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Five more big producers join AM Radio Sales
..all independent, music-news-service stations of the Westinghouse Broadcasting Company,
Inc....each a big sales producer in its market! Call AM for radio that produces in 14 vital

markets—including 8 of the top 11. You get marketing know-how, complete spot package plans,
fastest service in the business from AM. I 16°S AM ...T°S In tzme.’

AM RADIO SALES: New York wMca / Chicago wiND / Los Angeles KMPC / Detroit wCAR / Boston WBZ +WBZA / San Francisco KSFO / Piftsburgh KDKA
Cleveland Kyw / Minneapolis wLoL / Portland, Ore, KEX /7 Phoenix KooL / Tucson KOLD / Fort Wayne wowo / (Cincinnati wCkY Midwest / West Coast only}
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“PEOPLE ARE
INTERESTED

IN PEOPLE”

e S
vl "y 2 "
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..and the PEOPLES’ COURT OF SMALL CLAIMS has 'em. People by the dozens, from rich man to Indian Chief
in a half-hour of the most fascinating, informative courtroom drama ever presented on Television

PRODUCED IN HOLLYWOOD this new
show combines the quality. know-how
and the vast talent pool available only
in the nation’s film capital. In com-
pelling and powerful true-to-life style
the Peoples’ Court of Smali Claims
presents the gamut of emotions.

HUMAN INTEREST all the way. From
a claim for the death of a parakeet to
a typical case of noisy neighbors.
From a fender-bender to a damaged
front lawn. From the humorous to the
sad . ..a typical day in Los Angeles’
busiest court. People.

AVAILABLE ON VIDEOTAPE in your
market too. [t has been a big seller ir
Los Angeles (as in nine other TV
markets) and 1t can work for you. ..
to reach into more homes, to sell more
of your products. Because “people
are interested in people”

For information. facts and figures —call or write .

Peoples Court Productions

HENRY FLYNN. GENERAL MANAGER. 1000 NORTH CAHUENGA BOULEVARD,

HOLLYWOOD 38, CALIFORNIA. HOIllvwood 2-7311L



Serene and

picturesque, '
the homes in R i : Tv -ABC BASIC
River Daks stand .

as the very
embodiment
P.0. BOX 12, HOUSTON 1, TEXAS-ABC BASIC  GENERAL MANAGER,
of gracious living. HOUSTON CONSOLIDATED TELEVISION CO.  WILLARD E. WALBRIDGE
NATIONAL REPRESENTATIVES: GEO. P. HOLLINGBERY CO., COMMERCIAL MANAGER,
s~ 500 FIFTH AVENUE, NEW YORK 36, N.Y.  BILL BENNETT

Published every Monday, 53rd issue (Yearbook Number) published in September by BroApCasTING PUBLICATIONS INC.,
1735 DeSales St.,, N. W., Washington 6, D. C. Second-class postage paid at Washington, D. C.
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Friend in need ® Sen. Vance Hartke
(D-Ind.) feels broadcasters so far have
let him down in his efforts to obtain
broad revisions of Sec. 315, political
broadcasting law. All three network wit-
nesses at Senate Communications Sub-
committee hearings last week acknowl-
edged they’d settle now for nothing bet-
ter than exemption of newscasts from
equal time provisions (story page 50).
After their appearances Sen. Hartke
confided that he and other Senators who
support his bill think networks have
killed all chances at this session for
improvements beyond newscast ex-
emption and have all but killed hope
for broader corrections in future.

Here’s Sen. Hartke’s reasoning:
There was (may still be) good chance
to get strong bill reported out of com-
mittee. But there’s no chance of
strengthening bill after it reaches floor,
and good chance of stiff floor fight on
whatever bill comes out of committee.
Weak network testimony before com-
mittee lends strength now to those favor-
ing status quo and can forever be cited
in opposition to future attempts at re-
peal or broad amendment.

Status for radio ® Not announced
after NAB board’s meeting last week
were two actions showing how radio
membership is gaining strength in as-
sociation’s administrative structure. (1)
Board adopted new budget with sepa-
rate radio fund to match tv’s fund. It’s
figured roughly at general fund, $750,-
000; radio fund $240,000; tv fund
$225,000; tv code $107,000—total of
around $1,320,000. With formation of
separate Tv Information Committee
(story page 116), NAB will donate $75,-
000 to its operation. New NAB public
relations department headed by John
Couric will have $60,000 radio and
$15,000 tv budget. (2) Radio Board
adopted resolution specifying that as-
sociation meetings should be held only
in hotels with radio in every room, sub-
ject to present meeting commitments.

McDermott quits ® Thomas J. Mc-
Dermott, senior vice president in charge
of tv and radio for Benton & Bowles,
New York, who was mentioned as pos-
sible successor to Hubbell Robinson Jr.
at CBS-TV, tossed bomb-shell at agency
last week. Mr. McDermott resigned—
not to accept CBS-TV post, but to con-
sider several promising offers from
West Coast production companies.
Lengthy memo was circulated to B&B

executives last Friday (June 19), friend-
ly in tone, disclosing Mr. McDermott’s
resignation, which will take effect in
several weeks. Oliver Barbour, B&B
vice president in charge of broadcast
programming, is expected to succeed
Mr. McDermott.

Wait and see ® Despite indication by
backers of new Television Information
Committee (story page 116) that net-
works are favorably inclined toward
$700,000-or-so nationwide campaign to
improve public’s image of tv, there’s
definite sign they won’t buy any pie-in-
the-sky project, Network representatives
have stated privately they won’t com-
mit themselves to $65,000 yearly each
until they see detailed draft of operat-
ing plans, consult list of nine TIC com-
mitteemen and find out who will be op-
erating head. Project. was formally
launched at NAB board meeting last
week.

Swing to tape ® BBDO, tv's “taping
agency” (for past eight months, it’s
been video-taping nearly all its live com-
mercials), now reports there’s trend at
agency in direction of tape replacing
some film commercials. Among its
clients in this category are General Elec-
tric, using film exclusively for three
years but now producing nearly all
commercials for General Electric The-
atre on tape; Pittsburgh Plate Glass,
once heavy film user but now deeply
involved in tape commercials “almost to
exclusion of film.” Not only is GE
using tape, BBDO says, but doing com-
mercials like those formerly filmed but
at saving of about $2,000 per com-
mercial.

End of era ® Though all parties con-
cerned aren’t talking, it’s virtually cer-
tain that RKO Teleradio stations in
New York, Boston, Los Angeles, San
Francisco and Memphis will defect
from Mutual (which Teleradio once
owned) when network affiliation agree-
ment ends in August. It is understood
that Mutual will not be “caught short”
and already has lined up affiliates in
those markets if and when disaffiliation
develops. Reported to be New York
outlet: WINS,

Outlook is that Bob Hurleigh, now
senior vice president of Mutual in Wash-
ington as well as vice chairman of net-
work, will take over administrative
chores now being vacated by executive
vice president Blair Walliser (see page
10).

CLOSED CIRCUIT

Mr. Hurleigh already spends three
days weekly in New York, would con-
tinue commuting under new plan.

NBC-TV switch in Norfolk ® WAVY-
TV Portsmouth-Norfolk (ch. 10) will
switch affiliation from ABC to NBC.
WVEC-TV Hampton-Norfolk, present
NBC-TV affiliate, according to Presi-
dent Tom Chisman, has been offered
contract with ABC-TV. Mr. Chisman
said NBC .had assured him that it
would not switch affiliation until
WVEC-TV is shifted from its present
ch. 15 uhf assignment to ch. 13, ear-
marked for its use.

Out-foxed ® Busy entrepreneur Matty
Fox, who is reticent about revealing his
plans for exhibiting widely-heralded
tapes of Russia’s Bolshoi Ballet, may be
dismayed by announcement to be made
today (Monday). Art Theatre of the
Air Inc., New York, subsidiary of
Essex Universal Pictures Inc., sched-
uled to announce deal with Soviet gov-
ernment, under which many hours of
cultural film produced in Russia and
embracing various art forms, including
ballet, will be offered immediately for
distribution to tv stations. '

Ironic footnote to Soviet-Essex Uni-
versal deal: Essex-Universal is headed
by millionaire-industrialist Joseph Har-
ris, who was close associate of Mr. Fox
for several years in tv film distribution
business in early 1950°’s. Mr. Fox was
chief executive officer of Motion Pic-
tures for Television, New York, at that
time and Mr. Harris was reportedly .
chief bankroller and advisor as well as
officer of company.

Angel in the wings ® New bankroll is
hovering just outside precincts of Mu-
tual radio network, may decide to go
in for minority interest. He’s Albert
Gregory McCarthy, businessman whose
realty interests range from Anchorage,
Alaska, to Shannon, Ireland, with stop-
overs in Washington, Florida and other
points. Mr. McCarthy and Mutual’s
newest owners, Malcolm Smith group
(BROADCASTING, March 30), have been
huddling for several weeks.

