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Sales are UP in booming Detroit
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And UP is definitely the word for WIBK-TV viewers

August ARB UP to 36.5% of Audience! 28% HIGHER than
any other Detroit station! Among the three HIGHEST CBS
AUDIENCE SHARE in any 4-or-more station markets.

WIBK-TV continues its 10 year dominance of the
nation’s fifth market:

1,900,000 TV homes . . . $9-billion in purchasing power!
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NO MATTER WHAT lm Imes...

MORE OF YOUR SIOUX CITY CUSTOMERS ARE WATCHING KVTV

Whether it’s mid-morning or 4:00 P.M.* when the KVTV Players stage one of their special production
intros to the “My Little Margie” show. Such quality programming results in more viewers. .

No matter what time it is right now, call vour Katz man. Ask to see his latest ARB which proves
why KVTV is the best buy in Sioux City.

“The KVTV Players feature Roland King and are directed by Jim Henry, These talented plavers are available for the
production of special “live spots” to add “more sell” to your sales message, thus increasing the sale of your product in
Sioux City.

T T PEOPLES
BROADCASTING CORPORATION
i KVTY | . . . Sioux City, lowa
b ) WGAR .. .. Cleveland, Ohio
. ;. WRFD . . . . Worthington, Ohio
WITM . ..

+ Trenton, New Jjersey

\ CHANNELQ [ ] SIUUX [:'TY' IUWA \ a4 g \‘{]\IMN « + » « Fairmont, West Virginio
CBS « ABRC WNAX . . . . Yankton, South Dakota
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MIDGETS, MERMAIDS AND ELEPHANTS P.T. BARNUM

An American legend in his own lifetime, Phineas Taylor Barnum styled himself "The Prince of Humbugs”. His

advertising copy surpassed anything in the subsequent history of publicity in intensity and selling power. Here
was a salesman of gigantic stature, who sold the world such exotic oddities as Tom Thumb, the Fiji Mermaid
and Jumbo. Today, their very names are imbedded in the language we speak.  Barnum was a showman
but above all, Old P.T. was a salesman! Showmanship and effective selling keynote the Balaban policy. Origi-
nal programming and dominant personalities make KBOX a powerful voice to sell your products and services

with maximum effect under the Big Top in Big D. KBOX is a showman—but above all, KBOX is a salesman!

wWiL THE BALABAN STATIONS

5t. Louis
KBOX In tempo with the times

Dallas 2 .
WRIT John F.Box, Jr.,, Managing Director

Milwaukee Sold Nationally by Robert E. Eastman




 year of
telecasting in
the public interest

WGAL-TV
Channed &

LANCASTER, PA.
NBC ...CBS

We are pleased to announce, as we enter the fall of
our 11th year, that finer programs than ever are to
be broadcast on WGAL-TV. To our friends, viewers
and advertisers, we pledge for the future, a strict
adherence to this long-established policy—program-
ming planned to improve, entertain, inspire, edu-
cate and satisfy the many communities we serve.

STEINMAN STATION * Clair McCollough, Pres.

Representativer The MEEKER Company, Inc,, New York + Chicago s+ Los Angeles s San Francisco
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For sale or trade * NBC executives
concerned with station ownership mat-
ters expect to be kept busy for some
time analyzing anticipated flood of sale
or swap propositions resulting from an-
ti-trust consent decree divesting NBC
of Philadelphia stations. Markets which
NBC will find most attractive as alter-
natives to Philadelphia are San Fran-
cisco, Detroit and Boston. Network is
not under pressure to make quick deal.
It doesn’t have to get out of Philadel-
phia until Dec. 31, 1962 (story page
35).

How much can NBC get for its
WRCV-AM-TV Philadelphia? Specula-
tion last week went as high as $20 mil-
lion. That was price CBS paid Philadel-
phia Bulletin last year for WCAU-AM-
FM-TV—but that property had better
real estate than NBC’s Philadelphia fa-
cilities. Footnote: There’s one hitch—
probably slight one—that could stall
NBC sale of WRCV-AM-TV. Licenses
of those stations are now under protest
by Philco at FCC, and that matter has
to be cleared up before NBC can un-
load.

