given Approval by FCC

FCC approved seven broadcast sales Fri-
day, including:

® WHIP-AM-FM Jacksonville, Fla. (5
kw on 1320 kc), from J. H. Perry interests
to Radio Jax Inc. (Carmen Macri group) for
$225,000, conditioned on disposal of WQIK
Jacksonville by Mr. Macri. At same time
Commission granted sale of WQIK (1 kw
day on 1280 ke¢} from Mr, Macri’s owner-
ship to Rowland Broadcasting Inc. (Thomas
E. Casey, president) for $150,000.

e KFXD Nampa, Idaho {5 kw on 580
ke, MBS), from Frank E. Hurt & Sons Inc.
to E. G. Wenrick and Kenneth Kilmer for
$277,000. Mr. Wenrick holds minority inter-
est in KBOE Oskaloosa, Iowa.

¢ KLER Lewiston, Idaho (5 kw day, 1
kw night on 1300 kc) from Cole E. Wylie 1o
John H. Matlock and Eugene A. Hamblin
for $160,000, conditioned on disposal of
Messrs. Matlock and Hamblin’s ownership
of KOZE Lewiston (500 w day on 950 kc).

e XDHS (TV) Aberdeen, S. D. (ch. 9
construction permit) from McNaughton
family to North Dakota Broadcasting Co.
(John W. Boler interests) for $2,447 out-
of-pocket expenses. North Dakota owns
KCIB-AM-TV Minot, KBMB-TV Bis-
marck, KSIB Jamestown and KXJB Valley
City, all in that state.
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Report Urges Secret Data Leaks
Should be Made Criminal Offense

LEGISLATION making it a crime to dis-
close wilfully, without authorization, classi-
fied secret or top secret information was
recommended Sunday in report of Commis-
sion on Government Security. Penalty would
apply when violator knows or has reason-
able grounds to believe such information is
thus classified.

Report was filed with White House and
Congress by Loyd Wright, chairman and
former president of American Bac Assn. It
explains technical journals and newspapers
have featured articles containing informa-
tion and data which should not have been
printed for security reasons. Criminal
penalty would bring non-government vio-
lators under provisions. Commission point-
ed out that statute must maintain balance
between free-speech guarantees and steps
needed to safeguard against danger to na-
tional security.

WDOD Sold for $250,000;
WIIG Bought for $70,000

SALE of WDOD Chattanooga, Tenn. (5 kw
on 1310 ke, CBS), by Earl W. Winger to
Interstate Life & Accident Insurance Co.,
Chattanooga, for figure estimated at over
$250,000, subject to FCC approval, an-
nounced Friday. Mr. Winger retained option
to purchase 50% of ch. 9 WROM-TV
Rome, Ga. (ch. 9 recently moved to Chatta-
nooga by FCC). Insurance company prin-
cipally owned by Johnson family.

Also announced Friday was sale of WIIG
Tullahoma, Tenn. (250 w daytime on 740
kc)} by Raymond L. Prescott Jr. to M. D.
Smith I1I, program director, WBRC-TV
Birmingham, Ala., for $70,000. Paul H.
Chapman Co., Atlanta, was broker.

Nacogdoches, Tex., U Greanted

EAST Texas Broadcasting Co. Inc., Nacog-
doches, Tex., received FCC grant Friday
for new tv station on ch. 19 with 20 kw
visual power. Lee Scarborough, principal
stockholder, already operates KELS (FM)
Nacogdoches.

HELP FOR BENNY

SEVEN-YEAR-OLD Benny Hooper,
trapped for 23 hours in a Long Island
well earlier this month, is finding out
that many of his well-wishers are in
Baltimore, thanks to WBAL-AM-TV.
The Baltimore stations, learning of a
$1,500 medical bill facing the boy’s
family, began airing appeals for dona-
tions on all newscasts last Friday.
And initial returns indicated goal
would be reached in short order.

Storer, NTA Announce
Million-Plus Film Purchase

LARGE-scale purchase of film program-
ming from WNational Telefilm Assoc. by
Storer Broadcasting Co. for use on five
Storer tv stations announced Friday by
George B. Storer jr., vice president of
Storer, and Harold Goldman, vice presi-
dent for sales, NTA. Transaction, reported
to represent $1 million outlay, was said to
be first time Storer had made simultaneous
purchase for five outlets.

Under terms of contract, WPFH (TV)
Wilmington and WAGA-TV Atlanta will
receive NTA'’s “Big 50" and “Rocket 86™
packages of feature films, plus Adventure
of China Smith, New Adventure of Chind
Smith, Police Call, Orient Express and Com-
bat Sergeant series; WIW-TV Cleveland,
Big 50 and Rocket 86; WSPD-TV Toledo,
Rocket 86, and WIBK-TV Detroit, Big 50
package.

Jackson Measure Would Allow
Committees to Decide Access

MOVE to change House rules to allow
radio-tv broadcasts of hearings at discretion
of committees themselves introduced Fri~
day by Rep. George Meader (R-Mich.).
Move was endorsed by Rep. Donald L.
Jackson (R-Calif.), member of House Un-
American Activities Committee, who said
he had heard rumor that effort would be
made to abolish committee because it has
allowed telecasting of San Francisco hear-
ings despite opposition of Speaker Sam.
Rayburn (story page 68).

KRON-TV San Francisco continued to-
broadcast hearing Friday morning after
flurry of remarks between Speaker Rayburn
and Chairman Francis E. Walter (D-Pa.), of
committee. Some House members wondered
if Speaker might discipline chairman.

Miami Ch. 7 Edict Altered;
Indianapolis Stay Denied

FCC has_rewritten its 1956 decision award-
ing Miami ch. 7 to Biscayne Television
Corp. {now WCKT [TV]) and denying three
competing applications in line with court
order last March remanding case because
of Niles Trammell’s consulting agreement
with NBC. Mr. Trammell, who holds
balancing 15%. in Biscayne (42.5% each
is held by principals of Knight and Cox
newspapers), is former NBC president and
has consulting contract. Commission rewrote
final decision to give Biscayne demerit for
this arrangement, although' finding it not
major drawback, and concluded that Bis-
cayne was still to be preferred for grant.
Comrs. Hyde and Bartley dissented; Craven
abstained.

Cheboygan Grant Proposed

FCC Hearing Examiner Basil P. Cooper
issued initial decision Friday recommend-
ing grant of Cheboygan, Mich,, ch. 4 to
WTCM Traverse City, Mich, (Les Bieder-
man and associates), and denial of compet-
ing application for same facility by WCBY
Cheboygan. Biederman group alse com-
prises ¢ch. 7 WPBN-TV Traverse City, and
WATT Cadillac, WATZ Alpena, WMBN
Petoskey and WATC Gaylord, all Michigan
stations.
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CHANNEL 7’5
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OF THE SOUTH
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1,260,360
PEOPLE

Channel 7's Coverage Extends
Beyond the 75 Mile Area

National Representatives,

Geo. P. Hollingber

THE ONLY CBS, VHF STATION
SERVING THE SPARTANBURG-GREENVILLE SUPERMARKET
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KANE WINS

OWAL Share of Rudience

IN FIRST RATING SURVEY!

55 67 OF AUDIENCE
o /OIN CINCINNATI,O.

§45 80/ OF AUDIENCE
o) /O IN COLUMBUS, 0.

50 87 OF AUDIENCE
o /OIN ATLANTA, GA.

ARB, May, 1957

OM THE TOPNNAME
IN YNDICATION . - -
COME THE 10 SHOWS
IN CONTINUING ’
AUDIENCE SURVEYS!
_____..-#-"—

Friday — 10:00-10:30 pm l
MARTIN KANE — 55.6% share

Station B — 20.9% share
Station C — 20.0% share
Other — 3.5% share

Wednesday — 10:15-10:45 pm
MARTIN KANE — 45.8% share
Station B — 43.0% share
Station C — 11.2% share

Monday — 10:30-11:00 pm
MARTIN KANE — 50.8% share
Station B — 41.4% share
Station C — 7.8% share

TIME AFTER TIME...

ZIV
SHOWS
RATE
GREAT

IN CITY AFTER CITY !




LOUISVILLES POPULAR MUSIC STATION

I

Lovisville , Kentucky

Announces the Appointment of

AVERY-KNODEL

as its National Representative




OPEN MIKE

Uses a Similar Film Technique
EDITOR:

We read with interest the feature [BeT,
May 20] about Tidewater’s commercials
produced by our good friends, Fran Har-
ris and Ralph Tuchman, in which only in-
terpretative design and dramatic sound is
used.

Currently on the air in Chicago is a tv
spot for Oklahoma gasoline which we pro-
duced. The spot is called the “Sabre Dance”
since it uses the familiar music. Free forms
were animated in tempo with the music to
dramatize Oklahoma’s more power and ad-
ditive story. Not a single spoken word was
uttered throughout the entire 40-seconds.
Titles were included when appropriate and
are a part of the design feeling of the spot.
The titles underscored Cklahoma’s lower
prices, power, free coupons and other cam-
paign sales points.

The music is dramatic and the animated
free forms move in keeping with the strength
of the music. We feel the “Sabre Dance”
is unconventional, arresting and above all,
has created the Oklahoma image in the
minds of the viewer whenever the “Sabre
Dance” music is heard.

Fred Niles
Fred A. Niles Productions
Chicago

Our Court Story Pleased

EDITOR:

1 want to complement you on your excel-
lent coverage of the Philadelphia Radio &
Television Broadcasters Assn. [BeT, June
17]. 1 could just wish that . . . newspapers
. . . could have had the services of your
excellent writers.

William B. Caskey
Executive Vice President
WPEN Philadelphia

A link With Old Friends

EDITOR!

Your . . . [revised] PEOPLE’s department
is a genuine delight. After taking a full
half-hour out this morning to visit with old
friends through your personal columns, I
feel like a new man.

G. L. Price

George Logan Price Inc. Radio Pro-
ductions ‘

Malibu, Calif.

Also on The Fire Front

EDITOR:

In the June 10 BeT there was a brief
article regarding the fire in downtown Co-
lumbus in which the United Oil Corp. suf-
fered some $500,000 damages. In view of
BeT's reputation for giving complete cover-
age to stories and as an example of the mo-
bility of live television, T feel that it should
be pointed cut that WI'VM (TV) (formerly
WDAK-TV) was on the air with live televi-
sion coverage of the fire within 20 minutes
of the time the alarm was turned in. This
means that WTVM was providing live tv
coverage before any other medium had as-
sembled news unit to cover the fire. This

BROADCASTING ® TELECASTING

live coverage continued uninterrupted for
4¥5 hours and represented the most com-
plete coverage given this event.

Clyde T. Allen

Program Director

WTVM (TV) Columbus, Ga.

Wants to Help Aspiring Youths
EDITOR:

1 was very interested in 10-year-old Don
Harbolt’s letter [BeT, June 10] in which he
stated his ambition to become a television
cameraman. The letter reminded me that
I, too, once had youthful aspirations; mine
had to do with traveling with a circus.

Don’s words, reflecting judgment and in-
telligence considerably beyond his years,
impressed me so much that I am checking
with his parents and teachers regarding the
advisability of making a free television stu-
dio techniques scholarship with United Tele-
vision Laboratories available to him as soon
as he can take advantage of it.

There must be other deserving young peo-
ple who write you in a similar vein now and
then. For the more meritorious of these,
preferably in the middle or late teens, I'd
like to establish free UTL scholarships also.
Since United Television Laboratories is a
profit-making organization (I hope), the
number of free scholarships must neces-
sarily be limited but, to start with, three
could be awarded annually.

W. L. Reclor
President

United Television Laboratories
Louisville, Ky.

It Was o Happy Birthday
EDITOR:

Thanks for the wonderful coverage given
our first anniversary celebration [BeT, May
20]). The promotion just seemed to click in
every respect resulting in the success story
you published.

Sydney E. Byrnes
President & General Manager
WADS Ansonia, Conn.

Reprints for Students, Gl's
EDITOR:

Enjoyed your article “Will Television
Replace Sex?” [BeT, Feb. 27] and would
like permission to reprint parts of it in our
base newspaper.

Lt. Charles A. Halverson

Assistant Information Services Of-
ficer

Eighth Air Base Group

APO 929, San Francisco

EDITOR:

I am editing a new ICS text entitled Ad-
vertising in Radic & Television. 1T would
like permission to reproduce the Tv Com-
parative Network Showsheet [BeT, May 6]
and “What’s Really Wrong With Tv Com-
mercials” by Fairfax Cone [BeT, May 13].

Thomas W. Gerrity
International Correspondence
Schools, Scranton, Pa.

[EDITOR’S NOTE—Permission granted in both
instances].

KIDDER,
PEABODY
& CO.—

® Hasan established re-
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 10
take advantage of

when considering
the sale of his
property.

 KIDDER,
PEABODY & CO.

FOUNDED 1863

BOSTON PHILADELPHIA
SAN FRANCISCO

NEW YORK
CHICAGO

Offices and correspondents in thirty other
principal cities in the United States
Address inquiries to:

ROBERT E. GRANT
Kidder, Peabody & Co.

First Naticnal Bank Building
Chicago 3, Illinois
Telephone ANdover 3-7350

this dual coverage
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WBRC-TV—Birmingham, Ala. WAGA-TY —Atlanta, Ga.

Storer Broadcosting Co.—Home Office, Miami, Fla. WIBK-TY—Detroit, Mich,
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FAR MORE THAN BRICK
AND CONCRETE BLOCK

WJIW-TV—Clevelond, Ohio

The Storer Broadcasting Company is naturally proud of
WSPD-TV—Toledo, Ohio

its television station studios and facilities, The latest,
most modern equipment in the hands of trained, profes-
sional people will obviously provide the best in television
programming and advertising production.

But we prefer to think of these structures as monu-
ments to Storer success—and certainly not just financial
achievement. Every brick and every block, we think, is
mute testimony to the large audience response to Storer
TV programming—to entertainment ability—to a consci-
entious recognition of community needs—to faith in the
integrity of our advertisers,

And the Storer Broadcasting Company is grateful for
its good fortune in being a part of America’s most influential
medium—broadcasting, both sight and sound. To process

our opportunity zealously; our obligation and principle.

e, -
‘

"STORER BROADCASTING COMPANY

WSPD.TV WIW-TV WIBK-TV WAGA-TV WBRC-TV KPTV
Teleda, Ohia- Cleveland, Ohia Detrait, Mich. Atlanta, Ga, Birmingham, Ald. Portlond, Ore.
.WSPD : ’ ‘WIW WJIBK WAGA WBRC WWVA WGBS
Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlonta, Ga, Birmingham, Ala. Wheeling, W, Va, Miami, Fla,

NEW YORK—625 Maodison Avenue, New York 22, Plaxe 1-3910.
SALES OFFICES CHICAGO—230 N.Michigan Avenue, Chicogo 1, Frankfin 2-6498
5AN FRANCISCO—I11 Sytter Sireet, Son Francisco, Sutter 1-85689



In Mobile...

T
Lt

GETS STILL BIGGER
IN ALL 3 DIMENSIONS'!

WKRG-TV sets a
AoR-Bi new record in
ARB. (Feb. ‘57), leading 281
to 150 in quarter-hours when
both VHF's are on the air . . .
with a record new night-time
lead, too . . . 139 1o 59!

PUI_SE Telepulse (Sept.
’'56) shows WKRG-
TV leading in 275 quarter hours
to 171 for Station “X”, Even
then, the night-time lead was
one-sided, 117 1o 48.

NIELSEN Nielsen Cover-
age Service (Re-
port #2) shows WKRG-TV leading
in every department . . . covering
33 counties to 286 for Station X",
with 45,000 extra homes in Channel
5’s Nielsen Coverage ‘Service area.

® WKRG-IV
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ARE
RATINGS
EVERYTHING?

Some folks set great store by ratings .. . and we'd be the

first to tell you that in every stngle TV audience survey
made in Shreveport, KSLA-TV has come out ‘way on top.

But there’s something else of which we are every bit
as proud. It's an intangible you'd have to

come to Shreveport to grasp . . . a sort of first-

name friendliness, a confidence, a loyalty. This
feeling is reflected in the ratings, of course,

and in the results advertisers tell us they get.

Still, the real measure of it is the man who stops us on
the street or the child who calls on the phone. They feel

like it’s their station, and they're right! Add that to
dynamic ratings, and you DO have everything. Don’t you agree?

KSLA-TV

channel I 2 BASIC

in Shreveport, Louisiana

PAUL H. RA.YMER CO,, INC, Ben Beckham., Jr., Gene.ral Manager
Nationa] Representatives Winston B, Linam, Station Manager

Deane R. Flett, Sales Manager

BROARCASTING ® TELECASTING June 24, 1957 & Page. 19



- Outstanding in T

h ALABAMA _.
WSFA-TV

Montgomery

WSFA-TV, as symbolic of the New South
as the dramatically modern State q:
Agricultural Coliseum near Montgomery,
provides better coverage of the expanding
Central and Southern Alabama market
than any other single advertising medium!

That’s because WSFA-TV gives you highest-rated
local and network programming, plus a

maximum-power VHF signal that covers one-third
of a state to reach over 1,000,000 people!

Channel 12 &=

NBC.':-B‘g

The WKY Television System, Int,

WKY ond WKY-TV Okishoma City
WTVT Tampa - St. Petersburg

REPRESENTED BY THE KATZ AGENCY






NOW'!

J. Carrol Naish

Brand-new half-hour T'V series!
Excitement —thrills and chills
of Hollywood and exotic
European locations captured on
film. Veteran character actor,
J. Carrol Naish, makes Charlie
Chan live and breathe. James
Hong is the Number One Son.
Beloved by millions, who've
paid out their dollars to match
their cleverness with Earl Derr
Biggers’ most famous detective!
Wire or phone collect today to
reserve your market before
some other quick-thinking
advertiser snaps it up.

Hurry! Markets are
being reserved
today! Wire or
phone for private
screening!

Television Programs of America, Inc.
¢ PLaza 5-2100

488 Madison Ave.. N.Y. 22

adventures of

CHARI.IE CHAN

N REVIEW

SEGREGATION AND THE SOUTH

THIS tv film report on the three years since
the Supreme Court’s ban on segregation in
America’s schools, perhaps more than any-
thing else, underscores that the period of
transition has not been as utterly chaotic as
many expected,

True, the Open Hearing special program
had its share of the usual startling pictures
of Ku Klux Klan meetings and other flare-
ups, but these were more than counter-
balanced by sequences of the problems being
worked out on both sides. For this reason,
the Fund For The Republic, under whose
auspices the film was made, and ABC-TV
deserves a vote of thanks for succintly re-
porting the status of a touchy situation. In
fact, should tv exchanges with the Soviets be
worked out, this is the type of blunt fact-
finding that could illustrate how democratic
principles can survive a few hard knocks
and still emerge as the final force.

The individual units within the show were
nothing more than re-telling of events
thoroughly reported in all media. But com-
bined, as they were for the special presenta-
tion on Open Hearing, and augmented by
skilled film editing and narration, it amount-
ed to a crisp summary of three years internal
crisis.

Production costs: $35,000-840,000.

Telecast sustaining on film by ABC-TV’s
Open Hearing, Sun., June 16, 5-6 p.m.
EDT.

Film produced under auspices of The Fund
For The Republic, set up by the Ford
Foundation.

Introduction: John Secondari.
Film Narration: Paul Frees.
Writer-Director: James Peck.

BOOKS

THE USE OF SURVEY RESEARCH
FINDINGS AS LEGAL EVIDENCE,
by Hiram C. Barksdale; 166 pp.; Printers’
Ink Books, Pleasantville, N. Y.; $6.

SPONSORED by the Advertising Research
Foundation, this book opens up a new sub-
ject, the use of survey research findings as
legal evidence. It’s purpose is to break down
the barriers which differences in language,
terminology and concepts have erected be-
tween market research technicians and
lawyers. In short, the book describes how
opinion surveys must be conducted to be
valid for court evidence.

In addition to being a handbook for
technicians in marketing and advertising
research, it also serves as a reference
volume for attorneys interested in trade-
mark and trade name infringement, false
and misleading advertising and any field
where consumer or public attitudes become
an issue.

The author is associate professor of mar-
keting, New York U., and assistant techni-
cal director for the ARF.

UNDERSTANDING HI-FI CIRCUITS,
by Norman H. Crowhurst; 224 pp.;
Gernsback Library Inc.,, 154 W. 14th
St.,, New York 11; paper-cover edition,
$2.90; hard-cover edition, $5.

DESIGNED to answer all questions of the
technical minded hi-fi fan, the book cover
points that are often confusing to the audio-
phile—special output stages, feedback,
damping, inverter and driver stages, input
stages, matching, equalization, speaker dis-
tribution and crossovers, loudness and vol-
ume control, tone controls. Its many illus-
trations and explanations help to properly
evaluate a variety of audio circuits.

The Next 10 Days
Of Network Color Shows
(All Times EDT)

CBS-TV

Color schedule cancelled for summer
period.

NBC-TV

June 24-28, July 1-3 (1:30-2:30 p.m.)
Club 60, participating sponsors.

June 24-28, July 1-3 (3-4.p.m.) Mati-
nee Theatre, participating sponsors.

June 24 (9:30-10:30 p.m.) Robert
Montgomery Presents, S. C. Johnson
& Son through Needham, Louis &
Brorby and Mennen Co. through
Grey Adv.

June 25, July 3 (8-8:30 p.m.) Arthur
Murray Party, Spiedel through Nor-
man, Craig & Kummel and Purex
through Edward H, Weiss & Co.

June 26 (8-8:30 p.m.) Masquerade
Party, participating sponsors.

June 26, July 3 (9-10 p.m.) Kraft
Television Theatre, Kraft Foods Co.
through J, Walter Thompson Co.

June 27 (10-11 p.m.) Lux Video
Theatre, Lever Bros. through J. Walter
Thompson Co.

June 29 (8-9 p.m.) Julius La Rosa
Show, participating sponsors.

June 30 (9-10 p.m.) Goodyear Play-
house, Goodyear Tire & Rubber Corp.
through Young & Rubicam.