Bannister waiver ® Mandatory retire-
ment at 65 was waived by NBC board

'in case of Harry Bannister, vice presi-

dent in charge of station relations. He
reached retirement age April 30 but
board extended his tenure for another
year. Celebrated as raconteur, MTr.
Bannister joined NBC eight years ago
after 21 years.at WWIJ Detroit,
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., TIME
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- TIME
| faN_ DETROIT!

w:th WJBK TV S EARLY SHOW mowe'

Busy day behmd them 53 Tlme to relax. Now’s . p
the highlight of their day with a it R  Famous on the local scene

WJIBK-TV’s “Early Show,” Monday through Fri-
~day, 5:00 to 6:30 PM - begins June 29. Team up with
PARAMOUNT, UNITED ARTISTS, SCREEN
GEMS, NTA and RKO to tap the 9-billion-dollar

~sales potential in the nation’s fifth marketmat a
st1 ategically receptlve time!

WJIBK-TYV puts you right in the picture in 1,900,000
~ television homes in Detroit and southeastern Michigan,

CHANNEL DETROIT

SRRy . : i Represented by the Katz Agency
. 100 000 Watts CBS AFFILIATE 1057-foot tower N.Y. Sales Office: 623 Madison Ave., N.Y. 22 « PLaza 1-3940

¥ E ‘tO e e e S O WJIBK-TV WJIW-TV WSPD-TV WAGA-TV WITI-TV
" & I. I. “ ]._ Il Detroit Cleveland Toledo Atlanta Milwaukee



WEEK IN BRIEF

Battle of summer tv reruns ® There’s shallow victory THE
for economy in the present practice of summer tv rehash

of winter programs, according to Philip H. Cohen, vice t
president and radio-tv director, Sullivan, Stauffer, Col-

well & Bayles. He suggests possible way out through
cooperation of all segments of industry in a new show-

g e case plan for summertime. It’s related in this week’s MARKET
MR. COHEN MonpaY MEMoO. Page 21. 1S

What broadcasters think of NAB o It’s pretty good, but! Independent MOVI NG

research firm submits bulky report on what members and non-members
think is and isn’t wrong with association. Government relations and public
relations are main problems that concern members. Page 31. UP. P

Code hoard gets tough ® NAB Tv Board approves report yanking code
seal from 13 station subscribers carrying hemorrhoid account. Another
17 stations resign from code structure. Total subscribers now 270 com-
pared to 306 before Preparation H crackdown began. Page 34,

Relief from Sec. 315 ® Broadcasters’ hopes for relief from Sec. 315 rise
as Senate subcommittee begins hearings; Sen. Pastore indicates amend-
ment is coming but splashes cold water on proposals for broad legislation and your very best buys

hoped for. Page 50.
P £ ~ to serve it completely are

WILS

New England on the march ® A 44-page economic study of modern with 5000 walts . . . and
Yankeeland—the true story of how the oldest part of America is heading ' -
the nation’s entry into the sophisticated industrial future. Pages 71-114. . 190% MORE LISTENERS than

Commission won't budge ® FCC affirms Lar Daly ruling on newscasts;
declares it’s all or nothing on Sec. 315 in turning down petitions for
reconsideration filed by CBS, NBC, Westinghouse Broadcasting Co. and
Attorney General William P. Rogers. Page 55.

the market's No. 2 station

NAB Television Board ® Plans for Tv Information Committee, with (C. E. Hooper)

headquarters in New York, approved. Committee will have $600,000 or

more to conduct campaign designed to improve image of television in

public mind. Clair R. McCollough, Steinman Stations, submitted plans

which received approval of Tv Board. Page 116. -

NAB Radio Board ¢ F.C. Sowell, WLAC Nashville, Tenn., elected chair-  MBC + CHANNEL 10 * 316,000 WATTS
man, and Thomas C. Bostic, KIMA Yakima, Wash., vice chairman. All- - WITH STUDIOS IN LANSING

Industry Radio Music Committee commended for its work. Page 118. JACKSON

. . . s . 'BATTLE CREEK
Wire film o British beat jet plane in transmitting short pieces of news film

by newly-developed system using Transatlantic telephone cable. Outcome:
a rash of interest renewed in international tv transmission. Page 121.

*
Ranked 69fh nationally

(last year it was 106th)

Pay-tv in Canada by December ® Paramount Pictures’ controlled Fa-
mous Players Canadian Corp. will start a pay-tv system in a Toronto
suburb via wire lines later this year as subsidiary International Telemeter
Co. sees wire as the immediate economic answer, broadcast systems later.
Possibility: ‘free’ programs on the system during the daytime, supported
by commercials for local advertisers. Page 122.

Michigan’'s capital city
market area now boasts

® 313,999 residents
® 91,960 households

DEPARTMENTS

® aspendable income of
AT DEADLINE .. ..oovnervnenrnnnn.- 9 THE MEDIA............ovvvnn o.n. 16
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CHANGING HANDS................ 119 OUR RESPECTS.................... 145
CLOSED CIRCUIT ........covvvnnn-- 5 PROGRAMMING .................. 68
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EDITORIAL PAGE.................. 146 -
EQUIPMENT & ENGINEERING....... 115
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FATES & FORTUNES................ 4 to <89 e = iy
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LEAD STORY ..................... 31 *euiast Yoans’ & McCONNEL, INC.
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~ The latest Pulse 20-County study

of the Greater Washington area shows WTOP
leading with 242 quarter-hour wins

‘compared to 143 for the number two station.

In fact, all the other stations combined
can’t equal WTOP’s record. The

 essential ingredient on any schedule: the
- IMPORTANT station . ..

WASHINGTON, D. C.
A CBS Radio Affiliate o Represented by CBS Radio Spot Sales

operated by
THE WASHINGTON POST BROADCAST DIVISION

WTOP Radlo, Washington, D. C.
wuaxTt, Channel 4, Jacksonville, Florida

(] xr




AT DEADLINE

LATE NEWSBREAKS APPEAR ON THIS PAGE AND NEXT ¢ DETAILED COVERAGE OF THE WEEK BEGINS PAGE 31

RADIO MUSIC LICENSE SIGNED

Compromise accord reached with ASCAP

Agreement between radio broad-
casters and ASCAP on terms for new
music licenses was reached Friday
afternoon in chambers of Judge Syl-
vester J. Ryan of U.S. District Court
for Southern District of New " York.
Matter had been in air since expiration
of old licenses Dec. 31, 1958.

New formula calls for reduction in
blanket commercial fee from 2.25%
of net time sales to 2.125% of net
times sales. Sustaining fee was changed
as follows: for stations with annual net
receipts between $50,000 and $150,000
—from one-quarter hour rate to twice
station’s 1-minute rate; for stations with
annual net receipts above $150,000—
from half-hour rate to 212 times sta-
tion’s 1-minute rate. _

Agreement calls for combined blank-
et sustaining commercial license and
combined program sustaining commer-
cial license, giving broadcaster choice
of one or other. Terms of latter category
were not announced. New licenses are
for five years retroactive to Jan. 1, 1959.

Representing All-Industry Radio Mu-
sic License Committee, negotiating for
stations: Chairman Robert T. Mason,
WMRN Marion, Ohio; George W. Arm-
strong, Storz Stations; Sherwood J. Tar-
low, Tarlow Stations; Emanuel Dannett,
counsel to committee, and William
Golub, associate counsel.

For ASCAP: Judge Ferdinand Pe-
cora, Herman Finkelstein, David Horo-
witz and Jules Collins.

Agreement would seem to represent
compromise between ASCAP and in-
dustry positions. Mr. Mason had indi-
cated stations would seek reduction in
commercial fee (which they got) and
elimination of sustaining fee (which they
didn’t). Rate issue had gone to court
under provisions of 1950 ASCAP con-
sent decree, which provides that if ac-
ceptable formula could not be reached
within 60 days of expiration of old con-
tracts, matter could be taken to court
for settlement. ASCAP initiated move
late in January.

NAB: repeal Sec. 315;
commend Martin role

NAB Board of Directors stuck by
its historic stand for repeal of Sec. 315
of Communications Act at joint board
meeting Friday (June 19) but instructed
NAB staff to support pending legisia-
tion which seeks to remedy some of
section’s defects (early stories pages
50 and 55).

Board instructed special committee
to -negotiate contract renewal with
President Harold E. Fellows, whose
term expires June 1, 1960. In accord-
ance with Mr. Fellows' request, con-
tract will be for 13 months (June 1,
1960-June 30, 1961 or following June
1961 board meeting). It calls for $75-
000 yearly, his present salary, and ex-
penses up to $13,000. Board resolution
voiced hope Mr. Fellows will remain
in presidency until his retirement in
1964 when he will be 65.

