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did you
know that

75% of the top advertisers in the country
are consistent users of Spot Radio?

Just one more proof that
Spot Radio is a powerful sales-maker!

KOB ................ Albuguergue WINZ ... Miami KCRA ... ............ Sacramento
WSB ... Atlanta WISN ... ............. Milwaukee WOAI ............... San Antonio
WGN L Chicago KSTP ....... Minneapolis—St. Paul KFMB ........ooeeeens San Diego
WEAA ..ol Dallas—Ft. Worth WTAR oot Norfolk KOBY ............. San Francisco
e IELELALLEERLRELECELEE Denve.r KFAB .....civiiineennns Omaha KMA ... ..o, Shenandoah
WKMH ... ............... Detroit . .

WANE o Fort Wayne WIP ... Philadelphia WNDU ............... South Bend
KPRC oo Houston KPOJ ... Portland KREM .................. Spokane
WISH ..., tndianapolis WIAR ................ Providence WGTO ............. Tampa-Orlando
KARK ................ Little Rock WRNL .. ... Richmond KYOO ... ... ..ot Tulsa

Radio Division

Edward Petry & Co., Inc.

The Original Station Representative
NEW YORK * CHICAGO » ATLANTA + BOSTON ¢ DALLAS ¢ DETROIT ¢ LOS ANGELES « SAN FRANCISCO « ST. LOUIS



Yankton, South Dakota

Sioux City, lowa

RATES
HIGH IN HAVANA

(SOUTH DAKOTA)

Havana is just one of thousands of cities and
towns in Big Aggie Land—the vast, 175-county
coverage area defined and delivered by
WNAX-570. Whichever town you choose,
you’ll find Big Aggie an old and trusted friend.

There are 609,590 radio homes in Big Aggie
Land. And WNAX-570 delivers a 66.49% share
of audience. It’s a well-to-do market, too. The
21/, plus million people who live in Big Aggie
Land have a spendable income of over $3 billion.

Profitable promotion in Havana—or
anywhere in Big Aggie Land—begins with
WNAX-570. See yvour Katz man.

WGAR, Claveland, Ohio
WRFD, Worthingten, Qhio

ot PEOPLES
P BRDADCASTING CORPORATION
5

PROGRAMMING FOR ADULTS OF ALL AGES

PEOPLES BROADCASTING CORPORATION

WTTM, Trentan, New Jertey

WMMN., Fairmont, West Virginia
WNAX., Yonkten, Sauth Dakota
JKVTV, Sisux City, lown
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Easiest way to get the coverage you need in

the vital Lansing-Flint-Jackson area is with the

one channel that gets you all three big markets.
. Now in its 10th year WIJIM-TV serves mid-
Michigan’s 450,000 TV families with the best
programs from all three networks.

WJIIM-TV

Strategically located to exclusively serve

COVERING
. THE

Basic

LANSING. . FLINT.. . JACKSON

Represented by 1the P.G.W. Colonel NBC. .. r . ABC

Published every Monday, 53rd issue (Yearbook Number) published in September by Broapcasring PusLicarioNs Inc,
1735 DeSales St.,, N. W., Washington 6, D. C. Second-class postage paid at Washington, D. .
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Hurt that helped ® Advertising plans
for Preparation H, hemorrhoid remedy,
haven’t been hurt by NAB Television
Board’s punitive action against eight
television code subscribers who defied
Tv Code Review Board’s directive to
cancel Preparatton H commercials
(BROADCASTING, May 4). Last week
Whitehall Pharmacal, maker of Prep-
aration H, added $250,000 to its spot tv
budget, and Ted Bates, its agency,
asked station representatives for avail-
abilities for new schedule to begin with-
in month. With new budget, Prepara-
tion H will be spending nearly §$1.5
million a year in spot tv.

So far Whitehall has had no trouble
maintaining existing list of stations car-
rying .Preparation H's forbidden copy.
None of the 142 stations, including 68
code subscribers, has cancelled in week
since code board's order. Interesting
footnote: one station represented by
member of NAB Television Board has
bheen and is carrying Preparation H
schedule, according to Bates records.

Chesterfield’s network e Chesterfield
cigarettes (Liggett & Myers Tobacco
Co.) is all over ABC-TV’s fall sched-
ule in unique pattern for cigarette ad-
vertiser. On three nights alone, Chester-
field will sponsor alternate hour of each
following programs all slated for 9:30-
10:30 p.m.: The Alaskans on Sunday
with P & G picking up other half, Ad-
ventures in Paradise on Monday and
The Untouchables (Destlu package) on
Thursday, with alternate hours of last
two still open. And for good measure,
Chesterfield also is adding two half-hour
weekly shows on ABC-TV by sponsor-
ing half of Black Saddle (which moves
from NBC-TV) and new Rebel, Good-
son-Todman production that is slated
for Sunday, 9-9:30 p.m. with P & G
again joining in sponsorship. McCann-
Erickson, New York, is agency.

Box-office notes ® Notion that tv play-
by-play kills box office being given lie in
Milwaukee, home of Braves. National
League team, as hot this year as last, is
averaging only 15-16,000 per home
game as against 22,000 last year. There
have been no telecasts either of home
or road games last year or this.

Tv eyes are on Milwaukee for an-
other reason. With FCC’s approval last
Thursday of renewal of ch. 18 WXIX
license and transfer to WMIL owner,
Gene Posner, for $50,000 from CBS,
insiders expect Zenith to resume negofi-
ations for pay tv test on that facility in
line with FCC’s new test rules. Zenith,

of course, hopes to get Braves’ games on
pay tv basis as centerpiece of test.

Trust-buster ® It may be some time
before administration chooses perma-
nent successor to Victor R. Hansen
who resigned month ago as assistant
attorney general in charge of Dept. of
Justice’s Antitrust Div. Robert A. Bicks,
31-year-old assistant to Judge Hansen,
has been acting chief since his old boss
left and would like to move up. He is
opposed for his tough policies by some
big business supporters of Republican
administration but does have substantial
political support.

Milk fund ® American Dairy Assn. is
toying with idea of media indoctrina-
tion campaign to offset what it con-
siders unfavorable press (national news
magazine and newspaper) allusions to
effects of radiation (such as strontium
90) and other agents on dairy products.
Organization is considering aggressive
campaign among broadcasters and print
media to counteract publicity. One pos-
sible facet: tiein of some kind with
NAB fall conferences around country.

Tape remotes ® Indicative of growing
importance of video-tape programming
is formation of new organization, Pro-
duction Alliance, which plans to special-
ize in on-location taping of special
events through use of mobile equip-
ment. Heads of company are Clay
Yurdin and Phil Mellilo, who have been
active in tv directing and producing,
respectively. Initial major assignment:
tape production of Mrs. America con-
test from Fort Lauderdale, Fla., in late
June, slated for presentation on CBS-
TV.

Awards, awards ® Whether they’re
Emmies or Oscars, there’s unanimity
among critics that tv presentations have
little to commend them and that unless
some new technique is developed and
categories reduced to meaningful
limits, they should be abandoned. This
was view after last month’s movie Os-
car awards. It was even more pro-
nounced following last week’s Emmy
awards (story, page 78).

To get away from glut of awards in
late spring season, board of directors of
National Academy of Recording Arts
& Sciences is seriously considering hold-
ing second awards dinner this fall, mak-
ing it annual fall event thereafter. Last
week, first NARAS “Grammy” awards
ceremonies on Monday were sand-
wiched between L.A. Ad Women's
“Lulu” awards luncheon on Sunday
and Acadenty of Television Arts & Sci-

CLOSED CIRCUIT-

ences “Emmy” awards on Wednesday
(story, page 78).

Drop-ins ® Although FCC discussed
new vhf tv drop-ins for at least three
markets (Fresno, Columbus, Ga.; Baton
Rouge-Hattiesburg) at its meeting last
Wednesday. it was unable to resolve
them and deferred further consideration
for two weeks (until May 20 meeting).
FCC Chairman John C. Doerfer, in
Japan on cable mission, then will be on
hand andin position to bre¢ak reported
3-3 tie. {Craven, Ford, Cross for; Hyde,
Bartley, Lee either against or unde-
cided.) These drop-ins would not entail
deviations from existing mileage separa-
tions but, like some others under con-
sideration, require acquiesence of Mex-
ico or Canada.

Buick’s the buy ¢ Details still are under
wraps but Buick Div. of General Mo-
tors Corp., Detroit, reportedly will
sponsor six Bob Hope specials next sea-
son on NBC-TV and four 9¢-minute
shows in alternate positions in Play-
house 90 spot on CBS-TV, Thursdays,
next fall. CBS-TV foursome will be
based on Ernest Hemingway stories.
Agency i1s McCann-Erickson, New
York.

Field trip ® Miami’s ch. 7 case (WCKT,
owned by principals in Miami Herald

~and Miami Daily News, plus former

NBC President Niles Trammell) comes
under scrutiny this week with departure
of FCC Associate General Counsel Ed-
gar W. Holtz and attorney James Bren-
nan for preliminary investigation in
Tampa and Miami. They will interview
those mentioned in House Legislative
Oversight Committee proceedings, in-
cluding Mr. Trammell and John S.
Knight, and hope to have investigation
completed within two or three weeks.
Actual hearings, assigned to FCC
Examiner Horace Stern, are expected
to get under way by June—assuming
completion of testimony in Mack-
Whiteside trial before Federal District
Court in Washington (story page 71).

Incentive plan ® United Artists Tele-
vision is said to be near deal that could
act as strong magnet to movie pro-
ducers who haven’t yet tried tv. UA-
TV’s plan is ambitious tv anthology to
which independent motion picture pro-
ducers—who work under contract for
UA-TV’s parent United Artists Corp.
but never before in tv—would con-
tribute at least one filmed program. In
addition to anthology, UA-TV would
consider using any one of episodes if
it has promise as peg for individual
series.
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Experienced hands open 2
new chapter in Milwaukee .
den For the first time a\l of he

e DBOD\e of Milwaukee can see

(8BS programs w\\\c\\ are now
~on VHF Channel 6, e

W“\ ‘V 2 S\me( S\at\on

Bm—k\“g \lp the grea\. CRBS lineup of s\.a
movies from Paramount — MGM — — 20th Century Fox—Screen o
d Storer management.
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WEEK IN BRIEF _

Fact and three fables ® Aesop might have told these
tales in some other fashion, but the morals would have
been the same: don’t scare off your prospect by loud
argument with a competitor; merchandising benefits
may clinch the sale, and don’t overprice yourself. These
words of wisdom are pearls from the pen of John C.
Simmons, national advertising manager, Dr. Pepper Co.,
Dallas, and they’re sprinkled generously in this week’s
MonNDAY MEMo. Page 25,

MR. SIMMONS

Dept. of Justice vs FCC ® Attorney General calls FCC’s Lar Daly ruling
requiring equal time after rival candidates were shown in newscast,
a blow at public interest, democratic government and news coverage of
political campaigns. Page. 27.

March billings roar ® Tv networks gross time purchases hit over $55.5
million mark, for gain of 12.2%. TvB’s report on network gross billing
for March and January-March. Page 32.

Top network advertisers ® TvB reports Whitehall’s Anacin as No. 1
brand expenditure in February, P&G leading advertiser and food ad-
vertisers continuing ahead of the pack in product category. Page 32.

Cultural tv spree ® CBS-TV plans a splurge of informational one-hour
specials beginning this fall on a monthly basis, eventually weekly, if
networks are allowed to keep their status quo. That’s message of CBS
President Frank Stanton to the Ohio State U.’s Institute for Education by
Radio-Tv last week. IERT also scans educational tv field. Page 50.

NABET-NBC stalemate ® Network rescinds its NABET contract on
ground union violated “no strike” clause; union calls this “a unilateral

and irresponsible act.” Page 57,

Commission’s option ® FCC almost eliminated itself from option time
regulation entirely; Bartley motion last month to “cut out” Commission
from any supervision over option time lost by only one vote. Page 64.

Probe of programming ® No fireworks as FCC starts taking evidence
in television network program practices study. First phase consumed
with records; inquiry to be resumed after July 1. Page 64.

The v’ shortage ® FCC considers, briefly, temporary vhf drop-in actions;
staff document lists 36 cities which have less than three v’s. Another
review possible next week. Page 66.

Fred Astaire’s Emmys ® Dancer’s telecast draws nine awards. NBC-TV
programs win 26, CBS-TV 16 and ABC-TV 2. Page 78.

Alltime RCA record ® First quarter net after taxes is $12.9 million,
44% above same period last year. “NBC is not for sale,” says RCA
Chairman David Sarnoff. Page 95.

Payoff in Britain ® Commercial tv is prospering there, according to a
series of special reports that spell out programming trends as well as the
dollars-and-cents aspect. Page 98.

DEPARTMENTS
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buy four
markets with
one purchase,
save enough

to buy a fifth

medium market

WEST TEXAS

TELEVISION HETWORK

KDUB-TV

LUBBOCK, TEXAS

KPAR-TYV

ABILENE - SWEETWATER

KEDY-TYV

BIG SPRING, TEXAS

KICA-TYV

CLOVIS, NEW MEXICO

MATIOMAL REPRESEMT'VE
THE BRAMHAM COMPANY
W. D. “Dub” Rogers, President and Gen. Mar.

R. §. ""Bud’’ Nielsen, General Sales Manager
John Henry, National Sales Manager




Key to ABC Radio personalities above

ENTERTAINMENT
. Don McNeill

. Peter Lind Hayes
. Mary Healy

. Fran Allison

. Frankie Avalon

. Alene Dalton

. Eydie Gorme

4. John Daly
8. Quincy Howe
9. Paul Harvey
11. Biil Shadel

6. Howard Cosell
12. Notre Dame Football

Now more advertisers than ever before can piece fo-
gether some of the strongest — and largest — station line-ups
ever made available over network radio. Where? On the
expanded ABC Radio Network!

With the addition of Don Lee (a No. 1 regional network) and
the affiliation of the important Intermountain and Arizona
Networks, ABC has added more than 50 new stations to its
powerful line-up. A line-up, by the way, that carries an exten-
sive array of talent — with entertainment, sports and news
personalities like those illustrated above, and a 125-man na-
tional and international news staff.

Result: An advertiser can sew up the top 50, top 100 or even
the top 200 markets with ABC’s superior inside coverage —
now stronger than ever before!

We wouldn’t want to needle the competition, but if you're
looking for penetration, where else would you look but ABC?

ABC RADIO NETWORK

BROADCASTING, May 11, 1959



LATE NEWSBREAKS APPEAR ON THIS PAGE AND NEXT

SPRINGFIELD CH. 2 REMANDED

Court expands ex parte contact ruling

Private conversations with FCC com-
missioners cannot be excused even if
case involves rule-making rather than
adjudication.

This is what U.S. Appeals Court said
Friday in sending back to FCC Spring-
field, INl., ch. 2 case—with orders to
hold special hearing to investigate
charges of ex parte representations and
qualifications of commissioners to vote.

FCC in March 1957 shifted ch. 2
from Springfield to St. Louis, assigned
it temporarily to KTVI (TV) there. St.
Louis ch. 2 station, now on regular
license, is owned by Harry Tenenbaum,
Paul E. Peltason, 37.5% each; St. Louis
Globe-Democrat, 25%, and stock-
holders of Louisiana Purchase Co. hold-
ing options to purchase about 10%.
Messrs. Tenenbaum and Peltason
owned KTVI originally when it operat-
ed on uhf ch. 36.

During 1958 Legislative Oversight
Committee hearings, Mr. Tenenbaum
acknowledged that -he had seen various
commissioners privately, had lunched
with each one at one time or another
and that he had sent each commissioner
Christmas turkey in 1955 and 1956.
He admitted that he had urged move of
ch. 2 to St. Louis and had discussed
desire to get vhf channel for KTVI
(BROADCASTING, June 16, 1958).

Springfield ch. 2 originally was grant-
ed by FCC to WMAY that city, but
construction was forbidden pending
outcome of deintermixture case. When
Commission removed ch. 2, WMAY
appealed. Appeals Court upheld FCC
on merits year ago this month. WMAY
then asked review by U.S. Supreme
Court. Supreme Court returned case
to Appeals Court because of informa-
tion in Justice Dept. brief referring to
Legislative Oversight Committee testi-
mony.

When case was argued again before
Appeals Court, Justice Dept. main-
tained rule of fair play required that
no behind-doors representations should
be permitted no matter what type of
hearing was being conducted. Com-
mission argued that since proceeding
was rule-making, ex parte contacts
should not invalidate decision.

Circuit Judge Henry W. Edgerton,
writing for himself and associate Judges
Charles Fahy and Walter M. Bastian,
stated:
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“We agree with Dept. of Justice.
Accordingly, the private approaches to
the members of the Commission vitiat-
ed its action and the proceedings must
be reopened.”

Appeals decision also ruled that case
must be reopened because Commission
prescribed cut-off for comments and
replies in rule-making case. “The rule
cannot be interpreted to permit parties
to make off the record contentions that
it forbids them to make on the record,”
decision stated.