Page 22 » June 24, 1957
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IN_ INLAND CALIFdRNIA {AND -WESTERN NEVADAl

,fui.».ma,-%" TR el MAS#7 TENS

& BEELINE RADIO

= 1 T T e i T TS = £ 7
Ll bl OO R -

This group of mountain-ringed radio

stations, purchased as a unit, delivers m
more radio homes than any combin-

ey

/
KOH 6 o

ation of competitive stations . . . at by KFBK (] SACRAMENTO
far the lowest cost per thousand. \
(Nielsen & SR&D) BMGJCOMQ KBEE @ noosyo
They serve this amazingly rich in-
Jand market which contains 4 of the KMJ © FRESNO

top 5 counties in farm income in Calif- : i \
fornia, the nation’s leading farm state : QA ! KER o sakersrieLp
™~

— and has an effective buying income

agricultural census)

fo-

of almost $4.3 billion dollars. (Sales \
Management’s 1956 Copyrighted Sur- - T
g 5 Sacramento, California /3
vey & U.S. Dept. of Agriculture’s 1954 TN— (- ks |
'r/

National Representative
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' MILESTONES

| » PAT FLANAGAN, sportscaster, KOOL-
| AM-TV Phoenix, celebrated his 35th year
| of broadcasting June 1.

» SHURE BROTHERS Inc., Evanston, Ill.,
electronics equipment manufacturer. cele-
brated its 32nd anniversary.

|
| » CECIL HALE, WSAI Cincinnati, cele-
| brates his 31st year in broadcasting.

COVGFSI » WRBL Columbus, Ga.. celebrates its

30th year.

. |
FRESNO > C. A. O'DONOVAN, treasurer, South-

Agency Executive Sold on
Audit Bureau of Circulations

by =

A, C. DEPIERRO.
Vice President
Director of Media
[.ennen & Newell Inc.
New York

“Helping to eliminate the guess-work from media buying through
your membership in Audit Bureau of Circulations is a significant
benefit to advertisers and their agencies. Audit Bureau of Cir-
culations reports are a vital part of our every day working tools
and we commend you for adding your publication to the impressive
list of Burcau Members.”

BeT is the only paper in the vertical radio-tv field with A,.B.C.
membership . . . your {urther guarantec of integrity in report-
ing circulation facts. BeT, with the largest paid circulation in
its field, is basic for subscribers and advertisers alike.

=4 BROADCASTING
L TELECASTING
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western Sales Corp. (KVOO Tulsa) cele-
brates his 25th anniversary with company.

» SID SOLOW, vice president-general man-
ager, Consolidated Film Industries (proces-
sor of fitms for tv and movies), celebrates
| his 25th anniversary with company.

» WLAK Lakeland, Fla., completed 21
years of broadcasting last month.

» JOHN CAMPION. control room opera-
tor, WDRC Hartford, Conn., is observing
his 15th anniversary with station this month
BERTHA PORTER, music librarian,
WDRC, is observing her 12th anniversary
with station.

| » GLENN CALLISON, vice president in
charge of engineering for McLendon sta-
tions (KLIF Dallas, KTSA San Antonio and
KILT Houston), celebrates his 10th year
with organization this month.

» KUHT Houston, Tex., celebrated ifs
fourth anniversary with reception for edu-
cators and telecasters, combined with hour-
long telecast this month.

» TOM HANLON, sportscaster, KNX Los
Angeles. celebrates his 20th year with sta-
tion.

& WSIV Pekin, IIl., has completed its 11th
year of broadcasting.

B KTLN Denver celebrated its ninth an-
niversary last month.

» WSUN-TV St. Petersburg, Fla., cele-
brated its fourth anniversary last month.

p KDIX Dickinson, N. D., celebrated its
10th anniversary last month.

» WBEN-TV Buffalo celebrated its ninth
anniversary last month.

» NBC Matinee Theatre (NBC-TV, Mon.-
Fri,, 3-4 p.m. EDT) gave 400th telecast
June 6.

» KGMS Sacramento, Calif., celebrated
| fifth anniversary.
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‘.every day

“At first I think mavbe Chiristinas is coming early

this year, what with all that fall-out and stuff. Finally
I get up my courage to ask the guv. *Christinas?’ he
says, smiling. *“Angelo, my lad. it’s alicays Christmas up
in Matne when you put WABL-TV and WABI

Radio on vour spot schedules!”

“Now, what,” adds Angelo, a busy fellow at Michael’s
Pub in the East Side heart of the ageney jungle .
*“what do vou make of that?*

Well, sir, anybody who kitows his way around radio
and TV buving can make something verv profitable
out of it. A large delegation of advertisers are today
wearing pine cones over their hearts (if not in their
lapels) as tribute to sales triumphs throughout the
fastest-growing slice of Maine.” You don't need to
know a conifer from a lobster pot to find cut what a

Wabi

a fresh pine cone
in his lapel!

powerhiouse this WABL-TY and WABI Radio

combination is.

(Latest ARB — for example — gives WABI-TV eight
of top ten. 17 of top 20 shows in a seven-county study.
Morning ratings up 60% ; afternoon, up 15%;

6 P.M. to midnight, all week, up 31%. Average
nighttime audience now 329 greater than

next-best station. In short — WOW' 1)

“Mavbe,” says Angelo, “this’d he a hot spot to advertise
Michael’s Puh?” He might be right. Nobody has yet
found out what WABIL-TY and WABI Radio can’t do!
Wunt to accept the challenge for your products?

“Real versutile market, too. Wall Street
Journai, for instunce, says Maine is now
manufacturing 170 million toothpicks a day.
Pine trees, you know. One of the smaller
industries contributing zoom to our boomn!

. George P. Hollingbery — Nationally
_/_ S \/ | Represented bys Kettell-Certer — New England
TV

BANGOR, MAINE

General manager: Leon P. Goermon, Jr.

offiliated with The Downeast Network — WIDE, Biddeford; WPOR, Portland; WRKD, Rockland; WTVL, Waterville.



Nielsen
Study
# 2 Shows
WPTF

More daily listeners
than any other North
Carolina, South
Carolina or Virginia
station?

Reaches over 50% of all radio
homes in 84 counties! Three
more counties than 1952 study. X

Populetion ........cc... 3,150,700
Houssholds ............. 767,760
Spandable Income ...... $3,398,498,000
Retail Sohs ........... $2,390,992,000
Food Sales «.eeeeceanene $ 545,229,000
Drug Sales «..covvvsenns $ 656,745,000
Gen. Merchundise ...... $ 308,037,000
Apparsl Sales .. ..ce0.n, $ 129,851,000
Home Fumishings ....... $ 141,796,000
Autemotive Soles ....... $ 516,305,000
Gas Station Soles .$ 217,529,000

Farm Populotien .. a 1,246,100
Gross Farm Incomas .$1,069,116,000
*Sonrce: Standard Rate and Data

T

T

50,000 WATTS 680 KC

NBC Affiliate for Raleigh-Durham
and Eastern North Caroling

R. H. Mason, General Manager
Gus Youngsteadt, Sales Manager

Natianal Representatives
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.2 x 2 slide and background factsheets to

IN PUBLIC INYEREST

AWRT Launches Slum Campaign

AMERICAN Women in Radio and Televi-
sion is launching a three-month betterment
of slums campaign in cooperation with the
Advertising Council on behalf of American
Council to' Improve Our Neighborhoods.
AWRT has issued a kit containing announce-
ments, a 20-second film, an 8 x 10 flip card,

1,600 of its members. Kit was prepared by
Young & Rubicam, volunteer agency for the |
ACTION campaign.

WIBR Places Teeners

JUVENILE delinquency was “dealt a good
sock in the jaw” by WIBR Baton Rouge,
La. The station put on an all-out campaign
to register teenagers for summer employ-
ment and help place them in jobs. Two
hundred and eighty teenage registrants were
reported in the first few days.

NBC Public Service Award

SERGEANT William Frith, a member of
the Northwest Detective Div. of the Phila.
Police Dept., received the NBC Public Serv-
ice Award from Lloyd E. Yoder, NBC vice
president-general manager of WRCV-AM-
TV Philadelphia, for his (Sgt. Frith's) part
in solving the recent robbery-murder of Mrs.
Agnes Sharpe. Although suspect Charles
Adderly passed a lie detector test and was
released for lack of evidence, Sgt. Frith still
felt the 19-year-old youth was involved in
the crime. Sgt. Frith continued investigation |
and finally accrued sufficient additional data

to cause the suspect’s re-arrest. When he was

faced with the new evidence, the suspect

broke down and confessed to the murder.

WBEN Scores With Mental Health

WBEN Buffalo has launched a six-week
series on mental health, with local institu-
tions participating. The program, which be-
gan June 9, has aiready reportedly generated
many letters and phone calls of praise. Ac-
cording to the station, the *“high caliber of
the series is the obvious reason.”

Adm. Dewey to Cruise Again

AS THE *“kickoff” of the June “Impact
Public Service Project,” WRCV-TV Phila-
delphia aired a special program USS Olym-
pia, inaugurating a month-long radio-tv
drive by the NBC stations in aiding the
raising of $250,000 to restore Admiral
Dewey’s flagship of Spanish-American War
fame, as a public shrine on the Philadelphia
waterfront.

News Film Used as Evidence

BECAUSE of its graphic summing up of a
news situation of ‘‘serious public concern,”
a film used in the Bennet Paint Co. interpre-
tive news show, Week End, was presented
as testimony at a public hearing in the Salt
Lake County (Utah) Commission chambers.
The film showed the result of gravel mining
operations near the mouth of Big Cotton-
wood Canyon. Minutes after the news film
was aired on KTVT (TV) Salt Lake City,
representatives of Salt Lake County residents
contacted the station asking permission to |
utilize the footage at hearings.

ABOARD!

Oldtime Ohio River steamboat
whistles let passengers know it
was time to get under way. The
more forceful the whistle, the
bigger the boat . . . the more
passengers it could carry . . . the
faster it took them further.

Similarly, the latest Nielsen
figures sound a forceful blast for
WSAZ-TV in today’s busy Ohio
River market. With an audience
of over half a million TV homes
in 69 counties, WSAZ-TV
reaches (says Nielsen) 100,580
more homes on weekday nights
than the next-best station. And
it’s the consistent leader around
the clock!

This is impressive traveling—and
to very prosperous ports of call
where income has never been so
high. Get aboard this prime
mover of goods and let WSAZ-
TV blow your own whistle where
it will be heard — and heeded —
most. The gangway is down at
any Katz office.

= ;

p ki i i
HUNTINGTON-CHARLESTON, W. VA,

¥.B.0. NETWORR

Atilicted with Radio Stations
WSAZ, Huntington & WKAZ, Charleston

LAWRENCE H. ROGERS, PRESIDENT
Represented by The Katz Agency
b o o s L ]
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WPST-TV

MIAMI ;
announces the appointment of

H-R Television, Inc.
as national representatives

: ﬁ AT,
AIR DATE: Aug1,1957 |/ - &

full power channel 10
AIRLANE OF THE STARS

president general manager :
GEORGE T. BAKER WALTER KOESSLER = l
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OUR RESPECTS
to Robert Edward Lee Kennedy

BOB KENNEDY, the 1957-58 president of thc Assn. of Federal Communications
Consulting Engineers, considers himself a roughneck engineer, but he’s really a civi-

[14%, MORE audience lized, urbane man at heart.
. , Not long ago he was with a large group at a colleague’s home. The late evening
than Station B ALL DAY!* snack was a special Italian dish. The cook, who was as finicky about the ingredients

1 as he was about the cooking time, was Mr. Kennedy.

The tough talking, bristling attitude that Mr, Kennedy affects—it reflects his ban-
tam temperament—is belied in another direction. He and his wife. Mary. are long-
| hair music fans. Symphonies, opera, concerti, chamber music arc an integral part

| of the Kennedy household in the Forest Heights. Md.. section of suburban Wash-
ington. Currently, there are more than 1,000 LPs in their library.
Needless to say the Kennedy’s high fidelity record player is top drawer, if not
I. IvElT WATTS avant garde. “Kennedy's amplifier isn't any ordinary 10 w or 25 w piece of equip-
] ment,” a friend said recently, “it must put out at least a million watts.”

He has one distinction uncommon in broadcasting circles. He is the only broad-
cast engineer who ever socked his boss and kept his job. It was in 1931 when he
was a transmitter operator at WTAR Norfolk. He was changing a capacitor and
the lines were “hot.” The chief engineer started to put his hands on the terminals,

Mar.-Apr. ‘57 Hooper In Lansing Shows alive with 4,400 volts. Mr. Kennedy’s fist shot out and knocked the boss away.
MONDAY THRU FRIDAY For the last four years, Mt. Kennedy has represented AFCCE on the joint indus-
. try-government committee wrestling with the tall tower problem. The problem
WILS | Station B arises because aviation interests feel strongly that high towers, mainly television, are
7:00 a.m.-12 noon | 61 .4 23.5 hazards to airplanes. Recently this group agreed on a set of tentative principles for

both broadcasters and the air industry. Mr. Kennedy feels this is worth trying, both
broadcasting and aviation must live together in airspace and must compromise their
differences in order to maintain a working relationship.

Robert Edward Lee Kennedy was born Jan. 19, Robert E. Lee’s birth date, in 1910
at Norfolk, Va. His father was a shipwright in the Navy Yard there—and a Yankee
to boot (he was from Newfoundland). Young Bob wound his first crystal set in 1921,
had a ham license (3RT) at 14, He took engineering courses at the U. of Virginia
at Norfolk, George Washington U. and Georgetown 1. in Washington.

For eight years beginning in the summer of 1927. Mr. Kennedy worked at radio
stations and as a ship’s wireless operator. He was a combination engineer-morning
man at WTAR Norfolk. He worked at what was then the Cavalier Hotel's WSEA
Virginia Beach. He was a technician at WGH Newport News. His sea duty took
place on merchant ships on the South American run, but for four months he served
as “sparks” on a private yacht. Even today Mr. Kennedy’s eyes sparkle at the re-
membrance of the lush living aboard the Hardi Baiou.

In 1935, Mr. Kennedy joined the Washington Institute of Technology at College
Park, Md., just outside Washington. In 1938 he became associated with Paul God-
ley at his Montclair, N. J., engineering laboratories. Two years later he was back
in Washington with John Barron in consulting engineering practice.

Twenty four hours after the Pearl Harbor attack in 1941, Mr. Kennedy volun-
teered for Navy duty and was commissioned a lieutenant (j.g.}). He was assigned
to the radio-electronics branch of the Bureau of Aeronautics. When the war ended,
Mr. Kennedy was a lieutenant commander and assistant chief of the radio section.

When the firm of Kear & Kennedy was established in Octobar 1945, it had ABC
as its first and principal client. It started out as a three-man outfit occupying one
room in downtown Washington; it now employs 12 men and occupies a third of the
floor of a Dupont Circle building, grossing almost $250,000 a year.

Mr. Kennedy married the former Mary Domingk in 1941. They have two chil-
dren, a girl of 9 and a boy of 6. By a previous marriage Mr. Kennedy has a 24-
year-old daughter and a 22-year-old boy. He has one grandchild.

In addition to his office as president of the AFCCE (of which he was one of the

“‘;\.'i- fNay, s founders}, Mr. Kennedy is a member of the Institute of Radio Engineers. a vice
w Ly 55'!1“ president of the Washington, D. C., IRE professional group on audio. the Radio
Club of America, the Audio Society of America. He is also Steward (president)

of an esoteric little group known as the Empire State Tv Guild. This is a select body
\ of men who had a hand in putting all seven New York City tv stations on one mast
atop the Empire State Bldg.

Mr. Kennedy’s other serious hobby, in addition to hi fi, is photography. He has
half a dozen cameras around the house and spends hours in his dark room. Until
last year he was also the owner-skipper of “the ncatest little 40-footer afloat in the
l Washington area.”

12 noon-6:00 p.m. | 53.7 30.1

MORE [isteners than
all other stations

heard in Lansing
combined.*

* Mar. thru Apr. average
C. E. Hooper, Ine. R

Represented Nationally by
Venard, Rintou! & McConnell, Inc.
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COUNTING NOSES
ISNT ENOUGH

BROADCASTING

Whose noses are they ? Seems like a reasonable
question for any advertiser to ask when he
stakes his money against a publication’s ability
to deliver.

That’s why vague circulation counts, without
proper analysis of who and why as well as

how many, are no assurance that (1) your
advertising is going where you want it to go, and
{2) that it will receive any kind of attention
when it gets there.

Take our field, for instance. Of the several
publications purporting to cover radio and
television, only one — BROADCASTING-
TELECASTING — is a member of the Audil
Bureau of Circulations. Only B-T can give you a
definitive breakdown of its P4/D readers.
These, we are happy to report, comprise 90%
of total circulation . . . and lead the field by
several thousand noses in these ways:

1) almost 17,000 people pay to read B-T —
more paid distribution annually than all other
magazines in the field combined.

* Smell something burning? It's
probably the radio-TV magazines
whese circulation generosity
exceeds their paid distribution.
Ask any of them for a breakdewn
— by types — of their paid
readership. Il panic you
{and them).

¢ TELECASTING

21 among the crucial (to youl advertiser-
agency echelons, B-T’s 5,166 paid, ABC-audited
subscriptions mean unbeatable coverage.

3) on 1,000 desks in America’s 40 biggest
radio-TV agencies and advertisers, B-T is

a paid-Jor fixture every week. (These, by the
hye, are the top-billing 40 who spent about
one billion in radio-TV last year.)

Only a publication that does have this caliber of
circulation will face the thorough-going
scrutiny of an ABC audit. Giveaway copies and
unsolicited “‘subscriptions” are quickly
recognized for what they are—circulation chiaff. ©

Busy people can't read everything that lands
on their desks. But they do appreciate complete,
concise reporting — and are willing to pay for
it, as B-T’s popularity proves. If you have
something to tell busy people in radio-TV
advertising, put it in the magazine they open
{and open first! , ., the magazine they pay

to get—hecause thev know it’s worth it

1735 DeSales Street, NNW., Washington, D. C.

a member of the Audit Bureau of Circulations

June 24, 1957
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In Houston

the turn

we think
television is

more than

than just
riding the
netwaork!

The Best
Metwark,
movies
ond
lacal “live”
everyday makes [5

HOUSTON"S
BEST BUY

KTRK-TV

CHANNEL
13

THE CHRONICLE STATION, CHANNEL 13
P. 0. BOX 12, HOUSTON 1, TEXAS.ABC BASIC
HOUSTON CONSOLIDATED TELEVISION CO,
General Manager, Willard E. Walbridge
Commaercial Monager, Bill Benneit.
NATIONAL REPRESENTATIVES: Geo. P. Hollingbery Go.
500 Fifth Avenve, New York 35, New York
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AND HERE'S FURTHER PROOF!

May A R B Shows—

KTRK-TV First in Prime time — 6-10 p.m.
Monday thru Friday

KTRK-TV First in Nighttime — 6 p.m. to
Midnight Monday thru Friday

KTRK-TV First in Nighttime — 6 p.m. to
Midnight Sunday thru Saturday

KTRK-TV Leads With Top 3 Shows and
Five of Top 10 in Houston!

BROADCASTING ® TELECASTING
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FRONTAL ATTACK ON ALL AD DISCOUNTS

Celler would bring media under Clayton, Robinson-Patman Acts
While aimed at networks, bill would hit all advertising media

FCC comes in for scathing attack, in general and in particular

[The question of antitrust made news in
other quarters last week. See page 64 for
BeT’s coverage of the FCC’s new policy in
antitrust cases—and specifically the NBC-
Westinghouse swap.]

TWO WEEKS AGO Rep. Emanuel Celler
released the long-awaited report on his anti-
trust investigation of the broadcast industry.
Last Thursday he put it to work.

In a move which could change the whole
face of all media operating practices, the
New York Democrat introduced a bill to
amend the Clayton and Robinson-Patman
Acts to cover “services rendered by inde-
pendent contractors” as well as commodi-
ties and goods. If passed, the bill could
make illegal all quantity discounts to ad-
vertisers—a cornerstone of the advertising
business. While aimed primarily at the
broadcast networks, it also would affect
every tv station, radio station, newspaper,
magazine, and in fact any form of mass
communication which accepts advertising.

Briefly, the two acts presently prohibit
manufacturers from giving quantity dis-
counts to their customers unless it can be
proven that the large purchases result in a
substantial saving to the manufacturer. Tv,
radio and the print media, being deemed
services rather than commodities, have gen-
erally been held free from the provisions of
those acts.

Rep. Celler announced the introduction
of his latest bill while addressing a luncheon
meeting of the Federal Communications
Bar Assn. in Washington. A record number
of lawyers, two FCC commissioners, and
two-score broadcasters in Washington for
NARTB board meetings (story page 48),
also heard him loose a blistering attack on
the FCC.

The Celler report (actually the report of
his antitrust subcommittee of the House
Judiciary Committee), hit the tv networks’
practice of giving discounts up to 25%
(and over that in some instances) on the
advertiser’s gross time purchases. It ques-
tioned whether or not the network discount
structure involves a violation of the Robin-
son-Patman amendment, *“one of whose
principal purposes was to prohibit quantity
discounts to mass buyers merely on the
volume of the purchases and unrelated to

BROADCASTING. ® TELECASTING

cost savings by the seller, where an injurious
effect upon competition might result.”

In the case of tv network time, the re-
port stated, it is not uncommon for an ad-
vertiser to receive a discount of $25,000
for a single program based solely on the ad-
vertiser's aggregate time purchases, while a
competing advertiser whose budget does
not permit large network time purchases
may receive no discount at all for sponsor-
ing a like program. “If a commodity were
involved, this very kind of practice would
come under the ban of the Robinson-Pat-
man amendment. Yet, for no reason other
than that the activity relates to services, im-
munity from the anti-price discrimination
statute seems to be provided,” the report
contended.

Congressman Celler took a leaf from the
book of Rep. John D. Dingell (D-Mich.) in
his criticism of the
FCC [BeT, June 3].
“I'm going to toler-
ate no nonsense, no
procrastination—
that’s a warning to
the FCC [to carry
out the recommen-
dations of the Celler
report],” Rep. Cel-
ler told his Thurs-
day audience,
which included
Comrs. Rosel H.
Hyde and John C.
Doerfer.