High commendation was given Don-
ald N. Martin, who has resigned as
public relations assistant to President
Fellows after 2Y4 years service to op-
erate his own public relations firm. G.

BROADCASTING, June 22, 1959

Richard Shafto, WIS-TV Columbia
S.C., Tv Board chairman, introduced
resolution which was seconded by E. J.
DeGray, ABC Radio vice president.

John Couric, NAB news-publications
head, was promoted to manager of
public relations department. He had
been with UPI for a decade, joining
NAB in 1957 as chief writer.

Va. group elects

Resolutions urging repeal or drastic
modification of Sec. 315, equal time
provision of Communications Act, and
for repeal of Canon 35, barring radio-
tv from court room coverage, were
unanimously adopted by Virginia Assn.
of Broadcasters at its business meeting
Friday at Irvington, Va. Tom Chis-
man, WVEC-AM-TV Hampton-Nor-
folk, was elected president for new
year with Robert C. Walker, WCHV

Charlottesville, elected vice president:
and N. Wilbur Kidde, WAYB Waynes- .

boro, elected secretary-treasurer, Direc-
tors for ensuing year, in addition to
outgoing president Milton B. Henson,
WREL Lexington, are Hamilton Shea,
WSVA-AM-TV Harrisonburg; Charles

Blackley, WTON Staunton; E. S. Whit-
lock, WRNL Richmond; C. T. Lucy,
WRVA Richmond and Carl Lindberg,
WPIK Alexandria (earlier story, page
60).

Sec. 315 hill hearing
still drawing blood

Short but loud outburst between Lar
(America First Daly and Sen. John
Pastore (D-R.I.) and repeated clashes
over how broad equal time amend-
ments can get through Congress high-
lighted Friday (June 19) hearings by
Senate Commerce Communications
Subcommittee on Sec. 315 of Com-
munications Act.

NBC Board Chairman Robert Sar-
noff (see earlier story, page 50) and
ABC Vice President John Daly both
urged Congress to act immediately to
repeal “the gag” on political news
placed on broadcasters by the FCC-
Lar Daly decision. Both said broader
amendments to Sec. 315 were needed
but industry could live with lesser re-
lief in time for 1960 campaigns.

Sen. Pastore, chairman of subcom-
mittee, maintained that this is all broad-
casters can hope for from this session
of Congress. Sen. Vance Hartke (D-
Ind.), author of S 1858, also granting
broadcasters relief from libel and de-
fining qualified candidates, questioned
witnessess at length on his proposals.

Mr. Sarnoff said NBC would be
“most grateful” with reversal of Lar
Daly decision that candidates must be
given equal time on news shows but
that network would not be content with
just this. Sen. Pastore asked both net-
work executives for comment on FCC
proposal (see page 50), which he indi-
cated frequently is favored plan. He
said he will call FCC, Justice and net-
works back before Committee to defi-
nitely spell out just what types of news,
panel, interview, special event and dis-
cussion shows would be exempted from
equal time under amendment, proposed
by Comr. Frederick Ford.

ABC’s Daly said that “first of all, I
want to assure that next year we can.
operate as a news media.” ABC is con-
cerned, he said, lest push for broader
amendments of Sec. 315 delay action on
limited change sought.

Lar Daly, perennial political candi-
date whose race for mayor of Chicago
started current furor, started smaller

CONTINUES on page 10



AT DEADLINE

CONTINUED from page 9

furor when his turn came to testify.
Called shortly after 12:30 p.m., Lar
Daly shouted from rear of room for
recess until 2 p.m. because he planned
to speak “four hours.” Witness and
chairman shouted back and forth for
several minutes with Sen. Pastore say-
ing “nobody is going to come here and
threaten this committee.”

Lar Daly said he resented use of
words ‘““horrible, terrible and ridiculous”
in describing FCC ruling that he was
qualified for equal time in mayor’s
race. Also, he said, “individual who
used word ridiculous [President Eisen-
hower] knows nothing about Sec. 315.
I am far more qualified to speak than
he.” Witness also said he objected to
“attorney general of the U.S. sticking
his snout in somebody else’s business.”

He said any move to upset FCC
ruling would be declared unconstitu-
tional because of “subjective determina-
tion,” which he described as giving
broadcasters right to determine “who
is news and who is not.” Lar Daly
maintained that his filing for mayor of

Chicago was of “staggering importance”
yet radio-tv failed to cover event but
did report filing of two major oppon-
ents.

Witness said “if the networks think
they have trouble now, just wait until
1960. So long as this law is on the
books, I am going to take full advan-
tage of it.”

Mr. Daly charged that CBS “deliber-
ately and with malicious forethought”
taunted FCC ruling in Chicago mayor
race by taking ruling to court. FCC’s
affirmation that he qualified for equal
time is “a victory for everyone of the
little guys,” he stated.

W. D. (Dub) Rogers, president of
KDUB-AM-TV Lubbock, Tex., fol-
lowed Mr. Daly to stand and said his
station is network affiliate and he, not
network, is master. He said he did not
want ‘“umbrella” protection provided
by Sec. 315 but would rather have re-
sponsibility to make political decisions
himself.

First witness Friday was Rep. Glenn
Cunningham (R.-Neb.) author of HR
5839, first equal time amendment in-
troduced in present Congress. He said
Congress “should and must” act during
this session on amendment of Sec. 315.

WEEK’'S HEADLINERS

if not, he said, “I fully expect that
there will be at least 5,000 candidates
for the Presidency” in next election.

Eugene C. Pulliam, publisher of In-
dianapolis Star and News, urged Con-
gress “to put an end to usurpation of
legislative functions by federal com-
missions.” He said Communications
Act was never intended to give FCC
power of censorship.

Democratic National Committee
Chairman Paul Butler wrote Sen. Pas-
tore urging passage of all but one sec-
tion—that exempting newscasts—of
Hartke bill. “Frankly, I am very much
concerned that this section [favored
by Sen. Pastore and other witnesses]

. could lead to some very serious
abuses. . . . We must not open the
door to any abuses in 1960 which
could be unfair, unjust, undemocratic
and fatal politically to even one can-
didate of any political party,” Chairman
Butler said.

Statement by John Fetzer, president
of Fetzer stations, favoring amend-
ment of Sec. 315 was entered in record.
Hearings resume tomorrow (Tuesday)
in Room 5110 of New Senate Office
Bldg. and are scheduled to run three
days.

RoBerT H. HINCKLEY retires as vp of
American Broadcasting Company in charge
of Washington office. Mr. Hinckley re-
mains as member of board and member of
executive committee. Washington office
continues under Edgar Shelton and Mrs.
Roseanna Kinney, and Joseph Jacobs who
recently joined that office. Mr. Hinckley
has been with ABC since 1946 in charge
of its Washington office and as company
director.

MR. HINCKLEY

SYLVESTER L. (Pat) WEAVER
Jr., onetime NBC top. ex-
ecutive, elected board chair-
man of McCann-Erickson
International. He steps into
spot vacated by RoBERT E.
HEeaLy, recently appointed
vice chairman and supervi-
sor of eastern offices of
parent McCann-Erickson in
U.S. ARMANDO M. SARMENTO, since 1957 senior vp of M-E
International responsible for company’s 19 Latin American
offices, elected president of international arm. He succeeds
WILBERT G. STILsON, named executive vp of parent com-
pany.

Mr. Weaver joined NBC in 1949, moved up to presidency
and board chairmanship before resignation in 1957. Since
then he has been advertising consultant to clients including
Kaiser Industries, Coca-Cola and McCann-Erickson. Also

MR. WEAVER MR. SARMENTO

10

announced by M-E International were promotions of ARr-
THUR L. GRIMES, senior vp, to executive vp, and of MORGAN

McDoNouGH, vp, to senior vp.

BLAIR A. WALLISER, executive vp of Mu-
tual radio network, resigns. His actual de-
parture date from network not yet deter-
mined. Mr. Walliser, who recently moved
from New York to Newtown, Mass., an-
ticipates going into station ownership in
that state. He joined Mutual in July 1958
after serving as eastern manager of John
W. Shaw Adv., Chicago, and account su-
pervisor for Colgate-Palmolive at that

MR. WALLISER

agency. He was program director of WGN Chicago from

1932 to 1941.

BiLL STEWART appointed to newly-created
post of assistant to president of Star sta-
tions (KOIL Omaha, KICN Denver and
KISN Portland, Ore.) and vp. Mr. Stewart
served for past 3%2 years as national di-
rector of programming for Storz stations.
He was prime mover in setting up and co-
ordinating first and second international
Radio Programming Seminar & Pop Music
Disc Jockey Conventions. It was immedi-

MR. STEWART
ately following conclusion of second conclave, in Miami

Beach two weeks ago, (BROADCASTING, June 8) that he ten-
dered his resignation to Storz group.

FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES
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To keep this “ship that sails the ocean” in front-running position,
Shulton relies heavily on the selling power of Spot Radio — with
saturation schedules in America’s major markets.

In many of these markets, Blair Stations carry a heavy share
of the advertising attack. The simple fact is: BLAIR STATIONS
SELL. Through applied audience-research, they have intensified
the elements that give radio its real selling power:

1 Local interest programming,
which serves listeners
throughout the station’s own
area In a personal way no
distant source can equal.

2 Local selling personalities,
who endow commercial mes-
sages with believability that
converts ratings into cash-
register results.

Over 40 stations in major radio markets are represented by John
Blair & Company — by far the most important group of markets
and stations served by one representative firm. So when you're
thinking about radio, as most advertisers are, talk with Blair.

!
M and Company

National Representative of Major Radio Stations

BROADCASTING, June 22, 1959

s/ Blair Stations Sell

and these are the BLAIR STATIONS:

New YOrk.....ooooovevevinenn, WABC
Chicago..........cccoveniiee. WLS
Los Angeles......cc.ccveeenne KFWB
Philadelphia......c..ccevereen. WFIL
Detroit.....coovveeinee i WXYZ
Boston.......oovvicviviiin, WHDH
San FrancisCo.................. KGO
Pittsburgh......ccccooeeiiinnns WWSW
St LOUIS i KXOK
Washington...........c.....c. wwnce
Cleveland.........cccvvevenne. WHK
Baltimore.......ccccovvecnnreenn, WFBR
Dallas-Ft. Worth.............. KLIF-
KFiZ
Minneapolis-St. Paul........ WDGY
Houston...........ccoeevvieeinnns KILT
Seattle-Tacoma................ KING
Providence............coooe.... WPRO
Cincinnatin.c...oovcomniciniin, WCPO
Miami...c.coovcenrnnnne, T eo— WGoAM
Kansas City.......ooeveneennn, WHB
New Orleans.................... wosu
Portland, Ore......cc.covuees KGW
Denver......ccocvvvveeciceannins KTLN

Norfolk-Portsmouth-

Newport News............. WGH
Louisville. ..ocvviieereeeieennen WAKY
Indianapolis........ccocerenne WIBC
Columbus........ccoeviiinnies WBNS
San Antonio.......cccceeeeenee KTSA

Tampa-St. Petersburg...... WFLA
Albany-Schenectady-Troy. WTRY

Memphis........cocovvvevveveienns WMC
PhoeniX.......oooevivnieiinenne. KoY
OmMana...coovvieriiiiei e enee waow
Jacksonville........ceeoonvieen, WMBR
Oklahoma City............o.... KOMA
SYracuse.......oooceccvvearnnanns WNDR
Nashville.......c.ocvcivrrecanen. WSM
Knoxville......occcovevvreiennns WNOX
Wheeling-Steubenville..... WWVA
LV P ————— KRMG
Fresno..ncivicriineeon, KFRE
Wichita.....c.cooreinmnronneee, KFH
Shreveport..........coonne... KEEL
Orlando........cccovurveerninnn WbBO
Binghamton.............. o WNBF
Roanoke.......covevivesven, WSLS
Bismarck....cooovviiicinrinnns, KFYR
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How well off are

Steelworkers?

Let their own union leaders answer. ..

in statements and official reports from the Atlantic City Convention
of United Steelworkers of America last September

Highest Wages in America

“We have the highest industrial
wages in America, 256 to 35 cents per
hour above even those of the automo-
bile industry.

“The average basic steelworker now

earns approximately $2.95 an hour, or
$5900 for a 2000-hour year.”

Pay Outstrips Living Cost

“This {rise in minimum pay since
1953} represents an increase of close
to 48 percent. In the same period the
cost of living has risen by a little more
than 8 percent.

“And we got 48!

But What About Layoffs?

“A laid-off American steelworker
under SUB (supplemental unemploy-

ment benefits) was receiving more in-
come than a fully employed steelworker
in any other country, even taking into
account the differences in cost of living.”

Steelworkers in Forefront of Industry

“The wage increases and improved
benefits place the wages, hours, and
working conditions of most steelworkers
in the forefront of American industry.”

i ] %

Steelworkers are well off, in all of the ways
their leaders claim.

Wages and benefits in steel have been rising
sharply. In fact, throughout virtually all
industry they have risen much faster than
productivity could be increased. That’s one
big reason for the inflation which cuts the
buying power of your dollar.

This message is being brought to you by

REPUBLIC STEEL

because

INFLATION ROBS US ALL

Republic Steel’s management seeks constantly for
materials and methods to help customers make
their products at lower cost. Republic pioneered
in the development of cold finished steel bars—a
rost reducer for thousands of products. Republic

also offers a wide variety of special sections, in
essence partially preshaped parts. Continuing
progress in techniques and metallurgy promise
even further improvements in machinability—a
vital ingredient in keeping finished part costs in line.
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A CALENDAR OF MEETINGS AND EVENTS
IN BROADCASTING AND RELATED FIELDS

(*Indicates first or revised listing)

JUNE

June 21-22—Colorado Broadcasters & Telecas~
ters Assn., Colorado Hotel, Glenwood Springs.
Howard Bell, NAB assistant to the president, will
speak.

June 22-25—Jowa Tall Corn Network, annual
meeting, Crescent Beach Lodge, Lake Okoboji.

June 22-23—Montana State U. School of Busi-
ness, Missoula, advertising conference. Thomas
D'Arcy Brophy, former board chairman of Kenyon
& Eckhardt, will be chief speaker. Joseph Sample,
KOOK AM-TV Billings, is chairman.

June 22-26—First Advertising Agency Group,
annual conference, Belmont Hotel, Cape Cod,
Mass.

June 22-Aug. 15—Summer Radio-Tv Institute,
Stanford U., Calif. George A. Willey, director.

June 23-25—National Community Television
Assn., Sheraton Hotel, Philadelphia.

June 23-Aug. 1—Broadcasting  Symposium,
Northwestern U. Radio-Tv-Film Dept., Evanston,
I1l. Speakers include FCC Chairman John C. Doer-
fer, Hugh M, Beville Jr.,, NBC; Gilbert Seldes,
Saturday Review, John 0’Brien, Voice of America;
Eric Barnouw, Columbia U.

June 25—FCC Comr. Robert E. Lee addresses
monthly luncheon meeting of Federal Communi-
cations Bar Assn., Willard Hotel, Washington.

June 27-July 1—Advertising Assn. of the West,
annual convention, Tahoe Tavern, Tahoe, Calif.
Speakers include Nelson Carter, AAW president
and vice-president-manager, Foote, Cone & Beld-
ing, Los Angeles; George Gribbin, president, Young
& Rubicam, N.Y.; Robert B. Murray Jr., execu-
tive vice president, Pan American World Airways;
James S. Fish, vice president, Genera! Mills; Paul
Willis, vice president, Carnation Co., Los Angeles;
Franklin Graf, vice president, A.C. Nielsen Co.,
Chicago.

June 28-29—South Carolina Broadcasters Assn.,
William Hilton Motel, Hitton Head Island, sum-
mer convention.

June 28-July 4—National Advertising Agency

Network, management conference, Del Monte
Lodge, Pebble Beach, Calif.

June 29-July 1—AMilitary electronics convention
sponsored by Professional Group on Military Elec-
tronics of Institute of Radio Engineers, Sheraton
Park Hotel, Washington. Space propulsion, spatce
electronics, radar, missile guidance, computers
and related topics will be discussed.

JuLy

July 5-11—Advertising Federation of America
management seminar in advertising and market-
ing, Harvard Business Schoo!, Cambridge, Mass.

BROADCASTING, June 22, 1959

Emerson Foote, McCann-Erickson senior vice presi-
dent, is in charge.

July 5-17—NAB Management Development Sem-
inar, Harvard Graduate School of Business Adm.,
Cambridge, Mass. Designed to give station man-
agement principles and analytic techniques in-
volved in the executive job. Dr. J. Sterling Living-
ston, professor of business administration, Har-
vard, and president of Harbridge House. is aca-
demic director. William P. Gormbly Jr., assistant
dean and director of Harvard advanced manage-
ment program, is administrative director. Sixty
broadcasters were accepted for enrollment by
university.

July 14-15—Idaho Broadcasters Assn., Shore
Lodge, McCall.

July 16-17—Air Traffic Control Symposium co-
sponsored by Radio Technical Commission for Aero-
nautics and Los Angeles section of Institute of
Radio Engineers. FCC Comr. Robert E. Lee and
James T. Pyle, deputy administrator of Federal
Aviation Agency, will speak.

July 16-19—American Federation of Television &
Radio Artists, annual convention, Chase Hotel, St.
Louis.