Court ordered new hearing, “with
the aid of a specially appointed hearing
examiner,” to determine nature and
scope of all ex parte pleas and other
approaches and “any other factors that
might be thought to require either dis-
qualification” of some Commissioners
or parties.

Court said FCC could, in its dis-
cretion, continue service in St. Louis
on ch. 2. It also retained control of
case.

In reference to same court’s 1956
ruling in Albany, N.Y., deintermixture
case, Judge Edgerton said off-record
representations excused there on basis
matter was about nationwide intermix-
ture problem and record showed FCC
did not consider these off-record inter-
views in deciding Albany deintermix-
ture.

Springfield ch. 2 case is fifth involv-
ing backdoor influences remanded to
Commission by courts—although it is
first involving rule-making proceeding.
Other such cases: Miami ch. 10, Miami
ch. 7, Boston ch. 5 and Orlando ch. 9.

Guild Films reports
data sought by SEC

Guild Films Inc., taken to court fort-
night ago by Securities & Exchange
Commission (BROADCASTING, May 4),
filed delinquent 8-K and 10-K reports
Friday listing Guild activities, as re-
quired by SEC.

Giving information requested by
SEC, 8-K report lists (1) June 1957
contract with Chatham Corp. for $1.25
million in spot time (Chatham subse-
quently assigned contract to Bon Ami);
(2) two August 1957 contracts with
Bon Ami, one for spot time at $6

AT DEADLINE

* DETAILED COVERAGE OF THE WEEK BEGINS PAGE 27

million value, second $1.2 million fea-
ture film deal. Guild said both con-
tracted were canceled in February be-
cause of “difficulties involved in collect-
ing the monthly [$60,000] payments
from the Bon Ami Co.”

(3) May 1957 agreement with Glam-
orene Inc. for $3.4 million in spot
time over five years (canceled because
of difficulty with agency, Product Serv-
ices Inc., and Glamorene as to type of
spots desired); (4) May 1957 agree-
ment with Nestle-Lemur through Prod-
uct Services and also for $3.4 million
in spot time (canceled for same reason
as Glamorene contract, Guild said);
(5) October 1957 agreement with Rey-
nard International Inc. for foreign dis-
tribution of Minutes of Prayer tv series,
cost $2,225,000; (6) May 1958 agree-
ment with Robin International Inc. to
purchase from Robin 173,000 Guild
shares for $519,000, canceled later;
(7) June 1958 contract with then Stan-
dard Sulphur whereby Guild turned
over foreign distribution rights to cer-
tain of its properties to Inter-World Tv
Films Inc., formed from Standard Sul-
phur, in exchange for $5 million in de-
benture bonds and 3 million shares (5
million outstanding) in Inter-World.

In 10-K report filed by Guild, firm
disclosed that its operations resulted in
$4 million loss for fiscal year ended
Nov. 30, 1958. Also, Guild said, losses
for three months ended Feb. 28 totaled
$350,000.

NBC, NABET talk

Prospects for settlement of
three-week work stoppage at NBC
by National Assn. of Broadcast
Employes & Technicians bright-
ened Friday (May 8) when dis-
putants held session for several
hours with J. R. Mandelbaum
and scheduled another meeting
for Saturday (May 9) at 10 a.m.
Neither network nor union
spokesman would comment on
developments at session but it was
reported that general atmosphere
had improved. NBC was con-
tinuing broadcast schedule with
use of about 300 supervisory and
management personnel replacing
about 1,500 NABET members
involved in work stoppage which
began April 27 over production
of taped program in Paris.

9
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CONTINUED from page 9

Hagerty stands firm

In address prepared for delivery over
Mutual Saturday (May 9) James C.
Hagerty said there would be no live
radio-tv coverage of President’s regular
news conferences “as long as I am the
President’s press aide.” Reason for ob-
duracy: to prevent communist propa-
gandists from getting hold of “human
fluff” and distorting it to their advan-
tage. Earlier in week Mr. Hagerty had
substantiated his observation that “ev-
erybody makes fluffs.” At Emmy

Awards ceremonies Wednesday (May
6) upon presenting citation for spot
news coverage won by CBS to its rep-
resentative, John Day, he referred to
recipient as John Charles Daly (ABC
vice president-commentator).

Bolling still grows

Bolling Co., N.Y., radio-tv station
representative which last week an-
nounced opening of offices in Atlanta,
Memphis and Denver, today (May 11)
also announces addition of St. Louis
and Kansas City offices, opening June 1.

Eugene F. Gray, previously general
sales manager at KTVH (TV) Wichita,
Kan., and media director at Allmayer,

Fox & Reshkin Agency Inc., Kansas
City, appointed manager of new Kan-
sas City branch in KMBC Bldg., 11th
and Central; telephone: Grand 1-7822.
Mr. Gray also will be in charge of St.
Louis operation until manager is named
there. St. Louis address is 705 Olive
St.; telephone: Chestnut 1-4350.

Daly wants hearing

Lar Daly, perennial splinter candi-
date, said Friday he has asked FCC to
reject petition of Attorney General
Rogers in Chicago Sec. 315 newscast
case (page 27) and has requested im-
mediate personal hearing in Washing-
ton.

WEEK'S HEADLINERS

Frank E. PELLEGRIN, partner, vp and tv
sales manager of H-R Television and H-R
Representatives, N.Y., slated to assume
presidency of Radio & Television Execu-
tives Society Wednesday (May 13) at busi-
ness meeting in New York. Mr. Pellegrin
thus scores twice: first executive from sta-
tion representative field to head RTES and
first executive in broadcast field to head
both RTES and Broadcast Pioneers at same
time (he leaves presidency of Broadcast Pioneers on July 1).
Mr. Pellegrin has been active in radio-tv management, sales,
promotion and public relations for past 25 years, is author
of two books on time sales, was founder and first director of
the Broadcast Advertising Bureau of NAB, which evolved
into Radio Advertising Bureau and Television Bureau of
Advertising.

MR. PELLEGRIN

Lexn V. Levy, previously executive producer and manager
of Chicago office of Robert Lawrence Productions, film
producer, and formerly executive producer of Kling Film
Productions’ tv commercial department, appointed chief of
radio-tv production at North Adv., Chicago-based agency.

ArnNoLD F. ScHOEN IJRr.,
general manager of WPRO-
AM-FM-TV  Providence,
R.L., appointed executive vp
of WBDO-AM-FM-TV
Orlando, Fla. (Cherry
"\ Broadcasting Co.) JOSEPH
r i . P. DOUGHERTY, formerly
MR. sales manager of WJZ-TV
ECEREN Baltimore, appointed gen-
eral manager of WPRO-TV effective today (May 11). Mr.
Schoen, who will remain in full-time capacity with Provi-
dence stations for at least another month, will continue to
serve Capital Cities Television Corp. (which bought WPRO-
AM-FM-TV in March) as administrative consultant. In
Orlando he will also be responsible for acquisition of addi-
tional and related properties for Cherry Broadcasting Co.
Mr. Dougherty, prior to his WJZ-TV service, was assistant
sales manager of KYW-TV Cleveland, both stations being
Westinghouse Broadcasting Co. stations.

MR.
DOUGHERTY

EArL W. KINTNER, general counsel of
Federal Trade Commission, nominated by
President Eisenhower to be member of
FTC. Mr. Kintner was named to succeed
JoHN W. GwYNNE, whose resignation ef-
fective June 1 was announced by White
House last Thursday (May 7). Mr. Kint-
ner slated to fill Mr. Gwynne’s unexpired
term until September 1960. With FTC
since 1948 when he was employed as sen-
ior trial attorney, Mr. Kintner has been its general counsel
and chief legal advisor for past six years. Previously he was
with United Nations War Crimes Commission from 1945-48.

MR. KINTNER

PinckNEY B. REED, vp of RCA, ap-
pointed to newly-created, top-level position
in Washington, where he will provide staff
coordination of RCA’s business activities
with federal agencies and represent com-
pany’s management. He has been vp of
RCA since 1957, and formerly was in
: charge of RCA International Sales and
i - S most recently of educational electronics.

MR. REED He has served RCA continuously since
1930 in various engineering, sales and administrative posi-
tions. Mr. Reed was also vp of RCA Service Co. where he
organized Government Service Dept.

STEPHEN J. McCORMICK, news editor of
Mutual Broadcasting System, promoted to
director of network, effective today (May
11). Starting this week, Mr. McCormick
will reduce his on-the-air assignments from
three five-minute shows daily to one five-
A minute news broadcast to concentrate on
MR. his new duties. He joined Mutual’s news

McCormick staff in Washington in 1957. Mr. McCor-
mick was White House reporter and presidential announcer
for WOL Washington from 1936 until 1951, and subse-
quently was free-lance announcer for several radio pro-
grams, including American Forum of the Air and Youth
Wants to Know. From 1951-53, Mr. McCormick was radio-
tv counsel to Federal Civil Deferise Administration.

S R e eeeremrrersns. FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES
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You will find that the
Salt Lake City, Ogden,
Provo, Utah market

now ranks 37th 1n the

United States. ™

*Sales Management Survey of Buying uwar 1959

KDVYL KTV T4 NBC Affiliates in Utah more than cover

this important market area. National Representative Katz Agency, Inc.
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GLOBE-GIRDLING CAMERA CARAVAN!
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Producer and Host

JACK DOUGLAS

...who pioneered in travel-adventure
shows with such Emmy winning syndi-
cated series as "] Search for Adven-
ture”, “The Golden Voyage"...and the
NAFBRAT award winning network
series, “Bold Journey”, sponsored by
Raiston-Purina.

An entirely new concept in
adventure...a world
that would take more
than a lifetime to
see! Never-hefore-
photographed rituals,
untouched beauty,
breath-taking
exploits and feats!
“Sin, Smoke and
Singapore”, “Dead
Sea Scrolls”, “The
Happy Kingdom of
Hunza", “Strong

Men of Persia”

are just a few of the
fascinating titles.

“Seven League Boots
is a family-appeal
series unlike any
ever produced for

television. See it...
you'll buy it!

AVAILABLE NOW...CALL
SCREEN W GEMS,INc.

TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP.
NEW YORK - DETROIT - CHICAGO - HOUSTON - HOLLYWOOD . ATLANTA - TORONTO




KBIG adult listeners are hear-
ing double! KBIQ-FM adds a
new dimension to KBIG radio
entertainment...and advertis-
ing effectiveness. ““The Sound
of Stereo’’ reaches over one
million AM-FM Stereo homes in
234 Southern California mar-
kets. It's the most powerful
" combination of AM and FM at
the lowest rate. Half and quar-
ter-hour segments of this excit-
ing daily 1:30 P.M. show are
available at time rates only.

KBIG

Los Angeles

Santa Barbara

Buy
Radio
Cutalina
Jor

all
Southern

California San Diego

JOHN POOLE BROADCASTING CO., INC.
6540 Sunset Blvd., Los Angeles 28, Calif.
HOllywood 3-3205
National Representative: WEED & Co.

The exciting sound of stereo
740 kc/10,000 watts 104.3 mc/55,300 watts
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A CALENDAR OF MEETINGS AND EVENTS
IN BROADCASTING AND RELATED FIELDS
{*Indicates first or revised listing)

May 12—Wisconsin Fm Clinic, Center Bidg., U.
of Wisconsin, Madison.

May 12-13—RCA Broadcast Equipment Seminar,
Statier Hilton Hotel, Washington, D.C.

May 12-13—Communications Subcommittee of
House Commerce Committee hearings on Senate-
passed bill (5-12) and seven House bills providing
federal grants for educational tv.

May 12-14—Toilet Goods Assn.,, Waldorf-As-
toria, New York. Opening day agenda includes
panel, “Power of an Idea,” with these partic-
ipants: Herbert R. Mayes, McCali’'s, moderator;
Louis G. Cowan, president, CBS-TV; Edwin Ebel,
vice president-advertising director, General Foods;
George R. Marek, general manager, RCA Victor
Div.; Charles W. Ferguson, Readers’ Digest, and
Dore Schary, author-producer.

May 12-14—Public hearings, Board of Broad-

cast Governors, Transport Board Rooms, Union
Station, Ottawa, Ont.
May 13—Ilowa Broadcasters Assn., Hotel Ft.

Des Moines, Des Moines. Howard Bell, NAB as-
sistant to the president, will be luncheon speaker.

*May 13-15—Pennsylvania Assn. of Broadcasters,
Bedford Springs. Frank Palmer, WFBG-AM-TV
Altoona will direct panel on reduction of operating
costs and Ralf Brent, WIP Philadelphia, will be
chairman of panel on service to local advertiser.
Other speakers: Daniel W. Kops, WAVZ New
Haven, Conn., editorializing; Elliott M. Sanger,
WQXR-FM New York, new fm developments;
Michael J. Donovan, Benton & Bowles vp,
agency’s view of programming; Robert E. East-
man, “‘From Rep to Net to Rep”; Thaddeus S.
Kelly, McCann-Erickson, and Walter Bowe,
Warner-Lambert Pharmaceuticals, agency-adver-
tiser station relations; John J. Ryan, Advertising
Federation of America.

May 14—Sigma Delta Chi annual banquet cere-
mony, Ambassador West Hotel, Chicago. James
A. Byron, news director of WBAP Fort Worth and
president of fraternity, will present bronze medal-
lions and plaques to winners of 1959 SDX distin-
guished service in journalism awards in 15 cate-
gories.

*May 14—VU. of Michigan Advertising Conference.
Agency and advertising executives will appear as
panel leaders. Theme is the search for cer-
tainty in advertising. Speakers include Charles
F. Rosen, W.B. Doner & Co. Detroit; Maxwell
Ule, Kenyon & Eckhardt; Patrick J. Robinson,
Imperial 0Qil Ltd.; Prof. Irving M. Copi and
Prof. Norman R.F. Maier. Michigan, Ohio, Indi-
ana and Ontario advertising groups are cooper-
ating.

May 14—Washington AP Broadcasters
Washington Athtetic Club, Seattle.

Assn.,

May 14—NAB Tv Advisory Committee on Video
Tape Usage, NAB hdgrs., Washington,

May 14-15—Nebraska Broadcasters Assn., an-
nual convention, Cornhusker Hotel, Lincoln. A
discussion of broadcast editorializing is planned
as well as freedom of information and radic pro-
gramminag.

May 15—Iowa AP Radio & Television News
Assn., annual spring meeting, Fort Des Moines
Hotel, Des Moines. To be held in connection with
lowa Radioc & Television News Directors Assn.
convention.

*May 1lé6—Florida
Springs.

May 16-17--Illincis News Broadcasters Assn,,
spring meeting, Southern Illinois U., Carbondale.
Speakers include Sam Sharkey, executive news
director of NBC, and Frank Edwards, onetime
network commentator now with WTTV (TV) In-
dianapolis. [fiinois AP Radio-Tv Assn. annual
meeting and United Press International business
meeting also to be held.

May 18-20—Annual Electronic Parts
utors Show, Conrad Hilton Hotel, Chicago.

May 19—Film Producers Assn. of New York,
annual industry dinner, Hotel Plaza, New York.

*May 19—Wisconsin Broadcasters Assn., Plan-
kinton Hotel, Milwaukee. H.V, Kaltenborn, pioneer
news commentator, and Charles H. Tower, NAB
personnel-economics manager, will be speakers.

*May 19—Broadcasting Day, Emerson College,
Boston. Theme is international broadcasting.
Panel moderator will be Franklin A. Tooke, WBZ-
TV Boston. Banquet follows at Hotel Vandome
with Henry Loomis, Voice of America director,
as speaker.

*May 20-22—Electronic Industries Assn. 35th
convention, Sheraton Hotel, Chicago. Fred R.
Lack, past EIA director, will receive 1959 EIA
Medal of Honor. Officers will be elected.

May 20-22—Assn. of National Advertisers, spring
meeting, Edgewater Beach Hotel, Chicago.

UPl Broadcasters, Silver

Distrib-

May 21—Oral argument before FCC en banc on
Miami ch. 10 case involving charges of behind-
the-scenes wirepulling Docket No. 9321 et al.

May 21—National Assn. for Better Radio &
Television, tenth anniversary dinner meeting,
Statler-Hilton, Los Angeles. Dr. Garry Cleveland
Myers, editor, Highlights for Children magazine,
will be chief speaker.

*May 21-23—Montana Radio Stations Inc., Rain-
bow Hotel, Great Falls.

*May 22—Chesapeake AP Radio-Tv  Assn,,
Sheraton-Belvedere  Hotel, Baltimore. Topic:
“Opening closed doors to radio and tv news-
men.”’

May 23—~California AP Television
Assn., El Cortez Hotel, San Diego.

*May 23-24—Kansas Assn. of Radio Broad-
casters, Lassen Hotel, Wichita, Douglas A. Anello,
NAB chief attorney, will speak.

& Radio

May 25-—Testimony commences in FCC's study
of use of spectrum in 25-890 mc region. Wit-
nesses permitted to spend 15 minutes on pesition
already stated in comments filed in March. Broad-
cast representatives bring up tail of witness
list. Hearing is before FCC en banc. Docket 11,997.

May 27—-Chicago Federated Adv. Club, 17th
annual advertising awards contest dinner, Carson
Pirie Scott & Co.