He charged the
Commission with
failure to perform
its statutory obliga-
tions adequately;
failure to conform
its regulatory activities to the letter and spirit
of the antitrust laws; fumbling, “for many
years,” the vital problem of station outlets
and frequency allocations; inability to cor-
rect the chronic and critical station shortage,
and being unduly informal with members of
the industry.

“What is required,” Rep. Celler stated,
“is appointment to the Commission of per-
sons dedicated to serving the public in-
terest.” He pointed out that he had not been
partisan in his criticism of the commission-

REP. CELLER

ers, but had leveled his attacks against both
Republicans and Democrats on the FCC.
He called upon the FCC to establish its
own “code of ethics” to prohibit further
ex parte discussions of pending issues.

Rep. Celler also expressed his dissatis-
faction with FCC approval of the NBC-
Westinghouse station swap, the grant of ch.
5 in Boston to WHDH-Herald-Traveler, and
the Commission’s failure to bring to a close
two proceedings involving American Tele-
phone & Telegraph.

Assuming that his bill would be referred
to the House Antitrust Subcommittee, Rep.
Celler told his audience: “I can assure you,
you'll get action on that bill.”

Following is a slightly condensed text
of Rep. Celler’s address:

To me a matter of most serious concern
is that the FCC has failed to perform its
statutory obligations adequately; that it has
not infrequently failed to conform its regu-
latory activities to the letter and spirit of
the antitrust laws; and that it has, for many
years, fumbled the vital problem of station
outlets and frequency allocations. What is
more—and this should be especially disturb-
ing to members of this bar-—the committee
found that the Commission has been unduly
informal in its relationships with members
of the industry. In fact, for many years such
an air of informality has surrounded ‘the
Commission’s adjudicatory process that
members of the Commission have repeat-
edly discussed with interested parties the
merits of pending cases. It is needless for
me to point out that such practices by mem-
bers of a quasi-judicial agency are clearly
repugnant to fundamental principles and
tread dangerously close to, if they do not
transgress, the outer limits of due process of
laws.

It is inconceivable that members of this
specialized bar association wiil tolerate con-
tinuation of this situation, which is so in-
consistent with order and fairness. I am con-
fident that you will assist in the formula-
tion of procedures necessary to assure that
the Commission will act as a truly quasi-
judicial body.

As a first step, it is imperative for the
Commission promptly to adopt a code of
ethics that will prohibit further ex parte
discussions of pending issues between Com-
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CELLER ON DISCOUNTS, FCC

mission personnel and litigants and restoré
due process to its adjudicative process. I
recognize that adoption of such a code will
not in and of itself solve the basic problem
of effective broadcaster regulations. What is
required is appointment to the Commission
of persons dedicated to serving the public
interest. In my opinion there has never been
a greater need for qualified personnel in the
FCC, both at the staff and the Commission
level. For a number of years the FCC has
simply not measured up ‘to the standard of
public service required to inspire public
confidence.
In the exercise of its licensing function,
for example, the FCC has a unique oppor-
tunity and responsibility for protecting the
public interest in a competitive broadcasting
industry, by closely scrutinizing both the
nature of the transactions underlying license
applications and the antitrust background
of the applicants. The Commission’s official
policies recognize and assert that respon-
sibility. Yet in practice the Commission
has on several occasions subordinated the
public interest in these respects. The NBC-
Westinghouse station exchange of 1955 is
a case in point. In that case, NBC per-
suaded Westinghouse to give up valuable
Philadelphia stations in exchange for NBC's
Cleveland stations plus $3 million. The
Commission had reports from its staff ex-
pressing concern over the concentration and
overlap of NBC coverage which would re-
sult from this transaction. It had detailed
information from its staff reporting that
Westinghouse was reluctant to surrender its
Philadelphia outlets and may have been co-
"erced to agree, or face possible loss of NBC
network affiliation in several cities. Never-
theless, the Commission approved the ex-
change without a hearing, without giving
specific consideration to the antitrust back-
grounds of the various participants and
without maintaining adequate liaison with
. the Antitrust Div. of the Dept. of Justice,
''to whose attention it had specifically called
the case, and which had been investigating
the transaction.

The NBC-Westinghouse case is not an
I isolated example. A recent decision by the
Commission affecting the Boston area again
highlights the Commission’s disregard of
antitrust principles in its licensing process.
In that case one of the applicants already
owned newspapers and radio stations which
were dominant in the area and was con-
trolled by persons who had frequently run
afoul of the antitrust laws in the past. Paren-
thetically, it was rated by the Commission’s
chief hearing examiner as tied for last place
below two other applicants. Yet, the Com-
mission awarded this applicant the license
over all competitors notwithstanding the
Commission’s avowed policy of favoring
diversity. of ownership of mass communica-

tions media and of considering a history of

antitrust violations in licensing proceedings.
Let me emphasize that decisions of this na-
ture shatter competition in the mass com-
munications field.

! The Antitrust Subcommittee did not in-
|vestigate this transaction because it had
completed its hearings before the Commis-
sion acted. However, it is to be hoped that
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the House Commerce Subcommittee on Leg-
islation Oversights- [headed by Rep. Morgan
Moulder (D-Mo.)], which was recently es-
tablished, will investigate the Commission’s
handling of the matter.

In yet another field, the area of frequency
allocations, the Commission has proved
incapable of correcting the chronic and
critical station shortage which is one major
obstacle to achievement of a nationwide
competitive system. Although the Commis-
sion repeatedly declared the use of uhf to
be essential to such a system, for many years
it not only failed effectively to encourage uhf
development, but until recently, its every ac-
tion further strengthened and entrenched
vhf. As a result uhf stations face an impos-
sible competitive situation due largely to
the absence of all-channel set circulation.
After 12 years, the situation still cries out
for constructive solution.

In a related area the Commission has
been remiss in failing to bring to a conclu-
sion either of two long-pending proceedings
that bear on the difficulties of rural televi-
sion stations that are not in the AT&T trans-
mission system in obtaining network pro-
grams for live broadcast at reasonable trans-
mission rates. One of these proceedings, init-
iated in 1954, seeks permission to construct
and operate private relay facilities whenever
the cost of AT&T services is dispropor-
tionate. The other, which has been pending
since 1948, is a formal investigation of
AT&T common carrier charges for network
transmission services. In view of the im-
portance of these proceedings to the achieve-
ment of national objectives for broadcasting,
the length of time which they have been
permitted to drag on is unconscionable.

Cites CBS, NBC ‘Dominance’

Turning to the problems of concentration
in the industry, the committee’s study re-
vealed that CBS and NBC today occupy a
dominant position in television broadcasting,
accounting for over 40% of the entire tv
broadcast business. By virtue of that dom-
inant position, these two networks, using
spectrum frequencies that are a precious
natural resource belonging to all the people,
exercise vast influence and determine in
large measure what the American people
may see and hear on their television sets. It
maust not be overlooked, however, that they
have done much that is in the public interest.
Thus they have engaged in extensive pioneer-
ing activities, assumed large financial risks
and brought to the public programs of great
popular appeal. These factors explain in
part their present dominance,

There are other factors too which have
contributed to the present concentration in
CBS and NBC. These include physical con-
siderations such as the natural limitation of
frequency space which prevents unrestricted
eniry into broadcasting, and shortage of
station facilities that has been aggravated by
faulty frequency allocations. Various prac-
tices that have had a detrimental effect on
competition have also, however, contributed
to the present economic concentration in the
control of television broadcasting. These
practices include option time; must-buy; first
call arrangements; possible tie-in of network

time sales to the sale of programs in which
the networks have a financial interest;
quantity discounts granted by networks to

- large advertisers in the sale of time; multiple

station ownership by networks; long-term
exclusive network talent contracts, and
broadcaster activities in the field of music.
I would stress.that the: FCC and the Dept.
of Justice have ample statutory authority to
correct virtually all the foregoing restrictive
practices. In this context, the solution does
not lie in'the enactment of extensive new
legislation at this time but rather in the ex-
ercise by the government agencies of author-
ity which they have already been provided
by the Congress. Only if the agencies fail
to carry out their responsibilities will ap-
propriate legislation have to be considered.

There is, however, one area where addi-
tional legislation is now required so as to
amend Sec. 2 of the Robinson-Patman Act
and Sec, 3 of the Clayton Act. In the sale
of time, the networks allow advertisers a
variety of quantity discounts which run as
high as 25% and which are not related to
any cost saving. Such discriminatory dis-
counts in the sale of goods would constitute
violations of the Robinson-Patman Act.
However, since the act is not applicable to
the sale of services—tv and radio are deemed
services—the large network advertiser can
obtain a competitive advantage solely be-
cause of superior mass purchasing ability.
This is true notwithstanding there is no dis-
tinction in principle between a discrimina-
tion in the sale of goods and in the sale of
services. Similarly, Sec. 3 of the Clayton Act
which bans certain tie-in arrangements is
not applicable where services are involved.
To plug these loopholes, I have introduced
a bill today to amend the Robinson-Patman
and Clayton Acts so as to make them ap-
plicable not only to the sale of commodities
but also to the sale of services by independ-
ent contractors.

In respect of the other recommendations,
I think the past record of the Antitrust Sub-
committee demonstrates that its reports are
not issued merely to be filed. On the con-
trary, it is the policy of the committee to
keep a watchful eye on the steps taken to
carry out committee recommendations. In
this connection, I may mention the effective-
ness of past recommendations of the com-
mittee with respect to such matters as con-
flicts of interest cases; adoption of a code
of ethics by the Dept. of Justice; employment
of WOC’s [without compensation employes];
measures to improve enforcement of the
Celler-Kefauver Antimerger Act.

In accordance with its policy, the sub-
committee has made formal request to the
FCC and the Antitrust Div. for detailed
progress reports as to steps these agencies
undertake to carry out each of the commit-
tee’s recommendations pertaining to tele-
vision broadcasting. I'm going to tolerate no.
nonsense, no procrastination—that's a warn-
ing to the FCC. Beyond this, the committee
will continue to scrutinize carefully the man-
ner in which the Commission and the Anti-
trust Div. carry out these recommendations
and implement the congressional policy of a-
nationwide competitive system of broadcast-
ing. The public interest requires no less.
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RATINGS HASSLE IN LOS ANGELES:
TWO MORE TVS DROP ARB REPORT

CAN a rating service successfully defend
ratings lower than its competitors? That was
a big question in Los Angeles and elsewhere
last week on heels of the news that two
more Los Angeles stations have discontinued
their subscriptions to American Research
Bureau’s service—admittedly because it
came up with lower ratings than the com-
peting Nielsen and Pulse services,

The latest two stations to drop ARB are
independents KTTV (TV) and KTLA (TV}.
They join CBS-owned KNXT (TV) (can-
celled last fall) and NBC’s KRCA (TV) (last
month) to bring to four out of seven Los
Angeles stations which have discontinued
the report.

None of the stations was speaking for
publication last week, but informally they
agreed that a major reason for the cancel-
lations was the fact that during daytime
hours, which contain most of the tv time
still available for sale, ARB ratings fall well
below those of Nielsen and Pulse. As day-
time is the time they are trying most en-
ergetically to sell, those stations indicated
a preference for the rating services which
provide them with the best sales ammuni-
tion.

Roger Cooper, ARB station relations man-
ager, was in Los Angeles last week in search
of a solution to the rating differentials. He
noted that the basis of the problem is that
agencies—and consequently stations—are
trying to justify the high cost of television
by showing high circulation. He said that
this insistence on high ratings rather than
proof of impact is an industry problem not
confined to ARB or to the Los Angeles
market,

James Seiler, president of ARB, admitted
in Washington that the situation was a se-
rious one, but said that ARB has no inten-
tion of changing its rating methods until
it is demonstrated that they are in error.
And, he maintained, repeated tests of the
ARB diary results in Los Angeles have
verified their accuracy,

When the first rumblings of station dis-
content with the ARB results were heard last
year the rating service instituted its own
test of the diary method against telephone
coincidental and personal interview meth-
ods of the same program periods. Those
tests—conducted at a cost to ARB of $25,-
000 and involving 60,000 homes—showed
the diary results actually .4 points above
the other methods, Mr, Seiler said.

Early this year, he stated, TvB conducted
similar tests of the Los Angeles market—
with the knowledge of ARB and using the
same periods as the ARB report, Mr, Seiler
said the results of that test had never been
published, and that his repeated demands
that they be released have been met by TvB
with statements that they were “inconclu-
sive,” Mr. Seiler, on the contrary, feels that
if the TvB tests are released they will bear
out ARB’s accuracy,

Another reason given by the stations
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which have dropped ARB was the difference
between overnight coincidental ratings
which they sometimes receive from that
service and figures printed later in the diary
reports. The overnight ratings would be
used to sell program sponsorship or adja-
cent announcements to an advertiser or
agency, the stations said, but when the re-
port came out with ratings only half as
large as the first reports—or even less—the
result would be a cancellation. More than
that, the stations said they often were severe-
ly criticized for using “phony” statistics to
make a sale.

Answering that charge, Mr. Seiler ad-
mitted that sometimes such incidents oc-
curred, but pointed out that they were ex-
ceptions rather than the rule—and even
then that the coincidentals covered a differ-
ent segment of people and a different time
period. He further declared that in other
cases the reverse was true—that the diary
report would show a higher rating than the
coincidentals.

Mr. Seiler said that he would welcome
further tests of the accuracy of his service,
and that he was looking for a station which
would go along with one. KNXT was set to
last fall, he said, but cancelled out just be-
fore the test was to begin. If such tests prove
his method in error Mr. Seiler stated he
would of course change the method, but
maintained that he could not now publish
data which he .feels unsubstantiated by the
facts.

BY LAND, SEA & AIR

KBIG Hollywood Special Events Di-
rector Stu Wilson and his Volkswagen
mobile studio have completed an is-
land-hopping voyage from their Cata-
lina Island home base to Honolulu on
the maiden trip of the SS§ Matsonia.
There Mr. Wilson is originating a daily
one-hour disc jockey and interview
broadcast from the annual convention
of the Advertising Assn. of the West
in the patio of the Hawaiian Village
Hotel at Waikiki, today through June
28, 7-8 p.m. Mr. Wilson’s hour tape
arrives back on the mainland nightly
via Pan-American Airways for broad-
cast on KBIG next day.

Nighttime Radio Given

More Stress by Texaco

THE TEXAS Co. (Texaco gasoline), New
York, has “discovered” nighttime radio,
And, as a consequence, beginning this Fri-
day it will place a portion of its spot
radio budget in nighttime (generally in the
7-9 p.m. or 7-10 p.m. periods),

Texaco in each of its “basic” markets will
be runniny about 45 spots per week in
various time periods. Included in its night-
time buying is participation in Westing-
house Broadcasting Co.’s new “lateral pro-
gramming” (see story page 82), becoming
the first major advertiser to be associated
with WBC’s new project.

According to Cunningham & Walsh, New
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the country.

DURING the June 4 farm clinic held at Potts-Woodbury advertising agency’s Kansas
City headquarters, final plans were drawn for a continuing series of broadcasts to
be sponsored by D-X Sunray motor oils on nearly two dozen midwestern radio
stations. Participants in the conference included (1 to r): Marvin Vines, farm direc-
tor of KTHS Little Rock; Ted Manger, farm director of KMOX St. Louis; Roy
Middleton, advertising department of D-X Sunray Qil Co., Tulsa; and Gene
Dennis, radio-tv director of Potts-Woodbury, More than 50 farm directors, station
and agency executives at the clinic discussed the D-X Farm Information Center
campaign which will feature broadcasts three times weekly from different parts of
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York, agency for Texaco, the company
which buys spot radio in waves (four weeks
at a time), had been emphasizing its period
placement in this order of priority: week-
ends, early evening and morning. Texaco
has now revised this ranking, and has in-
serted nighttime after early evening while
easing up on morning periods.

What generated Texaco’s switch to late
evening radio? C&W explains:

® Availabilities are there. Texaco thought
it would take advantage of nighttime radio’s
open door policy.

» Review of available research material
convinced C&W only two weeks ago that
it ought to try nighttime spot radioc.

¢ Summer drivers don’t stick to morn-
ings. To Texaco, radic means automobile
sets and nighttime traffic (and listening) is
heavy during the summer.

GENERAL Mills Inc., Minneapolis, isuti-
lizing an unusual advertising approach in
a campaign to promote its Sugar Jets
cereal on ABC-TV's Mickey Mouse Club,
starting July 1. It .will devete more than
half of its commercial time on the pro-
gram .to presenting authentic facts on
outer space to children, without mention
of the product in this sequence.

General ‘Mills,2##i¢h is sponsoring one
15-minute segment of Mickey Mouse per
week, will deyote as much as 60 seconds
of it§90-secohd commercial time to film
sequences dealing with models of rockets,
interiors of rockets, space stations, in-
formation on what life may be like on
other planets, etc. The balance of the com-
mercial time will be tied in with Sugar
Jets e.g. since the cereal is made of
sugar, cats and wheat, the copy motif
will point up that “Sugar Jets, like a three
stage rocket, give you three way en-

ergy . ..”

Sugar ler's spaceman ﬂoar.r over the moon .

PREVIEW:

C&W characterizes its new buying habit
as a ‘‘rearrangement.” It affects 80-90 ra-
dic markets in which the gasoline firm uses
spot (one-minute and 20-second commer-
cials).

Durstine Appoints MacKay

CLEMENT W. MAcKAY has been ap-
peinted executive vice president of Roy S.
Durstine Inc., New York. He joined the
agency in 1954 as vice president in charge
of marketing and research and previously
was senior associate of Stewart Dougall &
Assoc.. management consultants. Before
that he was vice president of Kenyon &
Eckhardt and president of Kenyon Research
Corp. In his new capacity, Mr. MacKay
will continue supervision of marketing and
research activities for the agency's clients
and will contribute to administration.

The campaign was conceived by Gen-
eral Mills’ agency for Sugar Jets,
Tatham-Laird, Chicago. The agency also
will offer premiums with an outer space
motif—miniature rockets, satellites and
moon ships. Rocket expert Willy Ley,
who is one of the technical advisers on
the campaign, is writing four books on
various phases of outer space which will
be offered as premiums for 50 cents and
a Suzar Jets box top.

J. W. Gill, Tatham-Laird account exec-
utive, claimed the campaign incorporates
an “adult approach to space, eschewing
the popular kid show approach.

“The agency,” he said, “is operating
on the premise that the wonders of the
universe are exciting enough to children,
without adding cops and robbers in space
suits.” It. was decided to tie in Sugar Jets
advertising with childrens’ interest in
space because “some sort of space idea
is suggested nautrally by the name Jets”.

1
-
Sugar Jets soars ahead with ‘space’ treatment t

Keener to President of Goodrich
J. W, KEENER, currently executive vice
president of the B, F. Goodrich Co., has
been elected president, director and mem-
ber of the executive committee, effective
August 1, according to an announcement
last week by John L. Collyer, chairman and
chief executive officer of Goodrich. Mr.
Keener succeeds William S. Richardson
who will continue as a director of the
company,

Mr. Collyer also announced that Reuben
B. Robertson Jr., president of The Cham-
pion Paper and Fibre Co., Hamilton, Ohio,
who resigned on April 26 as U. S. deputy
secretary of defense, was elected a member
of the Goodrich board. Mr. Robertson, first
named to the board in December, 1953,
resigned in July 1955, prior to his appoint-
ment as deputy secretary of defense.

. and walks up walls in a spaceship.
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Mr. Gill reported that the ‘unusual
and authentic sets” alone cost about
$50,000. With this investment, he said,
General Mills plans to continue its
“space” campaign on Mickey Mouse at
least through next May. He noted that
Mickey Mouse was chosen as the best
vehicle fof the Sugar Jets space commer-
cials because of its popularity among
children and because of Walt Disney’s
interest in presenting what he calls’
“science-factual” materials to children on
his programs.

Credits for the campaign go to Swift-
Chaplin Productions, Hollywood, which
produced the commercial; Mary Afiick,
Tatham-Laird copywriter; technical ad-
visors including Mr. Ley and Dr. Joseph
Kaplan, who is in charge of U. S. par-
ticipation in the current International
Geophysical Year; Chesley Bonestell,
artist and John Sterning, principal, Glen-
coe, lll., Central Elementary School.
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Fla. Citrus Allocates
$2.5 Million for Tv

THE Florida Citrus Commission will chan-
nel more than half of the biggest ad budget
in its 22-year history into television it was
announced in Lakeland, Fla., last fortnight.

The program, approved after a two-hour
presentation by Benton & Bowles, calls for
expenditure of $4 million, with an additional
$400,000 to be held in reserve for possible
use [BeT, June 10]. Of the $4 million, tv will
receive $2.5 million compared to $1.7 mil-
lion cut of last year’s $3.1 million budget.

Magazines have been allocated $939,700 of
the current budget, and newspapers $627,-
300. Smaller amounts go for radio, cutdoor,
trade and Canadian advertising. However,
radio actually is virtually eliminated from
the 1957-58 program, the only expenditures
being for the final weeks this summer of
an orange juice schedule on Arthur God-
frey's simulcast.

Network television shows will largely re-
place last season’s heavy run of 10-second
spots. New emphasis will be given the health
and nutrition story for both oranges and
grapefruit this coming season, and longer
commercials will be needed for this pro-
gram. Two CBS-TV daytime shows, Garry
Moore and the serial Edge of Night, will be
used to promote orange products, and a 13-
week night-time show may be co-sponsored
shortly after Christmas. Today on NBC-TV
will be used again to promote grapefruit.
Testimonial advertising, featuring sports
stars, will be used extensively on the air and
in print, A. W. Hobler, chairman of the
board of Benton & Bowles, told the com-
mission. :

Also announced in Lakeland was the
hiring of Homer Hooks as general manager
of the commission. Mr. Hooks, formerly
manager of H. P. Hood & Sons Co. (citrus
concentrate), Dunedin, Fla., was hired at
$25,000 a year, $10,000 more than his
predecessor. He succeeds Robert V. Evans,
who becomes director of administration at
his present $15,000 salary.

Key Scales, head of the G & S Packing
Co., Weirsdale, Fla., and newly-elected
chairman of the state commission, named
three new committee chairmen: J. R. Graves,
advertising and merchandising; Bruce Skin-
ner, budget, and Tom Swann, research.