AUGUST

Aug. 3—Comments due on FCC proposal to revise
television network rules including cutting down
on option time, counting straddle programs as
cption time entirely, etc. Commission requests that
comments also refer to same revisions in radio
network rules. Docket 12,859. Postponed from
June 22,

*Aug. 16-18—Georgia Assn. of Broadcasters,
summer meeting, Jekyll Island.

Aug. 18-21—Western Electronic Show & Conven-
tion (Wescon), Cow Palace, San Francisco.

Aug. 21-23—Arkansas Broadcasters Assn., Hot
Springs.

“Aug. 23-24—UP1 Broadcasters of Connecticut,
Massachusetts and Rhode Island aboard aircraft
carrier Wasp, at sea; board destroyer at Quon-
set, R. I, for transfer to Wasp 100 miles out;
return to Boston.

Aug. 24-28—American Bar Assn., annual meet-
ing, The Americana, Miami Beach, Fla.

Aug. 28-30—West Virginia Broadcasters Assn.,
Greenbrier, White Sulphur Springs. FCC Comr.
Frederick W. Ford will speak.

Aug. 29—OQklahoma Broadcasters Assn, summer
meeting, Lake Murray Lodge, Ardmore. Judge
John Brett, presiding judge of Oklahoma Criminal
Court of Appeals whose court rendered decision in
favor of court broadcasting, will address luncheon.
Ben Sanders, KICD Spencer, Iowa, will conduct
sales clinic.

SEPTEMBER

Sept. 4-5—Texas AP Broadcasters, 1959 conven-
tion, Rice Hotel, Houston.

Sept. 10 — Advertising Research Foundation
seminar in operations research, on 13 consecutive
Thursdays starting this date. Further information
from ARF.

Sept. 12—AP Broadcasters of Qhio, Columbus.

Sept. 16-18—Michigan Assn. of Broadcasters,
fall convention, Hidden Valley, Gaylord.

Sept. 17-19 — Mutual Adv. Agency Network,
second in series of three-day workshop-business
sessions under new format calling for three
(instead of four) annual meetings, Bismarck
Hotel, Chicago.

Sept. 21-22—Louisiana Assn. of Broadcasters,
Francis Hotel, Monroe.

Sept. 21-23 — Westinghouse Broadcasting Co.
Third Industrywide Public Service Programming
Conference, Stanford U., Palo Alto, Calif.

Sept. 25—Advertising Research Foundation, fifth
annual conference, Waldorf-Astoria, New York.

Retail Sales

4459 7846,000
409 175,000
161,747 000

Effective

Buying Income
181,400 | $1,188,034,000( S833, 529000
&47,827,000

“
B
TE

+]
=

458,700
1,454 400 | 408,100 | %2,.594,204,000{51,974,432 000

Population

KDUB-TY
EPAR-TV

— _—

WEST TEXAS

TELEVISION HNETWORK

KDUB-TYV

LUBBOCK, TEXAS

KPAR-TV

ABILENE - SWEETWATER

KEDY-TYV

BIG SPRING, TEXAS

KICA-TYV
CLOVIS, NEW MEXICO
MATIOMAL REPRESEMT'VE

THE BRAMNHAM COMPAMY

W, D. "Dyb” Ro 'er‘s, i’residenf and Gen. Mgr.
R. $. ""Bud’ Nielsen, General Sales Manager
John Menry, National Sales Manager
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§ NUMBER 1

‘ HOOPERATED ‘
& PULSRATED

\ STATION ,'

\ 24 Hours a Day!
ay s s’

NOW! operating daytime on

5000 watts

(nights — 1000 watts)

IN KANSAS ‘1 MARKET!

Kansas' — Wichita's Best Buy.

Wichita consumers have a spend-
able income 5% above national
average...AND retail sales are
18.6% above national average!

WITH KANSAS ‘1 TALENTS!
KWBB features the top in

D.J’s— Jim Stowe, Billy Dee, Lee
Nichols, Dick Jones, John Camp-
bell, Jim Curran.

NEWS — Jim Setters, John Wagner,
George Langshaw, Tom Atkins.
FOR AN A#1 SHARE

OF KANSAS' LARGEST MARKET
BETTER BUY

KWBRE IN WICHITA
DIAL 1410

First in Hi-Fi Music @ News and Sports

George B. Hollingbery Co.

LAGEUG ) Southern-Clark-Brown Co.
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Sept, 29-Oct. 3 — Affiliated Advertising Agen-
cies Network international convention, Somerset
Hotel, Boston.

OCTOBER

Oct. 6-7—Electronic Industries Assn., value en-
gineering symposium, U. of Pennsylvania. Virgil
M. Graham, asscciate director; R. S. Mandelkorn,
Lansdale Tube Co., general chairman.

Oct. 7-9—Canadian Section, Institute of Radio
Engineers, annual convention, Automotive Bldg.,
Canadian National Exhibition, Toronto, Ont.

Oct. 7-9—Institute of Radio Engineers Cana-
dian Convention, Toronto, Canada.

Oct. 12-14 — National Electronics Conference,
15th annual meeting and exhibit at Hotel Sher-
man, Chicago, with expectancy of 10,000 attend-
ance and some 266 display booths. Sessions will
be held on antennas and propagation, audio, cir-
cuit theory, communications systems, computers,
microwaves, space electronics, television, transis-
tors, and communication and navigation, among
other topics.

Oct. 14-17—Radio-Television News Directors
Assn., 14th international convention, St. Charles
Hotel, New Orleans. Among speakers will be FCC
Chairman John C. Doerfer and Rep. John E. Moss
(D-Calif.), who will discuss broadcast news and
freedom of information, respectively.

Oct. 18-21—Western Regional Convention, Amer-
ican Assn. of Advertising Agencies, Biltmore and

e Why People Buy: Motivation Re-
search and Its Successful Application,
by Louis Cheskin, Liveright Pub. Corp.,
386 Fourth Ave., New York; 319 pp.;
$5.00.

Written by a veteran motivational
researcher, noted for both honesty and
perception, this volume is a clear ex-
position on what for many otherwise
well-trained people is still an unclear
subject: human behavior in the market
place. Coming to his life’s work
through the worlds of education and
art, Mr. Cheskin has embraced syn-
thesis as his only doctrine in what is
often a “one viewpoint” field.

Why People Buy covers it all. It ex-

“plains that the structure of a market-

ing program cannot consider pricing
at the expense of packaging. It shows
why present American film commer-
cials would fail if an attempt to trans-
fer them to the movie screen were
made. It points out the sobering effect
the Russian Sputniks had upon the
American psyche and why national
soul-searching became a common in-
door sport. Mr. Cheskin discusses sym-
bols and names and trademarks. He
weaves actual case histories into his
narrative with the skill of a Persian
carpetmaker. He rightfully pats him-
self on the back with a revealing reprint
of articles which predicted automobile
trends more than a year before this
book was published.

Why People Buy, then, is a book to
buy, read and keep. But social scien-

BOOKS

Miramar Hotels, Santa Barbara, Calif. Agenda
includes day of closed sessions for member agency
management delegates and day-and-a-half of open
sessions.

Oct. 22-23—Audit Bureau of Circulations, an-
nual meeting, Drake Hotel, Chicago.

Oct. 26-30—National Assn. of Educational Broad-
casters convention at Sheraton-Cadillac Hotel,
Detroit.

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

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

NOVEMBER

Nov. 2-4—Broadcasters’ Promotion Assn., 4th
annual convention, Warwick Hotel, Philadelphia.

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

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

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

Dec. 11—Comments due to the FCC on sterec-
phoni¢c multiplexing rules as part of FCC's inquiry
into possible wider use for fm subsidiary commu-
nicatiens authorizations.

tist Cheskin would be the first to agree
that it is also not to be digested whole;
each reader will have to decide for
himself wherein lies its nutrition.

o The Technique of Film Animation,
by John Halas & Roger Manvell, Hast-
ings House Publishers Inc., 151 E. 50th.
St., New York 22; 348 pp. $10.

Comprehensive and liberally illus-
trated, this book declares at once that
it is not a text on “how to do it” but
rather an account of “how it is done.”
And, according to these two English
authors, “it is done” in many ways in
many places.

All areas of animation are herein
covered: entertainment, instruction, ad-
vertising. All work involved is dis-
cussed, from color systems to sound
tracks to story boards. A glossary of
terms is provided for the beginner.
Some interesting views on the animated
film are brought home to the reader.
One figure in the field calls animated
children’s series on tv the largest new
use for the cartoon film, with the pos-
sibility of cartoon features produced as
tv “spectaculars.” Another feels that
the greatest area of growth is in the tv
spot commercial.

Those interested in animation, as
well as the entire film art form, will
surely wish to own this book but will
no doubt note the growth in publishers’
selling prices. There are a lot of pic-
tures in The Technique of Film Ani-
mation, but $10 is a heavy price for
a book.
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THE

QUALITY

TOUCH

~— to some, just a ship. To others, a
monument to our great heritage . .. diligently,
almost reverently constructed. In the same
way, it often takes those who fully
appreciate QUALITY to recognize itin

today's better radio and television stations.

radio & television

dallas

EDWARD PETRY & CO., NATIONAL REPRESENTATIVEsSs N BROADCAST SERVICES OF THE DALLAS MORNING NEWS
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DON McLEOD
Detroit’'s most
popular D.J.