*May 27—New Jersey Broadcasters Assn. spring
meeting, Rutgers U. campus, Rutigers. Topics in-
clude single vs. multiple rate and station ap-
praisals.

May 29-31—Second Annual International Rar'io
Programming Seminar and Pop Music Disc Jockey
Convention, Americana Hotel, Miami, Fka. Speakers
will include Matthew J. Culligan, NBC Radio exec-
utive vice president; Gordon McLendon, head of
McLendon station group; NAB President Harold
E. Fellows (keynoter) three station representative
executives—John Blair, Robert Eastman and

BROADCASTING, May 11, 1959
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One-third of all commercials today are completely ineffective in selling the product. So says
research. . . . 9 out of 10, you will probably agree, are less than great. To score over competition,
you must look upon Radio-TV as a selling medium, not just a form of entertainment . . . and on
the commercial as the most important part of this great selling tool. N.W. AYER & SON, INC.

|E| The commercial is the payoff

bl
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We are pleased that Office Management Magazine selectec
our new offices (shown in the background) for their
1959 Award for functional excellence—but we are

far more pleased with the salesmanship emanating from

these offices, which resulted m an average dollar

increase of 587 for all Headley-Reed represented

television stattons so far this year.

These gains, for the first quarter of '59 over '58,




are for the same 16 television properties represented a year
ago. They are not accident, but the result of a definite sales
plan, unique we believe, in station representation.

TV Station Operators: We will be glad to tell you, in

confidence, of our new approach and explore with you,

quite frankly, whether it will mean sales increases

for you. Contact: Robert A. Schmid, Vice President,

Station Development Division, New York.

.......
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for whirl-wind
sales action!

WWRL
beamed to sell
New York's

2,455,000

Negroes
&

Puerto Ricans

WWRL . . . puts the act in action by speaking
the language of New York's ever-expanding
Negro and Puerto Rican market. Top personalities
sell your product 24 hours a day. Get in the sales

whirl . . . buy WWRL.

MERCHANDISING PLUS: Ask about our
“geared-to-sell’” merchandising plan.

On the air 24 hours
DE 5-1600

NEGRO MARKET

REPORT

IN NEW YORK
POPULATION STUDY

. in Medicine...

in TV and Radio...

IT'S

BROADCASTING
YEARBOOK!

| f!"SGra y's Anatomy

Make no bones about it. Among medical
men, Gray's simple-titled “Anatomy” is
THE factual authority in its field. And
among the busy people who spend money
in broadcast advertising, there's no sub-
stitute for BROADCASTING YEARBOOK —
the annual compendium of television and
radio information compiled by the busi-
ness-wise editors of BROADCASTING
Magazine. Here, within a single set of
covers, are all THE authoritative facts,
analyses, studies and directories that TV-
&-radio decision-makers will consult again

and again for a full year. The 1959 edition
of BROADCASTING YEARBOOK comes off
the press in August—more comprehensive,
more indispensable than ever. Among its
16,000 paid subscribers will be (as usual)
the most important people in broadcast
advertising... men and women who must
have facts (and know where to find them).
In short, it's a perfect place to tell your
facts. Deadline for proofs, July 1; final
deadline, July 15. Regular rates prevail,
Reserve NOW and be sure of a front-row
seat! Call or wire collect!

BROADCASTING

THE BUSINESSWEEKLY OF TELEVISION AND RADIO

1735 DeSales Street, N. W., Washington &, D. C.

i8

Adam Young. Storz stations are sponsoring semi-
nar with Bill Stewart as convention coordinator.

JUNE

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

“*June 2—Special NAB Tv Public Infoermation
Committee, formed to draw up naticnal program,
will hold first meeting in New York.

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

*June 4-6—Fm Multiplexing Seminar under aus-
pices of WGH-FM Newport News, Va., Chamber-
lin Hotel, Oid Point Comfort, Va. Agency panels
on fm and its future are planned. Other topics—
FCC multiplexing regulation; is multiplex a
broadcast or nonbroadcast service; must back-
ground and store services be broadcast on a
subchannel only; music licensing fees; stereo;
fm sales prospects; fm promotion. Dan Hydrick
Jr.,, WGH-FM general manager, is in charge of
planning.

June 4-6—First meeting of new FM Assn. of
Broadcasters, Chamberlin Hotel, Old Point Com-
fort, Va. Association was formed during NAB
convention last March, supplanting FM Develop-
ment Assn,

*June 5—NAB Tv-Music Advisory Committee,
NAB hdgrs.,, Washington.

*June 5—First Gold Liberty Bell Award of
Philadelphia Tv & Radio Advertising Club will
be presented at club’s banquet, Warwick Hotel.
Recipients will be Freeman Gosden and Charles
Correll (Amos 'n' Andy).

*June 7-9—North Carolina Assn. of Broad-
casters, Morehead Biltmore Hotel, Morehead
City.

June 7-10—Advertising Federation of America,
annuai convention, Hotel Leamingten, Minneapelis.
An advertising “'situation report” will feature Jean
Wade Rindlaub, BBDO vice president; Fairfax M.
Cone, chairman of Foote, Cone & Belding, and
Sen. Hubert H. Humphrey (D-Minn.}). Public serv-
ice awards will be presented. Other speakers:
David Susskind, executive vice president of Talent
Assoc.; Mitch Miller, Columbia Records; James
S. Fish, General Mills, presiding at the awards
luncheon; John J. Ryan, AFA counsel.

*June 8-9—Panel on spectrum allocations before

Communications Subcommittee of House Com-
merce Committee.

June 12-16—National Federation of Advertising
Agencies, annual convention, Chatham Bars Inn,
Chatham, Mass.

June 13—UPI Broadcasters
Penn-Harris Hotel, Harrisburg.
Lawrence, principal speaker.

June 13-14—UPI Broadcasters Assn. of Texas,
annual meeting, Hilton Hotel, San Antonio.

June 13-14—Louisiana-Mississippi AP Broad-
casters Assn. Jacksonian Motel, Jackson, Miss.

June 14-17—National Industrial Advertisers Assn.,
national convention, Fairmont and Mark Hopkins
Hotels, San Francpsco.

of Pennsylvania,
Gov. David L.

*June 15-16—Tv medical symposium, Naval Med-
ical Center, Bethesda, Md., for armed forces and
medical schocls. On agenda: Color microscopy,
medical and dental tv systems; tv tameras; tv
distribution; projectors; lighting; recording; tv
costs and planning.

*June 15-19—NAB Combined Boards of Direc-
tors, NAB hdgrs., Washington. Committee meet-
ings and indoctrination of new directors June
15-16; Tv Board June 17; Radio Board June
18; joint boards, June 19.

®June 15-26—Summer workshop for communica-
tions librarians, Syracuse U. School of Journalism
and School of Library Science, Syracuse, N.Y.

BROADCASTING, May 11, 1959
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| Long life and stable performance of RCA power tubes are a result of more

! than two decades of experience in designing and building tubes for
i § transmitters at all commercial power levels. Take the RCA-5762, for example.
The time-proved original design of this famous power triode has withstood severe tests
over many years of on-air operation. Kept up-to-date with the most modern
techniques, this high-quality power tube is today a better investment than ever.

To get all the hours of tube life you pay for, go RCA. For prompt service, all it takes
is a phone call—to your RCA Industrial Tube Distributor.

RADIO CORPORATION OF AMERICA

Electron Tube Division Harrison, N. J.




CANNONBALL
RATES
KUDOS!
-GENERAL
PETROLEUM

“CANNONBALL
even greater

success than
anticipated.

Most important

to General
Petroleum Dealers
in the

Phoenix area,

CANNONBALL
is promotable.”

INDEPENDENT
TELEVISION
CORPORATION

488 Madison Ave.+» New York 22
Telephone » PlLaza 5-2100

20

. _OPEN MIKE.___

Agency is impressed
EDITOR:

We are so pleased over the beautiful
handling of American Motors’ new spot
tv campaign on page 48 of your May 4
issue.

The copy is bright, crisp, accurate,
and the way you handled the stills from
our ID’s is at least as good as they look
on camera! It’s a fine example of how
to make a general news release into an
exclusive.

Virginia L. Grimes

Geyer, Morey, Madden &
Ballard

New York

Whirley-Whirler a whiz
EDITOR:

The story in BROADCASTING (page
39, April 27) was really great. I re-
ceived many calls and in fact letters
from across the country. . . . Would like
to get about 100 tear sheets . . .

John I. Hyatt
The Whirley Corp.

St. Louis
Among KMOP buyers
EDITOR:
Included among the purchasers

[KMOP Texarkana, Tex.] is Ken Fer-
guson, formerly manager of KBRZ
Freeport, Tenn. We omitted this from
the story (page 68, April 20).

Jack L. Stoll & Assoc.

Los Angeles

Border station ‘feuding’
EDITOR :

Regarding the continuing harassment
tv KFMB-TV [San Diego] of XETV
(TV) [Tijuanal for serving the greater
San Diego community (BROADCASTING,
April 6, page 79): a similar situation
has satisfactorily prevailed in the De-
troit market for many years with
CKLW-TV serving the greater Detroit
community from Windsor, Ont.

The Tijuana station is certainly no
. . . quack-medicine type of operation.
Surely the “good neighbor policy” de-
serves better than mere lip service!

Araldo Calle J.
Box 17, Boston 64

=4 BROADCASTING

SUBSCRIPTION PRICES: Annual subscrlpticn
for 52 weekly issues $7.00. Annual subscripticn
including Yearbcok Number $11.00. Add $1.00
per year for Canadian and fereign postage.
Subscriber’s occupation required. Regular i«-
sues 35¢ per copy; Yearbook Number $4.00
per copy.

SUBSCRIPTION ORDERS AND ADDRESS
CHANGES: Send to BROADCASTING Circula
tion Dept., 1735 DeSales St., N.W., Washing
ton 6, D.C. On changes, please include bot.
old and new addresses.

BROADCASTING PUBLICATIONS INC.
PLESIDENT Sol Taishoff
VICE PRESIDENT ... ...... .. Maury Long
VICE PRESIDENT Edwin H. James

SECRETARY ... ........c.ouuu... H. H. Tash
TREASURER. . ... .o iiennnnn B. T. Taishoff
COMPTROLLER. . .. . ....... Irving C. Miller
AssTt. SEC.-TREAS.....Lawrence B. Taishofl

B4 BROADCASTING

THE BUSINESS WEEKLY OF TELEVISION AND RADIO

Executive .and publication headquarters:

BroaDpcaSTING ® TELECASTING Bldg., 1735
DeSales St., N.W., Washington 6, D.C. Tele-

phone: Metropolitan 8-1022.

" EDITOR AND PUBLISHER. ... -, .Sol Taishoff

MANAGING EpiTOR. . ... . ... Edwin H. James
SENIOR EpiTors: Rufus Crater (New York),
J. Frank Beatty, Bruce Robertson (Holly-
wood), Fred Fitzgerald, Earl B. Abrams,
Lawrence Christopher.

SpECIAL ProJeEcTS EDITOR..David Glickman
ASSOCIATE EpITOR.... ... .. Harold Hopkins
ASSISTANT EpITORS: Dawson Nail, Jacque-
line Eagle: STAFF WRITERS: George Dar-
lington, Lee Edwards, Myron Scholnick,
Jim Thomas; EDITORIAL ASSISTANTS: Mal-
colm Oettinger, Rita Cournoyer, Patricia

Funk; SECRETARY TO THE PUBLISHER:
Gladys L. Hall.
BUSINESS

V.P. & GENERAL MANAGER.. .. Maury Long
SALES MANAGER: Winfield Levi (New York)
SOUTHERN SALES MANAGER. .. ... Ed Sellers
PropucTIiON MANAGER. .. ... George L. Dant
TrRAFFIC MANAGER..... ..... Harry Stevens
CLASSIFIED ADVERTISING. ....... Doris Kelly

ADVERTISING ASSISTANTS: Merilyn Beau,

John Henner, Ada Michael.

COMPTROLLER. . ... . ....... Irving C. Miller
ASSISTANT AUDITOR. . . ..... Eunice Weston
SECRETARY TO GEN. MGR.. . . . Eleanor Schadi

CIRCULATION & READERS' SERVICE

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

BUREAUS

New York: 444 Madison Ave. Zone 22,

Plaza 5-8355.
Editorial

SENIOR EDITOR ..... . ...... . Rufus Crater
BuREAU NEWS MANAGER... Donald V. West
ASSociATE EpiTor. . ... .. David W. Berlyn
N.Y. FEaTUrES EDITOR. ... Rocco Famighetti

Starr WriTERS: Richard Ericksoen, Mary
Hurley, Benjamin Seff.

Business

SALES MANAGER.......... Winfield R. Levi

SALES SERVICE MGR.. .. Eleancr R. Manning
EASTERN SALES MANAGER..Kenneth Cowan
ADVERTISING ASSISTANT....Donna Trolinger

Chicago: 860 N, Michigan Ave., Zone 1,
Central 6-4115.

MipwesT NEws EDITOR. .. ... ... John Osbon
MIDWEST SALES MGR.: Warren W, Middleton
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Hollywood: 6263 Hollywood Blvd., Zone 28,
Hollywood 3-3148.

SENIOR EDITOR... ... .. .. Bruce Robertson
WESTERN SALES MANAGER. .. . .. Bill Merriit
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BROADCASTING* Magazine was founded in 1931
by Broadcasting Publications Inc., using the title:
BROADCASTING*—The News Magazine of the

Fifth Estate.
Broadcast Advertising* was acquired in 1932,

Broadcast Reporter in 1933 and Telecast® in 1953.

* Reg. U. S. Patent Office
Copyright 1959 by Broadcasting Publications Inc.
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The NEW

"Cleveland’s Most Talked About Station WH K

COLOR RADIO - CHANNEL 14

FOR DETAILS CALL COLLECT

Harvey L. Glascock + General Manager
Division of

Metropolitan Broadeasting Corporation
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National Radio Station Representatives
NEW YORK

CHICAGO
DETROIT

SAN FRANCISCO
LOS ANGELES




“A new treat
1S 1n store

for Bay area listeners.”

Represented Nationally by Daren F. McGavren Co., Inc.

LR

KLIF - DALLAS
KILT - HOUSTON
KTSA - SAN ANTONIO
WAKY + LOUISVILLE
KEEL - SHREVEPORT

Represented by JOHN BLAIR CO.
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KRON is TV in SF

Sun Franciicans arte Sabd o KRON-TV

11.9 March Nielsen!
THE THREE STOOGES
Sundays 5:00 - 5:30 P.M.

Participations

Available +*SAN FRANCISCO CHRONICLE » NBC AFFILIATE » CHANNEL 4 « PETERS, GRIFFIN, WOODWARD .
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MONDAY MEMO

from JOHN C. SIMMONS, national advertising manager, Dr. Pepper Co., Dallas

Don’t forget the fundamentals

Here are three fables. If they start
you thinking of station rating wars, un-
realistic rate structures or similar broad-
casting foibles, it's because they’re sup-
posed to. They're reminders to us all
not to forget the fundamentals.

E % *

Two very large and very proud bull
elephants occupied the same area in a
jungle on opposite sides of a wide, un-
crossable watering hole. The first ele-
phant, mighty of tusk and wide of ear,
considered himself quite important—
particularly to female elephants—and
spent hours on his side of the wide,
uncrossable watering hole trumpeting,
throwing dust on his back and other-
wise cavorting in the prescribed manner
of an important elephant.

The second elephant, equally en-
dowed and self-appreciated, spent his
time in the same manner on his side of
the wide, uncrossable watering hole.

Whenever the two elephants spied
each other across the pond—particular-
ly when female elephants were around
—there was much bellowing, tearing
down of small trees and general raising
of dust clouds. Violent, angry accusa-
tions, threats and comments on the
other’s ancestry and ability bounced
back and forth across the wide, un-
crossable watering hole.

When this occurred, insects, birds,
rodents, reptiles and all the lesser crea-
tures vacated the immediate area with
great speed—and, sure enough, so too
did all the female elephants.

Moral e loud, public arguments
among the mighty may be good for the
ego—but they sometimes turn away
those we’re trying to impress.

% * *

Many years ago, a certain rich king
wished to build a room onto his castle
in which to store his vast supply of
spears, broadaxes, armor, swords and
trappings. The king was quite con-
cerned about this because just being
king was trouble enough.

There were constant skirmishes to
look after—a cousin or brother or
nephew who occupied a nearby king-
dom would attempt to steal cattle, or
serfs, or acquire a little more land, and
down would go the drawbridge and off
would go the king and his men to settle
the matter.

This oft-repeated activity meant that
spears, broadaxes, armor, swords and
trappings must be kept handy and in
good supply. And, after stumbling over

BROADCASTING, May 11, 1959

his sword and bumping his royal head
on his hanging armor a few times, the
good king decided to construct a stor-
age room.

Being a sound businessman, he called
in three builders and discussed the mat-
ter with each of them. After serious
consideration the king asked the third
builder to construct the room. The
other builders came to ask why they
had not been granted the job.