Ekco to Enter Network Radic
With Four ABN Daytime Shows

EKCO Products Co., Chicago, making its
first use of network radio, has signed to
sponsor segments of four American Broad-
casting Network morning programs. The
Ekco contract, plus four renewals for Amer-
ican programs in the past week, exceed
$725,000 in net billings.

Ekco will sponsor two segments of Don
MecNeill’s Breakfast Club and one each of
My True Story, When a Girl Marries and
Whispering Streets starting Sept. 30. Agency
for Ekco is Dancer - Fitzgerald - Sample,
Chicago.

The four renewals announced include (1)
R. J. Reynolds Tobacco Co., Winston-
Salem, N. C., weekday and weekend news-
casts. Reynolds sponsors newscasts Monday
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through Friday, 6:30-6:35 p.m. EDT, with
Midas Inc.; 7:55-8 p.m. with Charles E.
Hires Co., and individually 8:55-9 p.m. and
9:55-10 p.m. Also, it co-sponsors 18 week-
end newscasts with Norwich Pharmacal Co.
William Esty Co. placed the account. (2)
Radio Bible Class of Grand Rapids for Ra-
dio Bible Class, Sunday, 8-8:30 a.m. The
52-week renewal beginning June 30, was
placed by J. M. Camp & Co., Wheaton, Ill.
(3) Ac’cent division of International Min-
erals & Chemical Corp., one segment weekly
of Don McNeill’'s Breakfast Club effective
July 3. BBDO, Chicago, placed the account.
(4) Bridgeport Brass Co., four segments
weekly of When a Girl Marries, starting
July 2. Hazard Adv. Co., New York is
agency. Breakfast Club is presented Monday
through Friday, 9-10 a.m., followed by My
True Story, 10-10:30 a.m.; When a Girl
Marries, 10:30-10:45 a.m., and Whispering
Streets, 10:45-11 a.m.

Pulse Rating Concept
Shown in L.A., Chicago

“THE SIGNIFICANCE of the single yard-
stick for both broadcast and print media is
not that newspapers have not done a good
job for their advertisers, but that they have
done it with small ratings,” Dr. Sydney
Roslow, director, The Pulse Inc., said Tues-
day in Los Angeles. “The broadcast media
can also do a good job with small ratings
and at a much lower cost,” he added.

The single yardstick concept first presented
by Dr. Roslow in New York [BeT, May 27]
was explained to advertiser-agency-broad-
caster audiences in San Francisco last Mon-
day; Los Angeles, where about 150 defied
a heat wave to overflow the meeting room
at the Hotel Ambassader on Tuesday, and
in Chicago on Wednesday for approximately
70 agency representatives.

Print media men have had a pretty poor
opinion of radio-tv ratings in the past, Dr.
Roslow told a news conference following
the morning meeting in Los Angeles. These
broadcast media ratings seemed pretty small
in comparison to the print media ratings,
and for the simple reason that the print
ratings are based on readers of the publica-
tions being studied, whereas radio-tv ratings
are based on the public at large.

Meeting this criticism when he first pre-
sented his all-media yardstick in New York,
Dr. Roslow converted his Baltimore news-
paper ad ratings from an all-homes base to
a reader homes base, producing figures just

‘double those of the all-homes base (as the

newspaper has a 50% circulation), with the
result that new figures were the kind the
newspaper media men are used to seeing,
he said.

Dr. Roslow also converted ratings for
newspaper ads in Denver from an all-homes
base to a reader homes base, with similar
results. He also compared the Denver reader
homes ratings to ratings made by Advertis-
ing Research Foundation in a newspaper
readership study made in Denver in 1948,
producing a reasonably close match of
ratings for the same stores’ newspaper ads
then and now.

Dr. Roslow said that Pulse plans to make
at least one print-and-broadcast media study

£ ? F
RADIO LISTENERS in Southern Calif.
| and Arizona now hear the jingle for
Laura Scudder potato chips 400 times
a week over 14 stations. Dickie Bellis
and Kathy Garver, who sing the Scud-
der song, joke with (I to r) Bill Bates,
| musical director, Ralph Pansek, adver-
tising manager for Scudder Food Prod-
ucts Inc., and Lee Siteman, account |
executive for Mottl & Siteman Adver-
tising, Los Angeles.

a year in more than 25 major markets, pos-
sibily adding economic and sociological in-
formation about the people reached by the
print-and the broadcast media. The cost of
these studies will be underwritten pretty
largely by the broadcasters of each com-
munity, he commented, with perhaps some
participation by advertisers and advertising
agencies, but none to be expected from the
newspapers.

Max Factor Buys Nine Hours
Of KTTIV (TV) Beauty Coverage

MAX FACTOR & Co. has bought nine
hours of time on KTTV (TV) Los Angeles
for exclusive sponsorship of full tv coverage
of the sixth annual Miss Universe Beauty
Pageant, to be held July 11-19 at Long
Beach, Calif. Telecasts will include the ar-
rival of the contestants at Long Beach Mu-
nicipal Airport July 11, introduction of all
contestants at opening ceremonies July 13,
International Beauty Parade July 14: semi-
finals for contestants July 16, crowning of
Miss USA July 17, Miss Universe semi-
finals July 18 and the final crowning of Miss
Universe July 19.

Some 3,000 retail outlets for Max Factor
products are tied into the campaign through
a “Max Factor Guess Miss Universe” con-
test, with more than 150 prizes offered for
naming Miss Universe and her four runners-
up correctly on blanks obtainable through
the stores. The Miss Universe Beauty Pag-
eant is co-sponsored by Max Factor and
Catalina swimsuits.

Charles Antell Gets New Shows

NEGOTIATIONS have been concluded be-
tween Paul Venze Assoc and Screencraft
Pictures Inc. giving Charles Antell exclusive
rights on Judge Roy Bean, half-hour syn-
dicated western series in color, the agency
said last week. Venze also reported the ac-
quisition of a Mickey Rooney series, which
will be offered to tv stations on a package
plan with the Bearn show, details of which
have not been formulated.
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FIELD DAY FOR ARMCHAIR CRITICS

Telestudios uses home viewers to pre-test ads, shows

WHO SAYS ordinary tv viewers aren’t good
critics of video commercials and programs?

Certainly not George K. Gould, a former
CBS - TV producer-director, whose 11 -
month-old Telestudios Inc., New York, has
spent the past few months proving a pet
theory of his: that the average viewer often
is a better judge of tv fare than the most
case-hardened agency or network executive.
Mr. Gould does it by exposing the viewer—
at home via closed-circuit tv—to commer-
cials and programs shot “in the rough,” ask-
ing for the viewer’s opinions, and then sub-
mitting these opinions to the agencies for
action.

He already has some 2,500 families serv-
ing on the closed-circuit “panel.” This week,
his firm hopes to complete negotiations with
a group of New York real estate owners
and renting agents which would provide
Telestudios with a built-in home audience of
6,000 New Yorkers scattered throughout
three boroughs in various apartments and
projects.

Telestudios, located in Times Square,
claims to be the tv industry’s first wholly-
independent studio designed to (1)} produce
pilot commercials, costing anywhere from
$500-$1,000 (as against the $5,000-plus

THE SYSTEM IN ACTION
THE family at home, actually involved in the viewing experience, is the focal point of
Telestudios Inc.’s testing. L-r: From the initial closed-circuit explanation of how to
complete the questionnaire, through the relaying of the signal to the actual reception
living room.

of the show in the “guinea pig's

cost for an air-quality commercial); (2)
pre-test these commercials before a con-
sumer panel via closed-circuit tv; (3) re-
search and interpret these findings. Tele-
studics believes it can save the advertiser
and his agency thousands of dollars that
otherwise would be wasted through actual
on-air exposure and eventual failure.

A complete unit, Telestudios resembles a
network’s physical plant. There are studios
for audiences and for preducing films, kine-
scope labs, viewing rooms, complete lighting
facilities, makeup and dressing rooms, a
programming department and a research
section. In addition to testing shows and
commercials, Telestudios also researches
pilot films, e.g., it sought—and got—the
audience reaction to the initial episode in
the ill-fated NBC-TV Stanley series, and it
shoots low-cost experimental commercials
that after being researched are turned over
to production firms for completion.

For example, several weeks ago, a major
advertising agency asked Telestudios to de-
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velop visually the means whereby the agency
and its client, an appliance manufacturer,
could “sell” the steam in steam irons. The
oroblem: Steam just doesn’t register as
steam on camera. It took the Telestudics’
production staff just 24 hours to come up
with a solution: Arrange lights in such a
way as to show not only the steam, but also
the steam as it works its way through the
fabric.

But what Telestudios considers its biggest
contribution so far to the furthering of com-
mercial tv is its system of translating view-
ing attitudes into concrete, readable terms.
By telling the agency why a viewer feels the
way he does about a commercial that hasn’t
received full exposure, Telestudios is able
not only to cut production costs but in some
instances save the advertiser potential em-
barrassment.

*‘No research is better than its panel,” ac-
cording to Mr. Gould, He feels that it is
nearly impossible to get a true audience
reaction by having a panel sit in a “labora-
tory” simulated to represent a living room;
nor is one likely to attract a true cross-section
by inviting people into a specially-con-
structed viewing theatre to sit in judgment,
In either case, the subject is made to feel

like a specimen, “a guinea pig.” At home,
Mr. Gould maintains, the viewer sees a com-
mercial in Ais living room, on his tv set along
with Ais family. “This is the way he'd see
it on commercial tv,” Mr. Gould says. “Why
not apply the same conditions to testing?”

This is how Telestudios arranges for a
pre-view test run, The manufacturer of brand
X wants to gauge consumer reaction to a
new commercial. His agency will ask Tele-
studios either to produce a live commercial
or shoot a low-cost pilot kine. Telestudios,
in turn, will contact its sample audience in
a Manhattan apartment development by
mail some 10 days in advance of the pro-
jected screening, Every family in this de-
velopment (which has a master antenna
system) is asked to participate.

“In our invitation to them,” Mr. Gould
says, ‘‘we stress the prestige factor of be-
longing to an exclusive preview audience.”
They usually accept on that basis, he notes.
As it works now, each invitation includes a
postage-free return card. Each is basically a

chance card, with a certain few winning
such prizes as bicycles, cameras and other
equipment. Telestudios’ research organiza-
tion, Blankenship-Gruneau Research Assn.,
goes through the return cards and extracts
the names of those families who make up a
representative  cross-section of the tv
audience,

The night of the screening (Telestudios
only feeds the test runs during *normal”
viewing hours, i.e. 7:30-8:30 p.m.), the
signal is transmitted from Times Square to
the Empire State Building, which serves as
the transmitting site for the seven New York
stations. From there, the microwave Iis
beamed to the housing development, where
special dish-antennas convert the microwave
into a channel signal. The channel is No. 6—
unused in the metropolitan area. As the
panel audience watches the commercial or
program, it is asked to set down its collective
and/or individual views on & questionnaire.
Later, the questionnaires are sent to Blanken-
ship-Gruneau for analysis. The complete
report is then submitted to the agency for
further study.

The report will indicate whether the com-
mercial cught to be used as is, whether it
should be scrapped or whether it needs addi-
tional work. Total cost to the advertiser for
filming, production and testing: approximate-
ly $2,000 or an estimated 60% less than the
cost of a commercial that is written by the

agency, tested by the agency, produced by
an outside film firm, and immediately used
on the air.

“We are not concerned with motivational

research,” says Mr. Gould. “But we are
concerned with what the viewer really thinks
of the commercials—just whether he likes
it, whether he doesn’t like it, and why this
is s0.”
" Alfred Blankenship of the research firm
feels that the Telestudios’ system “comes far
closer to measurement under natural view-
ing conditions than any other method now
in use.” He says, “The size of the sample,
while small, is entirely adequate for the
purpose and compares with the number of
people questicned on existing systems of
program and commercial research.”

He admits that the panel “obviously™ is
not a cross-section of the U.S. “It is a New
York panel. But this is a sound, logical
starting point.” As to whether the panel
might become “conditioned” and therefore
no longer representative, Mr. Blankenship
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Get more
than 459,

(of lowa’s Drug Sales Potential)

WHO gives you lowa’s

Metropolitan Areas (45% of il)rug Sales)
« « « PLUS THE REMAINDER OF IOWA

lowa has six Metropolitan Areas,
which, all combined, account for
44.5% of the State’s total
Drug Sales. The remainder
of lowa does 55.5%!

Quite a number of radio stations can give you high
ratings in ONE Metropolitan Area. WHO gives you
high coverage in virtually ALL the State’s Metropolitan
Areas, plus practically the REMAINDER of Jowa, too!

FREE MERCHANDISING!

WHO Radio maintains one of the nation’s most com-
prehensive and successful FREE merchandising services
in 350 high-volume grocery stores for FOOD adver-
tisers who buy $300 gross time per week; in 250 high-
volume drug stores for DRUG advertisers who buy
$250 per week. (A $200 Food plan is also available.)
Ask us—or PGW — for all the facts!

WHO Radio is part of
Central Broadcasting Company,
which also owns and operates

WHO-TV, Des Moines

WOC-TV, Davenport

BROADCASTING ® TELECASTING
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REMAINDER P |
OF IOWA  rici— 114

55 5% Carlr l..up-u—nul

Hullrl:h7

IOWA DRUG SAI.ES
1956 Consumer Markets Figures

WHO
for lowa PLUS!

Des Moines . . . 50,000 Watts

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager

Robert H. Harter, Sales Manager
&ﬁ Peters, Griffin, Woodward, Inc.,

National Representatives
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Ifyou’re a TV station owner or operator
 —your basic commodity is TIME! And
since nobody, but nobody, has ever
come up with a plan to expand the
twenty-four hours in a day, there's a
very circumscribed limit to the amount
of time you can sell!

You can increase the number of viewers,

however, who watch your particular

channel at any given hour. And forgive us

for being obvious—but by so doing, you

must automatically increase the value of
your air-time!

That’s where M-G-M features become a very im-

portant consideration. Literally dozens of stations have

found that the higher ratings achieved by the programming

of M-G-M features have justified important rate-card increases.

Therefore, we wonder if you have looked over your rate-card
lately? And have you thought about' what these fabulous
M-G-M features can do towards boosting your rates upwards?
We would be happy to have you contact us for the full
M-G-M story.

A

A SERVICE OF
LOEW'S INC.

RICHARD A. HARPER, General Sales Manager
701 7th Avenue, New York 36. JUdson 2-2000
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UNLIKE Dr. Ernest Dichter’s post-view-
ing period questions for “‘motivating re-
sponse patterns” [BeT, March 25], those
asked by Blankenship-Gruneau for Tele~
studios Inc. are concerned with the view-
er's immediate reaction rather than with
his psychological reasoning powers. Ques-
tions include:

(1) You have just seen a commercial
which describes [product]. Would you
think for a moment and then tell me
everything you can remember about this
commercial?

(2) Would you please describe the
preduct in your own words?

(3) How do you feel about the ¢om-
mercial you saw? What did you especially
like about it? Dislike about it?

(4) What type of person do you think
this commercial would be most likely to
appeal to? What type would it least ap-
peal to?

(5) Do you think you would like to
try product described in the commercial?

A MOST CURIOUS QUESTIONER

(If yes, what is there about the product
and/or the commercial that makes you
feel you would like to try it? If no, why
do you feel you wouldn't like to try it?
If don’t know, why do you say you don’t
know?)

(6) Could you tell me in your own
words what the phrase “............ b
(main theme of commercial) means to
you?

(7) Do you own (product); have you
even owned a (type of product); if yes,
what brand(s) do you own? Why that
brand? If you were going to buy a new
one, what brand(s) would you buy? Why
would you buy that kind? {If no to the
above, why have you never owned (type
of product); under what circumstances
would you buy one. What brand? Why
do you say that? ’

The questionnaire also asks for com-
plete personal data, including name, age,
occupation, sex, spouse’s occupation, in-
come group, etc., and invites any other
“helpful” information.

said, “Our system involves the use of a par-
ticular family only once every six to eight
weeks and we do not plan to use a family
in the panel indefinitely.” Mr. Gould would
prefer to broaden the gap to not using a
family more than once in three months. To
date, there are 2,500 “guinea pig” families.
By fall, there will be 4,500,

Mr. Gould recalls the time, just before
this past season got under way, when NBC-
TV asked Telestiidios to “screen” its then-
new Buddy Hackett Stanley series (see pic-
tures). When the final tabulation was made,
the answer was: “We like the comedian, but
not the story.” Nonetheless, Max Liebman,
NBC, American Tobacco Co., Toni, and the
two agencies concerned felt strongly enough

- about Stanley to put it on, Mr. Gould said,
The ratings, it seemed, vindicated the panel.
Stanley was dropped in favor of Wells Fargo
earlier this year.

Telestudios’ present clients include some
of the major agencies and a number of
“blue-chip™ advertising accounts. Mr. Gould
also is talking to one of the three major net-
works about a long-term centract whereby
the network would test its future programs
via Telestudios.

Standard Oil Buys Football Time,
Reported Set for More in Fall

STANDARD OIL Co. (of Indiara) has
bought the midwest sponsorship of half of
the pro-college all star football game on
ABC-TV in Chicago Aug. 9 and is set for
other football buys this fall.

Standard will pick up the second and third
quarters on network outlets in .14 states;
while Pabst Brewing Co. has been signed
for national sponsorship of the first and

fourth stanzas, ABC-TV still was negotiating .

for regional clients for the second and
third quarters in the East, South and South-
west, Western coverage will be offered for

BROADCASTING ® TELECASTING

co-op sale. Agencies are D’Arcy Adv. Co.
for Standard, and Norman, Craig & Kum-

.mel for Pabst.

Also set by Standard for fall, though not
officially announced yet, is one-third spon-
sorship of Chicago Bears-Cardinals games
on more than 30 midwestern stations, one-
third of the Green Bay Packers contests on
12 outlets, (both CBS-TV regional network
setups) and radio coverage of all games of
the Bears on WGN Chicago, rounding out
its pro football buys. Fifteen telecasts are
included in each of the regional purchases,

It was deemed unlikely that the college
all-star game with the New York Giants at
Soldier’s Field would be carried on radio,
and certainly not as an ABC radio-tv simul-
cast. Meanwhile, Amoce Qil and Pan Amer-
ican have withdrawn from sponsor bidding
in the eastern and southern zones,

Bulova May Stress Seasonal Bu&s

BULOVA WATCH Co., New York, with
an eye on the buying season for watches
during the gift-giving seasons (Christmas
and before Father’s and Mother’s Day and
June graduation) is considering 13 partici-
pations in Crisis on NBC-TV. Seven shows
would be sponsored during 1957 before
Christmas and six others in the spring prior
to graduation. If the deal did go through,
NBC-TV would have to find another adver-
tiser to pick up the in-between periods on
the program. McCann-Erickson, New York,
is agency for Bulova.

Radio-Tv to Back Rexall Sales

1957 ADVERTISING plans of Rexall Drug
Co., Los Angeles, call for a nationwide tv
and radio promoticn for the semiannual one-
cent sales conducted through the thousands
of drug stores distributing Rexall products
in every county in the U. S., according to

BBDO, Los Angeles, Rexall agency. Plans
are not definite as yet, but probability is
that the May and October one-cent sales
will be heralded with one-hour musical spec-
taculars simulcast on both television and
radio. Newspaper Sunday supplements and
farm magazines will also be used in the new
campaign.

‘Lux Theatre’' Future

At Speculation Point

WILL Lux Video Theatre, a 6%-year net-
work tv veteran, become another washout
in the increasing number of casualties among
oldtimer tv shows?

J. Walter Thompson Co., New York,
Lever Bros.’ agency, doesn’t think so.
Neither does NBC-TV which has had the
program since Aug. 26, 1954. (Before that,
it was on CBS-TV, Oct. 2, 1950, to June
24, 1954, It has been telecast weekly in
color on NBC since Sept. 20, 1956.)

Yet the future of the drama series next
season in its Thursday, 10-11 p.m. period is
very much in doubt—symptomatic to an
extent of what has been happening to many
a major network tv advertiser.

Lever Bros. told NBC-TV it wants to cut
back on the program’s cost next fall. Pub-
lishers Information Bureau data shows Lever
in 1956 spent $4,483,911 in time costs (at
gross rates) for the 52-week drama series
and $1,737,370 gross in January-April this
year. In production cost, the show runs
approximately $40,000 per telecast. Lever
would like to reduce its investment by con-
tinuing sponsorship on an every-other-week
basis. As yet, however, NBC-TV has not
found an alternate-week sponsor.

Reason for NBC-TV’s difficulty in selling
an alternate week to another sponsor has
been Lever Bros.’ long identity with the
Lux series. Lever, nevertheless, believes the
situation will be resolved before the next
season by an advertiser’s picking up half
of the 52-week tab.

The network, on the other hand, has been
suggesting that perbaps Lever might can-
cel the series and retain the first half of the
time period (10-10:30 p.m.) for a new half-
hour program. Lever, while acknowledging
that it wants to keep the time period, has
not taken to NBC’s recommendation.