Day watch ¢ Daytime television busi-
ness—and business practices—are go-
ing to be scrutinized more extensively
than ever before. Broadcast Advertisers
Reports plans shortly to start expand-
ing its daytime monitoring into 50 ad-
ditional markets. These are same 50
that BAR added last year for nighttime
monitoring. It plans to add daytime
checking at rate of 12 to 15 markets
per quarter, starting in October. With
25 markets already monitored day and
night by BAR service, expansion will
bring total to 75. Monitoring averages
better than one week per market per
quarter.

CBS stereo ® Am stereo system which
CBS Labs showed CBS Radio affiliates
last week (story page 30) has been kept
under wraps, and not much technical
information was given affiliates. But it’s
learned total signal of both stereo chan-
nels is transmitted by am, so any stand-
ard set can receive normally. Signal
containing stereo component is sent in
special modulation (which CBS Labs
calls “modified quadrature modula-
tion”) which can be received only by
special gear hooked to standard set. To-
gether, they add up to stereo. System
soon will be shown to FCC.

A uhf lobby? ® There’s speculation,
but solely in quizzical way, whether
FCC’s engineering staff is trying to

“sell” uhf to commissioners. Question
first arose several months ago when
Chief Engineer Ed Allen submitted
paper on virtues of uhf, particularly
on how number of uhf transmitters
could cover larger metropolitan areas.
Question was revived with stronger em-
phasis last week when it became known
that Technical Information Chief Wil-
liam Boese had submitted suggestions
on complete overhaul of tv standards
(see page 108).

Floating turntable ® Radio authorities
in Sweden and Denmark are trying—so
far futilely—to figure way to eliminate
competition from radio station on board
ship which stays in international waters
off their coasts. Floating station plays
U.S. recorded music, attracts audiences
in both countries, sells time which both-
ers non-commercial, government-oper-
ated radio systems of Sweden and Den-
mark. Ship has changed registry several
times, was under Panamanian flag at
latest check.

Gray reaction ® Word now is that new
tint (as opposed to full-color) tv tech-
nique which RCA has been testing will
probably be put aside to simmer for
while. Tests were run via RCA-NBC’s
WRCV-TV Philadelphia. Public reac-
tion, solicited as part of tests, ran hot,
cold and in-between. It’s not official. but
feeling seems to be that returns were
not exciting enough to warrant further
tests now. Process, called Electronic
Color Effects, causes pictures on con-
ventional black-and-white sets to come
out in overall tint of red, blue or green,
depending on color information fed into
transmission.

Slow changes ® Don’t look for major,
one-gulp policy revision at FCC as se-
quel to Congressional amendment of
Sec. 315, political broadcasting law.
Way things stand now, FCC will apply
new law as cases develop—and some
commissioners expect there’ll be prob-
lems in interpreting what constitutes
the types of news programs now ex-
empted from equal time requirements.

Corner cutters ® In revived negotia-
tions with ASCAP over portions of new
radio music license contract (BROAD-
CASTING, Sept. 21), All-Industry Music
Committee is up against problem that’s
making life difficult. ASCAP apparent-
ly isn’t just talking when it charges that
some stations have been cutting corn-
ers by deducting, one way or another,
more than they’re entitled to take off
their revenue totals before figuring pay-
ments due to ASCAP. Broadcasters say

CLOSED CIRCUIT:

this may be true in some cases, but call
them exception rather than rule and in-
sist that ASCAP should not be allowed
to capitalize by penalizing non-guilty
majority, too.

0dd thing is that ASCAP apparently
is in bind on very same question. It's
allowed these infractions to go unchal-
lenged for years. This raises in some
minds (including, reportedly, some
ASCAP minds) question whether, under
ASCAP consent decree’s equal-to-all
requirements, all licensees must not be
allowed to make these same deductions.

Murrow’s schedule ® Edward R. Mur-
row, now in Europe, will undertake
maximum of 26 specials for CBS-TV
during 1960. That’s outside limit he
has set, and in Copenhagen last week,
on tour of Scandinavia, Mr. Murrow
expressed some worry he could turn out
as many as that but said he would try.
Working with him will be long-time co-
producer, Fred Friendly.