To this the king answered, “Like you,
builder No. 3 promised much quality
in stone blocks, oaken beams and hand-
hammered iron hinges—but-—some-
thing you did not do—he promised one
additional service . . . he will tell all
my people, and all of the people of my
cousins and nephews and brothers all
about the quantity and quality of my
spears, broadaxes, armor, swords and
trappings. . . .”

Moral ¢ Merchandising benefits can
often be the deciding factor in the
selection of services which appear to be
nearly equal.

B * *

While scooping out a tree-trunk to
make a canoe one day, a caveman
named Lesser Oog discovered that a
particular type of rock—found only
dAader a particular waterfall—cut wood
fast and cleanly. He finished his canoe
rapidly, while his neighbors were still
chipping and chopping and gouging.
He offered to finish their canoes for
seven clams each and, at six clams and
ten grubworms each, agreement was
reached and Lesser Oog went to work.
Soon he was chopping out tree-trunks

John C. Simmons has worked with
radio-tv all of his business life. An ad-
vertising agency man for 10 years, Mr.
Simmons was formerly vice president
and office manager of Ruthrauff &
Ryan. Earlier, he organized and nman-
aged the 105-station Griesedieck Bros.
Cardinal Baseball Radio Network (Si.
Louis-originated) for several years. A
graduate of Louisiana State U. and an
Air Force veteran, Mr. Simmons con-
tinually works for better productivity
of broadcast media and was a charter
board member of the Assn. of Broad-
casting Executives of Texas. He joined
Dr. Pepper in 1956 and is responsible
for all advertising activities of the com-
panv, including its national network
radio show and tv programming on
many stations around the country.
Radio and tv easily represent Dr. Pep-
per's largest single ad investment.

for everyone, making new canoes for
ten clams each and the whole com-
munity gleefully paddled up and down
the river digging more clams to buy
more canoes.

After a time, Lesser Oog—by now
employing five second cousins to chop
down and haul tree-trunks for him—
decided he was underpaid for his ca-
noes. After all, no one else had been
able to find the particular type of rock
—found only under a particular water-
fall—and orders on hand would keep

‘him busy for many moons. So Lesser

Oog announced a new charge: 20 clams.

This was received with some grum-
bling but business continued at almost
its former pace. There was, of course,
the unpleasantry of having to give more
grubworms to the tree-haulers, but gen-
erally things went well for Greater Qog
(a name change was only proper for a
man of such importance).

Then, suddenly the word spread like
wildfire—there was no need to buy
twenty-clam canoes from Oog! Lesser
Igg had discovered an even harder type
of rock—found only under another
particular waterfall — that chopped
wood even faster . . . and Lesser Igg
would sell his canoes, with a fishing
bone thrown in, for only six clams!
Very soon, Lesser Oog was a tree-hauler
for Greater Igg, being paid twelve
grubworms a moon and wondering
what had happened.

Moral ¢ It can be dangerous to as-
sume that, as long as you’ve got all the
business, you should price your service
accordingly.
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l Select morning participations now available in Washington, D.C., on WRC-TV’s INGA’S ANGLE
(9:05

Pretty as her picture, she’s the perfect hostess to introduce your product to her loyal following. B Russ Ward is
an expert on the local scene in the nation’s capital. A regular contributor to the NBc Radio Network’s Menitor,
World News Roundup and News on the Hour.His WRC-Tv nighttime reports have won him the admiration of a large
viewing audience and his associates as well. A solid background for a quality product or service that demands an
atmosphere of authority. M Call wrc-Tv or NBC Spot Sales and reserve your schedule with Inga and Russ now!

9:30 a.m.) and unusual nighttime program availability, Russ WARD AND 'I;HE’ NEWS (11:10-11:15 p.m.).
® Inga Rundvold is Washington’s First Lady of Television, on first-name terms with top entertainment stars and
homemaking pros. Her “Figure Formula” is a favorite of D.C. women, and a regular feature of her wRc-Tv program.
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HOPES RISE FOR SEC. 315 RELIEF

Attorney General urges FCC to reverse equal time ruling;

Senate gets new bill to correct some campaign coverage ills

A major break-through in the in-
dustry’s fight for relief from equal-
time requirements of the political
broadcasting law was supplied last
week by the Dept. of Justice.

A spring-long series of developments
in the political broadcasting contro-
versy culminated Thursday (May 7) in
a knuckle-cracking rebuke administered
to the FCC by Attorney General Wil-
liam P. Rogers.

Official Washington and broadcasters
watched with interest as the top legal
branch of the government told the FCC
in blunt language that it ought to apply
the “public interest” test to its Feb. 18
decision in the Lar Daly case.

The FCC was urged to reconsider
and reverse its ruling that the Chicago
splinter candidate for the mayoralty
was entitled to equal time when his op-
ponents. appeared in ceremonial roles
on regular newscasts.

President’s Order o Attorney General
Rogers’ recommendation was made in
response to a Presidential request.

“Ridiculous,” the President had stated

last March 18 when he heard of the
Lar Daly decision.

Last week’s activity included:

® House Commerce Committee view-
ing of a film of a Lar Daly appearance
on WBBM-TV Chicago (see pictures
below).

e Intense FCC silence after receipt
of the Attorney General’s report, with
no word on what might come next.

¢ Introduction of a bill by Sen. Vance
Hartke (D-Ind.) amending Sec. 315 of
the Communications Act to exempt
newscasts from the equal-time clause,
remove stations from libel liability in
some political broadcasts and eliminate
splinter candidates for President and
Vice President from equal-time require-
ments (see story next page).

A tribute to the news role of radio-
tv in political campaigns was paid by
Mr. Rogers; a ‘‘real benefit” he said
might disappear if the decision isn't
reversed. He argued the matter goes
right to the core of the American sys-
tem of government.

In viewing a film of Lar Daly’s Feb.

I8 appearance on WBBM-TV, granted
by the station after other candidates
had been given a chance to campaign
on its facilities, the House committee
saw him in a typical “America First”
role with Uncle Sam costume and off-
beat campaign issues.

This Feb. 18 program was a di-
rect equal-time grant by WBBM-TV
and not related to the controversy over
the status of newscasts under Sec. 315.
[t preceded the incident that led to Mr.
Rogers’ opinion of last week.

Special Conference o First word of
the Attorney General’s demand, appear-
ing in “a memorandum of the United
States re applicability of Sec. 315 to
routine news coverage of political cam-
paigns,” came during a special news
conference called at 11:30 a.m. Thurs-
day (May 7) by James C. Hagerty,
Presidential news secretary.

Mr. Hagerty said the memorandum
had been presented in person to the
President by Attorney General Rogers.

By afternoon federal officials and
communications attorneys were specu-

Majesty of the law ® CBS-TV demonstrated to the House
Commerce Committee last week the most recent example
of Sec. 315 in action. Joseph H. Ream, CBS Washington
vice president, showed committeemen a half-hour film of a
political broadcast by candidate-for-everything Lar “America
First” Daly which the network’s WBBM-TV Chicago broad-
cast last Feb. 18. Mr. Daly was a splinter candidate for
mayor of Chicago, and was granted time after the in-
cumbent, Mayor Richard Daley, a candidate for re-
election, had made a “report to the people” on the station.

The picture at left shows the film as it was presented

BROADCASTING, May 11, 1959

Thursday (May 7) to about half of the 33 members of the
House Commerce Committee. In this frame, Mr. Daly,
dressed in the costume he has worn for many campaigns,
including one for the U.S. presidency in 1956, appealed for
votes (he received the grand total of two in the general
majoralty election). The principal planks of Mr. Daly’s
platform which he presented on WBBM-TV were: (1) abol-
ish the public schools, (2) abolish public housing. (3)
legalize gambling for tax revenue.

The picture at right shows some of the House committee-
men as they watched the Daly film.
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lating on the unusual situation. While
the Dept. of Justice and FCC have dis-
agreed frequently on such matters as
antitrust policies and routine appeals,
the strong language used in the memo
was noted with interest. The specula-
tion included such angles as the Dept.
of Justice role should FCC stick to its
original Lar Daly decision and the case
go to an appellate court.

Petitions for reconsideration of the
Lar Daly decision have been filed with
the FCC by CBS, NBC, Westinghouse
Broadcasting Co. and NAB.

The Attorney General’s memoran-
dum urged “reconsideration and revers-
al of the Commission’s Lar Daly rul-
ing.” The memo cited the routine na-
ture of the newscasts that led to the
Chicago trouble.

In the newscasts Mayor Richard
Daley was shown greeting the president
of Argentina at the Chicago airport,
opening the Mothers’ March of Dimes
drive and filing his nominating petition
for re-election.

Lar Daly, also a candidate in the
primary election, demanded equal time
and protested to the FCC when it was
not granted.

The FCC held that Mayor Daley’s
appearances amounted to a “use” of the
station under Sec. 315 though the
candidate in no case directly or in-
directly asked to go on the air.

Not a ‘Use’ » The Attorney General’s
memo last week said: “Urging recon-
sideration and reversal of this decision,
the United States’ position is that Sec.
315 does not support the holding that
every time a candidate is shown on a
regular news program, at the station’s
sole initiative, such showing constitutes
a ‘use’ by him. Especially so since such
holding, by requiring the grant of equal
time for all other candidates, might ef-
fectively bar all direct news coverage of
important campaign developments.”

Taking a practical look, the Attorney
General said the holding “would make
impossible the successful news pro-
gramming of a campaign. Thus the
public interest which is best served by
the widest coverage of campaign events
would be frustrated.”

What’s needed, the memo added, is
“a common-sense application of the
Communication’s Act’s ‘public interest’
standard which requires television and
radio stations to make a fair presenta-
tion of public issues.”

The Attorney General contended
Sec. 315 provides that if a licensee
“permits” a person to use the station
it shall afford equal opportunity to
other candidates, but said it is clear the
language is aimed at use by candidates
of particular station facilities as part
of their political campaign activities
rather than reporting of the news.

Vital Question o The Attorney Gen-
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eral said the question “goes to the
heart of the effective operation of our
system of government,” pointing to the
need of an informed electorate. The
memo said, “To this end, radio and
television broadcasting, bringing the
voices and visual images of candidates
into the homes of the voters, performs
a service impossible in previous genera-
tions.”

This “‘real benefit” to the people may
be virtually eliminated as far as news
programs are concerned if the FCC’s
ruling stands, the department continued.
It suggested the ruling conflicts with
FCC’s view that it believes wide cam-
paign coverage is in the public interest.

Every station is required by law to
give fair, balanced news coverage of
campaigns, it was stated, and ‘‘gener-
ally speaking” they have done so, ac-
cording to the memo.

The memo’s conclusion cites the un-

Doerfer and repeal

The “legitimate candidate who
has a chance” should be permitted
to appear on tv and radio, but if
“crackpot” candidates “multiply
to the extent that has been indi-
cated,” then the people will get
to see no one, FCC Chairman
John C. Doerfer said in a filmed
tv interview with Rep. Alvin M.
Bentley (R-Wis.), sent to tv out-
lets in the congressman’s home
district last week. Chairman
Doerfer said he advocates repeal
of Sec. 315, but added: *“You can
go too far the other way.” In-
cumbent candidates, he said, may
“under the guise of newscasts”
appear ‘“all the time” to the ex-
clusion of their opponents.

Mr. Deoerfer first called for
repeal of Sec. 315 in a news con-
ference during the NAB conven-
tion (BROADCASTING, March 23).

settling effects of the FCC's Lar Daly
ruling on news coverage of campaigns,

stating, “An opinion reversing its
previous determination . . . seems called
for.”

Signing the memo besides Attorney
General Rogers were Robert A. Bicks,
acting assistant attorney general, and
Richard A. Solomon, Dept. of Justice
attorney and formerly FCC assistant
general counsel in charge of litigation.

How It Began ¢ FCC’s Lar Daly rul-
ing last Feb. 18 started the turmoil over
political candidates. The Commission
by a 4-3 vote ruled Mr. Daly was en-
titled to equal time after Mr. Daly had
filed an FCC appeal Feb. 14. After
viewing film clips of newscasts showing
Mayor Richard J. Daley, of Chicago, in
ceremonial roles, the FCC handed
down its ruling. FCC dissenters were
Chmn. John C. Doerfer, John Cross
and T.A.M. Craven. The ruling cli-
maxed a long fight that started in
1956 when Mr. Daly asked time from
all networks to answer broadcasts by
President Eisenhower. At that time Mr.
Daly was a candidate for the Repub-
lican Presidential nomination.

President Eisenhower’s attention was
called to the equal-time confusion last
March by Frank Stanton, CBS presi-
dent. After reviewing the facts the
President made known his views March
18 through Mr. Hagerty. “Ridiculous,”
the President said. Mr. Hagerty stressed
the President was not criticizing the
Commission but said the Attorney
General should study the case. The
President’s request was limited to the
question of newscasts and did not go
into the problem of requiring equal
time for splinter and crackpot can-
didates.

Sen. Hartke offers
Sec. 315 corrections

Sen. Vance Hartke (D-Ind.) intro-
duced his “Fair Political Broadcasting
Act of 1959” (S 1858) last Tuesday
(May 5) and within two days had five
co-sponsoring Senators. His bill goes
far beyond five others giving broadcast-
ers relief from Sec. 315 which already
have been introduced in this session of
Congress.

In addition to exempting newscasts
from equal time, S 1858 also removes
stations from any responsibility from
libel as a result of political broadcasts
and defines “qualified” candidates for
President and Vice President. For gen-
eral elections, qualified candidates are
described as those representing a party
which received at least 4% of the votes
cast in the last presidential election or
candidates supported by petitions signed
by at least 1% of total voters in the
past election.

Candidates eligible for equal time in

BROADCASTING, May 11, 1959
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T'HESE are YOUR Affairs. ..

Sunpapers Television explores topies which affect your future, your

health, your wealth, your culture and the progress of mankind.
Outstanding on this iveek’s ugenda:

Monday, April 27—PREVIEW: - on 'Get Together'—5.30 P.M.

As o tune up tor its appearonte with the ALL ARMY TALENT show in May, the Second Army's fomous
ShowMobile Troop from Fort Meade will ravea: segments. of its new musical revue "High, Wide and
Hondsome™ as quests of $vlvia Scatt. '

Tuesday, April 28—YOUR FUTURE: on “Today’s Home—Tomorrow’s World”' 5.30 PM

A lock at the world ot the fulure. o feature of National Home Demonstration Week. is provided by Morgoret
Huciilowny, Univ. of Md. Home Demonstration Agent. in foracasting new trends in household conveniences
and design. '

—THE ARTS: on ‘‘Opera Preview''—5.45 P.M.

Baltimore Civic Operas production of "Manon lescaut” with singers giving glimpses of key scenes. will be

dis;ussseddund described in word and action in anticipation of the complete performances here next Friday
an aturday. &

i:‘ 1
SR | .

i_:_ o ] ) "
v Wednesday, April 29—-WORLD OF THE MIND on ‘'Baltimore Report’—5.30 P.M.
i "'}’ "Not beyond help . . . are the myriads of mentally ill. but more meanc< are needed--petsonnel. equipment

4 A i

'} A building space. The problem is updated by Dr, Peter {. Pompilic. chief psychologist. and Harry Citron, chle'i
B ‘.i Caseworker from the Children's Center ot Rosewcod-—guesis of Safly Pritchett. moderator for The Women':
S -';- Civic League.

NG

e 2 "
il ~—YOUR FREEDOMS on “The Law and You''—5.45 P.M.
‘-‘,",";:: i In making the U.S.A. a government of law. not men, your freedoms are prolected. To emphqsize this, ¢
"_';‘.-;_r ."'.‘ special annual observance was created and will be discussed here by Charles D. Harris, president of the

Baltimore Bar Assn., and Carlton Sharretts, aftorney, under the topic 'Why Low Day, U.5.A?"

Thursday, April 30—-A WORLD OF LAW?: on "law Day, U.S.A.”—5.30 P.M.

A new approach lo the problem of making she !nternational Court of Justice truly effective is explored by
Malcolm R. Wilkey, Asst. U.S, Attorney.General, Harry A. Inman,: secretary of the American Ber Assn's
section on internotional and Comparative Law; Harry LeRoy Jones, director ot the Commission on Interna-
tional Judicial Assistance; Max Chopnick., member of the ABA's Council on International Low; William L.
Marbury and Carlton Shorretts.

Friday, May Yst—SMALL FOE—BIG TROUBLE on “Your Family Doctor”—5.30 P.M.

"Public Health Enemy No. 1'" 15 the title given fo the rodent family, and John A. Childs, chief rodent ¢ontrol.
officer of the Baltimore City Health Department, will tell of the amazing survival powers of the Norwoy rot
wha is called, in a filmed report, *'. . . mightier than the dinosaur™ ’

Saturday, May 2nd—THE SPACE AGE on “Your Child in School’’—12 noon

How the advent of the .Spate Age is affecting children is shown in o discussion by the 6th grade Science
Class of the Sussex Elementary School. Teacher Deen 5. Pickins leads the group’s consideration of means
of propulsion, missiles and super-sanic travel.

—CURRENT MANNERS on “Youth Speaks”—12.45 P.M.