WJBK-DETROIT

WJBK-DETROIT

TOM GEORGE
Everybody in Detroit
loves Tom
WJIBK-DETROIT

LEE ALAN CLARK REID
Most exciting “Tunes old and new
all-nite show just for you

WJIBK-DETROIT

“Hear, ye ... hear, ye!”. .. Familiar

words in the days when the Town
Crier served the broadcasting needs
of the people. Today, in great meas-
ure, this function is being performed
by the Storer Broadcasting Com-
pany. It is done in the spirit of
responsible (and responsive) service.

Hearxrken!..the town crier

This responsible service—with the
loyalty it has gained—is person-
ified in the modern-day ‘‘deejay.”’
He is a part of the vigor of his com-
munity, sensitive to his audience.
With music as his bell, he not only
is heard, but listened to ... Pro-
ductive results of his salesmanship
on Storer stations prove it.




TOM CLAY
“‘Jack-the-Bellboy’
tops with the teens'
WJBK-DETROIT

RUDY ERTIS
Ali-night man
to “‘night people”
all night
WSPD-TOLEDO

BRUCE MACDONALD
Has covered all aspects
of radio in Cleveland
WJIW-CLEVELAND

CHUCK PARMALEE
. muslic, service
announcements and news
WSPD-TOLEDO

BILL WRIGHT
The Rebe!
with a cause

WIBG-PHILADELPHIA BOB MITCHELL

WIBG's newest
big music gun
WIBG-PHILADELPHIA

JOHN CORRIGAN
The Music Man
1170 Club
WWVA-WHEELING

AL LEIBERT

Makes it easy to open
the other eye

WGBS-MIAMI

JIM ROWE
The “*Fabulous 58"
according to Toledo
WSPD-TOLEDO

TOM CARSON
‘*Police Beat,”
[astest-paced show in
nighttime radio
WJW-CLEVELAND

ﬂf-‘:‘
-

il:-r'
I

ToM D.ONAHUE
A big man
with a big sound

WIBG-PHILADELPHIA

HARDROCK GUNTER

MC of
Good Morning Show
WWVA-WHEELING

BOB ANCELL
Musicaster with a
“‘go’’ sound
wGoeBs-miAMI

JACK WILLIAMS
Show tunes new
and nostalgic
WSPD-TOLEDO

CHUCK RENWICK
Bright, popular music,
special announcements,

national news

WJW-CLEVELAND

LEE SUTTON
. . . consistently pulls

more commercial mail
WWVA-WHEELING

JOHNNY GRIMES

Music styled for rolling

back the rugs
WGBS-MIAM)

BILL GORDON
Sponsors love him!
WJIW-CLEVELAND

JOE NIAGRA
Ruler of
Philadelphia radio

WIBG-PHILADELPHIA

LEE MOORE
. .. one of nation’s lop
country western deejays
WWVA-WHEELING

b
";:—-‘ ¢
N
CAL MILNER

Master of picking
tomorrow's hits today

wGeBSsS-MIAMI

Q“o
] ol [ ]
o —
s ﬁ £ Storer Broadcasting Company~
‘Onm* WSPD-TV WJIW-TV WJBK-TV WAGA-TV WITI-TV
Toledo Cleveland Detroit Atlanta Milwaukee
WSPD WJW WJBK WIBG WWVA WGBS
Toledo Cleveland Detroit Philadelphia Wheeling Miami

National Sales Offices: 625 Madison Ave., New York 22, PLaza 1-3940 » 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498



The three top-rated personalities
in New Orleans are on...

M!SS Gl“"Y wnh Romper Room

Miss Ginny has proven that it is possible to build
a big morning audience. On Romper Room she
presents games, films, storybook time—entertain-
ment that makes kids 6 to 60 come back for more
all week long.

Represented nationally
by the Katz Agency

20

IWL-TV-

WWL-TV

Channel 4
MORGUS the Magnificent

on House of Shock

Check the ratings, any ratings, and you’ll see
that Morgus and the House of Shock rate tops
on Saturday night TV in New Orleans. This is

- the man whose fans have tied up an entire
telephone exchange *‘just to talk with Morgus.”
The Senior Class at Tulane University School of
Medicine has awarded Morgus an ‘“honorary
degree’” in medicine—and he’s being boosted as
a candidate for Governor of Louisiana!

! £oare )
with Popeye & Pals

Weekdays at 5:15 kids all over town flock
to tune in the Pied Piper of New Orleans
—Uncle Henry Dupre. They love this

genial entertainer, whose television and
radio career in New Orleans spans 27 years.

NEW ORLEANS4
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MONDAY MEMO

from PHILIP H. COHEN, vice president, radio-tv director, Sullivan, Stauffer, Colwell & Bayles, New York

The battle of summer tv reruns...

As usual everyone is talking about
repeats, but no one is doing anything
about them except Mike Stokey.

Yet, just look at the line-up of re-
peats during one week last summer:
Sunday—13 repeats between 6:30 and
10:30 p.m.; Monday-—13 repeats be-
tween 6:30 and 10:00 p.m.; Tuesday—
9 repeats between 6:30 and 11:00 p.m.;
Wednesday—12 repeats between 6:30
and 10:30 p.m.; Thursday—13 repeats
between 6:30 and 11:00 p.m.; Friday
~—15 repeats between 6:30 and 11:00
p.m.; Saturday—16 repeats between
6:30 and 11:00 p.m.

Repeat shows, as clients and agencies
know well, are economic necessities in
the tv show market as it is now priced.
Shows that once cost $20,000 or $25,-
000 have virtually doubled due to regu-
lar escalator increases, talent increases,
union increases, etc. No one wants re-
peats—not the client, not the show
packager, certainly not the stars and
most important of all not the public.

Total Viewing Important ® The client
is well aware of the fact that repeat
shows by and large mean lower ratings
and lower ratings mean that fewer peo-
ple are receiving his message. Low cost-
per-thousand is important to all clients,
but it is not the full story. The total
number of viewers is still of vital im-
portance to the advertiser,

The show packager in addition to the
first run of his show is interested in
residuals. When 13 of his programs are
rerun in the original contract, he is sell-
ing third runs of one-third of his pro-
grams the first time he goes into the
syndicated market with them. This is
a fact occasionally glossed over in the
buying and selling of syndicated shows.

The stars have a concern in the re-
peat problem because their professional
lives are based on continuing accept-
ance. Repeats, with their attendant rat-
ing decreases, to some degree hurt the
stars’ acceptance.

Except in rare instances such as the
Fred Astaire show and “Green Pas-
tures,” the public is unhappy about re-

peats and relays its dissatisfaction to
Nielsen, Arbitron and Trendex.

Damage Is Excessive ® Shows are
repeated in order to cut down the aver-
age annual cost. The damage done by
repeat programs is far greater than the
13-week lull which they create. In ad-
dition to the negatives listed above, it
should be noted that repeat shows
mean:

1. A loss of interest and audience
for specific shows.

2. A decrease in general tv tune-in
which hurts television as a medium.

3. A decrease in ratings even when
new product comes back on the air
because people are repeat-conditioned.

It would be impossible (and unfair)
to ask the network, client, or packager
on his own to break the summer re-
peat cycle, but perhaps all working

-€ g ! i : g;-lﬁf

Philip H. Cohen b. Honolulu Aug. 15,
1911. Received B.A., government, Har-
vard U., 1932. Was director of Rocke-
feller Research Project, Library of Con-
gress, Washington, 1939-41; director of
American broadcasting station in Eu-
rope for Office of War Information
1941-45; head of daytime radio for
Ruthrauff & Ryan 1945-46. He started
with SSC&B in 1946 as head of radio-tv
and was elected v.p. 1948. Married
Henriette Herz. They have two sons,
Philip L. and William E.

jointly could tackle the problem con-
structively.

One Possible Solution ® For example,
supposing a client would make a deal
with a packager to do 39 films of his
major show and 13 live or filmed shows
of a new and different property with
the client having the option to pick up
the new show.

The network would be asked to make
some concession in terms of time cost.
The packager and client would make
some investment in the new property,
but it could be an investment that might
well pay dividends in terms of develop-
ing new properties and preventing the
dilution by repetition of the going prop-
erty. The talent and other unions might
make some concessions, too, for it is
surely to their interest to have new
material on the air.

This is merely one way to face up to
the repeat problem.