Hausman successor ® With Lou Haus-
man leaving CBS Radio as advertising
and promotion vp to become TIO di-
rector (see page 29) first speculation
on his successor in network post cen-
tered on Louis Dorfsman, director of
art, advertising and promotion.

London tape center ® NBC news has
hopes of stepping up flow of tv news
material from Europe by setting up
permanent video tape center in London.
Plans would call for various European
countries to feed film coverage on reg-
ular schedule to tape center where it
would be taped for transmission to
NBC New York via aircraft or by slow-
scan on transatlantic cable. Some of
NBC’s coverage of President Eisen-
hower’s recent European visit was han-
dled in this fashion. Gene Juster, man-
ager of NBC news film operations, at-
tended European Broadcasters Union
meeting this month to talk with repre-
sentatives from European countries
about participation.

30-minute future * Top media execu-
tive who asks anonymity, because of his
agency’s client, sees long-range danger
of television “squeeze” developing on
national advertisers and their agencies.
On one hand, he points out, network
tv is pushing high-budgeted specials and
hour-long programs, while on other, ad-
vertisers .appear to be seeking spot as
basic medium. He questions: Where do
these pressures leave advertiser of 30-
minute show? Is half-hour network pro-
gram doomed?

Published every Monday, 53rd issue (Yearbook Number) published in September by BroapcasTiNg PusLICATIONS INC.,
1735 DeSales St., N. W., Washington 6, D. C. Second-class postage paid at Washington, D. C
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—WEEK IN BRIEF _____

Untapped news market: those over 60 ¢ There are
more people in the over-60 market than in the teenage
market, but the latter seems to get most of the attention
of radio programmers. Especially for news, there is a
big potential audience among the senior citizens, ac-
cording to Marshall Hawks, vice president and radio-tv
director, Emery Advertising Corp., Baltimore. The sales

- & potential is explored in this week’s MoNDAY MEMO.
MR. Hawks Page 19.

= i iy

NBC signs antitrust consent decree ® Justice Dept. puts hobbles on
| NBC station purchases and station representation; provisions in consent
judgment filed in antitrust suit order network to dispose of Philadelphia
stations, limits freedom to acquire new stations and to add new stations
1 to spot rep list. Page 35.

| What's ahead in tv programs ® Appraisal of over 30 tv programs set
for 1959-60 season indicates a trend that may be a formula for future
years: a large base of adequate, mass-appeal, commercial productions,
. liberally sprinkled with high-budget, quality specials. Page 43.
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Tv billings at a glance ® More than $624.7 million at gross rates in-
|  vested in network and spot combined in first half of year. Procter & |
| Gamble, Lever and American Home Products are heavy-spending trio
' in July. Tabulations and reports by TvB. Pages 73 and 78.

i What an agency wants ® Ed Fitzgerald, J. Walter Thompson Co., says
rate trickery can put agency in an embarrassing position and make it
gun-shy in budget allocations. Page 80.

The place of public service ® Westinghouse Broadcasting Co.’s third
local public-service program conference upholds the importance of indi-
vidual creativeness and reviews ways to improve programs. Page 89,

) Five famous voices ® Noted figures in arts and science tell broadcasters |
at Westinghouse public-service conference they are shaping destiny by |
molding opinion and keeping public informed. Page 90.

o N PR

Radio profits take a beating ® Radio revenues for 1958 inch up to
$523.1 million, but profits slumped badly to $37.3 million—down 37.1%.
Total radio-tv broadcast revenues hit $1.6 billion, up 6.3%. Page 96.

New entry in clear situation ® FCC asks comments on proposals to
duplicate all Class 1-A clear channels with widely scattered Class II
stations; terminates daytime skywave proceedings with additional pre- |
sunrise-sunset protection for dominant stations. Page 106.

Staffer offers new tv approach to FCC ® New suggestions made to meet |
tv allocations problem; overall tv standards, or at least study feasibility ¢
of this move. Improved techniques may breathe life into uhf, says FCC’s |
William C. Boese. Page 108. E

WHDH vindicated on ch. 5 ¢ Special Examiner Horace Stern finds no
wrongdoing by Boston Herald Traveler or by former FCC Chairman
George C. McConnaughey in 1957 tv grant, sees no grounds for setting
aside award in initial decision. Page 112.