Sunpapers Columnist Eleanor Arnett Nash guides four teen-agers in o discussion of their views on drinking
and smoking. The panel, from Glen Burnie High School, is comprised of Cathy Green, Beverly Yadlowsky
Jim Dicksen ond Charles Schaeffer.

—OUR NEIGHBORS on “Topic”—3.15 P.M.

A British housewife, typical or not, wants a career ofter her children grow wup, bul meanwhile " thinks
woman's ploce is in the home. A neighborly visit to an English home,

Sunday, May 3rd—-RECLAMATION on “This is the Answer’—12.30 P.M.

An alcohelic’s struggles agoinst his affliction snd its dongers to his family cre discovered on the Baptist
Church's moving series. .

—YOUR WEALTH on “The Art of Investing”—3 P.M.

Workings of the New York Stock Exchange described on film ond discussed by investment counselors in the

v..v
- 2 JI‘
R

i

S e AT e 2R

informational series for small investors, ’-‘:".

Channel Two presents these telecasts from Beltimore in addition to many programis from the CBS- S

TV Network, such. as Ed Murrow's conversations with Field Marshall Montgomery Tuesday night; e

“Camera Three's” study of satire on Sunday; and the exploration of the moral significance of psycho- LI

gnalysis by “The World of ideas,” also on Sunday. These and many other telecasts through each week S

illuminate the problems that affect YOUR AFFAIRS in these times. s
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primaries, as defined by the Hartke bill,
would be (1) an incumbent of any elec-
tive federal or statewide office, (2) any-
one nominated for President or Vice
President at any prior party convention
and (3) anyone supported by petitions
signed by 1% of the total popular vote
or 200,000 persons.

For state and local elective positions,
current provisions of Sec. 315 remain
in force. The bill also states that “no
obligation is hereby imposed upon any
licensee to allow the use of its station
by any such candidate.”

No Libel or Censorship ® A new para-
graph would be added to the act read-
ing:

“No licensee shall have any power of
censorship over the material broadcast
under the provisions of this section. No
action, either civil or criminal, shall
be maintained by any person in any
court against any licensee or agent or
employee of any licensee, because of
any defamatory or libelous statement
made by a legally qualified candidate
for public office in a broadcast made
under the provisions of this section, un-
less such licensee, agent or employee
participated in such broadcast willfully,

ATTY. GEN. ROGERS
Each proposes o different cure

knowingly, and with intent to defame.”

Sen. Hartke’s bill, in a preface to
the proposed amendments, states that
“ ... the great variety of factors which
are relevant in deciding what con-
stitutes ‘fair and equal’ opportunity
have afforded constant frustration and
pitfalls to legally qualified candidates
for public office and the broadcast in-
dustry and recent rulings by the FCC
concerning the interpretation of Sec-
tion 315 as it now stands have tended
to be inconsistent with the original in-
tent of the Congress and thus with the
objective of public service and public
enlightenment.”

The freshman senator said he became
convinced changes were needed in the
Communications Act during his cam-
paign for the Senate last fall. The final
impetus, he said, was provided by the
FCC in its Lar Daly-Chicago decision.

30 (POLITICAL BROADCASTING)

REP. CUNNINGHAM

Several stations, he said, completely
ducked political broadcasts during the
1958 campaign because of Sec. 315 in-
terpretations.

“Having recently emerged from a
strenuous campaign . . . I am acutely
aware of the shortcomings of the pres-
ent law,” Sen. Hartke stated. “Because
of interpretations of the existing law,
many broadcasters refuse to take any
part in a political campaign. Who
suffers? The American public suffers.
It suffers in its right to know.”

Let Broadcasters Decide e Greater
discretion and freedom should be given
to individual stations and networks con-
cerning equal time, Sen. Hartke said.
He maintained the radio-tv industry is
responsible to the public and will de-
cide individual issues in the public in-
terest.

Sen. Hartke pointed out that S 1858
will eliminate many “nuisance” candi-
dates in their equal time demands or
will make them “assume the burden of
some serious work to qualify . . .” for
equal time.

Both CBS and NBC were quick to
give their unqualified support to the
Harike bill. NBC President Robert

@ .

SEN. HARTKE

for political broadeasting law

Sarnoff said it “represents a construc-
tive effort to remove the shackles from
American broadcasters in the coverage
of political news.”

CBS President Frank Stanton stated
that, if enacted, “Sen. Hartke’s bill will
permit broadcast journalism more ef-
fectively to fuilfill its role in informing
the people and more fully to participate
in the democratic process. It will per-
mit broadcasters to make a far more
vital contribution than ever before to
an informed electorate.”

Chances Excellent » Sen Hartke, a
member of the Senate Interstate & For-
eign Commerce Committee to which
S 1858 was referred, said that “we are
going to push real hard for passage of
the bill. We hope to get it through in
this session. There is every indication
that we will be successful.” The Senate
committee meets in executive session

this Wednesday (May 13) and Sen.
Hartke said he would discuss his bill
prior to this session with Committee
Chairman Warren Magnuson (D-
Wash.).

When the bill was introduced, Sen.
Hartke noted that Sen. Magnuson *“has
been a leader in the many attempts to
clarify and bring into focus those laws
dealing with the broadcasting industry.”
Sen. Magnuson, however, has declined
to comment on equal-time revisions dur-
ing this session of Congress but has in-
dicated his committee would schedule
hearings at a future date.

Five other bills have been introduced
in the 86th Congress which would
amend Sec. 315 but all are limited to
exempting newscasts from equal time
provisions. Rep. Glenn Cunningham
(R-Neb.) introduced the first such meas-
ure (HR 5389) and has actively been
pushing Rep. Oren Harris, chairman of
the House Commerce Committee, for
hearings (BROADCASTING, March 23, 16).

Other equal time-newscast bills have
been introduced by Sens. Strom Thur-
mond (D-S.C.) (S 1585), a member of
the Senate Commerce Committee, and
Gordon Allott (R-Colo.) and Reps. J.
Arthur Younger (R-Calif.), member of
House Commerce Committee, and Paul
Rogers (D-Fla.).

Signing as co-sponsors of the Hartke
bill as of May 7 were Sens. Thurmond,
Theodore Green (D-R.I1.), Eugene Mc-
Carthy (D-Minn.), Gale McGee (D-
Wyo.) and Stephen_ Young (D-Ohio).

The Hartke measure to amend Sec.
315 remained on the desk in the Senate
until Friday in order to provide addi-
tional co-sponsors with an opportunity
to sign.

Problem Not New e Proposed revi-
sions of the equal-time rules have been
before past Congresses, with hearings
held, but to date no changes of conse-
quence have been made in the 1932 law.
In 1952, an amendment was added pro-
hibiting stations from charging candi-
dates more than their regular rates.

During the 85th Congress, Sens.
Hennings and Green sponsored two
“clean election bills” which would have
accomplished the same thing as the
Hartke bill. Hearings were held by the
Senate Rules Committee and the bills
were favorably reported but the Senate
took no further action. Also in the past
Congress, Sens. Magnuson and Albert
Gore {(D-Tenn.) introduced bills de-
signed to define qualified candidates for
equal time.

Rep. Harris sponsored and held
hearings on legislation similar to the
Hartke bill during the 84th Congress.
The House Commerce Committee chair-
man has indicated that he might rein-
troduce the 1955 bill for consideration
of his committee.
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Gets to Detroit’s

big mobile audience

with vital traffic bulletins!

Combining public service with direct selling to a
highly receptive market, the dramatic ‘“Traffic-Copter”
is another reason why WJBK is Michigan’s most result-
producing independent radio station. During Detroit’s
peak automobile movement the “Traffic-Copter” spots
accidents and congestion, checks traffic flow, and relays
the information immediately to a vast automobile
audience. It covers all the main arteries and advises
of best routes. It performs a genuine service. WJBK
presenlts your message lo an-appreciative and responsive
audience out-of-home and in home! . . . Storer Radio
sells with the impact of integrity.

ot Storer

“Famous on the local scene”

WIJBK

THE MODERN SOUND OF RADIO IN

DETROIT

Represented by the KATZ AGENCY, INC.

I{adlo

‘.?.
)
("o *’\
wJBK wWIiBG WWVA WAGA wGBS WSPD WJW
Detroit Philadelphia Wheeling Atlanta Miami Toledo Cleveland

BROADCASTING, May 11, 1959

31



ANACIN ON TOP

Out-spends 14 brands
on network tv in Feb.

Anacin tablets—a Whitehall Labs
product—topped the February listing
of the leading 15 brand advertisers in
network television. Whitehall spent
$740,627 gross in time charges that
month. Anacin also was the leading
brand (in gross dollars) in January.

Procter & Gamble rode its usual first
place in the top 15 network advertising
listing, spending an estimated $4 mil-
lion-plus in February in time purchases.
Lever and American Home Products
continued to invest at a $2 million
monthly clip, again residing in the sec-
ond and third notches in the leading
15 list.

Among the brand leaders, Dristan—
another Whitehall product—continued
its tv investment in February, ranking
No. 6 among the 15, or an advance
of two places over January. Dristan has
been resigned by the Bryan Houston
agency, thus putting that account up
for grabs effective in June.

Aside from Whitehall, R.J. Reynolds
was the only other network advertiser
to have more than one brand in the
top 15. Reynolds’ investments were
Camel (nearly $500,000) and Winston
($431,492) cigarettes.

The tobacco firms made hay for the
networks during February according to
the figures as compiled by Leading
National Advertisers and Broadcast

BROADCAST ADVERTISING

Estimated Expenditures by Product Classification

Agriculture & Farming

Apparel, Footwear & Accessories

Automotive, Automotive Accessories & Equipment

Beer, Wine & Liquor

Building Materials, Equipment & Fixtures

Confectionery & Soft Drinks

Consumer Services

Food & Food. Products

Gasoline, Lubricants & Other Fuels

Horticulture

Household Equipment & Supplies

Household Furnishings

Industrial Materials

Insurance

Jewelry, Optical Goods & Cameras

Medicines & Proprietary Remedies

Office Equipment, Stationery & Writing Supplies

Political

Publishing & Media

Radios, Television Sets, Phonographs,
Musical Instruments & Accessories

Smoking Materials

Soaps, Cleansers & Polishes

Sporting Goods & Toys

Toiletries & Toilet Goods

Travel, Hotels & Resorts

Miscellaneous

Total

Advertisers Reports and reported by
Television Bureau of Advertising.

In addition to Camel and Winston in
the R.J. Reynolds’ cigarette family
the top 15 brands included Brown &
Williamson’s Viceroy (ranked second),
P. Lorillard’s Kent (ranked ninth),
American Tobacco’s Pall Mall (No.
12) and Liggett & Myers’ L & M filters
(ranked No. 15).

In other perspectives: daytime net-
working showed advances in time pur-
chasing compared to February 1958, a
consistent gain this year for daytime
television. Nighttime also picked up

The tv networks grossed a total of
$55,519,731 in time charges in
March, a gain of 12.2% . The month
also was the network tv highwater
mark for the first three months of
the year. The total gain for the three
months over a year ago came to
8.9%.

ABC-TV chalked up more than
$11.5 million in gross billing, a figure
that is 23% higher than the total

LNA-BAR: Gross time costs only.

Tv network gross keeps climbing in March

MARCH
1958 1959 Change 1958 1959 Change
ABC § 9,402,407 $11,565,031 +23.0% ABC $ 27,013,004 $ 32,236,569 +19.3%
CBS $21,211,070 $23,226,385 + 95% CBS § 62,715,826 % 66,161,853 4- 55%
NBC $18,874,597 $20,728315 - 9.8% NBC $ 54,004,023 $ 58,081,996 + 7.6%
Total $49,488,074 $55,519,731 +12.2%  Total $143,732,853 $156,480,418 1+ 8.9%
Month by Month—1959
ABC CBS NBC TOTAL
January $10,647,078 $22,129,248 $19,299,853 $52,076,179
February $10,024,460 $20,806,220 $18,053,828 $48,884,508
March $11,565,031 $23,226,385 $20,728,315 $55,519,731

The figures for February revised as of May 5, 1959.

billed in March 1958. CBS-TV and
NBC-TV also were stepping out
smartly, these networks registering
respective 9.5 and 9.8% advances.

The March time purchases com-
piled by Leading National Advertis-
ers and Broadcast Advertisers Re-
ports are being released today (May
11) by the Television Bureau of Ad-
vertising.

The breakdown:
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February Jan.-Feb. Jan.-Feb.
1959 1959 1958

$ 160,820 $ 315,160 $ 13,066
342,325 457,648 457,342
3,632,394 7,516,101 9,961,920
370,620 870,333 1,198,335
271,704 442,539 119,784
1,071,816 2,304,610 1,660,927
259,431 705,105 865,312
9,775,818 20,606,979 17,772,541
242,617 506,518 532,318
9,580 14,358 57978
2,063,138 3,995,200 3,468,857
252,191 554,894 528,195
1,901,576 3,619,512 3,569,666
926,883 1,615,083 1,150,629
510,244 1,127,529 1,557,551
6,069,451 12,994,877 10,449,837
405,617 666,273 1,003,135
— — 66,174
— — 342,745
407,526 879,581 1,429,183
6,111,657 12,875,790 9,581,934
5,420,511 10,873,807 10,615,437
149,992 352,335 252,936
7,776,309 16,220,940 16,037,533
137,910 306,256 394,523
597,514 1,122,395 1,156,921
$48,867,644 $100,943,823 $94,244,779
1.8% (comparing February of this

year with the same month of a year
ago).

Up in front in estimated advertising
expenditures by product category: food
products with more than $9.7 million
invested in February. For the first two
months of this year, food advertisers
already have topped the $20 million
mark.

Top 15 Network Company
Advertisers

February 1959

1. Procter & Gamble $4,085,192
2. Lever Brothers 2,171,076
3. American Home Products 2,035,630
4, General Foods 1,998,428
5. Colgate-Palmolive 1,991,726
6. General Motors 1,685,972
7. R. J. Reynolds Tobacco 1,297,029
8. American Tobacco 1,142,741
9. Sterling Drug 1,094,829
10. P. Lorillard 1,078,333
11. General Mills 1,051,461
12. Bristol-Myers 991,967
13. Pharmaceuticals 986,859
14, Liggett & Myers Tobacco 960,260
15. Ford Motor 935,835

Top 15 Network Brand
Advertisers

February 1959

1. Anacin (Whitehall) $740,627
2, Viceroy (B&W) 605,133
3. Tide (P&G) 600,842
4. Chevrolet Passenger Cars

(General Motors) 592,353
5. Bayer Aspirin (Sterling Drug) 527,855
6. Dristan (Whitehall) 497,045
7. Camels (R. J. Reynclds) 491,436
8. Ford Passenger Cars (Ford) 467,663
9. Kents (P. Lorillard) 460,121
10. Bufferin (B-M) 455,934
11. Winstons (R. J. Reynolds) 431,492
12, Pall Malls (American Tobacco) 420,609
13. Colgate Reg. & Aerosel Dental Cr.

(C-P) 406,171
14. Dodge Passenger Cars (Chrysler) 397,169
15. L&M Filter Tips

(Liggett & Myers Tobacco) 379,755
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Announcing .. ...

ANOTHER TELEVISION FIRST FROM ARB

Audience size for every U. S. TV station
in every U. S. television market with . . .

nationwide tv

| i E @ % % ﬁﬁg %

Sampling in every U. S. county

Complete Y4 hour viewing to every U. S. TV station

Total homes reached by every program and spot

Simultaneous coverage data for the entire U. S.

e Fully automated UNIVAC® data processing

Once more ARB leads the TV research industry in a
dramatic new advance to be introduced in fall 1959 ...

TOTAL U. S. TV MEASUREMENT! By means of an entirely
new concept . . . a progressive sampling approach reaching
into every U. S. county, plus electronic digesting and
interpretation of data by the newest UNIVAC® . . . ARB makes
possible simultaneous measurement of all TV viewing to
every U. S. TV station, wherever that viewing might occur.

For the first time in history, stations and buyers of time

will be supplied with actual homes delivered by every one of
the 500 plus U. S. TV stations separately, by each
quarter-hour of the week for each station, plus complete
station circulation figures showing where these viewers are.

These new features will be included in addition to ARB's
regular metropolitan area rating reports and audience
composition studies already standard in over

150 important markets.

You'll be hearing more soon about this fabulous new fall
1959 package from ARB—first with the interviewer
supervised diary, first with one-week /four-week
measurement, first with the all-electronic ARBITRON,
and now . .. first with NATIONWIDE TV MEASUREMENT!

AMERICAN RESEARCH BUREAU, INC.

WASHINGTON e 4320 Ammendale Road, Beltsville, Md., WEbster 5-2600
NEW YORK e ;00 Parlk Avenue, New York 22, N. Y., PLaza 1-5577
CHICAGO e 1507 Tribune Tower, Chicago 11, Ill., SUperior 7-3388
LOS ANGELES o 6229 Selma Avenue, Hollywood, Calif., HOlUywood 9-1688




Now FARGO is

No. 1 in the U.S. A,

for retail sales per family!