Dollars and Sense ¢ For a moment
let’s consider the numbers in the prob-
lem of abolishing or decreasing the
number of repeats. A $50,000 show
with 13 free repeats means a saving to
the show’s clients of $650,000 or
$325,000 to each of the alternate
clients. If the repeat costs are cut from
$50,000 to $20,000 per show, the
clients save around $400,000, or $200,-
000 per client.

In a market that is now almost at the
breaking point in terms of cost-per-
thousand, the clients will not and
should not be asked to bear the cost of
a repeat-free television schedule. Most
clients would probably be happy to play
a part in such an effort, but all of the

people interested in new, fresh tele-

vision would have to work together in
such an endeavor.

The problem of repeats may well get
worse before it gets better. This is indi-
cated by the fact that several shows
have been offered on a 26-new and 26-
repeat basis and there is one case where
there will be 13 new and 39 repeats.

At any time now we can look for-
ward to a series called Son of Reruns.

... Shallow victory for economy
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ALL AMERICA WANTS SERGEANT BILKO! And now— for

the very first time — Bilko, Golonel Hall, Doberman, and all the
platoon regulars plus top-hrass guest stars are available

for off-network duty,as THE PHIL SILVERS SHOW bhecomes the
higgest comedy series ever to enter first-run syndication.

The most valuahble goldbrick this side of Fort Knox, Bilko

is completing four lauvgh-happy years on the GBS Television

Network. During that time, television’s fop-rated top kick,

his supporting cast, his director and his writers —one of the

largest, ahlest companies in all television—have won honors
hy the truckload...including a total of 8 Emmy awards?’ .

Carling Brewing Co. (through its agency Benton & Bowles)
has drafted Sergeant Bilko for a three-year hitch in 63 major
U.S. markets. To join up, wire or call on-the-double...

CBS FILMS @

““...THE BEST FILM PROGRAMS FOR ALL STATIONS’’
NEW YORK, CHICAGO, LOS ANGELES,
DETROIT, BOSTON, SAN FRANCISCO, ST.LOUIS, DALLAS,
ATLANTA. IN CANADA: S-W. CALDWEILL, LTD.




- MAGNIPHASE
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Originally developed for Continental’s
famous super-power transmitters, MAGNY-
PHASE is now available to all broadcasters!

MAGNSPHASE is an electronic device used
to protect the antenna system from damage
due to arcing. Whether an arc is caused
by static discharge or a line fault, the

MAGNfPHASE system will instantaneously
squelch the transmitter output. This pre-
vents the arc from being sustained by RF
energy. Immediately self-restoring, the
transmitter interruption goes unnoticed
on the air.

write for detailed description!

MANUFACTURING COMPANY
4212 S. BUCKNER BOULEVARD » EVergreen 1-1135 =« DALLAS 27, TEXAS

United Press International
Facsimile Newspictures and

United Press Movietone Newsfilm
Build Ratings

_ OPEN MIKE_____

Agency likes ‘Yedarbook’
EDITOR'

We are most appreciative of being
included in the YEARBOOK and know
the new edition will again be a most
valuable publication to us.

Harold A. Smith

Program Promotion and
Merchandising Mgr.

Needham, Louis & Brorby,
Chicago

Fm is doing nicely
EDITOR!:

Re your June 8 article “Fm Meeting:
Circle of Confusion”: We beg to take
exception. Especially with the lead
which reads “Fm broadcasting, mid-
1959 model, is all mixed up.”

We’re doing nicely, thank you. Or at
any rate, those of us who are fm broad-
casters are doing nicely (and in this
case I speak for myself, for Wallace
Dunlap of WXHR-FM Boston and,
we’re sure, many others around the
country).

There may be confusion, but it seems
to us to originate with those in fm who
are pushing other than broadcast serv-
ices. Those of us who believe in fm as
a broadcast medium of superior techni-
cal quality are not the least confused.
We are not interested in sut ’,g:nrv
services, background music or Stui.
casting. And, in the case of stereo, we
know that we cannot foist off on the
listening public less than the best that
is technologically feasible—and cer-
tainly not on the ground that the pub-
lic doesn’t know any better. We know
further that a meeting like the one de-
scribed in your article was bound to
end in confusion, but hope the broad-
cast and advertising industries realize
this is not representative of the state of
the fm art today.

We were further disturbed that the
old charge of “pirating” was raised
again. We had hoped this ghost had
been laid to rest when the background
operators won their case to continue
simplexing. It is absurd to speak of
pirating background music by allowing
receivers into the hands of the general
public, when that same background

E4£- BROADCASTING

SUBSCRIPTION PRICES: Annual subscription
for 52 weekly issues $7.00. Annual subscription
including yearbook Number $11.00. Add $1.00
per year for Canadian and foreign postage.
Subscriber's occupation required. Regular is-
sues 35¢ per copy; Yearbecok Number $4.00

per copy.

SUBSCRIPTION ORDERS AND ADDRESS
CHANGES: Send to BROADCASTING Circula-
tion Dept., 1735 DeSales St., N.W., Washing-
ton 6, D.C. On changes, please include both
old and new addresses. ’
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40% of the Memphis
Market is NEGRO—
and you need only
one medium to sell

it—-WIDIA !

YOURE MISSING 40% OF THE MEMPHIS
MARKET ... IF YOURE NOT ON WDIA!

MORE THAN JUST A RADIO STATION ... WDIA IS A POWERFUL ADVERTIS-
ING FORCE IN MEMPHIS—AMERICA’S 10th LARGEST WHOLESALE MARKET!

WDIA reaches one-and-a-quarter million Negroes. They have totaled earnings of $414,-
294,100 per year. And 80% of their income is spent on consumer goods!

SN ns S g N

And, before the Memphis Negro buys, he listens—to WDIA! That's why, no matter what

e A

your budget for the Memphis Market . . . no matter what other media you're using . . .
a big part of every advertising dollar must go to WDIA! Otherwise, you're literally
missing 40% of the Memphis Market!

Write today for facts and figures

Egmont Sonderling, President
Bert Ferguson, Exec. Vice-President
Archie S. Grinalds, Jr., Sales Manager

WDIA IS REPRESENTED NATIONALLY 8Y THE BOLLING COMPANY

MEMPHIS' ONLY 50,000 WATT STATION « 1070 KC
TOP RATED BY ALL AUDIENCE SURVEYS FOR TEN YEARS!
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B Inside the envelope of this famous power triode are incorporated many modern
techmques of power tube manufacture. Some were basic to the ‘‘original” design.
Many others have been adopted over the years—in line with RCA’s never-ending effort
to increase tube reliability and operating life.

But whether these techniques are old or new, this fact is sure:

every one pays off for you in lower tube cost per hour of transmitter operation.
A typical example, this, where constant attention to tube engineering

details makes the better tube!

Your RCA Industrial Tube Distributor handles RCA Power Tubes for every broadcast
and TV station application. He'’s standing by to serve you.

RADIO CORPORATION OF AMERICA

Vs Electron Tube Division Harrison, N. J.
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HOW MANY SMOKE NON-FILTER CIGARETTES? HOW MAN
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HOW MANY BUY OVER 6 CANS OF BEER WEEKLY? HOW
HOW MANY ARE HOUSEWIVES, AGED 18-347? HOW MANY
HOW MANY SPEND OVER $3 A WEEK ON TOILETRIES? |
HOW MANY USE THEIR CARS 7 DAYS A WEEK? HOW MA
HOW MANY SPEND OVER $30 A WEEK ON GROCERIES? HC
HOW MANY HAVE CHILDREN UNDER 12 YEARS OF AGE? H
HOW MANY IN HOUSEHOLD SMOKE CIGARETTES? HOW
HOW MANY USE HOME PERMANENTS? HOW MANY USE
HOW MANY SMOKE FILTER CIGARETTES? HOW MANY SN
HOW MANY SMOKE NON-FILTER CIGARETTES? HOW M/
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HOW MANY USE THEIR CARS 7 DAYS A WEEK?
HOW MANY SPEND OVER $30 A WEEK ON GROCERIES?
HOW MANY HAVE CHILDREN UNDER 12 YEARS OF AGE’
| HOW MANY USE HOME PERMANENTS? HOW MANY USH
HOW MANY IN HOUSEHOLD SMOKE CIGARETTES? HOW MANY |
HOW MANY SMOKE FILTER CIGARETTES? HOW MANY SMOKE F
HOW MANY SMOKE NON-FILTER CIGARETTES? HOW MANY
HOW MANY BUY OVER 6 CANS OF BEER WEEKLY? HOW
HOW MANY ARE HOUSEWIVES, AGED 18-347? HOW MANY
HOW MANY SPEND OVER $3 A WEEK ON TOILETRIES? H
HOW MANY USE THEIR CARS 7 DAYS A WEEK? HOW MA
HOW MANY SPEND OVER $30 A WEEK ON GROCERIES? F
HOW MANY HAVE CHILDREN UNDER 12 YEARS OF AGE? |
HOW MANY USE HOME PERMANENTS? HOW MANY USE H¢
HOW MANY IN HOUSEHOLD SMOKE CIGARETTES? HOW MANY IN HOUSE
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OF BEER WEEKLY? HOW MAN

oreat first from WRCA-TV—a loeal

program Audience Characteristic Profile that
tells you who's watching and what they buy!