] TELEVISION MNETWORK
DEPARTMENTS g s .

3 KDUB-TV
AT DEADLINE ........ccvvuennne. 29 MONDAY MEMO . . ............... 19
BROADCAST ADVERTISING ........ 73 OPEN MIKE «ovvoonnerennennnnns 20 | LIE'BI:O CK, TEXAS
BUSINESS BRIEFLY ................ 86 OUR RESPECTS ................... 137 -
CHANGING HANDS ............... 98 PLAYBACK .......covveneonnnn.. 20 AR-TYV
CLOSED CIRCUIT ................. 5 PROGRAMMING .................. 89 ABILENE - SWEETWATER
COLOCASTING ..........cocnuvnnn. 50 RATINGS ............coovvvinnnn. 84 _
DATEBOOK ........covenienenennn. 10  WEEK’'S HEADLINERS .............. 32 | KEDY-TV
EDITORIAL PAGE ................. 138 1 BIG SPRING, TEXAS
EQUIPMENT & ENGINEERING ...... 118
FATES & FORTUNES ............... 120 e YT 4 [ K | CA-TY
FOR THE RECORD ............... ..125 R ., P> 9, §
GOVERNMENT ................... 106 " ° 2 ﬂ ;; { CLOVIS, NEW MEXICO
LEAD STORY .......... .o 35 ‘l‘ i A 4 | MATIOMAL REPRESEMTVE
THE MEDIA ...................... 96 Curast ogRs" Fl THE BRAMHAM COMPAMY

e = B - — E— —] W. D. “Dub’” Rogers, President and Gen. Mgr.
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NEW VHF IN 29th MARKET

: COMES OF AGE

When WAST ALBANY SCHENECTADY-

TROY, switched to a VHF channel

several months ago, it took its first
important step toward achieving

_ dominance in New York State’s

pivotal Tri-City market — the nation's

25th largest metropolitan area.”

Today, WAST presents a completely
unduplicated ABC lineup

(the only primary ABC outlet in the state ALB ANY

besides New York and Buffalo).

The station possesses more SCHENECT ADY

first rate movie features than
boih other stations combined:
Paramount, Warner Brothers, MGM, TR OY
~ United Artists, NTA-20th Century Fox, T B
~ and hundreds of other top-notch titles. ‘%uww*’ﬁ“
: Aggressive, all-out promotion
- and skilled programming are bringing
this Channel 13, maximum power station

- toits full potential as a major sales force
: in this Four-State area.

 *Sales Mancxgement, MC_IY 1958
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- A .~ ONE GOOD CHANNEL DESERVES ANOTHER
Today, September 28, 1959, a new channel AERY AL
’ ‘rl\:‘_“ takes to the air in DULUTH-SUPERIOR: e e
W ‘ WHYZ-TV. CHANNEL 10 : A AL
]x ' It follows closely another channel et
» — the St. Lawrence Seaway — which will o &;g
- make Duluth a deep-water port able to handle AU SR ¥

world-wide shipping. The Seaway is expected e As
 to more than double Duluth’ = present port tonnc(ge ;f ki Al o
cmd c:crtapult it into the ma]or market listings. (& i:
WHYZ-TVL, operatmg at maxzmum power e

of 316 000 watts from meOO foot tower, -"~§.3_*’.°9" i PR

< wIH@brmq the completeﬁABC lineup to
' thxs ‘burgeonmg_'market plus the hnest
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Robert E. Eastman
President

Roaobert E, Eastman
& Co., Inc.

Salesmanship

A powerful and meaningful word
to all business and industry.

In the broadcasting field sales-
manship is especially demanding.

Our product is an intangible. It
must be sold with an exceptional
capacity for interpretation.

And with ideas.

As a sales agent, our company’s
business is 100% salesmanship.

We believe that the name “sales-
man” is a proud title.

We believe that skilled salesman-
ship is a rare and highly valued
accomplishment in business.

Continuously better selling is
needed in our business so we are
renting this space each week from
Sol Taishoff to express openly
our ideas on selling and our
medium.