We've been telling you for years that our
hayseeds in the fabulous Red River Valley are
big earners, big spenders.

Now every issue of SRDS points out that Fargo has the
TOP position among all American cities, for retail sales
per household. The national average is $3,944 per house-
hold . . . as compared to Fargo’s whopping $5,970!

Obviously, some of this buying is done by the
thousands of people who drive in to Fargo

WDAY

FARGO, N. D,

NBC * 5000 WATTS
970 KILOCYCLES

from “all over.” But ALL these people hear % ;?PETERS, GRIFFIN, WOODWARD, INC,,

WDAY regularly. Ask P.G.W. for the facts
and figures on WDAY’s really amazing place

in the entire Red River Valley!
34 '

Exclusive National Representatives
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TV SPOT SUMMARY
Katz agency prepares
source for timebuyers

A new tabulated summary of spot tv
costs for timebuyers to consult for
quick estimates using 1 to 239 markets
has been prepared by The Katz Agency,
station representative.

In compiling the summary, Dan
Denenholz, director of research-promo-
tion at Katz, found a new trend de-
veloping in the rates charged by sta-
tions for minute announcements com-
pared to those for 20-second spots.

What the trend amounts to generally
is the raising of prices by many stations
of their minute announcements. Up to
this time. it was indicated, minutes and
20-second announcements were com-
parable in costs (particularly in choice
time periods).

In a sampling of all stations covered
—including those which had no appre-
ciable difference between minutes and
20-second rates as well as those which
have—the average difference comes to:

Nighttime %
Minutes 100
20-second 95 93

These figures are interpreted as fol-
lows: using the 100 percentage as the
base for minutes, the 20-second average
cost would come to 95% of that base in
the nighttime periods and 93% in the
daytime.

The summary includes Katz’ formu-
las for estimating spot tv budgets.
These formulas are based on rate cards
of a representative sample of 50 leading
network affiliates and show weighted
average discounts and other frequently
requested rate ratios.

The tabulation covers for each mar-
ket the highest one-time and lowest
classification; one-time rate for the half-
hour as well as the one-time, and 260-
time rate for 20-second announcements
all in the nighttime period; the one-time
and maximum discount rate (including
various plans) for a minute announce-
ment in the daytime and similar in-
formation for the minute announcement
in the late night period (after 11 p.m.).

On this basis an advertiser could buy
a nighttime half-hour for all 239 mar-
kets for: $90,236 at the highest one-
time rate and $60,946.55 for the “low-
est” one-time rate.

He could buy a nighttime 20-second
spot for: $32,994.75 at the one-time
rate and $27,101.39 at the 260-time
rate. An advertiser could also buy a
daytime minute spot for: $13,107.85 at
one-time and $6,877.60 at maximum
discount; and a late-night minute spot
for: $16,929.75 at one-time and $9,-
801.59 at maximum discount (all rates
for 239 markets).

BROADCASTING, May 11, 1959
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agency, BBDO, New York.

Proof of the pudding ® How to demonstrate dramatically the true strength
of a new plastic, “Delrin,” was the problem faced by the du Pont Co. for its
commercial to be seen May 25 when du Pont Show of the Month presents
Herman Melville’s “Billy Budd” on CBS-TV. This scene is from the three-
minute commercial. It was decided to shoot a “tug of war” in which a 23%-
inch bar of white Delrin would be the connecting link between a roaring
16-ton bulldozer and a sturdy 45-foot high, two-foot diameter oak tree.
The full documentary-commercial tells the story of how du Pont research
developed Delrin. George Neilsen of du Pont’s advertising department
supervised the filming. Collaborating on the production was du Pont’s

Paint firms spend
$1.6 million in tv

National and regional paint industry
advertisers in 1958 poured an estimated
$1,184,600 into spot tv, according to
Television Bureau of Advertising. The
amount represents a 4% increase over
the previous year’s mark of $1,137,000
and is 33% greater than the $892,000

Trek to tv

The nation’s top 100 news-
paper advertisers spent 15.9%
more in television in 1958 than
during the previous year, and cut
their newspaper expenditures by
4.5% over the same period. As
reported by the Television Bu-
reau of Advertising, gross tv time
sales, spot and network, to this
group totaled $581,983,460 in
1958 as against $502,137,986 in
1957. Their newspaper purchases
fell from $381,151,000 in 1957
to $364 million last year.

spent in 1956, the first year the indus-
try’s expenditures became available.

Rust-Oleum Corp., Evanston, 111., led
the list of paint advertisers in spot tv
with $206,440 on its Rust-Oleum rust
preventative.

In network tv, Pittsburgh Plate Glass
Co. and du Pont Co. invested a total of
$459,650 on their home paint products,
raising the total 1958 all-industry tv
advertising expenditure to $1,644,250,
representing gross time costs only, TvB
reported.

Ad focus changes

Increased competition for consumer
time and attention today demands ad-
vertising be brief and yet interesting,
Melvin Brorby, senior vice president of
Needham, Louis & Brorby, Chicago,
told an advertising seminar May 1 at
the U. of Wisconsin, Madison. He said
the “increase in education forces us to
be both more credible and in better
taste.” He explained that emotional ap-
peals and symbols still must be em-
ployed, but they must be in harmony
with consumer symbols and motivations.
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LOCAL PRODUCTS:

Stamps take mail to far-off places.
WMAL-TV takes whole families,
via ABC network programs and
news.

Postage stamps display some of
the finest artistic talent available.
WMAL-TV is a showcase for enter-
tainment talent, with top network
names, and local personalities like
Louis Allen, Pete Jamerson and
Bill Malone.

Stamps are in great demand at

Postage Stamps...
and WMAL-TV

ABC IN THE

NATION’S CAPITAL

Christmas time, when people wait
in line at the Post Office to buy
them. Eager buyers for your product
are available all year 'round, in the
WMAL-TV audience.

Stamps provide a maximum of
service at a minimum cost. So does
WMAL-TV, where programming

1s arranged to give advertisers sen-

sibly priced one-minute spots in al/

time classifications.

Washington Mleans American Yaeadership




“THE VOICE OF LONG ISLAND"

the only station that;

» completely covers the independent Long
Island Market (NASSAU-SUFFOLK) and its
Huge, Quality-Buying ADULT AUDIENCE

» delivers GREATER LONG ISLAND ... 2nd
LARGEST MARKET IN NEW YORK STATE

WHLI'S GREATER LONG ISLAND COVERAGE

Nassau Suffolk Total Rank*

Population 1,305,700 591,900 1,897,600 5th
Net Income $3,349,052,000 $1,043,397,000 $4,392,349,000 5th
Per Family Income $8,663 $6,428 4th
Retail Sales $1,944,710,000  $676,185,000 $2,620,895000 6th
Food Store Sales 561,200,000 263,161,000 764,361,000 5th
Auto Store Sales 302,396,000 106,573,000 408,969,000 5th
Gas Station Sales 128,381,000 45,725,000 174,106,000 5th

“PULSE"” proves that WHLI has the LARGEST DAYTIME
AUDIENCE IN THE GREATER LONG ISLAND MARKET...

BIGGER THAN ANY NETWORK OR INDEPENDENT STATION!
*Rank among Counties in the U.S.

Population ... 5668,100
WITHIN WHLI'S Net Income ... $13,139,675,000
COVERAGE AREA Retail Sales .. ... $6,846,081,000

pomes- 10,000 warts
WHLI :::
:_ M 983
mm
LONG ISLAND N Y.
Reépresented by Gill-Perna
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| 1735 DeSales St., N. W. Washington 6, D. C.

INEW SUBSCRIPTION

Please start my subscription immediately for—
[0 52 weekly issues of BROADCASTING
[J 52 weekly issues and Yearbook published in September 11.00
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RAB ‘Road’ report:
healthy local gains

Increased business this year at the
local level will show gains in overall
radio revenue, Kevin B. Sweeney,
Radio Advertising Bureau president,
predicted in his “Report From the
Road” to be released today (May 11).
Mr. Sweeney’s assessment of radio’s
health (Crosep Circuit, April 27)
was developed at the bureau’s 1959
area sales clinics, now entering their
fourth week.

Reasons for Mr. Sweeney's optimistic
outlook for the radio business:

¢ Automobile dealers are replacing
supermarkets as radio’s principal local
customer, and not because super-
markets are spending less, but because
auto dealers are spending more.

e Summer business will be at an
all-time high, with soft drinks national-
ly and through their bottlers spending
at least 20% more than in any recent
year.

e National business is still sluggish,
but RAB’s national sales department
forecasts a substantially better second
half with a clear gain over the second
half of 1958.

Reporting from the West Coast
where last week he supervised clinics
in San Francisco and Los Angeles, Mr.
Sweeney analyzed the retail swing to
radio with the observation that retail-
ers are becoming more aware of the
need to diversify their media ap-
proach . . . “And that has to mean more
radio.”

Ad turnabout

The newspaper strike in New
York last December was respon-
sible for a turnabout in the ad-
vertising strategy of Fairbanks
Motors Co., the Bronx, which
has been a consistent space user
in area newspapers. The com-
pany, which rebuilds auto motors
and transmissions, channeled its
advertising dollars into radio via
WLIB New York. The result: a
25% increase in business over
the past five months.

Fairbanks’ uses spot announce-
ments on WLIB early in the
morning and late in the afternoon,
scheduling as many as six an-
nouncements per day. The cam-
paign is handled by Gelles Adv.,
New York. Michael Abruzese,
president of Fairbanks, reported
last week that the radio announce-
ments out-pull the newspaper
insertions by more than three to
one.
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IT TAKES PEOPLE TO SELL PEOFPLE / Sir Winston Churchill.

A creative genius. Writer, statesman, historian, artist. An idea man. Bu

like all ideas, it took a salesman to sell them. And, Sir Winston, above

all, 1s a salesman - with stature.
On Radio WIL, behind the news and music, behind the weather reporting
and radio personalities are salesmen. Salesmen that sell your products,
services and ideas. In short, it takes people to sell people.
In St. Louis, WIL is known for many things. But above all,
WIL is a salesman-with stature.

BUY Radio when you buy media THE BALABAN STATIONS
BUY Balaban when you buy radioc /7 tempo with the times
WIL KBOX WRIT
BUY WIL when you buy St. Louis  St. Louis Dallas Mllwaukee
JOHN F. BOX, Jr., Managing Dlrector

and you BUY the people who BUY  g5i4 Nationally by Robert E. Eastman




It’s still too early to tell, but J.A.
Folger & Co. is “quite pleased” with
response to a saturation broadcast
advertising campaign in Chicago—it
already has helped meet “anticipated
sales figures,” according to a com-
pany executive.

Starting March 9-16, the Kansas
City firm launched a spirited teaser
drive in radio, tv and other media
to introduce Folger’'s coffee to
Chicago. The theme: a promise by
“Captain Folger” to “bring a moun-
tain to Chicago.” The gimmick: a
mailed coupon by which a consumer
could get an extra pound of Folger’s
for every one purchased in a chain
or independent store.

Through Cunningham & Walsh,
Folger bought 60- and 20-second
spots on nearly two score radio out-
lets in the Chicago area, plus an-
nouncements on the city’s four com-
mercial tv stations. By month’s end, it

Folger fills broadcast cup

added tv schedules in South Bend
and Elkhart, Ind.

Don Atha, of Folger’s advertising
department, told BROADCASTING
that while his company is now
“taking inventory” of actual sales
for the first two months, it’s grati-
fied with the initial air campaign, of
which tv has gotten the largest dol-
lar share (out of an estimated $500,-
000-plus). Folger spent nearly $3
million in television last year.

The spot tv schedule, involving 52
week commitments. will continue in
Chicago indefinitely, Mr. Atha re-
ported, while radio has been “tem-
porarily cut back” pending a sales
inventory. “We will be using more
radio, however, when the situation
warrants it,” he added. Newspapers,
posters and other media also were
utilized. The campaign set off lively
competition in Chicago’s coffee
market.

Multi-spots decried
by ad media planners

Nobody has been able to document
the actual harm to advertising by
multiple-spotting, but it was agreed last
Tuesday (May 5) by members of the
New York Advertising Media Planners
that agencies are continually short-
changed by many tv stations.

Led by a panel of three—Dick
Jones, vice president at J. Walter
Thompson; Max Tendrich, vice presi-
dent and media director, Weiss &
Geller and William E. Matthews, vice
president and assistant media director,
Young & Rubicam—a group discussion
was held on the effects of multi-
spotting and what is being done to re-
strain the practice. The NYAMP takes
no action as a group, but meets
monthly to discuss topics of mutual
interest.

The panelists, reporting on their
surveys of New York advertising
agencies, concluded that the agencies
are disturbed by the practice. None
of them like having their time cut
short and most of them do take some
form of action, but there is no de-
pendable, clear-cut way of checking or
policing.

The form of action varies from in-
serting special clauses in contracts to
not placing further business with the
guilty station. Most agencies use some
form of monitoring service, which, at
least in time, reveals what the pattern
of the station is. One proposal was
that stations should refuse spots to
avoid triple spotting. It would be bet-
- ter, it was argued, for them to raise
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their rates. The agencies, however, ob-
ject to paying any premium for prom-
ises of no triple-spotting.

The NAB’s tv code, in the news in
recent weeks for its stand on personal
advertising (BROADCASTING, May 4),
was criticized by the NYAMP for its
loose terminology regarding spot adver-
tising. The code does not make it clear,
several mediamen said, as to the
policy a station should abide by. A
bad mixture of semantics, it was de-
clared, enables a station to hide behind
the code and feel secure in its place-
ment of spots.

Stop playing by ear,
Dodge ad chief asks

Advertising agencies were criticized
sharply last week by W.D. Moore, ad-
vertising director of the Dodge Div.,
Chrysler Corp., for failing to make
“full use of research in creative ap-
proach to the marketing problem.”

_Mr. Moore told members of the To-
ledo Advertising Club last Wednesday

(May 6) that agencies rely “too much
on gimmicks, glamour and gross circu-
lation instead of researched fact in
moving goods in the market.” He advo-
cated more information about markets,
motivations, messages and media to
build “a more solid foundation for cre-
ating scientific advertising campaigns.”

“Research is not restrictive at all,”
Mr. Moore declared. “In fact, it clearly
defines areas which need the most cre-
ative assistance. By marking the chan-
nels for action, research prevents us
from sailing off in all directions—on in-
direct, and often incorrect, courses.”

He contended that advertising men
are “wrong” to sell themselves to man-
agement as ‘“creative artists,” since
management “wants them to be scien-
tists.” He continued:

“We advertising people are not evan-
gelical prophets of even the first-coming
of the cash-paying customer.”

Seattle switch

Kraft, Smith & Ehrig will be the
name of Honig-Cooper, Harrington &
Miner’s Seattle office after July 1.

KSE will continue as an affiliate of
the latter. The officers: Warren E.
Kraft, Sr., now senior vice president,
will be chairman; Hugh A. Smith,
president of Washington Market Re-
search Co. (a H-CH&M division), will
be senior partner; Donald B. Kraft,
vice president-manager also senior
partner; Jack Ehrig, vice president,
partner, and Warren E. Kraft, Jr., vice
president-assistant treasurer, partner.

Y&R picks four

William Milton Samuel, a son of
Milton Samuel of Young & Rubicam’s
tv-radio promotion department in Hol-
lywood, was one of four winners in
this year’s competition for scholarships
under Y&R’s aid to education pro-
gram administered by the Young &
Rubicam Foundation that was created
in 1955 by Sigurd S. Larmon, board
chairman and chief executive officer of
the agency.

Under the program, the agency
awards four-year scholarships to sons
or daughters of Y&R employes who

ARBITRON’S DAILY CHOICES

Listed below are the highest-ranking television network shows for each
day of the week April 30-May 6 as rated by the multi-city Arbitron instant
ratings of American Research Bureau.

Date Program and Time Network Rating
Thur., April 30 Playhouse 90 (9:30 p.m.) CBS-TV 19.1
Fri., May 1 Cavaicade of Sports (10 p.m.) NBC-TV 22.5
Sat., May 2 Gunsmoke (10 p.m.) CBS-TV 25.4
Sun., May 3 At The Movies (10 p.m.) NBC-TV 29.1
Mon., May 4 Danny Thomas (9 p.m.) CBS-TV 25.0
Tue., May 5 Rifleman (9 p.m.) ABC-TV 19.5
Wed.,, May 6 Emmy Awards (10 p.m.) NBC-TV 33.7

Copyright 1959 American Research Bureau
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IN PHILADELPHIA RADIO

IS THE TOP PERFORMER
ATTRACTING THE LARGEST
AUDIENCE ALL WEEK LONG
WITH WRCV SALES PER-
maecen— SONALITIES GAINING BIG
= AUDIENCE INCREASES FOR
ADVERTISERS. *stsi e

WRCV IS NBC RADID IN PHILADELPHIA - SOLD BY NBC SPOT SALES

& Hurst
Audience up

Jack Rattigan

Audience up Pat Landon

Audience up




Advertising returns of the U. of
Rochester’s (N.Y.) programs over
WROC-TV there for the Lincoln
Rochester Trust Co. have been as-
sessed by the bank.