If or when another sponsor is found,
Lever probably would retain the curremt
program title with the alternating show tak-
ing on both a different identity and title,

25 Agencies After Orr Clients

MORE than 25 advertising agencies have
made overtures toward clients of Robert
Orr & Assoc., New York, since Orr lost its
major account, Andrew Jergens Co., fort-
night ago [BeT, June 10]. Ancther account,
Air Express Division of the Railway Ex-
press Agency, has left Orr to join Burke
Dowling Adams, New:York, effective im-
mediately. Latter account bills $500,000
and had been with Orr since 1951. Among
Orr accounts are Burlington Mills, Fuller
Brush Co., and Pan American Coffee
Bureau. Meanwhile Jergens has not named
a new agency.
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Tv Report for june 1-7, 1957
TOP 10 NETWORK SHOWS

Program Rating
1. 1 Love Lucy 27.4
2. Chevy Show 27.3
3. What's My Line 25.3
4. $64,000 Challenge 22,9
5. Person To Person 22.8
6. Playhouse 90 22.5
7. Your Hit Parade 22.0
8. This Is Your Life 21.9
9. Twenty One 21.9
10. Steve Allen 21.6
11, 364,000 Question 21.6

NIELSEN TV

Tv Report for Two Weeks Ending
May 25, 1957

TOTAL AUDIENCE (HOMES-000) (1}

Rank Rating
1. I Love Lucy 15,193
2. Ed Sullivan Show 15,153
3. Perry Como Show 14,105
4. December Bride 14,024
5. Gunsmoke 13,944
6. 364,000 Question 12,574
7. G. E. Theatre 12,372
8. Playhouse 90 12,211
9. Jack Benny Show 12,211
10. Alfred Hitchcock Presents 12,171

NIELSEN

Radio Report for May 1-11, 1957

Top Radio Network Shows
Total In-Home Audience*

Program Homes (000)
Evening, once-a-week (average) (433)
1. Jack Benny 1,204
2. Our Miss Brooks 1,107
3. Cavalcade of Sports 867
4, Counter-spy 722
5. True Detective Mysteries 722
6. Telephone Hour 674
7. Mitch Miller (8:25 p.m.) 626
8. Mitch Miiler (8:10 p.m.) 626
9. Monitor Sports 626
10. Monitor 626

Evening, multi-weekly (average) (626)

1. News of the World 1,252
2. Lowell Thomas 1,156
3. One Man’s Family 1,107
Weekday (average) (963)

1. Young Dr. Malone (1st half) 1,830
2. Young Dr. Malone (2nd half) 1,733

3. Ma Perkins (2nd half) 1,685
4. Helen Trent (1st half) 1,637
5. Our Gal Sunday 1,637
6. Ma Perkins (1st half) 1,637
7. Backstage Wife (2nd half) 1,637
8. 4. Godfrey 1,589

AVERAGE AUDIENCE (HOMES-000) (1)

1. I Love Lucy 14,105
2. Gunsmoke 13,259
3. December Bride 12,977
4. $64,000 Question 11,526
5. Ed Sullivan Show 11,365
6. Alfred Hitchcock Presents 11,123
7. G. E. Theatre 10,921
8. I've Got a Secret 10,921
9. Jack Benny Show 10,881

10. Perry Como Show 10,760

TOTAL AUDIENCE (%)*
1. I Love Lucy 38.7
2. Ed Sullivan Show 38.6
3. Gunsmoke 36.2
4, Perry Como Show 36.1
5. December Bride 358

6. $64,000 Question 32.0
7. Alfred Hitchcock Presents 31.9
8. Playhouse 90 31.8
9. G. E. Theatre 31.7

10. Red Skelton Show 312

AVERAGE AUDIENCE (%)*

Rank Rating
1. I Love Lucy 35.9
2. Gunsmoke 344
3. December Bride 33.1
4. 364,000 Question 29.4
5. Alfred Hitchcock Presents 29.1
6. Ed Sullivan Show 25.0
7. G. E. Theaire 28.0
8. I've Got a Secret 27.9
9. Red Skelton Show 27.9
10. Jack Benny Show 277

(1) Homes reached by all or any part of the
program, except for homes viewing only
1 to 5 minvtes.

(¥) Homes reached during the average min-
ute of the progrom.

* Percented ratings are based on Tv homes
within reach of station facilities used by
each program.

Copyright 1957 by A. C. Nielsen Compony

9. Helen Trent (2nd half) 1,589
10, Second Mrs. Burton 1,589
Day, Sunday (average) (385)

1. Woolworth Hour 1,445

2. Robert Trout-News 963

3, Johnny Dollar 867
Day, Saturday (average) (578)

1. Sports 1,059

2. Allan Jackson-News 1,059

3. You Bet Your Life 1,059

* Homes reached during all or any part of the
program, except for homes listening only 1
to 5 minutes. For o program of less thon
15-minute duration, homes listening 1 min-
ute or more are included.

NOTE: Number of homes is based on 48,150,-
000, the estimated July 1, 1957, total United
States radic homes.

Copyright 1957 by A. C. Nielsen Company

BACKGROUND: The following programs,
in alphabetical order, appear in this
week’s BeT radio ratings roundup. In-
formation is in following order: pro-
gram name, network, number of sta-
tions, sponsor, agency, day and time,

Backamqe Wife {CBS-195): Colgate (Ted
Bates), Mon.-Fri. 12:15-12:30 p

Jack Benny (CBS-200) sustalnln 75& min-
ute segment by Cowles (M-E), Sun, T-
7:30 pm.

Cavalcade of Sports (NBC-188): Gillette
(Maxon), 10 p.m.—conclusion.

Counter-Spy (MBS -496): participating

BACKGROUND: The following programs,
in alphabetical order, appear in this
week’s BeT tv ratings roundup. Infor-
mation is in following order: program
name, network, number of stations, spon-
sor(s), agency(s), day and time.

Steve Aélzn (glgc -130) : participating spon-
un. 8-9 pm

Jﬂck ‘Benny Show (CBS-179): American
Tobacco Corp. (BBDO), Sun. 7:30-8 p.m.

Chevy Show (NBC-151): Chevrolet (C-E),
Sun. 9-10 p.m.

Perry Como (NBC-137): participating
sponsors, Sat. 8-9 p.m.

December Bride (CBS- 185) General Foods
B&EB), Mon. 9:30-10 p.m

G. E. Theatre (CBS-152): Genera] Electric
(BEBDO), Sun, 9-9:30 p.m

Gunsmoke (CBS-162): Liggett & Myers
(D-F-8) altematin% with Remington
Rand (Y&R), Sat. 10-10:30 p.m.

Alfred Hitchcock Presents (CBS-138):
Bristol-Myers (Y&R), Sun. 9:30-10 p.m.

I Love Lucy (CBS-162):
Corp. (Y&R) alternating with Procter &
Gamble (Grey), Mon. 9-9:30 pAm.

I've Got A Secret (CBS-180): Rey-
nolds Tobacco Co. (Esty), Wed 930-10

General Foods

pm
Perxon to Person (CBS-various): East:
Amoco (179) (Jos. Katz Co,): Midwest:

Hamm Brewing (32) (Campbell-Mithun)
alternating with Time Inec. (Y&R) (99),
Fri. 10:30-11 p.m.

Playhouse 90 (CBS-134): American Gas

(Lennen & Newell), Bristol-Myers
(BBDO), Philip Morris Co. (Burnett),
Thurs. 9:30-11 p

$64000 Challenge (CBS -117): P. Lorillard
pY R), Revlon (BBDO), Sun. 10-10:30

$64,000 Question (CBS-178): Revlon

(BBDO) Tues. 10-10:3¢ p.m.

Red Skelton (CBS-108): Pet Mllk (Gard-
ner), S. C. Johnson & Son (F, C&B) al-
ternates, Tues. 9:30-10 p.m.

Ed Sullivan Show (CBS—l'M)
Mercury (K&E), Sun. 8-9 p

This 1s Your Lij‘e (NBC- 142) Procber &
Gamble (B&B), Wed. 10-10:30 p.m.

Twenty-One (NBC-144): Pharmaceuticals
Inc. (Ed Kletter), Mon. 9-9:30 p.m.

What's My Line? (CBS-104): Helene Cur-
tis (Earle Ludgin), Remington Rand

(Y&R), Sun, 10:30-11 p.m.

Your Hit Parade (NBC-176): American
Tobacep (BBDO). Warner - Lambert

Lincoln-

(K&E}, Sat. 10:30-11 p.m.

sponsors, Fri, 8-8:25 p.m

Arthur Godfrey (CBS- 19’1) Scott (JWT)
%nd ;Jothlelr partlclpnung sponsors, Mon.~
Tl

Helen Trent &C‘EBS -183) : Lever Bros (K&E),

and other participatmg
sponsors, Mon ~Fri. 12:30-12:45 p.m.

Allan_Jackson (CBS-I'TS) General Motors
(C-E), Sat. 1

Johnny Dolla.r (CBS-201) P. Lorillard
(Y&R), Sun Bp

Ma Perkins (CBS 19 Lever Bros. gK&E),
'i‘»%ott JWT) and co-op, Mon.-Fri. 1:15-

Mitch Mmer (CBS-202). participating
sponsors, Sun. 8:05-§:45 p.m

Monitor (NBC- 186) partlcipatmg SPONSOYS,
NBC weekend service.

News of t World (NBC-186): Coldene
(JWTY), Carter Products (Ted Bates),
Mon.-Fri. 7:30-7:45 p.m.

Omne Man' sFamilU (NBC 186) : partlclpating‘
sponsors, Mon 7:45
Our Gal Sundau (CBS-IM) particlpating

sponsors, Mon.-Fri, 12:45-1 g

Our Miss Brooks (CBS-190): Lonllard
(Y&R) and co-op, Sun. 7:30-

Second Mrs. Burton (CBS-]Q") Colgate
{Lennen & Newell) and co-op.,, Mon.-
Fri. 2:15-2:30 p.

Saturday Sporta (CBS-15'1) Simonize
(Y&R) Sat, 12:55-1 p.m,
Telephone Hour (N’BC 156) Bell Tele-

phone (N. W, Mon. 9-9:30 p.m.

Lowell Thomas (CBS-I'BB) Delco-Generat
Motors (C-E), Mon.-Fri. 6:45 pm.

Robert Trout (CBS-193) General Motors
(C-E), & 5 pm.

True Detectwe Muysteries (MBS-496) par-
ticipating sponsors, Mon. 8-8:25 p.

Woolworth Hour (CBS-198): Woolworth

(Lynn Baker), Sun., 1-2 p.m

You Bet Your Life (NBC- 187) DeSoto
(BBDO), Sat. 12:30-1 ?

Young Dr. Malone (CBS 90) Scott (JWT),

+ Lever Bros., (K&E) and co-op, Mon.-
¥Fri. 1:30-1:45 pam.

Page 40

o June 24, 1957

BROADCASTING ®

TELECASTING



WDAY-TV DELIVERS
5207 MORE FARGO-MOORHEAD HOMES
| THAN STATION *B"!

That’s right! — December, 1956, ARB
figures for Fargo-Moorhead credit WDAY-
TV with an average of 520% more homes
than Station “B”, for all time periods!

WDAY-TV gets—

760% More—12 Noon to 5:00 P.M.I
872% More—>5:00 P.M. to 6:00 P.M.!
181% More—6:00 P.M. to 10:00 P.M.!
270% More—10:00 P.M. to Sign-Off!

WDAY-TV June 1956

7-City Area ARB*

12:00 - 5:00 P.M.
403% MORE

5:00 - 6:00 P.M.
468% MORE

6:00 - 10:00 P.M,
118% MORE

10:00 P.M. - Sign-Off
400% MORE

That's just the Fargo-Moorhead picture.
June, 1956 ARB figures (left) prove that
WDAY-TV is almost as popular in five
other Red River Valley cities — each
between 40 and 60 miles away!

Your Peters, Gtilffin, Woodward Colonel -
has all the facts.

*North Dakota—Valley City, Wahpeton, Hillsboro, Fargo.

Minnesota—Breckenridge, Fergus Falls, Moorhead, P.S. Average ARB Rating, 6:00-10:30

PM., WDAY-TV—43.6. Station “B"—11.9.

WDAY-TV

FARGO, N. D. e CHANNEL 6
Affiliated with NBC « ABC
PETERS, GRIFFIN, WOODWARD, INC.

Exclusive National Representatives
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Stations May Check Ads
With Toilet Goods Assn.

“IF you have doubts about any cosmetics
or toilet goods advertising offered your
station, submit it to our Bureau of Stand-
ards and we'll be glad to review it for
you,” Stephen L. Mayham, executive vice
president, Toilet Goods Assn., advised radio

. and tv station management.

Interviewed in Los Angeles, where he
addressed the Los Angeles Advertising Club
on Tuesday, Mr. Mayham predicted that
the Federal Trade Commission, which is
keeping a watchful eye on copy, especially
tv commercials, looking for exaggerated
claims for advertised products, is almost
certain to file more actions against adver-
tisers in the months to come.

“The man-in-the-white-coat complaint is
just the beginning,” he said, referring to
the FTC complaint against American Chicle
Co. for its Rolaids tv commercials [BeT,
May 20].

Competition among cosmetic advertisers,
not only for the right kind of advertising
copy to sell their products but also for

the right tv time (a scarce commodity .

with not enough to go around), and for
the right tv programming to provide an
audience for their commercials (also hard
to obtain), plus the high cost of tv adver-
tising, have forced the manufacturers of
beauty products and their agencies to do
everything possible to see that their adver-
tising actually sells their products, Mr.
Mayham said. With conditions like these,
a certain amount of exaggeration is in-
evitable, he commented. And some of it
is likely to get beyond the permissible
bounds of enthusiastic salesmanship and
into the area of misleading promises and
false claims.

“There’s nothing particularly wrong when
the manufacturer of a skin cream that will
remove roughness from hands and make
them smooth claims that his skin cream
does the job better than any other,” Mr.
Mayham said. “But when he claims that
it will remove furrows put into a brow by
years of frowning, then he’s heading for
trouble.”

The major networks and the leading
women’s magazines are already asking the
TGA Bureau of Standards to review ques-
tionable copy and advise them whether or
not to run it, Mr. Mayham said. But he
stated that very few individual radio and
tv stations have availed themselves of this
service. If they ever want such help, they
can get it by sending a copy of the question-
able commercial to the Bureau at TGA
headquarters, 1270 Sixth Ave., New York
20, he said.

The real danger from excessive advertis-
ing claims is not FTC action, serious as
that might be, Mr. Mayham said. “The real
danger,” he declared, “is that the Ameri-
can woman might lose her faith in advertis-
ing; not just in the ads of the company
whose products disappointed her, not just
in cosmetic advertising, bad as that would
be for our industry. No, when she’s misled
by one advertiser the danger is that she’ll
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CREATIVE SPLASH

WHEN the 16-man creative staff of
Charles Bowes Advertising Inc., Los
Angeles, met for the firm’s first an-
nual Creative Clinic at the Sheraton-
Town House in that city a swimming
pool served as their meeting room and
shirtsleeves and swim-trunks replaced
business suits as apparel. How did
the poolside palaver go over? “We
couldn’t have asked for more,” re-
ports the agency president, Chuck
Bowes. “This was our first time out,
but I'd recommend the practice to
= other agencies.”

lose her faith in all advertising and if tliat
ever should happen our whole American
economy would be threatened.”

Edsel Signs For Spectacular
On CBS-TV Early in Fall

COMPLETION of negotiations for presenta-
tion of the first Edsel car spectacular on
CBS-TV early this fall was announced
Thursday by Foote, Cone & Belding, agency
for the Ford Motor Co.’s Edsel Div. account.

Edsel will air its introductory program in
the time slot held by The Ed Sullivan
Show sometime in September or October,
according to John B. Simpson, vice president
in charge of radio-tv for F C & B, keeping
the show in the same sponsor family. Mr.
Sullivan is sponsored by Lincoln-Mercury
dealers, who handle those Ford Motor Co
products.

While no emcee has been selected as yet,
the Edsel show will be produced and staged
“entirely separate” from the Sullivan opera-
tion, and probably have a variety format
with top stars in featured roles, Mr. Simpson
adds. Mr. Sullivan reported that Lincoln-
Mercury dealers agreed to relinquish the
8-9 p.m. spot 50 Ford could present its new
Edsel “under the most auspicious circum-
stances and in one of the most popular tele-
vision time periods available.”

No decision has been made yet by Edsel
on whether the spectacular will be followed
by other one-time programs or a regular
series, or on the extent of possible spot
radio or tv support. Agreement with CBS-TV
materialized after negotiations fell through
on simultaneous dual network exposure for
the spectacular involving clearances with
NBC-TV.

Frozen Food Firm Turns to Tv
With $100,000 Spot Budget

LATEST ADVERTISER tc go “practically
all-out” for television is Silver Skillet Brands
Inc., Skokie, IIl, which recently switched
from Rutledge & Lilienfeld Inc., Chicago,
to Mohr Assoc., New York.

Startmg July 1, Silver Skillet, which
claimis to_be the-¥rst frozen food manu-
facturer Lo bave t’ougd the way to freeze

an sgll'l“n:ad_y p&l{ﬁ . ready sliced”

dehcatmsen-styfe corned beef will introduce

L7ttt ﬁem :on .WABD (TV) New York. In

Séptémbef it will take corned beef to Chi-
cago ‘und Bétween July and September in-
tends to. spend $100,000 in advertising—
90% in -ty. It hopes to. have opened another

“five markets’ by the’end of the year.

The one-minute spots were filmed by
Biograph Studios, New York.

NETWORK BUSINESS

Borden Co., N. Y., and American Home
Products Corp., N. Y., have renewed as al-
ternate sponsors of NBC-TV’s comedy series
The People’s Choice for the 1957-58 season.
Agency: Young & Rubicam, N. Y.

Dr. Ross Pet Foods, Hollywood, announces
purchase of quarter-hour commentary, Dan
Smoots Reports (Sun., 9:15-9:30 p.m.),
on full Don Lee Broadcasting System and
Arizona affiliated radio stations.

SPOT BUSINESS

Bymart-Tintair Inc., New York, for Tintair
hair coloring and Color Rinse launching
52-week tv spot campaign in at least 10
metropolitan markets next month and there-
after. Agency: Product Services Inc., N. Y.

ACTIVITY

62.49% (76,638,000) spent 1,564.7
56.1% (68 901,000) spent 1 061 1
80.5% (98,868 000) spent 380.6

32.71% over the preceiding week. Sindll
people up late at night. This is veriﬂe
after 11 p.m. on the late shows.]

* Al fi are averlf.e
movies’” categ

able within z.'.- days of the i.nten:fh swing week.

HOW PEOPLE SPEND THEIR TIME

THERE WERE 122,818,000 people in the U. S. over 12 years of age during the
week, June 9-15. This is how they spent their time:*
million hours

million hours .........
million hours

29.1% (35,745,000) spent 170.9 million hours . ... READING MAGAZINES
24.5% ( 30 090,000) spent 351.0 million hours " WATCHING MOVIES ON Tvt
40.8% (50 055,000) spent 207.7 million hours . ATTENDING MOVIBS

These totals, compiled by Sindlinger & Co., ana[ysts Ridley Park, Pa., and pub-
lished exclusively by BeT each week, are based on a 48-state, random dispersion
sample of 7,000 interviews (1,000 each day). Sindlinger's monthly “activity” report,
from which these weekly figures are drawn, furnishes comprehensive breakdowns of
these and numerous other categories, and shows the duplicated and unduplicated audi-
ence between each specific medium. Copyright 1957 Sindlinger & Co.

t [For the week of June 9-15, figures in the category “Watch,
er credits this up
by the fact that near

daily tabulations for the
tive total !or the week. Sindlinger tabulations are avail-

WATCMING TELEVISION
LISTENING TO RADIO
. READING NEWSPAPERS

Movies on Tv" were u
to the heat wave, which kep
y all of the increase was noted

week with exception of the “attending
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PD-9 provides instant adjustment and soundless

mobility for dolly shots, with Power Driven up and down
tamera movement. This new concept, Model PD-9,

allows the cameraman to devote maximum attention

to his subject without removing his hands from

the camera controls. Available in two models —PD-9C

for color and PD-9M for monochrome.

The Houston Fearless Line of TV and Motion Picture Studio
Equipment Also Includes This Variety of Products:
Standard Television Pedestals — Used in most of the leading television
stations throughout the country. Three different versions available.
Panoram Dolly —For complete camera mobility, smooth pan effects, angle
shots, running shots, tilts, doliy shots and countless special effects.
All-Metal Adjustable Tripod — tdeal for use with 35mm

cameras in the studio or field.

Tripod Dolly —Designed to provide convenient mobility for
tripod-mounted television and motion picture cameras,

Cradle Heads — Perfect balance and remarkable ease of horizontal

and vertical panning for monochrome and color television cameras.
Remote Control Units—For Mounting TV cameras in
inaccessible places and operating them completely from

a small portable camera control.

flemote Control Microwave Parabola— Fasy control of

the direction or degree of azimuth and tilt from the television
transmitter room at distances of over 1500 feet.

For complete information regarding mode! PD-9 and any or

all of the Houston Fearless TV and Motion Picture

Equipment, send in the attached coupon.

I_ ——————————————————————————————— —i— --------------------- 1
: | HOUSTON FEARLESS bept.oo 1 Name
] | 11801 . Otympic Bvd. Los Angeles 64, Callt. :
- - c
1 ) L
E Please send me complete information on: H
1 1
! J PD-9 TV Pedestal O Cradie Heads {  Position
i [ Standard P 3 Remate Control Units i
A Remote Control 1 Address
i [ Panaram Dolly O Microwave Parabala H !
L]
E 3 All-Metal Tripod [ Tripod Dolly ooy — Zone State i
N H ’I
1
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ADVERTISERS & AGENCIES

TV NETWORK BUYS AND BUYERS

THOUGH the top 10 network tv ad-
vertisers in April didn’t change much
in a year’s time, according to compu-
tations based on Publishers Informa-
tion Bureau data, the leading network
advertisers of respective product
groups did.

Early results are hardly conclusive.
But PIB reports recently have shown :
a consistent makeup of the top 10

with radical shifts -at a minimum. On -+

the other hand, the April companson
finds interesting h’hanges in smaller
product group leadérs and in spend-
ing habits. (In April, network tv ad-
vertisers spent 5.7% more at gross
rates than they did that month a year
ago.)

In soaps, Procter & Gamble led
with more than $3.6 million, a $500,-
000 margin above its April mark in

that product group a year ago. (As

the top 10's leader, P&G was $700,-

h

o

000 ahead of its monthly gross outlay
of last April.)