We want your ideas, too. Please
send them to me. Let’s make this
space a springboard for better

salesmanship.

robert e. eastman & co., inc.

representing major radic stations

WNEW e WIL e KLAC ¢ KIR @ KXL
KNEW ¢ WRIT ¢ CKLW e WHBQ e KXOL
KBOX e WING s WCOL ¢ KDEO o WARM
KQEO ® WPTR® WSBA ¢ WAAE » WKLO
KLEO e WEEP » KFOK ¢ WSAV s KSYD
WAMS ¢  KXLR ¢ WzOK
R O L L NN B SOl
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A CALENDAR OF MEETINGS AND EVENTS
IN BROADCASTING AND RELATED FIELDS
(*Indicates first or revised listing)

Sept. 27-29—Assn. of Independent Metropolitan
Stations, Hotel Roosevelt, New York.

Sept. 28B—Start of eight-week workshop series
sponsored by Chicago Federated Adv. Club and
Women’'s Adv. Club of Chicago. Nine different
clinics are scheduled in such areas as radio-tv,
copywriting, publicity and public relations, pro-
duction, marketing and merchandising, media, art
and layout, direct mail and industrial advertising.
Tuition for 1959 advertising workshop is $22.50
for single eight session clinic in each category;

‘additional clinics, $5 each. Advance registration

being handled at CFAC headquarters, 36 S. Wa-
bash Ave. Lee Ahlswede, vice president of The
Buchen Co. {agency), is general workshop chair-
man.

*Sept. 28-29—Radic Adv. Bureau regicnal man-
agement conference, The Villa Moderne, Deerfield,
.

Sept. 28-30—Board of Broadcast Governors holds
public hearings on new broadcasting station ap-
plications and power increases at Board of Trans-
port Commissioners Hearing Room, Union Station,
Ottawa.

Sept. 29—Wisconsin Fm Clinic, fourth confer-
ence, Center Building, U. of Wisconsin, Madison.

Sept. 29-0ct. 3—Affiliated Advertising Agencies
Network international convention, Somerset Hotel,
Boston.

Sept. 30-0ct. 1—Illinois Broadcasters Assn. an-
nual meeting, St. Nicholas Hotel, Springfield.
Sept. 30-Oct. 2—National Assn. ‘of Broadcast
Employes & Technicians, constitutional conven-
tion, Sheraton-Blackstone Hotel, Chicago.

OCTOBER

Oct. 1—Oral argument before FCC on protest
by Phifco Co. against license renewals of WRCV-
AM-TV Philadelphia, owned by NBC. Philce claims
RCA-owned stations are unfair competition since
stations are identified with RCA, a competitor to
Philco n the radio-tv and appliance fields. Docket
No. 13,085.

*Oct. 1—Los Angeles Advertising Women Inc.,
monthly meeting, Carofina Pines, Hollywood. Panel
discussing pay-tv includes J. Neil Reagan, vice
president, McCann-Erickson Inc.; Paul McNamara,
vice president, International Telemeter Corp. (sub-
sidiary of Paramount Pictures); Richard A. Moore,
president, KTTV (TV) Los Angeles. Moderator:
Ralph G. Tuchman, president, Harris-Tuchman
Productions Inc., Hollywood.

Oct. 2-5——National Sales Executives-Interna-
tional, board of directors meeting, Roosevelt Ho-
tel, New York.

*0Oct. 3—UPI Broadcasters of South Carolina,
wade Hampton Hotel, Columbia.

Oct. 3—AP Broadcasters of Virginia, John Mar-
shall Hotel, Richmond.

Oct. 3—AP Broadcasters of Ohio, Press Club of
Ohio, Columbus.

*Oct, 3—Deadline for entries in Chicago Art Di-
rectors Club’s “‘best in advertising” awards, to be
presented in Grand Ballroom of Conrad Hilton
Hotel Nov. 23. All agency tv commercials pro-
duced for clients in area bounded by Pittsburgh
in east and Rockie Mountains in west in past

12 months are eligible for contest. Entry blanks
may be obtained from CADC, & E. Lake St.,
Chicago.