Spot audits show that the mention
‘of a bank service on two primarily
educational programs: University
Commentary, or University Open
House, can attract several million
dollars of business to the bank.

The two university programs, in
their sixth year of commercial spon-
sorship, are presented on alternate
weeks. Commentary is a telephone
forum. University students and a
panel of experts deal with questions
telephoned by viewers while the pro-
gram is in progress. Open House
presents lecture-demonstrations, dis-
cussions, films, etc.

Some of the ways Lincoln Roch-
ester has been able to gauge the ef-

Trust Co. banks on etv series

fectiveness of its brief messages at
the beginning and ending of each
show:

The script of one of the programs
(“How to Buy a Home”) was made
into a booklet. The bank received
2,000 requests for it after announc-
ing over WROC-TV that the booklet
was available. “Undoubtedly,” the
bank says, “this helped increase our
mortgage loans.” Another university
program dealing with investments
brought inquiries at the bank and
resulted in one large investment ac-
count. A program about trusts and
wills that included a Lincoln Roch-
ester trust officer on the panel is
credited by the bank with bringing
several million dollars in new ac-
counts t0 its Trust Dept.

Lincoln Rochester Trust Co. has
renewed the university-WROC-TV
series for the seventh year.

qualify. Amount of each grant is de-
termined by the winner’s need. Other
winners included Fllen Jane Press,
daughter of Mrs. Kay Press in the ac-
counting department; Frederick Harris
Gardner, son of Paul Gardner in Y&
R’s publicity department. A fourth
award was a special scholarship to
Natalio P. Bayonet, son of Mrs. Lydia
Rivera Lugo of Y&R’s copy depart-
ment in the Puerto Rican office, the
first educational benefits extended by
Y&R beyond the continental U.S.
Y&R also is engaged for the fourth year
in its program of matching contribu-
tions made by its employes to privately-
endowed colleges. Already, the founda-
tion has contributed this year to 52
colleges in amounts equivalent to those
made by 126 employes.

L.A. ad Women
step up for Lulus

Los Angeles Advertising Women
Inc. presented 24 golden Lulu trophies
to top ad women May 3 at the local
Hotel Ambassador.

Top honor for radio commercials
was won by Marion Sternbach of Ho-
nig-Cooper, Harrington & Miner, Los
Angeles (for Interstate Bakeries Corp.
[Weber’s bread], Kansas City, Mo.).
Second prize for radio commercials
went to Terri McFadden of Robinson,
Jenson, Fenwick & Haynes, Los An-
geles (for Breast O’ Chicken Tuna Inc.,
San Diego).

The best monochrome tv commercial
award was given to Nora M. Fischer
of Brewer, Mulcahy & Fischer, Los
Angeles (for the Woggle Stick Co.).
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Second prize to Mary Louise Metcalf
of Kenyon & Eckhardt, Los Angeles
(for Max Factor & Co., Hollywood).
The best color tv commercial was by
Gretta Van Dyke of Carl Lawson Adv.,
Phoenix, Ariz. (for Arizona Savings &
Loan).

The first-place sales promotion and
merchandizing Lulu went to Norma
Fulcher of Portland (Jantzen). Second
to Gena Melin of Hixson & Jorgensen
Inc., Los Angeles.

Civic and public service film produc-
tion awards went to Avalon Daggett of
Avalon Daggett Productions (for The
Tribal Council of the Apache Nation),
and Adele Ullman of Los Angeles City
Schools and KNXT (TV) Los Angeles.

e Business briefly

Time Sales

* Wilson & Co. (for Ideal dog food),
Chicago, buys spot radio schedule in
23 markets to supplement Take Five tv
series in 17 others. Agency: Roche,
Rickerd & Cleary, Chicago.

* Oldsmobile Div., General Motors
Corp., Lansing, Mich., is sponsor of
Too Young to go Steady, situation
comedy series (NBC-TV Thurs., 8:30-
9 p.m.) making its debut on May 14.
Too Young replaces the auto manu-
facturer’s prior entry in the same time
slot, The Oldsmobile Theatre. Agency:
D.P. Brother & Co., Detroit.

® Pharmaceuticals Inc., N.Y., through
Parkson Adv., N.Y., will sponsor a
new adventure series tentatively titled
Undercover Man on CBS-TV Tues.,

e ————— e —

9-9:30 p.m. starting in the fall. Screen
Gems is filming the series, with which
the successful motion picture writer-
producer-director team of Clarence
Greene and Russell Rouse will make
their tv debut. Mr. Greene will produce
and Mr. Rouse will direct the series,
with the pair collaborating on the
scripts. Mike Connors will be starred.

¢ Procter & Gamble, Cincinnati, will
sponsor Captain of Detectives which
stars Robert Taylor on ABC-TV, Fri-
day, 10-10:30 p.m., in the fall (starts
Oct. 16). Weekly series marks Mr.
Taylor in his tv debut in role of criminal
investigator. William Morris Agency
represented Mr. Taylor, Four Star-
Films and Hasting Films both in the
packaging and in negotiations with the
network. Benton & Bowles, N.Y., is
agency for P&G.

¢ The R. J. Reynolds Tobacco Co.,
Winston-Salem, N.C., will be an alter-
nate sponsor of Johnny Staccato (NBC-
TV, Thurs., 8:30-9 p.m.). The filmed
mystery series starts Sept. 10. Agency:
William Esty Co., N.Y.

® General Mills Inc., Minneapolis, will
sponsor four quarter-hours per week
of ABC-TV’s weekday series of cartoon,
action and adventure programs (5:30-6
p.m.) beginning Sept. 28. Agency:
Dancer-Fitzgerald-Sample, N.Y.

® 5 Day Labs, Div. of Associated Prod-
ucts Inc., N.Y. will co-sponsor Leave It
to Beaver (ABC-TV, Thurs.,) effective
July 2 when the show moves from its
present 7:30-8 p.m. time slot to 9-9:30.
The order, in behalf of 5§ Day deodorant
pads, was placed through Grey Adv.,
N.Y.

® Tales of Wells Fargo (NBC-TV,
Mon., 8:30-9 p.m.) is sold out for next
season. Alternate sponsors are Ameri-
can Tobacco Co., New York, renewal
placed through Sullivan Stauffer, Col-
well & Bayles there, and Procter &
Gamble, Cincinnati; new order through
Benton & Bowles, N.Y.

¢ Old London Foods, N.Y., has signed
as a participating sponsor of American
Bandstand (ABC-TV Mon.-Fri. 4-5:30
p.m.). Involved are five alternate-week
quarter hours May 7-June 25 and 13
alternate-week quarter hours Sept. 24-
March 10, 1960. Agency: Richard K.
Manoff, N.Y.

® The Continental Baking Co., Rye,
N.Y, enters its eighth year as a sponsor
of Howdy Doody (NBC-TV Sat. 10-
10:30 a.m.), effective June 13.‘Renewal
of half-sponsorship was placed through
Ted Bates & Co., N.Y.

® Sponsorship of ABC-TV’s Cheyenne
next fall: Ralston Purina Co. (Purina
dog chow), St. Louis, through Gardner
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THE PGW COLONEL SAYS:
‘“We like salesmen
who know how
to pick up a check’’

When a PGW sales team wins a sales con-
test, the members of that team are given a
party where every winner picks up a check

.. a big one.

Yes, we like a man who knows how to pick
up a check...a sales contest check, a sales
incentive check or a profit share check...and
we offer all of them at PGW because we like
salesmen who like to compete...and win.

Don’t you?

ITERS,
G RIFFIN,

W OODWARD, mvc.

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT HOLLYWOOD
ATLANTA DALLAS FT.WORTH SAN FRANCISCO




Adv. Co. there, effective Sept. 21; Na-
tional Carbon Co. (Division of Union
Carbide), N.Y., for Eveready products
and Prestone anti-freeze, through Wil-
liam Esty Co., N.Y., effective Oct 5,
and Johnson & Johnson, New Bruns-
wick N.J., through Young & Rubicam,
N.Y., effective Dec. 14. New slot for
Cheyenne: Mon. 7:30-8 p.m.

¢ Chesebrough-Pond’s, N.Y., will spon-
sor a one-hour special on CBS Radio
next fall starring Maurice Chevalier.
The show will originate in Paris. Agen-
cy: J. Walter Thompson, N.Y.

e ABC Radio reports signing five spon-
sors: Union Carbide Corp., N.Y,,
through J. M. Mathes Inc.,, N.Y., and
Eugene M. Stevens Inc. (mail order),
N.Y., through Curtis Adv., N.Y., both
for Breakfast Club (Mon.-Fri., 9-10
a.m.). General Foods Corp., White
Plains, N.Y., through Young & Rubi-
cam, N.Y., and the Savings and Loan
Foundation Inc., Washington through
McCann-Erickson, N.Y., both for vari-
ous newscasts and R. M. Hollingshead
Chemical Corp., (Chemical Corp.,
products) Camden, N.J., through Gresh
& Kramer, N.Y., for Story Princess
(Sat., 10-10:30 a.m.).

e Also in advertising

e James Thomas Chirurg Co. has
moved its Boston office to 824 Boylston
St., Chestnut Hill, Mass.

Call to arms

In his president’s report to the 14th
convention of the West Virginia Broad-
casters Assn., Robert W. Ferguson
(general manager, WTRF-TV Wheel-
ing) called for less talk and more action
in broadcasters’ public relations:

You don’t have to have much percep-
tive sense to be able to say that tomor-
row in our business we will be in for
more harassment from all sectors and
segments of our society. The turmoil
pot is going to boil and bubble with
greater intensity. Competitively we’ll
probably get dirtier with our own broad-
caster brother through rate-and-throat-
cutting and not attempt to direct col-
lective efforts against other media. I
suppose the main reason that almost
everyone connected with broadcasting
proclaims we need better public rela-
tions is that the necessity is obvious and
that our past relations have been so
lousy and inept.

Certainly one area where we can do
this is to publicly support bills and leg-
islation that are in the public interest.

Further, I think we should go all-out
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Little man grows

One of four NBC-TV clients in
1958 spent less than $50,000 for
gross time and more than half of
the network’s clients (94) spent
less than $250,000, Hugh Beville,
vice president for planning and
research, told the fourth district
convention of Advertising Fed-
eration of America in St. Peters-
burg, Fla., May 1. He predicted
that all tv networks will widen
attractions for smaller advertisers
in the next 10 years.

¢ Young & Rubicam will move its
Hollywood office Aug. 1 to larger quar-
ters on the 11th floor of the new First
Federal Bldg. at Hollywood Blvd. and
Highland Ave. Floor space will be in-
creased more than 1,000 sq. ft., to ac-
commodate expanded operations of its
radio-tv department. The agency’s
downtown Los Angeles office is un-
affected by the change.

s Affiliated Ad Agencies Network, has
moved its international headquarters
from Spokane to the Wrigley Bldg.,
Chicago. Benjamin Tallman, formerly
vice president, Tallman, Smith & As-
soc., Chicago, succeeds Donald M.
Alexander as executive secretary of
AAAN.

e Hudson Pulp & Paper Corp., N.Y,,

and its agency, Norman, Craig & Kum-
mel, N.Y., announced jointly last Thurs-
day (May 7) the termination of their
association, effective Aug. 31. The ac-
count bills about $1 million and is an
active spot radio-tv user.

Agency appointments

¢ Whitehall Labs division of American
Home Products, N.Y., last week settled
its outstanding account—Iloose actually
for about a week—by appointing Ta-
tham-Laird, Chicago (which has an of-
fice in New York) to handle Dristan
(AT DEADLINE, May 4). It’s estimated
that the Dristan account is worth some
$8 million in billing, its spot and net-
work broadcast investment alone over
$5 million. (An earlier estimate of $5
million from an agency source has been
scaled up.) Byran Houston, N.Y., re-
signs Dristan and two test products
June 30.

e Hawthorn-Mellody Farms Dairy, ac-
tive broadcast advertiser, aproints Lil-
ienfeld & Co. to handle advertising for
its Kansas City and Cleveland divisions.

o Blitz Weinhard Co. (beer), Portland,
Ore., appoints Johnson & Lewis, S.F.,
for Pacific Northwest.

¢ Chun King sales (Oriental foods),
Duluth, Minn., appoints BBDO for its
estimated $1.5 million account. The ad-
vertising has been handled by J. Walter
Thompson Co., Chicago.

PLAYBACK QUOTES WORTH REPEATING

for highway safety campaigns, Voice of
Democracy contests and support of state
educational institutions. Certainly, we
should investigate scholarships and
achievement awards. Your state asso-
ciation must have more public and gov-
ernmental recognition if it is to be fully
effective as the authoritative representa-
tive of the broadcasting industry in
West Virginia.

We will never reverse Canon 35 un-
less the above objective is met first.

Retailers and radio-tv

Edward Prager, head of his own
agency in Baltimore, told delegates to
the sales promotion convention of the
National Retail Merchants Assn. in
Miami last month that advertising think-
ing must be updated to today’s world of
change, He spoke in part:

There was a day, just one brief gen-
eration ago, when there was only one
place to shop—downtown—and virtual-
ly one way to advertise—in print media:
newspapers and direct mail. That day is
gone; but the old advertising habits re-
main, often to your cost. Perhaps I can

embolden you to explore the new world
of media, to your profit!

Regardless of which surveys you ac-
cept or reject, you know that most
Americans spend the biggest part of
their at-home time in front of tv sets.
You know, as retailers, that sales of ra-
dio sets have been on the increase for
the last two or three years. And you’ve
observed that people drive automobiles,
many with the radio turned on.

The conclusions are rather obvious,
aren’t they? Which of these media can
and should you use, as part of your
total advertising effort, for bigger re-
sults on a small budget. You’ll have to
give it careful study—or have a con-
sultant or an advertising agency or a
knowledgeable media man study it for
you. But the chances are better than
two-to-one that you do need to supple-
ment your print media with either tele-
vision, radio, outdoor, or transit-ve-
hicle advertising—not simply because
modern America is spending far more
than twice its reading time with air
media and outdoors, but for other
cogent reasons as well.
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WPEN makes news with its news operation

. « .11 full time men . . . exclusive corre-
spondents by direct line from major capitals
of the world ... our own on-the-spot heli-
copter . . . on-the-street reporters ... and
mobile news units. In Programming — and
in Sales — WPEN Makes Things Happen In
Philadelphia.

Represented nationally by

GILL—PERNA
New York, Chicago, Los Angeles, San Francisco, Boston, Detroit.



PETER POTTERS JUKE BOX JURY
BISHOP FULTON SHEEN PROGRAM
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NTA "LIVING-TAPE": NOW A LIVING REALITY FROM COAST TO coAsT! Here is all the topical, live-look im-
pact . . . the low-cost efficiency. .. the way to capitalize on the full potential of the exciting new
dimensions which tape is meant to convey. Here are three proven programs which keep all the
promise inherent in tape for television. Peter Potter’s Juke Box Jury, The Bishop Fulton J. Sheen
Program, Open End With David Susskind - available now for local market sale on “Living-Tape.”

NTA Program Sales, division of National Telefilm Assoctates, Inc.,
Coliseum Tower, Ten Columbus Circle, NewYork 19, NewYork I A I {




THE MEDIA

IERT EXPLORES ‘CULTURAL' TV

CBS-TV announces plan for major informational series

Hour-long informational broadcasts
will be presented by CBS-TV once a
month starting this fall and next year.
“We proposed to make this a bi-weekly,
and after that a weekly, program—if
networks are permitted to maintain
their present structure,” Dr. Frank
Stanton, president of CBS Inc., said
last week. He addressed the Ohio State
U. Institute for Education by Radio-
Tv on Wednesday.

Other featured speakers before the
May 6-9 meeting included John P. Cun-
ningham, board chairman-president,
Cunningham & Walsh; FCC Comr.
Frederick W. Ford; Paul Chamber-
lain, General Electric Co., and by
closed circuit from Washington, Sen.
Warren G. Magnuson (D-Wash.) and
Rep. Oren Harris (D-Ark.). IERT also
announced its annual awards (see sep-
arate listing pages 53, 54).

Dr. Stanton said the special informa-
tional programs “will report in depth
on significant issues, events and per-
sonalities.” CBS-TV, he said, is “de-
termined to press the medium to its full-
est development as an informational
force as effectively and as fast we can.”

The CBS chief said television is
“obliged to serve an extraordinarily het-
erogeneous society . . . must take into
account the desires and wants of all
the people.”

A “responsible broadcaster,” Dr.
Stanton said, “must do more than just
respond., He must lead. He must stay
ahead.”

The Ultimate Goal e Dr. Stanton
said that as yet no one has had time
to develop perspective in criticism of
tv programming. “We are still attempt-
ing, through honest and sincere applica-
tion, to arrive at standards that other
media took centuries to discover—even
though they had much less inclusive
audiences,” he explained.

A book is a best seller if 40,000
copies are sold, he said. “But seven or
eight million people watch television
programs that are highly intellectual
in character and 25 to 50 million have
seen such plays as ‘Hamlet’ or Henry
James’ ‘Wings of the Dove’ or Thorn-
ton Wilder’s ‘Our Town’ on television
—enough to fill a large legitimate
theatre for 20,000 to 40,000 nights,
from 50 to 100 years.”