In toiletries, a $7.5 million-plus
item in April, Gillette was the leader
with more than $1 million, replacing
the April 1956 leader, Colgate-Palm-

ive. Nevertheless, both are among

é.4op .10. General Foods led foods
ﬂmt’A{tﬁf“as it did in April *56. Chrys-
det*-ﬂul the~sgme in its category, even
l.hgugh itgpent slightly less last Apnl
But R. J:'Reynolds, a repeat leader in
the smokmg category, is spending
more, as is American Home Products,,
top advertiser in drugs.and remedies.-

Changing habits are more pro-
nounced as the smaller product groups
are analyzed. Examples: Best Foods

(Shinola shoe polish, etc.) replaced
Knomark Mfg. in the apparel-foot-
wear category, spending at more than
twice the Knomark pace of a year ago
in doing so; Hallmark Cards moved
into the stationery slot spending more

GRDSS TV NETWORK TIME SALES BY PRODUCT GROIIPS DURING APRIL 5T
AND JANUARY-APRIL ’57 AS COMPARED TO 1956

TOP TEN ON TV NETWORKS
APRIL 1957

. PROCTER & GAMBLE $4,156,427

GENERAL. MOTORS

1
2. COLGATE-PALMOLIVE 1,557,601
3, GENERAL FOODS 1,450,305
4. CHRYSLER 1,449,660
5. AMERICAN HOME .
PRODS. 1,428,686
6. GILLETTE 1,068,323
7. R. J. REYNOLDS ;
TOBACCO .. 1,038,177
8. LEVER BROS. ° ° 1,025,376
9. FORD 968,020
10. 921,795

than $50,000 above the mark of Par-
ker Pen, last year’s April leader; Time
Inc spent more than three times its
“April total 'in 1956 and maintained
leadership among the publishers in
that category, yet RCA spent less
(about $40,000) and still led the ra-

dio-tv product group.

LEADING ADVERTISERS IN RESPECTIVE
GROUPS DURING APRIL 1957

April '57 Jan.-Apr. ‘57 April ‘56 Jan.-Apr. ‘56

AGRICULTURE & FARMING $ $ $ 48,803 § 199,387
APPAREL, FOOTWEAR & ACCESS. 367,350 1,332,975 258,4_56 _1.096,956 BEST FOODS $ 116,912
AUTOMOTIVE, AUTO EQUIP. & ACCESS. 3,928,909 16,698,146 5,146,753 20,96i,36_8 :’.‘—HRYS_LER -—_1449 660
BEER, WINE & LIQUOR 598, 479 2,374,663 552,482 2,223,196 JOSEPH SCHLITZ BREWING 219, 198
BUILDING MATERIALS, EQUIP. & FIXTURES 645,804  1,726215 463,554 . 1,162,374 DU PONT DE NEMOURS 112, 176
CONFECTIONERY & SOFT DRINKS 425,901 2,356,423 819,540 3,542,375 SWEETS CO. OF AMERICA 185,722
CONSUMER SERVICES T 250283 1,515.834 245829 422,575 atar 138,629
DRUGS & REMEDIES ' 3,557,901 15522917 3,029,609 12,417,852 AMERICAN HOME PRODS. 1,182,699
FOOD & FOOD PRODUCTS 8335375 34,238,578  7,020922 29,119,833 aENERAL FooDs 1,450,305
GASOLINE, LUBRICANTS & OTHER FUELS 240,126 986,013 344,784 1,490,886 GULF OIL 191,316
HORTICULTURE. 25,487 77,207 44,316 44316  STERN'S NURSERIES 25,487
ﬁnﬂow EQUIPMENT & SUPPLIES 1,771,36 —6,861_,165 _2_657 826 10 171,224 -wEanGHoUSE ELECTRIC m,42_5
HOUSEHOLD FURNISHINGS 402,084 1,088,837 334 700 1 044 792 ARMSTRONG CORK 26({9_93
INDUSTRIAL MATERIALS 1,020,358 4,824,934 865,398 3, 230 258 REYNOLDS METALS - -215,760
INSURANCE 617,695 2,207,992 393,000 1,491,461  JOMN HANCOCK MUTUAL 160,696
JEWELRY, OPTICAL GOODS & CAMERAS :14_2.987 -2,?)4,231—_ 449,996 1,606,145 EASTMAN KODAK 168,546
OFFICE EQUIPMENT, STATIONERY & T T

WRITING SUPPLIES 311,548 1 059,340 259,064 1,378,327 HALLMARK CARDS 144,083
POL!TICAL - 5,295 __SZE B - o
PUBLISHING & MEDIA 179,105 996,931 81,375 339,569  TIME mc. 173,352
RADIOS, TV SETS, PHONOGRAPHS, - o

MUSICAL INSTRUMENTS & ACCESS. 251,465 1,315,087 676,233 2,861 270 RCA 182,120
SMOKING MATERIALS 3,810,256 14,512,517 3,419,464  14,420371 R. J. REYNOLDS TOBACCO 1,038,177
SOAPS, CL-EANSERS & POLISHES 5,824,755 22,016,072 5,036,507 19 306, 269 -pnocnag & GAMBLE 3,670.783
SPORTING GOODS & TOYS 118,535 *218,805 85051 189,940 OUTBOARD MARINE  87.328

TOILETRIES & TOILET GOODS

7,566,923

31,392,019 6,359,115

TRAVEL, HOTELS & RESORTS

141,128

437,589 42210

25,565,649
187,530

MISCELLANEOUS

372,833

1,482,621 324,362

1,102,290

TOTALS
Source: Publishers Information Bureau
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41,206,913

167,747,111 38,964,728

115,642,508

1,068,323
141,128
100,810

GILLETTE

GREYHOUND

QUAKER OATS
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in Denver

KLZ-TV
station manager, loocking over
the undisputed leadership
of Channel 7 in the latest (May)
ARB Denver ratings.

shows in the
top 50 than for all three other
Denver TV stations combined.
(KLZ has 27; Station'B, 13;
Station C, 10; Station D, 0.)

non-network
shows in the top 15 non-network
than for all others combined
(12 out of 15).

share of audience
sign-on 4o sign-off, seven days
a week, of all Denver TV
stations.

* Highest rated network
show in Denver.

* Highest rated local TV
show in Denver.

* Highest rated news —
weather — sports shows.

* Highest rated local news
shows — morning,
afternoon and night.

Capitalize on the
overwhelming domincnce of

’. 8ell to Denver's
largest TV audiences. Call
Jack Tipton—or wire your
KATZ man—NOW!

@ CBS in DENVER

Channel

Represented by the KATZ Agency

BROADCASTING ® TELECASTING June 24, 1957 e Page 45







Smgamannl T8

S W
.
I SN

{
J

\1\} L\

|
..

A\ i
)‘-—-—-—"'_*-1 !
}

&

b
5 o s, .

THis summer America’s consumers will
fill their shopping baskets fuller than any

“summer in their history. And they will fill

them with the products they know best—
the brands they see on television.

Last summer they spent nearly 10 per cent
more than they did the previous winter—
7 per cent more for food; 12 per cent more
for household appliances; 15 per cent more
in department stores and nearly 8 per cent
more on installment purchases.

For the television advertiser, each summer
becomes more inviting than the last.

Each summer the average family spends
more time watching television.

Each day 8,000 new families join the vast
television audience, and by July the number
of television homes in the country will

total 40,300,000 — nearly 3% million more
than last July.

And each summer CBS Television brings
to its advertisers bigger audiences than
the summer before and larger than any
other network.

CBS Television advertisers are better
prepared for the big summer sales push
than ever —in fact, this summer 14 per cent
more of our winter advertisers will be on
the air than a year ago.

These are compelling facts for an advertiser
who is debating when or where to launch
his new advertising campaign.

Clearly the time to start is now; the place...

CBS TELEVISION



ADVERTISERS & ABENCIES conminueo

AGENCY APPOINTMENTS

Popular Merchandise Co., Passaic, N, J,
(Popular Club Plan), appoints Marschalk &
Pratt, N. Y.

Beatrice Foods Co., Chicago, appoints Cun-
ningham & Walish, same city, to handle ad-
vertising for entire dairy division.

Midwestern Instruments Inc.,, Tulsa, an-
nounces appointment of Gourfain-Cobb &
Assoc.,, Chicago, as agency for its Magne-
?ord division.

Altec Lansing Corp., Anaheim, Calif., ap-
points Stromberger, LaVene, McKenzie,
1. A.

Alemite Corp., N. Y., appoints Fred Gard-
ner Co., same city.

Trylon Products Co., Chicago, appoints
Don Kemper Co., Dayton, Ohie, as agency
for two cosmetic products: Bathe 'n’ Glow
oil and Trylon bubble bath.

Pan American World Airways, N. Y., ap-
points Kudner Agency for its Clipper Cargo
advertising.

Ronson Corp., Newark, N. J., a $2.5 mil-
lion advertiser in tv appeints Grey Adv., to
mandle its Ronson Shaver division, while

orman, Craig & Kummel will continue
to handle Romnson Lighters.

Speedwriting Secretarial School of New
England appoints Charles F. Hutchinson
ifc., Boston.

iaper Service Institute of America, Phila-
delphia, and National Institute of Diaper

Services, New York, appoint Gray & Rog- |

ers, Philadelphia.

Kirlen Products, Kansas City, appoints Lit-
man-Stevens & Margolin Inc., same city, for
Green Dot plant tonic, Green Dot liquid
fertilizer and Green Dot Crab Grass killer.

6ccidental Life Insurance Co., L. A., ap-
points Stromberger, Lavene, McKenzie,
same City.

Bronson Reel Co. (fishing equipment), Bron-
son, Mich., appoints MacManus, John &
Adams, Bloomfield Hills.

William S. Scull Co., Camden, -appoints
Tracy-Locke Co., Dallas.

Surf Inc., Nantasket Beach, Mass., appoints
Beauvais, Wenning & Zitso Inc., Lexington,
Mass.

Glaser, Crandell Co. (Everbest preserves,
pickles and Derby sauces), Chicago, ap-
points Donahue & Coe Inc.

Michigan Racing Assn. appoints Powell Adv.
Inc., Detroit.

American Geloso Electronics Inc.,, N. Y,
appoints Burton Browne, same city.

Lutheran Brotherhood (fraternal life insur-
sance society), Minneapolis, appoints Bruce
B. Brewer & Co., same city.
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'PAY TV EMERGES AS STAR TOPIC

AT NARTB DIRECTORS’

MEETINGS

@ Boards chart survey of pay tv impact on stations

® Proposals for radio-tv circulation counts reviewed
@ Directors hear blistering Celler attack before FCBA

DIRECTORS of NARTB, representing both
radio and tv, dug deep into basic broadcast
problems last week, searching for ways to
chart the industry’s future.

Their three days of meetings took a close
look into these questions:

e What will paid tv programming, wired
and/or broadcast, do to the living habits of
the nation’s homes?

¢ And to the value of tv and radio sta-
tion properties?

The directors took two steps to meet
these problems:

s Ordered before-and-after studies of
home habits in Bartlesville, Okla., where
wired tv programming is slated to start in
August, and

e Called on the membership “to launch
an all-out campaign” to inform the public
about the possible effects of pay-tv.

| The meeting minutes won’t reflect some
of the most important discussions held dur-
ing the three days because they took place
in hotel rooms, and dining spots where di-
rectors matched experiences. They specu-
lated on what’s going to happen in the
sphere of communications and wondered f
they actually have property rights in their
own signals.

It was obvious these 40-odd broadcasters
were deeply concerned about paid services.
They were especially interested in the ap-
| parent immunity of wired services to any

sort of federal regulation. They spcke of
suggestions that wired programming might
mushroom into a multi-billion-dollar me-
dium that could start a fierce competitive
l race for the eyes and ears of America.
| It was obvious, too, that many broadcast-
ers are ready to join the wired service move-
ment, should it start gathering momentum.

To meet the demand for new and more
definite information on the circulation of
tv and radio stations, the separate boards
decided to submit a video circulation-audit
project to the NARTB regional meetings.

Finally, the NARTB directors took a sol-
l emn look at the goings-on in Congress, Dept.
of Justice, FCC and federal courts, noting
that investigations and pressures are at an
all-time peak. Most of them agreed, indi-
l vidually, they had never seen anything like
it in the history of broadcasting.
The directors had a sample of what hap-
pens around Washington when they heard
Rep. Emanuel Celler (D-N. Y.), chairman
| of the House Judiciary Committee, subject

the FCC to what many considered the most
brutal whipping within recollection. Broad-
casters came in for their share of chastise-
ment when Chairman Celler, head of the
antitrust subcommittee that recently called
for correction of many industry practices

[BeT, June 10], announced he had intro-
duced a bill to bring business services, in-
cluding broadcasting, under provisions of
antitrust laws controlling the sale of com-
modities.

Scene of the Congressional blast was the
Federal Communications Bar Assn. Thurs-
day luncheon. Two FCC members—Comrs.
Rosel H. Hyde and John C. Doerfer—sat
through the speech and heard Chairman
Celler ad lib a warning that he would “tol-
erate no nonsense” from the Commission.
His sharp remarks covered spectrum space,
hearing practices, alleged FCC footsie-play-
ing with the industry, network discount
practices, monopolizing of broadcast pro-
gram fare and concentration of network
power.

After three days of this, the directors
left for their homes Friday afternoon, and
NARTB’s headquarters staff prepared to
carry out a sheaf of directives from the
separate and combined boards.

RADIO-TV CIRCULATION PLANS
GO BEFORE NARTB BOARDS

BUYERS of television and radjo time will
have the benefit of audited information on
set circulation and tune-in for both media,
if NARTB's circulation projects are carried
out. Circulation plans were moved along
last week by the association’s separate Tv
and Radio Boards.

The Tv Board decided to submit a video
audit plan to the eight NARTB regional
meetings this autumn [BeT, June 17]. In-
dustry reaction will be analyzed before the
Tv Board decides what to do next. The
Radio Board accepted a report covering a
proposal to study radio circulation and
survey methods. The goal is development
of a method that will show timebuyers the
‘“real over-all dimensions of radio.”

Both Tv and Radio Boards approved a
fact-finding study of the upcoming wired
pay-tv project in Bartlesville, Okla. (story,
page 50). The joint boards endorsed the
Potter resolution (SJ Res-106) calling for
a three-man committee investigation of gov-
ernment use of spectrum space (see story,
page 62).

The tv circulation project is based on a
plan developed by an NARTB circulation
subcommittee. Hugh M. Beville, NBC vice
president, reviewed the formula, developed
after several years of study, as subcommit-
tee chairman. The formula is based on a
telephone interview technique that will show
average daily and weekly circulation, along
with tv set ownership. Both will be shown
on a county-by-county basis.

This method, the tv directors were told,
“produces acceptable circulation percentages

BROADCASTING ® TELECASTING



“but why should |
have to sell my
representative, too?”

Good question! Yet this station manager —
with a well-established TV outlet in a good
market—faces a problem confronting more
and more television operators today.

Competition for the TV advertising dollar
is understandable. It demands hard selling.
But competition to get a fair share of your
representative’s attention.. competition with
a host of other stations on his list..simply
doesn’t make sense.

You shouldn’t have to sell your representa-
tive on performing his job fully. And with
specialized representation, you don’t.
There’s no routine, no “production line”
formula when you're one of the quality sta-
tions on Harrington, Righter and Parsons’
limited list. Your representation is tailored
to your station’s distinctive merits by people
whospecializeonlyinthe television medium.
Caliber TV stations like those below don't
want to be one of the pack. With us, they
never are!

television — the only medium we serve

....................... I N L A B R A B I ]

HARRINGTON, WCDA-B-C Albanry WAAM Bultimore WABT Birmingham
WBEN-TV Buficlo WIRT Fiin: WEMY-TV Greensboro/Winston-Selem
RI G H T E R WTPA Harrisburg WTIC-TV Hartford WDAF-TV Kansas City
WHAS-TV Louisville WTMJ-TV Milwaukee WMTW M:. ¥ashington
& PARSONS, Inc. WRVA-TV Richmond WSYR-TV Syracuse
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on an average day and average week basis
for telephone homes in all cases where
there is no problem of non-response.” At
present, it was explained, there is not enough
evidence to show the effect of non-response.
The problem will be studied further in a
pilot study, should the Tv Board endorse
the project following the autumn regional
meetings. These meetings will be open to
both member and non-member broadcast
tations.
, The full Audit Circulation Committee
recommended that NARTB continue to sup-
port inclusion of television penetration ques-
tions in current population and business
surveys planned by the U. S. Census Bureau.
Campbell Arnoux, WTAR-TV Norfolk, Va.,
is chairman of the audit tv group. E. K.
Hartenbower, KCMO Kansas City, repre-
sented the Radio Research Committee.
| Both the Tv Board, which met Wednes-
ay, and the Radio Board, which met Thurs-
day, endorsed a plan to name an eight-man
" ad hoc committee to study the organization
of NARTB conventions following the 1958
industry meeting in Los Angeles. The radio
directors went a step further by recommend-
ing that the committee review the program-
ming and organization details of regional
meetings following the 1957 sessions.

The Tv Board commended a report of the
Tv Code Review Board, reviewing monitor-
ing activities (story, page 55). It went over
plans for National Television Week, Sept.

-14.
| At the Thursday Radio Board meeting, A.
rose Walker, NARTB engineering man-
er, reviewed progress of efforts to obtain
CC permission to extend remote trans-
itter privileges to all radio stations. George
q. Hatch, KALL Salt Lake City, reported
as chairman of the Radio Transmission
arlﬁ Committee on the impact of technical
¥d economical changes in the reappraisal

ATE&T line charges.

Worth Kramer, WJR Detroit, demon-
strated oral identifications proposed for use
by stations subscribing to the Standards of
Good Radio Practice. He is chairman of a
committee that will review both aural and
visual identification symbols for the winter
board meeting. Charles H. Tower, NARTB
manager of employer-employe relations, dis-
cussed the proposal to exempt about 2,000
small market stations from provisions of the
Wage-Hour law.

! John E. Fetzer, WKZO-AM-TV Kalama-
zoo, Mich., presided as chairman of the Tv
Board. Tv directors attending the meeting
were: W. D. Rogers Jr., KDUB-TV Lubbock,
Tex.; Jos. E. Baudino, Westinghouse Broad-
casting Co.; Payson Hall, Meredith Stations;
C. Howard Lane, KOIN-TV Portland, Ore.;
James D. Russell, KKTV (TV) Colorado
Springs, Colo.; Harold P. See, KRON-TV
San Francisco; J. J. Bernard, KTVI (TV)
St. Louis; Henry B. Clay, KTHV (TV) Lit-
tle Rock, Ark.; C. Wrede Petersmeyer,
KOTV (TV) Tulsa, Okla.; Willard E. Wal-
bridge, KTRK-TV Houston; Alfred Beck-
man, ABC-TV; William B. Lodge, CBS-TV;
Frank M. Russell, NBC-TV.

Merrill Lindsay, WSOY-FM Decatur, 1.,
newly elected chairman, presided at the
Radio Board meeting Friday, Board mem-

Page 50 * June 24, 1957

FIRST meeting of newly constituted
NARTB Tv Code Review Board was
held Monday in Washington, with all
five members attending. Taking part
were (seated, I to r), Mrs. Hugh Mc-
Clung, KHSL-TV Chico, Calif.; Wil-
liam B. Quarton,  WMT-TV Cedar
Rapids, Iowa, chairman; Richard A.
Borel, WBNS-TV Columbus, Ohio.
Standing, Donald H. McGannon,
Westinghouse Broadcasting Co. and
Roger W. Clipp, Triangle Stations.

bers attending were: Daniel W. Kops,
WAVZ New Haven, Conn.; Simon Goldman,
WITN Jamestown, N. Y.; James H. Moore,
WSLS Roanoke, Va,; Hugh M. Smith,
WCOV Montgomery, Ala,; F. C. Sowell,
WLAC Nashville, Tenn.; Robert T. Mason,
WMRN Marion, Ohio; Edward F. Baughn,
WPAG Ann Arbor, Mich.; William Holm,
WLOP La Salle, Ill.; Raymond V. Eppel,
KORN Mitchell, S. D.; Robert L. Pratt,
KGGF Coffeyville, Kan., Alex Keese,
WFAA Dallas; Mr. Hatch; J. G, Paltridge,
KROW Oakland, Calif.; Robert O. Reyn-
olds, KMPC Hollywood; Thomas C. Bostic,
KIMA Yakima, Wash.; John M. Outler,
WSB Atlanta; Harold Hough, WBAP Fort
Worth; Todd Storz, KOWH Omaha, Neb.;
J. Frank Jarman, WDNC Durham, N. C,;
1. R. Livesay, WLBH Mattoon, Iil.; William
C. Grove, KFBC Cheyenne, Wyo.; Ben
Strouse, WWDC-FM, Washington, D. C.;
Robert Eastman, ABC-Radio; Arthur Huil
Hays, CBS-Radio; John B. Poor, MBS,

Representing NARTB at the Wednesday-
Thursday separate meetings as well as at the
combined board meeting Friday were Presi-
dent Harold E. Fellows; John F. Meagher,
radio vice president, and Thad H. Brown
Jr., tv vice president; Richard M, Allerton,
research manager; Vincent T. Wasilewski,
government relations manager, Messrs.
Tower and Walker; Robert L. Heald, chief
attorney; Donald N. Martin, public relations
assistant to the president; Dan W. Shields,
assistant to the tv vice president, and Thomas
B. Coulter, assistant to the radio vice presi-
dent, and Everett E. Revercomb, secretary-
treasurer.

NARTB STUDY OF PAY TV
ORDERED TO START SOON

PAID television service, poised tc attempt a
break-through into free tv broadcasting in
Bartlesville, Okla., will make its bow this
summer under the scrutinizing observation
of professional research teams.

First to announce a fact-finding study of
the wired pay-tv project in Bartlesville is
NARTB. The association authorized an ex-

tensive before-and-after study, with the pre-
service research to get under way as quickly
as possible inasmuch as the wired program-
ming is slated to start in August.

NARTB’s Tv Board spent a substantial
part of its Wednesday meeting exploring all
the angles of paid television. After the meet-
ing the board stated such systems “would
force the public to pay to see what they now
get free and have an especially bad effect
for those who can least afford it.”

The board adopted a resolution calling on
association members to tell the public about
“detrimental consequences” that would
result if the FCC permits operanon of pay-
tv in the video band.

Newest development in the paid-program-
ming situation js the association’s research
project in Bartlesville. NARTB’s announce-
ment merely said the board *“authorized a
fact-finding study of the Bartlesville, Okla.,
wired pay television project which reportedly
will get under way late this summer.”

It appeared at the weekend that the as-
sociation will work swiftly to get this major
,pro;ect under way. First, it is expected a
private research firm, Crossley, S-D Surveys
Inc., will be retained to investigate the living
and viewing habits in 1,000 or possibly
1,500 homes prior to entrance of program-
ming service. A crash program would handle
these interviews in a week, it was thought.
The advance study would vield economic
data on each home in the city. The data
would show breakdowns of the families’ way
of daily living prior to the start of wired tv
programming service.