Oct. 4-6—AFA 7th District convention, Roosevelt
Hotel, New Orleans, La.

*0ct. 5-6—Central Canada Broadcasters Assn,
convention, Sheraton-Brock Hotel, Niagara Falls,
Ontario.

*0ct. 5-6—Radio Adv. Bureau regional manage-
ment conference, St. Clair Inn & Country Club,
St. Clair, Mich.

Oct. 5-7—Institute of Radio Engineers’ fifth
national Communications symposium, Hotel Utica,
Utica, N.Y.

Oct. 5-9—Society of Motion Picture & Television
Engineers, 86th semi-annual convention, Statler-
Hilton Hotel, New York.

Oct. 5-9—11th annual convention and profes-
sional equipment exhibit, Audio Engineering Soci-
ety, Hotel New Yorker, New York. Technical
papers from many nations have been submitted
for presentation, covering newest theories, devel-
opments and achievements in the audio field, in-
cluding stereo.

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

Oct. 6-8—Conference on Radio Interference Re-
duction, auspices IRE, Signal Corps and Armour
Research Foundation, Museum of Science & In-
dustry, Chicago.

Cct. 6-11—Hearings on tv quiz show investiga-
tion by House Legisiative Oversight Subcommittee,
New Office Bldg., Washington.

*Oct. 7—Radio & Television Executives Society,
newsmaker luncheon. Dr. Howard A. Wilcox, dep-
uty director of defense research & engineering,
Dept. of Defense, Washington, speaks on “Elec-
tronics and Broadcasting in the Space Age.”
Roosevelt Hotel’s Grand Ballroom, noon.

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

Oct. 8—International Workshop, Assn. of WNa-
tional Advertisers, Savoy-Hilton Hotel, New York.

Oct. 8-9—Advertising Federation of America
third district (North Carolina, South Carolina,
West Virginia), Poinsett Hotel, Greenville, S.C.

Oct. 8-10—Alabama Broadcasters Assn. fall
meeting, U. of Alabama.

Oct. 9-10—Indiana Broadcasters Assn., French
Lick, Ind.

Oct. 9-10—North Carelina Assn. of Broadcasters
and American Women in Radio & Television, fall
meeting and area conference, respectively, Sedge-
field Inn, Greensboro.

Oct. 9-11—New York State members of Ameri-
can Women in Radio & Television conference,
Otesaga Inn, Cooperstown.

Oct. 10—D0hio Assn. of Broadcasters, Athletic
Club, Columbus.

*QOct. 1l-1l6—American Institute of Electrical
Engineers, Morrison Hotel, Chicago.

Oct. 12-15—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. 13—Massachusetts Broadcasters Assn., Uni-
versity Club, Boston.

*Oct. 13—Television Film Assn., monthly meet-
ing, Masquers Club, Los Angeles. Eliot Bliss, en-
gineer in charge of film quality control for CBS-
TV, Hollywood, will discuss transference of tv
tape to film.

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. 14-17—Radio-Tefevision News Directors
Assn.’s annual awards at international convention
(see above).

*0ct. 15—Regional MBS affiliates (Mid-Atlantic
and Northeast) meeting, Phifadelphia.

*Qct. 15—Sixth annual publicity clinic sponsored

BROADCASTING, September 28, 1959
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by Publicity Club of Los Angeles, Statler Hotel
there.

“Oct. 15-16—American Assn. of Adv. Agencies
annual central region meet, Drake Hotel, Chicago.

“Oct. 17—UPI Broadcasters of Wisconsin fall
session, Milwaukee.

“Oct, 18-20—Texas Fm Broadcasters, Austin.
Bonner McLane of Winn-MclLane & Assoc. Inc,
Austin, will describe local agency operation and
what it needs from fm stations to be able to
buy fm time. George Dillman of Business Research
Corp., will give a report on taking a pilot survey
of audience.

Oct. 18-21—Western Regional Convention, Amer-
ican Assn. of Advertising Agencies, Biltmore and
Miramar Hotels, Santa Barbara, Calif. Agenda
includes day of closed sessions for member agency
management delegates and day-and-a-half of open
sessjons.