Now WRCA-TV cracks the big research barrler and brings you
the first qualitative measure of audiences of local TV programs like
“Hi Mom” and “Dr. Joyece Brothers.” Based on vital new research
by Pulse, Inc., the AUDIENCE CHARACTERISTIC PROTILE

takes audiences apart, shows who they are, what they buy, and

how much. Examples: Both “Hi Mom' and “Dr. Joyee Brothers”
reach a higher proportion of housewives in the high-purchase 18-34
age group than does the average daytime TV show. Both shows

reach more homes spending over $30 a week for groceries. Both
reach a higher proportion of homes where the family auto is used
6 to 7 days a week.

WRCA-TV, the leadership station in New York television, offers
this information to advertisers, free and without obligation, to aid
them in making the most efficient investment of their TV dolars in

thenation’s first market.
Get the full details now, I : O (& = l i’ .4:
.NBC IN NEW YORK +* SOLD BY NBC SPOT SALES
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WHAT’'S RIGHT AND WRONG WITH NAB

e Survey shows opinion divided on association’s usefulness

e There’s no groundswell of rebellious discontent

o But half of members find some reasons to be dissatisfied

NAB is “reasonably successful” as a
trade association but about half its
members show “some dissatisfaction.”

This nationwide image of industry
reaction to NAB’s operations is shown
in a study conducted by an independent
management research firm—Stewart,
Dougall & Assoc.

Through the bulky document run
critical comments by small groups of
important member and non-member
stations who feel that:

e NAB’s internal structure isn’t ade-
quate.

e Some staff officials don’t under-
stand many primary industry prob-
lems.

e President Harold E. Fellows should
have a strong operating man prepared
to assume the presidency when he re-
tires.

® A better job is being done by pres-
ent leadership than was the case a dec-
ade ago.

e The association is “excessively
status quo” and lacking a forward-
looking leadership.

® The board and committees are
dominated by “a perpetuating group,
some of whom don’t understand to-
day’s operating problems.”

This board-committee criticism
prompted three large stations to say
this was one of the reasons they were
going to resign from NAB.

The research report says that assum-
ing NAB is adequately representing the
industry, it faces a public relations
problem in telling its achievements to
broadcast management. The association
was urged “to build a more positive
image of its abilities and leadership.”

Stewart, Dougall & Assoc. was com-
missioned after the NAB board’s Feb-
ruary meeting to conduct an impartial
image study of NAB. A fund of $15,-
000 was provided. The interviews cov-
ered all classes of stations, including
102 member outlets.

The two basic jobs of NAB, the sur-
vey shows, are government relations

BROADCASTING, June 22, 1959

and public relations. Important seg-
ments of the membership feel NAB
should create a better public image of
radio and tv (see story of tv informa-
tion project, page 116).

What Members Get ® Frequent com-
plaint was made that NAB is sending
the members large batches of printed
matter they aren’t interested in and
don’t read. On the other hand many
want more and better information on
the association’s activities and accom-
plishments plus more personal contact
with the headquarters organization.

Some larger stations showed they
aren’t interested in some of the basic
NAB services such as legal, engineering,
wage-hour and labor relations because
they have their own counsel and con-
sider the services mostly applicable to

small stations. On the other hand,
those who have used these services
said they liked them.

Best-known association activities, ac-
cording to the survey, are the codes,
labor relations, engineering, ASCAP
contracts, and freedom of information.
Numerous broadcasters said they didn’t
know what NAB’s committees are do-
ing. The Highlights weekly report was
referred to as uninteresting to a large
part of the membership, with some
respondents feeling there should be
a top management section, inspirational
stimulus to stir up more interest in
NAB and material promoting industry
pride.

NAB’s station relations unit was
said to lack personnel. The depart-
ment, it was suggested, should conduct

shown at right below) :

“creative relations”

Press for equitable radio ratings

Less printed materiai

What NAB should do

The Stewart, Dougall & Assoc. survey of industry reaction to NAB in-
cludes this list of “should do’s” for NAB, based on comments by 102 NAB
member stations (Numbers of respondents suggesting each correction are

More emphasis and strength in government matters, especially in
Create stronger public image of radio
Create stronger public image of tv

Strengthen adherence to radio, tv codes
Campaign against double-billing and rate-cutting
More information on NAB activities, achievements
More personal contacts between NAB and members
More data such as comparable finance and wage regorts
Directory of NAB services and publications
Stronger assistance for President Fellows
Entice more key successful broadcasters into NAB affairs ... .. ... 21
More concern over problems of broadcasters in secondary market

e T =Y o - S 13
Cut size of annual convention (limit to management, operating
people) ... 16
More specialized problem-solving convention sessions ......... 17
Better speeches . ........ ... ... . .. ., 14
Separate groups at conventions (large, small stations, etc) ... ... 10
N



PREVIEW

ELWOOD’S
Saft Drink Sidewaik
CAFE

U.S. Steel’'s Penelope ® In the
summer it’s soft drinks and for U.S.
Steel Corp. the soft drink season
is a time for consumers to think
in terms of “Throw-Away Cans. . . .
Made of Steel.” Last Wednesday

two animated commercials produced

BBDO, U.S. Steel’'s agency, intro-
duced an animated Penelope who
has appeared before in print and
.outdoor advertisements.

(June 17) on the U.S. Steel Hour

by Transfilm-Wylde Animation for

The cam-

paign will run through Labor Day.
While ushering in U.S. Steel’s crea-
tion of an animated tv character for
soft drink cans, the commercials
also marked the first completed work
of Transfilm-Wylde animation, a
new affiliation between the film com-
mercial house and the animation
studios formed last month. Jack
Zoller of BBDO was agency pro-
ducer on the one-and-a-half and
two-minute commercials.

In one sequence, Penelope joins

Soft Drinks

in throw-away

with friend Elwood in a sidewalk

soft drink cafe enterprise (left
sketch) only to be annoyed by little
Freeman who drives his auto all
around the premises and constantly
interrupts the entertainment and dis-
courses on the advantages of drinks
in cans. Attempt to keep Freeman
under control by lashing his car to
the scenery (right sketch) results
in the curtain being pulled down.
But it does enable Penelope to de-
liver the final message.

a member-relations program, keeping
members informed on all events from
legislative activities to meetings.

Family Bias ® This appraisal of sta-
tion :attitudes was made in the report:
Member stations are more favorable in
opinions than non-members; larger
stations are more critical than medium
or small stations; small and medium
non-member statiofis are more critical
than members; tv managers are more
critical than radio managers; station
managers active in NAB tend to have
more reservations about NAB achieve-
ments than non-active managers.

Those who are favorable in their
attitude toward NAB give it credit
for many accomplishments in- cutting
down government interference with
radio, “mollifying FCC attitudes” to-
ward the industry and leading success-
ful ASCAP negotiations.

On the other hand, NAB’s critics
argue the association has been unsuc-
cessful in one or more of these areas
and claim it fails to take strong posi-
tions or display adequate leadership.

In general the survey showed ap-
proval of the NAB spring conventions
and autumn regional conferences, feel-
ing they are useful. Greater specializa-
tion was advocated and elimination of
the “carnival atmosphere” at conven-
tions was favored.

These figures were cited:

® 929% of members oppose discon-
tinuance of fall conferences.

® 25% receive no benefits from the
conferences.

® Over 60% of members attend
conventions to see other people.
In comments on NAB’s printed mat-

32 (APPRAISAL OF NAB)

ter, some managers said they were
mainly interested in information on
financial, labor and engineering mat-
ters. Some said they keep abreast of
industry activities through other sources
and have no time to read NAB mate-
rial which repeats what they have al-
ready seen in trade publications.

And in any case, it was observed,
NAB should concentrate on industry-
wide activities rather than services and
publications which aren’t especially
necessary..

The report showed 209% of members
and 31% of non-members do not
identify NAB with any objectives. The
non-members included large outlets that
feel NAB lacks direction and smaller
stations that aren’t interested in an in-
dustry association.

The Leadership ® A fifth of NAB
members said they feel some broad-
casters active in association affairs are
perennial or self-perpetuating in their
NAB roles, contending others should
assume responsibility. A fifth feel
NAB lacks enough strong staff mem-
bers with industry experience and stat-
ure. They feel a strong operating
executive should be in training to fill
the president’s position on his retire-
ment.

About 10% want a division of NAB
functions with more autonomy for
radio and tv. Others assert, “The asso-
ciation should function as an embrella
over many diverse elements in the in-
dustry, maintaining a primary interest
in industry-government matters only.”
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