After the wired service has been in opera-
tion long enough to justify a study of
audience reaction to paid programming,
comparative data will be obtained for a
substantial segment of homes, possibly as
many as 300. Selection of an original sample
of, say, 1,500 homes out of the 7,800 in the
city, it is thought, would yield at least 300
subscriber homes for the follow-up check.
Thus the survey is expected to show how
families feel about free and paid tv service,
and what they think about the proposed
$9.50 monthly charge for wired program-
ming.

Bartlesville is a high-income market
(around $7,000 per family per year). Large
numbers of the residents of this oil-adminis-
tration city hold executive or technical posi-
tions with major oil companies. A U, of
Oklahoma survey indicates that the proposed
$9'.50 monthly wired service fee is over three
times the amount spent on movies by the
average Bartlesville family. The wired serv-
ice is being installed by Video Independent
Theatres Co., owner of minority interest in
KWTV (TV) Oklahoma City, tv permittees
in Hot Springs, Ark., and Santa Fe, N. M.,
and operator of a chain of 230 movie houses
and drive-ins in the Southwest [BeT, June
10].

In urging NARTB’s members to start an
“all-out campaign” to tell the public about
“what it stands to lose if pay tv were author-
ized in the free television bands,” the
NARTRB tv directors adopted a formal reso-
lution. This reaffirmed NARTB’s opposition
“to proposals before the'FCC which would
permit the proponents of pay tv to move in

BROADCASTING ® TELRCASTING




Once again...NTA is loaded with
crisp, new feature films for TV

'- new package of 50 outstanding feature
films...from the studios of 20th Century-Fo>

NOW LOOK INSIDE . .. 4’



A WAD OF TYPICAL SUCCESSES...YOU

GUADALCANAL DIARY
Wi‘lliam Bendix, Lloyd Nolan, Anthony Quinn

GENTLEMAN'S AGREEMENT
Grégory Peck, Dorothy McGuire, Celeste Holm

13 RUE MADELEINE
James Cagney, Richard Conte, Walter Abel

SHOW BEARER 50 GREAT FEATURES JAG

LEAVE HER TO HEAVEN
Cornel Wilde, Gene Tierney, Vincent Price

SHOW BEARER 50 GREAT FEATURES




CAN BANK ON...FOR HIGHEST RATING

SITTING PRETTY
Clifton Webb, Robert Young, Maureen O'Harc

FOREVER AMBER
Linda Darnell, George Sanders, Cornel Wilde

LLOYDS OF LONDON
Tyrone Power, Madeleine Carroll

SHOW BEARER 50 GREAT FEATURES)

750 BIGNATURE

AUTHOR!




DRAW ON “THE BIG FIFTY”...

or top feature film programming!

-
- *
-
—

Latch onto generous NTA, which has just added
Fort Knox to its treasury of fabulous films . . .
with its wealthy-making new package, “The Big
50°.

It's @ mint from 20th Century-Fox, and it's certain
te garner big ratings and big sales.

So stake your claim on NTA today . . . via phone,
wire or old-fashioned letter. It's the root of all good!

‘-‘ Harold Goldman,

Vice President in charge of sales

m i A
MTIONAL lELEFILM /1SSOCIATES. INC.

60 W. 55th STREET « NEW YORK 19, N.Y. * PHONE: PLAZA 7-2100
'HICAGO + HOLLYWOOD : MONTREAL - MEMPHIS + BOSTON + MINNEAPOLIS « TORONTO + ATLANTA » DALLAS
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on the present free channels,” it was ex-
plained.

John E. Fetzer, WKZO-TV Kalamazoo,
Mich., chairman of the Tv Board, said pay
tv “would disrupt the present excellent prog-
ress being made by television broadcasting
in bringing more and better free service to
the nation.”

The board authorized NARTB President
Harold E. Fellows to name a three-man
committee to oppose toll television schemes.
He appointed three directors to the group—
S. Payson Hall, Meredith Publishing Co.
stations; C, Wrede Petersmeyer, KOTV (TV)
Tulsa, Okla., and W. D. Rogers Jr., KDUB-
TV Lubbock, Tex.

Text of the board’s resolution follows:
“Resolved, that the Tv Board reaffirms its
opposition to the proposals made in FCC
Public Notice Docket No. 11279 relating
to the introduction of pay television into the
television broadcast band and further urges
all members to take every oppeortunity to
inform the public regarding the detrimental
consequences that would result from adop-
tion of these proposals.”

Lindsay, Jarman Head
NARTEB Radio .Board

MERRILL LINDSAY, WSOY-AM-FM De-
catur, Ill., was elected chairman of the
NARTB Radio Board at its Thursday meet-
ing in Washington, He succeeds John M.
Outler, WSB Atlanta. Mr. Lindsay is an
NARTB director-at-large for fm stations and
has served several terms on the board.

J. Frank Jarman, WDNC Durham, N. C.,
medium station director-at-large, was elected
vice chairman of the Radio Board. He suc-
ceeds Herbert L, Krueger, WTAG Worces-
ter, Mass., whose term eXpired last April.

Mr. Lindsay entered broadcasting in 1937
when the Decatur Herald and Review
bought WJIBL Decatur, which later was
changed to WSOY. He is now vice president

MR. JARMAN
of the radio stations as well as vice presi-
dent of operations for Lindsay-Schaub News-
papers. Mr. Jarman has been general man-
ager of WDNC since 1935 and was elected
a vice president of the station in 1946.

FCC's Anello, KYW's Ward
Slated to Join NARTB July 1

DOUGLAS A. ANELLO, of the FCC,
joins NARTB July 1 as chief attorney. He
succeeds Robert L. Heald, who joins the
Washington law firm of Spearman & Rob-
erson.

Gordon L. Ward, of KYW Cleveland,
will join NARTB July 1 as field representa-
tive.

BROADCASTING ® TELECASTING

Mr. Anello has been chief of the FCC
law and enforcement division, Safety &
Special Services Bureau. Recently he has
been specializing in FCC proceedings pro-
posing reallocation of frequencies over 890
mc.

Mr. Heald took part in the NARTB board
meetings last week. His final assignment at
the association will be preparation of a
statement to the Internal Revenue Service
covering depreciation problems involved in
electronic equipment,

Mr, Ward will serve in the NARTB sta-
tion relations department.

Film Show Commercials
Well Below Code Limit

THREE out of four tv stations use only
half, or less than half, of the commercial
time permitted by the NARTB Tv Code in
their participating programs based on fea-
ture-length films, according to a survey con-
ducted by NARTB.

The survey, ordered by the association’s
Tv Code Review Board, was based on
monitoring of 226 feature-length film pro-
grams telecast by 49 stations in 24 cities.
Only programs of an hour or more, pre-
sented after 6 p.m., were analyzed.

William B. Quarton, code board chair-
man, anncunced the results of the study at
a board meeting held Monday in Wash-
ington. The findings showed that 77% of
the programs monitored used no more than
half, and in most cases less than half, the
maximum commercial time allowed by the
code. A ratio of not more than one minute
of advertising for five minutes of program-
ming is specified by the code. No instance
was found where a station had exceeded
the code limit.

The average number of commercials per
program was 3.6, it was found. The major-
ity (52%) of the commercials were of 1%4~
minutes duration or less, and 43% were
from 1Y% to 2V4-minutes long. The study
dealt with participation programs that use
spot announcements, about 90% of the fea-
ture films following this formula.

Mr. Quarton said that two-thirds of code-
subscribing tv stations will have been moni-
tored by March 1958. The board issued
a reminder that a recent code interpreta-
tion holds advertising of products for the
treatment of hemorrhoids and for use in
connection with feminine hygiene is not
acceptable.

Next code board meeting will be held
in November at Hollywood, Calif.,, with
members of the Alliance of Film Producers
taking part. The alliance joined the code last
year. Code membership now numbers 305
stations and all three tv networks,

Howe Heads Fla. Broadcasters

JAMES L. HOWE, WIRA Fort Pierce, was
elected president of Florida Assn. of Broad-
casters at its June 14 meeting in Miami
Beach, He succeeds H. Dennison Parker,
WTAN Clearwater, who becomes a mem-
ber of the board. Others elected were Lee
Ruwitch, WTVJ (TV) Miami, first vice
president, and Laurence A. Rollins, WSIR
Winter Haven, second vice president.

BASIC TV
IN TEXAS

£ S/
THE KCDUB STATIONS’ MARKET RANKS
FOURTH IN POPULATION, RETAIL SALES
BUYING POWER AND SETCOUNT!

THIS MICRO-WAVE NETWORK PROVIDES
A SIMULTANEOUS PICTURE OVER AN
AREA EQUAL IN SIZE TO THE STATE
OF OHI0, MAINE OR PENNSYLVANIA!

(STATION POPULATION - FAMILIES
KDUB-TY 545,100 180,400
KPAR-TY 274,400 79,400
KEDY-TV 272,800 78,700
TOTAL 1,192,300 338,500

\. BIG...méMW!)

YOUR BRANHAM MAN HAS THE DETANS

KDUB-TV
LUBBOCK, TEXAS

KPAR-TV

ABILENE-SWEETWATER, TEXAS

KEDY-TV

B1G SPRING, TEXAS

TEYAS Sk
EVISION,
Thrwori
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RAB PLANS MAJOR
SALES EXPANSION

® Board sets record budget
® More presentations slated

A MAJOR EXPANSION in Radio Adver-
tising Bureau’s regional and local selling
activities was authorized by the RAB board
of directors last week, along with approval
of a record-setting budget for the last half
of 1957.

Officials said the enlarged budget, effec-
tive July 1, is predicated on an operating
income at an annual rate of $890,000 for
the final six months of this year, and said
current indications point to a fiscal-year
budget of $925,000 by Dec. 1. RAB started
this year with a budget. of approximately
$820,000 and currently is spending at the
rate of about $860,000 annually.

The expansion of selling activity, Presi-
dent Kevin B. Sweeney told the board, will
enable RAB to double the number of cities
in which RAB salesmen now operate, and
to increase by more than one-third the
volume of personal presentations to be
made to major advertisers in these cities.
Under the new plan, Mr. Sweeney said,
RAB sales teams will visit more than 1,500
advertisers in 65 principal markets during
the next 12 months, as compared to 950
advertisers called upon in 31 cities during
the past year.

Other highlights of the board’s semi-
annual session, held Tuesday in New York:

s The board approved an executive com-
mittee recommendation that the date of the
1957 annual membership meeting be changed
to the afternoon of Oct. 9, to coincide with
the third annual RAB National Radio Ad-
vertising Clinic, in hopes of boosting at-
tendance at the meeting. In the past the
membership meeting has been held the
second Monday in November.

s RAE management was authorized to
negotiate for larger New York offices to
accommodate its expanding headquarters
staff. The expansion, officials said, will be
primarily in the sales department, where
the number of salesmen is expected to be
increased from the present 11 to about 14
by the end of this year. RAB hopes to
move from its present quarters, 460 Park
Ave., into new space around November.

® Joseph E. Baudino of Westinghouse
Broadcasting Co., retiring after two terms
as RAB chairman, was presented an illumi-
nated scroll in recognition of his “outstand-
ing service to this organization and to the
radio broadcasting industry.” The presenta-
tion, in behalf of the RAB membership,
was made by Kenyon Brown of KWFT
Wichita Falls, Tex.,, incoming chairman.

s Robert E. Eastman, American Broad-
casting Network, and William E. Rine,
Storer Broadcasting Co., were elected to
the RAB board. Mr, Eastman succeeds Don
Durgin, who has moved from American
to NBC-TV, while Mr. Rine replaces Lee
B. Wailes, also of Storer.

e A five-man committee to nominate
members for forthcoming vacancies on the
board was named by Mr. Brown: Allen M.
Woodall, WDAK Columbus, Ga., chairman;
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Charles C. Caley, WMBD Peoria, Ill;
Frank P. Fogarty, WOW Omaha; John S.
Hayes, WTOP Washington, and Alex Keese,
WFAA Dallas.

» President Sweeney reported that reser-
vations for three of the six regional manage-
ment conferences scheduled around the
country for late summer and fall have been
sold out.

Six newly elected board members were
on hand for the meeting: Richard D. Buck-
ley, WNEW New York; Matthew J. Culli-
gan, NBC Radio; Mr. Keese; Don Searle,
Colby, Kan.; Ben Strouse, WWDC Wash-
ington, and Adam J. Young Jr. of the
Adam J. Young station representation firm.

Other members present were Chairman
Brown, President Sweeney, Messrs. Baudino,
Caley, Fogarty, Hayes, Keese, and Woodall,
and Edward Breen, KVFD Fort Dodge,
Iowa; John C. Cohan, KSBW Salinas, Calif.;
Simon Goldman, WJTN Jamestown, N. Y.;
George J. Higgins, KMBC Kansas City;
Ward D. Ingrim, KHJ Los Angeles; C.
Howard Lane, KOIN Portland, Ore.; Elroy
McCaw, WINS New York; William B. Mc-
Grath, WHDH Boston; Robert T. Mason,
WMRN Marion, Ohio; Gilmore N. -Nunn,
WLAP Lexington, Ky., and Edward Petry,
Edward Petry & Co., station representation

. firm, New York.

Farm Broadcasters Receive
Warm Words From President

FARM BROADCASTERS “are engaged in
one of the greatest efforts for the future
benefit of our country,” President Eisen-
hower said Tuesday in greeting 125 mem-
bers of the National Assn. of Television
& Radio Farm Directors, holding their
spring meeting in Washington. The Presi-
dent was presented a membership plaque
by NATRFD President Jack Timmons,
KWKH Shreveport, La.

The President said, “I think there is noth-
ing that all of us need to know—including
the farmers—so much as the facts. 1 believe
that the information, the statistical, political,
commercial, industrial information that a
farmer needs today in order to conduct his
business properly, in order to associate him-
self with his fellowmen properly, can be
gained only by day-to-day access to the best
possible information on these subjects that
there is obtainable.

“That, as I conceive it, is the mission
of you people—to bring forth these facts
—not to be an exhorter for any particular
plan or idea of anybody’s of any political
party, or of any individual, but to take the
ideas and the facts and analyze them—
to bring all the necessary information to the
people that have to do with the work and
ultimately form the decision. . . . As I
congratulate you on the work you are doing,
I thank you for it.”

The farm directors took part in three
days of programming, including sessions
with government and legislative leaders.
Final event was a Wednesday trip to the

government's agricultural research center at °

Beltsville, Md.

A special committee in charge of a new
sales promotion brochure designed to help
farm broadcasters in the sale of time re-

PRESIDENT EISENHOWER is made an
honorary member of the National As-
sociation of Radio and Television
Farm Directors by the group’s presi- |

dent, Jack Timmons of KWKH
Shreveport, La., at the White House
June 18.

viewed progress made in these projects. The
brochure will be produced by Don Lerch,
consultant. It will be titled “Is Your Farm
Advertising Balanced for Best Results?”
Final action on the project is to be taken
at NATRFD's annual convention in Chicago

_Nov. 29-Dec. 1. Mal Hansen, WOW Omaha,

is chairman of the special brochure com-
mittee. Bob Parker, WBAY Green Bay,
Wis., is vice chairman.

Another committee is studying a proposal
to hire an executive secretary for NATRFD.
It is headed by W. A. Ruhmann, WBAP
Fort Worth, chairman, and George Roesner,
KPRC Houston, vice chairman.

Total attendance at the spring meeting
was 250.

Patrick New GAB Secretary

ROBERT LAWRENCE PATRICK: has
been named secretary-manager of the
Georgia Assn. of Broadcasters, Athens,
with headquarters at the Henry W. Grady
School of Journalism, U. of Georgia,
where he also will have staff duties. Mr.
Patrick, an alumnus of the Grady School,
has previously been associated with WTAM
Decatur, Ga., and Dayton, Chio, radio and
tv stations. He succeeds Ross Shackelford,
who July 1 becomes public relations director
of West Georgia College, Carrollton.

Rastatter to TvB PR Director

JOSEPH R. RASTATTER has been named
director of public relations for the Tele- .
vision Bureau of Advertising, it was an-
nounced last week by Norman E. Cash,
president of the
bureau. Mr. Ras-
tatter joins TvB
today (Monday).
He succeeds Sid
Mesibov, who re-
signed to join
ABC-TV (story
page 75). Mr. Ras-
tatter formerly
was general public
relations counsel
with John T. Casey
& Assoc,, New
York. He also was
with CBS-TV Hollywood.

BROADCASTING

MR. RASTATTER
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anpouncing...

QUICK, EASY “AVAILS"—BILLING—
PERFORMANCE

Now for easy buying, easy billing, more effective sales
to the vast Negro Market in the Gold Coast of the
Gulf Coast . . . the OK Group announces its affiliation
with Stars National now representing the entire group
of six OK Stations. Now get Availabilities from one
“Rep” . . one Bill . . one Affidavit . . one Proof of
Performance , . one Guarantee of Merchandising Co-
operation. You can buy the top Negro Markets reach-
ing 1,500,000 Negroes,

MORE NEGRO FACTS—MORE NEGRO SALES

Included are the three largest Negro Southern Cities
.+ - New Orleans, Houston, and Memphis. Buy a
package deal for these three markets at an amazing
low price. Cover 1,250,000 Negroes in the three
fastest growing southern cities with the highest Negro
annual family income in the South.

More intensive proven information and facts about
the Negro Market than any other source. Ask for the
facts . , , Write or Call

Stanley W. Ray, Jr., Exec. Vice-Pres. & Gen. Mgr,
505 Baronne Street, New QOrleans 12, Louisiana,

%@OKGW

tiowad HOOKUP!

DESIGNED TO DELIVER THE
LUCRATIVE SOUTHERN
NEGRO MARKET

Mr. Bernard Howard, President of Stars
National, Inc., is pleased to announce
the association of the OK Group with his

organization. This association offers ad-

vertisers the organized research and mer-

chandising facilities of the OK Group
and Stars National . . . incorporating
complete factual data concerning the OK
Group Negro Market. For quick and
expert service on availabilities, program
and personality information, market
data . . . including the famous Houston
Survey, the Middle South Research Re-
port, and many other important facts

covering the OK Group story. . . Con-

tact the nearest Stars National ofhce.

, We.

400 Madison Ave.
New York, Chicago
Les Angeles, San Francisco
Atlanta, Dallas
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June 24, 1957 ® Page 57



Source: Nielsen Interim Reportfor April 10567,
Sunday through Saturday average

v/
/
e

)

f




all
the
fireworks

Maybe you heard them too — the sound
and fury of claims about new programs
that were supposed to blow New York
viewing habits sky-high.

Well, the smoke is settling now. Let’s
see what actually has happened :

WCBS-TV's share of total viewing 1s
greater than at any time in the past two
years!.. . WCBS-TV leads the second-
place station by 52%— the third station
by 183%!... WCBS-TV shows a larger
audience gain than any other station in
the past year!... WCBS-TV leads in
every hour of the day but one, from 8 am
straight through to sign-off !

It takes day-in, day-out showmanship

to win and hold attention in television’s
biggest market. To its superb schedule
of CBS Television Network programs,
WCBS-TV adds a dazzling array of

local entertainment and public affairs
programs, including all five of the top-
rated local participating programs,

and four of the top five daily news
programs in all New York television.

Naturally, more national advertisers
buy the station that attracts the
biggest audience most of the time.

WCBS-TV
CBS Owned, New York

Channel 2—represented by CBS Tclevision Spot Sales
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WHAT RADIO, TV MEAN TO BASEBALL

MAJOR league baseball teams took in $7.3
million in 1956 from the sale of radio and
television rights, according to data made
available by the House Antitrust Subcom-
mittee investigating operations of the two
leagues. The sale of radio-tv rights ac-
counted for less than one-eighth of the to-
tal major league baseball income in 1952,
when tv was just assuming nationwide stat-

tion to the clubs’ receipts has increased to
one-sixth of the total.

The income figures, made available for
the first time as a result of the subcommit-
tee’s probe, show that Cleveland set the all-
time record last year when $1,053,171 of
the club's $2,995,377 incofne came from
radio-tv. Seven American League clubs (De-
troit radio-tv figures not available) received

these clubs last year amounted to $19,536,-
425, with Detroit having total income of
$2,581,169. ’

The eight National Clubs showed radio-’
tv receipts of $3,025,321 in 1956 out of
$20,718,733 total receipts. Heaviest radio-
tv return in the league last year was that of
Brooklyn, which had $888,270 from broad-
cast rights out of total income of $3,880,-

ure. Since that time the radio-tv contribu- $3,777,733 from radio-tv. Total receipts of 824.
AMERICAN LEAGUE
1952 1953 1954 1955 1956
Radio-Tv Total Radio-Tv Total Rodio-Tv Total Rodio-Tv Total Radio-Tv Total
Income Income Income. Income Income Income - Income Income Income Income

BOSTON $ 366,500 $ 2,301,487 $ 369500 § 2,086,209 $ 360,965 $ 2,339,064 $ 476,870 § 2,842,941 $ 477,300 $ 2,800,041
CHICAGO 261,202 2,208,262 355,925 2,554,249 434,185 2,871,667 522,491 3,027,181 518,992 2,702,058
CLEVELAND 452,650 2,963,481 614,582 2,607,326 635,762 3,282,805 567,891 2,958.915, 1,053,171 2,995377
DETROIT t 2,255,849 t 2,157,032 t 2,429,790 ¥ 2,908,644 + 2,581,169
NEW YORK 475,000 3,996,685 625,000 4,125,074 675,000 4,504,836 725,000 4,898,665 900,000 5,017,094
*PHILADELPHIA- 168,595 1,536,901 292,850 1,319,193 300,035 1,200,660 210,000 3,000 ,285 210,000 2,497,490

KANSAS CITY
**5T. LOUIS- 8,935 999,831 55,557 746,492 312,795 2,412,849 301,276 2,103,445 301,630 2,112,094

BALTIMORE .
WASHINGTON 169,905 1,393,297 282,572 1,352,392 341,186 1,473911 316,851 1,383,282 316,640 1,412,2N

Total $1,906,787  $17.655773 $2,596,386  $16,947,967 $3,059,928  $20,515,582 $3,120,379  $23,124,558 $3,777,733  $22,117,594
*Philodelphia through 1954; Konsas City since 1954.
*+5t. Lovis through 1953; Baltimore since 1953.
TDetroit radio-tv data net available.