Dr. Stanton said “our major and
over-riding problem in programming
is not only the danger of getting too

50

far ahead of the people, but also getting
too far behind—how far we can go in
any direction and how soon.”

Cunningham predicts
tv ad, program split

Agency executive John P. Cunning-
ham delved into three different areas
of television—commercial, educational
and “cultural”—and presented a plat-
form for each before the IERT.
(CLosep Circult, May 4.)

In brief, Mr. Cunningham predicted:

e Commercial or “entertainment”
tv—Eventually there will be separa-
tion of advertising from programming
(or “editorial content™) in television,
with advertisers buying commercials
en bloc and which will be rotated
among various shows.

¢ Educational tv-~If not enough
vhf channels are available for an edu-
cational tv “network,” then the money
ought to be coughed up and the chan-
nels purchased.

e Cultural tv (sponsored or sustain-
ing—This is not the cup of tea for the
advertiser of packaged goods so don’t

expect too much from them in this

area of programming. But more of cul-
ture tv programming can be expected
from companies selling services or in
need of a respected corporate image.

Mr. Cunningham campaigned in
greater detail a proposal he had made
earlier this year: that a joint “24-hour”
etv facility be established and manned
nationwide (AT DEADLINE, Feb. 9).
He noted that since his proposal—
made before the Advertising Federa-
tion of American mid-winter confer-
ence at Washington—*I have been bat-
tered by some of my own brethren in
advertising, but have had many, many
others volunteer to help.”

Funds Source ® As for financing na-
tional etv (which he reiterated was es-
sential to “upgrade our national mind”),
Mr. Cunningham left no doubt he was
aiming his plea for funds to American
business, particularly the corporation
that spends “each year individually as
much as $10-40 million in television.”

Of the tv-oriented, heavy spending
advertisers, he said, “they owe the me-
dium a lot and they know it,” and since
tv gives them so much, “I am sure they
will move it [etv] up high on their an-
nual budget of gifts to civic and chari-
table causes which in many companies

i s

is quite substantial.”

So far, he reminded, the etv “seed
money” has come from foundations
such as The Ford Foundation, but he
said, American business must give “gen-
erously” too for the establishment of
etv stations. Most of the operational
funds, he thought, would come from
f}ederal, state and local educational
sources. Mr. Cunningham asked the
advertising profession—suggesting per-
haps the Advertising Council-—to wade
into what he termed “project headway”
by contributing its “most skilled mer-
chandising techniques and sell the ad-

vantages of educational tv to the
masses.”
He sought to allay broadcaster

“fears” of etv competition by suggesting
FCC could accommodate a national etv
system without disrupting commercial
channel allocations.

Many “good things” can come from
the transition of advertising separation
from programming (“as it is in the pub-
lic prints”), according to Mr. Cunning-
ham. Among them he would predict:

End of Rating Manacle ® An end to
“blind devotion” to ratings; softening
of “monopolies” by a few large adver-
tisers in prime time; a reduction of imi-
tation and mediocrity; a relief for spon-
sors of concern for program content; a
liberating of “tv editors” from commer-
cial control and restriction, permitting
them to experiment; the emergence of
“some great new tv editors of the air-
waves.”

Mr. Cunningham also hinted that one
“country-wide” etv channel would not
be enough. He suggested that the ex-
cise tax on uhf-vhf portable tv sets be
removed to put them on a competitive
footing with vhf-only portables. He
also lauded commercial broadcasters for
having aiready contributed more than
$1.1 million to 31 of 43 “activated” ed-
ucational stations.

Etv bills in Congress
are promised support

The IERT meeting—via a conference
telephone call—quizzed congressional
Commerce Committee chairmen Sen.
Warren Magnuson (D-Wash.) and Rep.
Oren Harris (D-Ark.) Thursday after-
noon in their Washington offices about
pending educational tv legislation. Their
answers were heard on a loudspeaker
by the delegates in Columbus.

Sen. Magnuson said he had pushed
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S 12, granting $1 million to each state
for etv, through his committee and the
Senate because of the great need for
more etv stations. He said etv has been
one of the U.S.” most unused resources.

Rep. Harris, whose committee will
hold hearings tomorrow and Wednes-
day (May 12-13) on S 12 and seven
similar House bills (BROADCASTING,
May 4), explained just what informa-
tion witnesses could give which would
help the committee. He said that the
committee would consider the etv pro-
posals in executive session within two
or three weeks after the public hear-
ings.

In answer to a question, Rep. Harris
said that Secretary of Education Arthur
Flemming would be asked to explain
his department’s opposition to S 12. He
said he could not predict whether the
committee would act favorably on the
proposed federal aid to education—op-
posed by the Administration as un-
needed and for budget reasons.

Federal Aid ‘Needed’ ® Sen. Magnu-
son, replying to Sec. Flemming’s con-
tention federal aid is not needed, stated,
“That is not s0.” He said the best proof
states do need money Iis that several
have requested federal aid and only 43
etv stations are on the air of 257 re-

served. Both legislators cited the pres-
sures by commercial interests to put
to use these idle channels.

Sen. Magnuson, a member of the
Senate Appropriations Committee, drew
liberal applause from his long distance
audience when he promised that if Con-
gress approves federal money for etv,
the Appropriations Committee will ap-
prove a bill providing the needed funds.

Witnesses scheduled to testify before
the Harris committee this week include
FCC Comr. T.AM. Craven; Reps.
Morgan Moulder (D-Mo.), Kenneth
Roberts (D-Ala.), Hale Boggs (D-La.)
and Harris McDowell (D-Del.), all au-
thors of etv bills; John Ivy Jr., execu-
tive vice president of New York U,
Raymond D. Hurlburt, general man-
ager of Alabama’s three-station etv
network; Novice Fawcett, president of
OChio State U. Also, Darwin Fenner
of Merrill Lynch, Pierce, Fenner &
Smith, New Orleans; John Cunning-
ham, board chairman of Cunningham
& Walsh; Ralph Steetle, executive di-
rector of the Joint Council on Educa-
tional Tv; Willlam Harley, president of
the National Assn. of Educational
Broadcasters; Leland Hazard, Educa-
tional Tv & Radio Center; William Fri-
day, president of the U. of North Caro-
lina; L. D. Haskew, vice president of

the U. of Texas, and Donald McGan-
non, president of Westinghouse Broad-
casting Co. Many of these same wit-
nesses testified before the Senate Com-
merce Committee during January hear-
ings on S 12 (BROADCASTING, Feb. 2).

FCC tv set control
urged by Comr. Ford

FCC Comr. Frederick W. Ford ex-
pressed his belief that an adequate na-
tionwide tv system can be achieved
only if the FCC is given legal authority
to require that tv sets shipped in inter-
state commerce be equipped to tune
all channels assigned to television.

Also he felt the FCC should control
set performance characteristics so the
tuning range of tv sets would be as
good as technically possible consistent
with the economics of manufacturing.

All-channel sets would be needed
whether tv gets more vhf spectrum
space from the military, continues the
present 82-channel vhf-uhf system or
i1s moved to an all-uhf system, he said.
The only other alternative is a 12-chan-
nel vhf system only, which Comr. Ford
felt would “finally result” in less service
to the public than it presently receives.

Noting there are 32 vhf and 10 uhf
noncommercial educational stations,
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Commercial broadcasters, educators, public officials share cultural tv views before IERT at Columbus

Comr. Ford wondered whether the his-
tory of education would have been dif-
ferent, considering there are 162 uhf
channels reserved for education, if tv
sets had been required to receive all
channels.

Comr. Ford said he “firmly” believes
the public would willingly pay the extra
cost per set ($35 to $45) for all-chan-
nel tuning.

National etv system
seen aiding schools

General Electric’s Paul Chamberlain
urged the adoption of an educational tv
system to “supplement our learning on
a broad national scale.” Instead of con-
centrating on what one station can do
for one school or one community, he

suggested setting up a system of edu-
cational stations ‘“‘serving an entire area
of many school districts.”

The GE marketing expert declared
that the cost of such a system would
not be prohibitive. “In Dade County,
Fla.,” he revealed, “some 5,600 pupils
are participating in a classroom edu-
cational-tv experiment using one sta-
tion. According to figures published in
Newsweek magazine . . . teaching by
tv is saving the school system $300,000
this year. . . .”

He listed four major benefits of an
educational tv system:

¢ It would alleviate the shortage of
qualified and capable teachers by mak-
ing more effective use of teaching tal-
ents.

e It would pave the way for tremen-

dous economies in overall educational
budgets by making more efficient use
of present and planned school facilities.

» It would reduce future construction
costs by allowing more rooms for large-
scale teaching, thus lowering the rising
costs of classroom duplication.

» It would apportion capital and op-
erational costs over many school dis-
tricts, with the initial investment in a
tv system lower than the cost of one ad-
ditional classroom per district.

Annual awards

Here are the annual radio-tv awards
announced by IERT:

RADIO—CLASS 1 (Programs for Special Interest

Groups):
Group 1, national—First Award, "Summer-
fallow.” CBC.
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Group II, regional—First Award, “The Coun-
try Hour,”” WBBM Chicago; Honorable
Mention, “How Does Your Garden Grow?"
KFUO St. Louis.

Group 1II, local—No Entries.

RADIO—CLASS 2 (Religious Programs):

Group |, national—First Award, “The Eter-
nal Light,”” NBC and Jewish Theological
Seminary; Honorable Mentions, “'The Seven
Last Words,” The Upper Room Radio-Tv
Parish, “Good News,’* The Methodist
Church (Ohio-Area} and MBS.

Group II, regional—Honorable Mention, “And
There Was Light,”” WBBM Chicago.

Group [II, focal—No Entries.

RADIO—CLASS 3 (Cultural Programs):

Group I, national—First Award, “CBC
Drama Series,”” CBC International Serv-
ices; Honorable Mention, “CBC Concert
Hall,” CBC

Group 1I, regional—First Award, “‘The Studs
Terkel Wax Museum,” WFMT (FM} Chi-
cago; Honorable Mention, ‘‘Parallel,”
WRCA and Columbia U, Center for Mass
Communications.

Group III, local—First Award, “ldeas and
the Theatre,”” KUOM, U. of Minnesota,
Minneapolis; Honorable Mention, “This is
Ray Star,” Dixie Productions and WGRO
Lake City, Fla.

General Award (No Special Class)—Special
Citation for Cultural Excellence in Over-
all Programming to WFMT Chicago.

RADIO—CLASS 4 (Personal and Social Problems):
Group [, national-—No Awards.
‘Group II, regional—First Award, “As Chil-
dren See the World,”” U. of Tennessee.

Group 1II, local—First Award, ‘“'Psy-
chologically Speaking,”” Mrs. Lee R. Steiner
and WEVD, University of the Air, New
York.

RADIO—CLASS 5 (Public Affairs):

Group I, national—First Award, “The World
Tonight,” CBS; Honorable Mention, “‘Biog-
raphies in Sound,” NBC.

Group II, regional—First Award, “One Na-
tion Indivisible,”” WUOM, University of
Michigan Broadcasting Service.

Group III, local—First Award,
Post,’ KUOW Seattle; Honorable Men-
tion, “‘Political’” Dixie Productions and
WGRO Lake City, Florida.

RADIO—CLASS é (One-time Broadcast):

Group I, national—First Award, “‘Virginia—
Pattern of Resistance,” CBS; Honorable
Mentions, “Estevan—New O0il, New City,”
CBC; “Who Killed Michael Farmer?”,
CBS.

Group 11, regional—First Award, “Bolt of
Lightning,” WMCA New York; Honorable
Mention, “Portrait: Albert Schweitzer,”
WHDH Boston, and Boston U.; “‘Charles F.
Kettering, Monkey Wrench Inventor,”
WOSU Columbus, Ohio; “A New Life for
Larry,”” KMOX St. Louis; St. Louis Red
Cross Regional Blood Program and St.
Louis U. School of Medicine.

Group III, local—First Award, “‘Report on
Employment,”” WIRA Fort Pierce, Fla.;
Honorable Mention, “"Human Rights 1959,
WLIB New York.

RADIO—CLASS 7 (Programs for Children):
Group 1, nationai—No Awards.

Group II, regional—First Award, “Jolly Dr.
Dolliwell,” American Medical Assn.; Hon-
orable Mention, “Young Book Reviewers,”
WMCA New York.

Group III, local—First Award, “‘Wunzaponah

Time,” U. of Texas, Junior League of
Austin and Austin Public Schools.

“'Listening

RADIO—CLASS 8 (Primary School Broadcast):

Group I, national-—No Awards.

Group 11, regional—First Award, ‘‘Narrated
Junior Stories,” CBC, Toronto (regional
network}; First Award, “Tell Me a Story,”
Minneapolis Public Schools and KTIS
Minneapolis; Honorable Mention, “0ld
Tales and New,” Minnesota School of the
Air and KUOM, University of Minnesota,
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Hard cell ®* Tom Mayhew, news
photographer, WATE-TV Knoxville,
was sentenced to pay $50 plus 10
days in jail April 16 for taking mo-
tion pictures in the local criminal
court. The newsman said that he shot
the pictures after Judge J. Fred Bibb
recessed the court and as the judge
returned to the courtroom. The de-
fendant in the criminal trial was ab-
sent. Following submission of a
written apology to Judge Bibb, Mr.
Mayhew was released the same day
and the sentence suspended.

Group 1II, local—First Award, “The Wishing
Well,”” Newark (New Jersey) Board of Edu-
cation and WBGO-FM Newark.

RADIO—CLASS 9 (Intermediate School
casts):

Group I, national—First Award, “The Return
of Nanna-Bijou,’”” CBC.

Group II, regional—First Award, “‘How Does
Your Story Grow?”’, British Columbia De-
partment of Education and CBC; Honor-
able Mention, “Fun in Science,” Minne-
apolis Public Schools and KTIS Minne-
apolis.

Group III, local—First Award, “What's
News?’!, Philadelphia Public Schools, Temple
U. and WFIL Philadelphia; Honorable Men-~
tion, “'The Open Door,”” Dade County
Schools and WTHS-FM Miami, Fla.

RADIO—CLASS 10
casts):

Group 1, national~—Honorable
“Music in the Making,” CBC.

Group 1I, regional—First Award, “‘Science
Survey,” New York City Board of Educa-
tion and WNYE New York; First Award,
“'Footsteps of the Free,” Wisconsin School
of the Air and WHA, U. of Wisconsin;
Honorable Mentions, “'Our Canadian Book-
shelf,”” CBC, Toronto (Regional Network);
“Meet Mr. Shakespeare,” New York City
Board of Education and WNYE New York,
“Le Quart D’'Heure Francais,”” Manitoba
Dept. of Education and CBC.

Group III, local—First Award, “It's Your
World,”” Indiana U.; Honorable Mention,
“Tales of the Yet to Come,” Newark {New
Jersey) Board of Education and WBGO-
FM, Newark.

TELEVISION—CLASS 1 (Programs for Special
Interest Groups):

Group 1, network—First Award, “The Farm-
er Series,”” CBC; Honorable Mention, “The
Catholic Hour,”” NBC; Honorable Mention,
“No More Strangers,’” CBC.

Group 1, local—First Award, “The Cardinal’s
Two Hats,” WGN-TV Chicago; Honorable

Broad-

(Secondary School Broad-

Mention,

Mentions, “Challenge,” KMOX-TV St.
Louis Board of Education, Catholic Radio
and Television Apostolate, St. Louis County
Schools and St. Louis Lutheran Schools;
“Inspiration,” KPIX-TV San Francisco,
Council of Churches, Archdiocese of San
Francisco and Board of Rabbis of San
Francisco.

TELEVISION—CLASS 2 (Cultural):

Group 1, network-—First Award, “Explora-
tions,”” CBC; Honorable Mentions, ““Halfl-
mark Hall of Fame,' NBC; “CBC Folio,”
CBC; “The Wisdom Series,” NBC; “‘Con-
quest,” CBS; “‘Guilty or Not Guilty,” CBC;
Special Award, “Once Upon a Japanese
Time,”” KQED San Francisco, and the Edu-
cational Television & Radio Center.

Group II, local—First Award, “Montage,”
KMOX-TV St. Louis; Honorable Mention,
“Open Heart Surgery,” KPIX-TV San
Francisco; “Art: Sight and Sound,”
Wayne State U. and WTVS Detroit.

TELEVISION—CLASS 3
Problems):

Group [, network—First Award, “Close-Up,"
CBC; Honorable Mentions, “QOpen House,”
CBC; “Armstrong Circle Theatre,’” Talent
Associates Ltd.,, and CBS; “Qutlook,”
NBC; ™“The Twentleth Century’® CBS;
"People are taught to be Different,” Texas
Southern U. KUHT-TV Houston and Na-
tional Educational Television & Radio Cen-
ter.

Group 1I, local—First Award, “Escape from
the Cage,”” WCET Cincinnati; Honorable
Mention, “The Human Heart,” The Up-
john Co.,, American Heart Assoc. and
KRON-TV San 