NATIONAL LEAGUE

*BOSTON- $ 216324 § 933,074 $ 141,200 § 3,074,198 $ 135,500 § 3,510,038 $ 125000 § 3,560,779 $ 125000 $ 3,697,067

MILWAUKEE
BROOKLYN 580,227 2,833,963 539,610 3,009,382 609,490 2,816,589 787,155 3,501,124 888,270 3,880,824
CHICAGO 166,027 1,828,196 153,300 1,497,967 156,078 1,572,227 186,975 1,791,130 226,603 1,646,993
CINCINNAT{ 109,054 1,124,245 119,470 1,163,896 120,130 1,442,391 197,380 1,559,664 267,275 2,415,637
NEW YORK 379,562 2,410,722 424,241 2,304,041 490,192 3,132,336 645,640 2,869,423 730,593 2,471,772
PHILADELPHIA 178,333 1,404,360 225,920 1,661,529 203,865 1,608,703 266,055 2,099,811 301,630 2,278,511
PITTSBURGH 110,000 1,410,973 115,500 1,278,081 125,000 1,219,935 110,000 1,388,520 158,500 2,072,791
ST. LOUIS 102,250 1,675,039 109,779 1,679,497 326,625 2,305,219 326,649 2,004,094 327,450 2,255,138

Tatal $1,941,777  $13,620,572 $1,689,020  $15,668,591 $2,167,880  $17,607,438 $2,644,874  $18,774,545 $3,025321  $20,718,733

*Boston 1952 only; Milwavkee since 1952.

C. 0. Langlois Dies
In New York at 64

CYRIL OUELLETTE LANGLOIS, 64,
founder and chairman of the board of Lang-
Worth Feature Programs Inc., a producer
and distributor of
syndicated radio
program services
througout the
world, died Tues-
day at Doctor's
Hospital, New
York, which he had
re-entered after an
extended illness.

A native of
Detroit, he was a
graduate of the U.

MR. LANGLOIS

youth, he played
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of Detroit. In his

baseball professionally. Mr. Langlois’ early
years saw a varied career in both the ad-
vertising and syndication branches of the
newspaper industry. Later he produced many
radio programs which were broadcast
throughout the nation.

Mr. Langlois founded Lang-Worth Fea-
ture Programs with Ralph Wentworth in
1935. He was one of radio’s early producers
of transcribed syndicated programs. In 1936
the company began its release of transeribed
music to radio stations.

Mr. Langlois produced and distributed
for radio the recorded performances of such
artists as Fred Waring, Tommy Dorsey,
Emile Cote, Russ Morgan, Larry Clinton,
Shep Fields, D’Artega, Ray Anthony, Jack
Shaindlin, The Four Knights, The Sunshine
Boys and Henry Jerome. He was one of the
original members of the National Assn. of
Broadcasters and was the first to support the

broadcast industry in the production of the
NAB-Lang-Worth Tax Free Music Library.
He also pioneered the plan for creating copy-
right security for radio stations.

In the technical field, Mr. Langlois was
instrumental in developing the small com-
posite groove vinyl transcription, described
as an outstanding contribution toward the
development of higher quality programming
for radio stations, Mr. Langlois’ activities
extended to all types of recording, including
phonograph records, background music and
musical scores for theatrical, television and
industrial films.

Mr. Langlois is survived by two sons,
John D. Langlois, president of Lang-Worth
Feature Programs, and Cyril O. Langlois
Jr., president of Langlois Filmusic. He also
is survived by his wife, Lillian, and his two
sisters, Mrs. Ethel Offer and Mrs. Claire
Lynch.
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Gates engineers have created a dual
feature in the BC-5P AM Transmitter
to save broadcasters dollars and en-
gineering time.

Because of possible future FCC regula-
tions pertaining te harmonic radiation
and bandwidth, the PA tank circuit is
built into a completely enclosed alumi-
num compartment. The output circuit,
which is a full tee network enclosed in
its own shielded compartment, is a
natural repellent of spurious radiation.
By isolating these sections in two shield-
ed compartments, 100% air cooling of
inductors, capacitors, choke coils and
jubes, olong with maximum hermonic
reduction, has been brought about. This
means longer component life through
lower operating temperatures and clean-
liness.
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BRCADCASTERS WANT THE FINEST
TRANSMITTER THAT THE INDUSTRY CAN
PROVIDE, AND ONLY ONE TRANS-
MITTER IN THE 5 KW FIELD 1S PACKED
WITH SUCH OUTSTANDING QUALITIES
— THE GATES BC-5P . . . . HIGHEST
STANDARD OF PERFORMANCE, MUCH
LESS SPURIOUS RADIATION, LOWEST
COST TUBE COMPLEMENT, AND THE
LOWEST PRIMARY POWER CON- g
SUMPTION OF ANY 5 KW AM BROAD- Ghe J‘lark Ol Qual‘ty
CAST TRANSMITTER MANUFACTURED

TODAY. COMPARE EVERY FEATURE . .

.. AND YOU WILL SEE THAT THE BC-5P

IS SUPERIOR BY EVERY MEASURE.

Contact your nearest Gates sales engi-
neer or write the Gates Radio Company
today for full details.

GATES RADIO COMPANY, Quincy, Ill,, U. S, A.

MANUFACTURING ENGINEERS SINCE 1922

OFFICES — NEW YORK - WASHINGTON D. €. - LOS ANGELES - HOUSTON - ATLANTA
NEW YORK, International Div.. 13 East 40th St. — In Canada, CANADIAN MARCONI COMPANY
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PROGRAM SERVICES continuep

Wrather Buys 'Sergeant Preston’,
Pays Detroit Group $1.5 Million

JACK WRATHER organization has ac-
quired all rights to the tv program Sergeant
Preston of the Yukon from George W.
Trendle, H. Allen Campbell and Raymond
Meurer of Detroit for $1.5 million. Purchase
is the third of a national tv network proper-
ty by the Jack Wrather organization, which
purchased the Lone Ranger in 1953 and
Lassie in 1956.

In addition to the 78 color films now
being telecast on CBS-TV, Thursdays, 7:30-
8 p.m. with Quaker Qats as sponsor, the
package also includes comic strip, merchan-
dising, license and novel, serialization and
film rights. John L. Loeb, senior partner in
the New York banking firm of Cari M.
Loeb, Rhoades and Co., is-associated with
Mr. Wrather in the purchase, which was
concluded Monday in New York. Monte
Livingston of the Beverly Hills, Calif., law
firm of Kaplan, Livington, Goodwin and
Berkowitz represented the Jack Wrather
organization in the negotiations. Edwin T.
Tornberg of Allen Kander and Co. acted
as agent in the negotiations.

Goetz Network Aide For Gay

COL. JOSEPH F. GOETZ, head of the
Defense Dept’s world-wide entertainment
program 1951-1956 and currently vice pres-
ident of Ron Assoc., Washington, D. C.,
advertising and
public relations
agency, was ap-
pointed last week
as network co-
ordinator for Con-
nie B. Gays two
CBS-TV programs
emanating from
WTOP-TV Wash-
ington.

Mr. Gay also
announced that
Col. Goetz will as-
sist him with top-
level co-ordination of his far-flung Town
and Country Network radio stations.

COL. GOETZ

Heads TelePrompTer Advertising

ALFRED N. GREENBERG, formerly ad-
vertising and pro-
motion manager of
WBBM Chicago,
was appointed di-
rector of advertis-
ing, promotion and
research for the
TelePrompTer
Corp., New York,
it was announced
by Herbert Hobler,
vice president in
charge of sales, last
week. In another
move designed to
bolster the company’s executive lineup, Rob-
ert Rosencrans, a former vice president
of Sheraton Closed Circuit Television, has
been named business manager of TelePromp-
Ter’s sales department.
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GOVERNMENT

SOLONS ASK ALLOCATION STUDY

® Potter, Bray suggest establishment of commission

® Group would evaluate government use, future needs

DISTURBED over possible demands by the
miilitary for a larger slice of the radio spec-
trum, Sen. Charles E. Potter (R-Mich.) and
Rep. William G. Bray (R-Ind.) last week
introduced identical resclutions calling for
the establishment of a three-man commis-
sion to investigate the utilization of fre-
quencies allocated to the federal govern-
ment.

Sen. Potter, a member of the Senate
Commerce Committee and its Communica-
tions Subcommittee, introduced his resolu-
tion (SJ Res 106) Tuesday; Rep. Bray, a
member of the House Armed Services Com-
mittee, introduced its companion (H J Res
381) Thursday. Members of the commis-
sion, which would be established for six
months, would be appointed by the Presi-
dent. As set forth m the resolutions, the
commission’s duties would be:

“, . . To conduct a thorough and com-
prehensive study and investigation of the
radio and television frequencies allocated to
the various agencies and instrumentalities of
the federal government with a view to de-
termining {1) whether such frequencies are
being efficiently utilized to the maximum de-
gree possible, (2) whether any (and if so,

how much) of such frequencies may, with-.

out jeopardizing the public interest, be re-
linquished to the FCC for allocation to non-
governmental purposes and (3) what are the
likely future requirements of the various
agencies and instrumentalities of the federal
government for radio and television fre-
quencies.”

If the commission is set up, it would be
required to report to the President and Con-
gress on its findings within six months. Much
of the classified material would, of necessity,

. be omitted from the Congressional report,

Sen. Potter said. However, he felt that this
would not preclude the gaining of a clearer
picture of military spectrum needs.

Sen. Potter headed the 1953-54 uhf-vhf
investigation conducted by the Communica-
tions Subcommittee of the 83rd Congress.
He said that he has been “frustrated” for
over a year in trying to find out how the
government uses its allocated frequency
space and has hit a “stonewall.”

Following earlier published reports that
the military is casting covetous eyes on vhf
chs. 2-6 [BeT, April 1], Sen. Potter inquired
of Gordon Gray, head of the Office of De-
fense Mobilization, about the government’s
plans. Mr. Gray replied that military serv-
ices are finding it difficult to meet defense
requirements with the “limited” spectrum
space now available and that the situation
will become more critical as new weapons
are perfected [AT DEADLINE, April 8].

The need for the facts which would be
developed by the proposed commission are
“urgent and compelling,” Sen. Potter stated.
“Contrary to the layman’s opinion, the pres-
ently usable spectrum does not offer an un-
Jimited number of channels. .

. . The situa- ~

tion could well become critical unless factual
data is obtained promptly.”

Spectrum space presently is allocated
under a dual system. The FCC assigns radio
frequencies to non-government users (in-
cluding commercial broadcasters), while
the President assigns space to meet the
government demands. Because of the cloak
of secrecy shrouding the government’s por-
tion, it is not known how this space i3
utilized.

Sen. Potter pointed out that in 1959 the
U. S. will participate in an international con-
ference at Geneva, Switzerland, dealing with
the radio spectrum. “Unless our government

* Sen. Potter

knows specifically its current use of the
spectrum and what our future needs are
likely to be, the best interests of the U, S.
will suffer,” he stated,

The senator feels that the spectrum is be-
ing inefficiently utilized and that the study
he has proposed by a high-level, unbiased
body is essential. “Terrific pressure is build-
ing up for radio and tv frequencies,” he
said. “Commercial users accuse the govern-
ment of hogging spectrum space. Federal
agencies claim they need what they have.
We may find that some of these [govern-
ment] frequencies could be relinquished to
the FCC for non-governmental use. . . .”

On the other hand, Sen. Potter stated, if
the proposed commission finds that more
space will be needed by the government in
the future, such a move should be in the
planning stage rather than have it made
known in an unexpected executive order.

“Certainly we wish to see each federal
agency retain sufficient space for full dis-
charge of its responsibilities, but we must
also guard against the government pre-
empting spectrum space unnecessarily. The
commission I have proposed . . . will make
recommendations as to the most efficient
use of the spectrum. In this way, the U. S.
will be enabled to realize the full potential
of a vital national resource,” Sen. Potter
stated in support of his resolution.

Rep. Bray also has been interested for
some time in the government’s plan to secure
more space in. the radio spectttim. On in-
troducing his companion to Sen. Potter’s
resclution, Rep. Bray stated:

“T have been disturbed by recurring ru-
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|mors that the-military establishment is look-
jing covetously at the lower vhf television
channels. Although I have found no clear-

cut statement of this desire, the possibility .

of losing chs. 2 through 4 or 2 through 6
from commercial telecasting is too serious a
ithreat to dismiss lightly. I have been trying
to devise a way of
more clearly ascer-

quirements of the
military services.
The suggestion by
Sen. Potter of a
non-governmental
commission to
study the use of
frequencies re-
served for govern-
_— ment use and fu-
\ REP. BRAY ture needs was
| along the lines of
my thinking on the subject, and I am happy
to join in his efforts by introducing this
resolution in the House. ’
“As a member of the House Armed Serv-
ices Committee, 1 have some familiarity
with the military use of radio frequencies.
Having long service experience, active and -
reserve, I am also aware of typical military
procurement policies. I doubt if a com-
mander ever lived who did not honestly feel
he needed more men, arms or other equip-
ment. While respecting the sincere efforts
of our military leaders to requisition from
peacetime use whatever seems to be re-
quired for our defense, we must not allow
an overzealous and unwise demand for these
frequencies to seriously interrupt and de-
crease the information and entertainment
which commercial television brings to all.”
The NARTB Radio and Tv Boards, meet-
ing in Washington last week (story, page 48),
ywent on record as favoring Sen. Potter’s
resolution.

Two Women’s Clubs Urge Probe
'Of Radio-Tv Music Practices

TWO women's clubs have asked the Justice
Department to fully investigate to what
degree the broadcast industry determines
which music shall be played on radio and
itelevision.

| Mrs. R, I. C. Prout, president of the
General Federation of Women’s Clubs, in
a telegram to Attorney General Herbert
Brownell, said: “Only recently did we learn
Ithat the broadcasting networks and their
subsidiaries own and control hundreds of
jmusic publishing firms. . . . We fervently
hope that you will accept the recommenda-
tion of Congressman Emanuel Celler and
his judiciary committee. We feel that if the
'Dept. of Justice thoroughly investigates the
situation and takes the proper action, the
|pul:alic may once more hear all the music
being written. . . .”

Mrs. Ronald A. Dougan, president of
the National Federation of Music Clubs,
wrote to Mr. Brownell: “An extensive in-
Ivestigation into the intolerable combination
iof broddcasting interests which determine
whose music shall be heard and how often,
will help re-establish conditions of freedom
for music in America.”
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FCC WASHES ITS HANDS OF ANTITRUST,
LEAVES SUCH MATTERS TO THE COURTS

A NEW hands-off policy on antitrust mat-
ters was disclosed by the FCC last week
when it told a federal court that it doesn’t
have and doesn’t want to have the power to
prosecute antitrust violations.

The enunciation was one of the strongest
statements on the monopoly subject made by
the FCC in its 23-year-long history. It was
contained in a document filed in Philadelphia
district court in connection with the govern-
ment’s antitrust suit against RCA-NBC. The
suit involves the 1955 NBC-Westinghouse
Broadcasting Co, exchange of Philadelphia
and Cleveland stations.

On another antitrust front, the Kansas
City Star Co. (WDAF-AM-TV) exhausted its

last avenue of appeal last week when the -

U. 8. Supreme Court refused to review its
conviction of monopoly and attempted mo-
nopoly of news in the Kansas City area.
And, in Philadelphia, eight radio stations
and the Philadelphia Radio & Television

. Broadcasters Assn.—reeling under stiff fines

for an acknowledged technical violation of
the antitrust laws although exonerated of any
illegal:intent [BeT, June 17}—were girding
themselves to face the outcome of a govern-
ment civil antitrust action.

The FCC's antitrust pelicy, which goes
further than any previous statement on the
subject, was filed with District Judge Wil-

liam H. Kirkpatrick last Wednesday. The °

16-page. “Memorandum of Law” virtually
told the court that the Dept. of Justice has
every right to initiate antitrust suits against
radio or tv broadcasters, even though the
FCC might have considered such charges
and decided that it was no bar to a grant.

This point of view refuted the basic de-
fense made by RCA-NBC in their response
to the government’s charges. RCA-NBC
maintained that where the FCC has con-
sidered such matters and approved the action
requested no other government agency may
reopen the matter.

The government suit attacks the 1955
exchange whereby the network got WBC’s
Philadelphia radio and tv stations in ex-
change for NBC's Cleveland properties plus
$3 million. The NBC-owned Philadelphia
stations are now WRCV-AM-TV; the WBC

COMMISSION DEFINITION

FOR the aid of the uninitiated individ-
ual who finds himself forced to read
and try to understand an official
document of the FCC, William B.
Ogden, director of the Radio Opera-
tional Engineering School, Burbank,
Calif., has issued a 36-page glossary
of terms used by the FCC. In addi-
tion to the technical and operational
terms and their definitions, which
take up most of the pamphlet, it also
contains a list of station symbols,
nomenclature of frequencies, spare
tubes required, classification of emis-
sions and titles of the parts of the
Commission’s rules and regulations.

Cleveland stations are now KYW-AM-FM-
TV. .

In its December 1956 suit, the govern-
ment asked that NBC be forced to divest
itself of the Philadelphia stations and also
of such other assets as the court may “deem
necessary and appropriate,”

It charged that NBC “coerced” WBC into
agreeing to the exchange by threatening to
withdraw NBC affiliations from WBC sta-
tions. At the time of the transfer application
there were unspecified allegations that NBC
had threatened WBC with loss of affiliations,
These were investigated by the FCC, which
found no support for the charges, and ap-
proved the exchanges in December 1955.

A pretrial conference is scheduled to be
held in Washington by Judge Kirkpatrick
June 28. It is understood that the question of
primary jurisdiction will be probed at that
time.

The Commission submitted its document
to the court under a request for permis-
sion to submit its views as *“a friend of
the court.” A ruling on this will come June
28, it was explained, although every indica-
tion was given that the legal brief will be
accepted by Judge Kirkpatrick.

The FCC’s position is that no action it
takes can foreclose the government from
proceeding under the antitrust laws. It also
stated that there is no requirement that the
Jusice Dept. participate in FCC proceedings
before filing suits in a court.

After alluding to various statements by
FCC Chairman George C. McConnaughey
and the Commission, the FCC’s brief said:

... The Commission has made clear that
it does not believe it can effectively enforce
the antitrust laws in cases such as this one
but rather must leave the enforcement of

“those laws to the Dept. of Justice and other

governmental agencies. The Commission has
therefore examined transfers such as the
subject one from the viewpoint of its own
expertise in the communications field and
the general standard of the public interest.
And while the question of possible viola-
tion of the antitrust laws may of course be
pertinent to the Commission’s determina-
tion under the publi¢ interest standard, the
Commission has normally left the determina-
tion of possible antitrust questions in cases
such as the instant one to the agencies and
courts having the statutory responsibility
and expertise to properly deal with it . . .”

In another section of the memorandum,
the Commission made it plain that although
it does not and would not rule on an anti-
trust violation, it can and does take into ac-
count as part of a character qualification
whether or not an applicant has been found
guilty of such illegal acts.

“. .. The Commission can at best deter-
mine whether actions by parties subject to its
jurisdiction affect the public interest li-
censing standard,” the FCC declared. “In
making this determination a ruling by the
Courts that a particular action was in viola-
tion of the antitrust laws might well be a
relevant consideration for the Commission.
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KIN /TEL UTILITY STUDIO CAMERAS

[ KAY LAB !

Ideal for commercials, opaques, newscasts, panel shows...Siudio or Remote. .. Pennies-
per-hour operating costs...No burn-in...

Low in initial cost, this versatile new vidicon studio camera ily telecasting at a substantial decrease in production costs.

features the heretofore unavailable convenience of a 7-inch KIN TEL manufactures an_exceptionally complete line of ..
viewfinder combined with simplicity of operation and professionally proved television equipmeit: studic moni-
extremely high sensitivity. Performance is considerably tors, portable camera chains, film chains, sync generators,

better than RETMA requirements in all respects. Whether distribution equipment—all surpassing FCC/RETMA

used as a primary or utility camera it willprovide high qual- specifications, with full 600-line-plus resolution.

m Representatives in all major cities

[ KAY LAB ]
L 5725 KEARNY VILLA ROAD - SAN DIEGO 11. CALIFORNIA * BROWNING 7-6700
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It would, however, never attempt to sub-
stitute its own judgment of what is or is not

' a violation of the antitrust laws for a final de-

|

cision on this point by the Courts . . .”

The Commission added: “The Commis-
sion has no special expertise on antitrust
matters.”

Referring to the 1952 McFarland Act
amendments to the Communications Act, the
FCC noted that Section 311 was amended to
remove from Commission jurisdiction the
application of revocation sanctions against
licensees found guilty of antitrust violations.
This was on the ground that it was unfair to
subject broadcasters to double jeopardy,
since Section 313 of the Communications
Act applies all antitrust laws to licensees and
empowers the courts to revoke broadcast
licenses as part of the final decree.

The FCC’s document was the most recent
extensive treatment of the subject of anti-
trust matters since the 1952 report on the
application of a uniform policy on antitrust
violations, and the 1953 decision approving
the mérger of ABC and the then United
Paramount Theatres Inc.

The 1952 report emphasized that anti-
trust violaticns will be considered as a por-

tion of the character qualifications of an ap- -

plicant, and that each case must be decided
on its ownt merits. The Commission did in-
sist, however, that monopolistic practices,
whether or not found illegal by a court,
would still be of concern to the FCC as an
indication of how an applicant might operate
a breadcast facility.

In the ABC:UPT case, the Commission
found that although UPT and its former
parent, Paramount Theatres Inc., had been
found guilty of antitrust acts, this did not
disqualify UPT. as a licensee.

The Kansas City Star Co. (Kansas City
Star and Times) was found guilty in 1955
of antitrust violations in a criminal suit
brought by the government. The government
charged that the newspaper pressured ad-
vertisers not to use competing media, forced
advertisers to use both the moerning Star and
the afterncon Times and also offered com-
bination rates for both newspapers.

The newspaper was fined $5,000 for mo-
nopoly in the dissemination of news and
adve