*Oct. 19-22—RCA television studio equipment
seminar, including tape recorder, color tv, tran-
sistorized switching, cameras, new projectors. RCA
Bldg. 2-1, Camden, N, J.

*0ct. 21—Connecticut Assn, of AP Broadcasters
annual fall meeting, Waverly Inn, Cheshire.

*0ct. 21—Associated Business Publications an-
nual midwest conference, Drake Hotel, Chicago.

Oct. 22-23—Audit Bureau of Circuiations, an-
nual meeting, Drake Hotel, Chicago.
Oct. 22-23—Kentucky Broadcasters Assn., fall
meeting, Phoenix Hotel, Lexington.

Oct. 23-25—Midwest conference, Women’'s Adv.
Clubs, Milwaukee.

*Oct. 23-24—Wisconsin Broadcasters Assn., an-
nual fall meeting, Madison, Wis. FCC Comr.
Robert E. Lee will be featured speaker. New offi-
cers to be elected, including post of president,
now held by Mig Figi, WAUX Waukesha.

*Oct., 24—AP Radic & Tv Assn. of Wisconsin,
Madison.

*Qct, 24-26—National Educational Tv & Radio
Center, annual meeting of etv station managers,
10 Columbus Circle, New York.

*0ct. 27-30—National Assn. of Educational
Broadcasters, annual convention, Hotel Sheraton-
Cadillac, 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.

*0ct. 30-31—Missouti Broadcasters Assn., Muehie-
bach Hotel, Kansas City. Gov. James T. Blair is
luncheon speaker on 30th. Board of directors
meet evening of QOct. 29.

NOVEMBER

*Nov. 1-—Annual Edward Petry & Co. promotional
seminar, for promotion, research and merchandis-
ing executives of Petry-represented radio and tv
stations. Starts 3 p.m. Petry Suite in Warwick
Hotel, Philadelphia (in conjunction with Broad-
cast Promotion Assn. cohvention),

Nov. 2-4—Broadcasters Promotion Assn. con-
vention, Warwick Hotel, Philadelphia. Robert W.
Sarnoff, NBC board chairman, will be keynote
speaker. Other speakers: H. Preston Peters,
Peters, Griffin & Woodward; Adam J. Young,
Adam Young Inc., and James T. Quirk, Tv Guide.
Jim Kiss, WPEN Philadelphia, program chair-
man, said agenda will provide maximum exchange
of ideas. Panels will be restricted to two par-
ticipants.

"Nov. 2-6—National Sales Executives-Interna-
tional Chicago Field Sales Management Institute,
Pick-Congress Hotel there.

Nov. 4-5—Eastern Annual Conference, American
Assn. of Advertising Agencies, Biltmore Hotel,
New York. Seven specialized workshops and
management events are scheduled.

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

Nov. 8-11—Annual fall meeting, Assn. of Na-
tional Advertisers, The Homestead, Hot Springs,
Va.

NAB FALL CONFERENCES

Oct. 15-16-—Mayflower Hotel, Washington.
Oct. 19-20—Sheraton-Towers Hotel, Chicago.
Oct. 22-23—Somerset Hotel, Boston.

Oct. 29-30—Dinkler-Plaza Hotel, Atlanta.

Nov., 10-11—Texas Hotel, Fort Worth.

Nov. 12-13—Brown Palace Hotel, Denver.
Nov., 16-17—Ambassador Hotel, Los Angeles.
Nov. 19-20—Olympic Hotel, Seattle.
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Kl@ is loaded with advertisers who prove good copy

and FRESH AIR just can’t miss! Radio Catalina’s new program-
ming format is a potent sales weapon. .. hitting a responsive
audience throughout Southern California at an average 71%

less cost than other major @& regional stations.

(g o6

- sales
success

Now available. ..
complete new KBIG

reference file.

7 VON'S
GROCERY:
after 7 years,
expands program
buy from 5 shows to
27 aweek.

SHOPPER'S
MARKETS:

3 minute interview
show brings “constant
volume climb ... over

2,000 inguiries
a month."”

NATIONAL
PAINT:

minimum spot
schedule “increases
demand for decorating
offer . .. builds store traffic
for all dealers.”

HOUSE OF
NINE APPAREL:

boosts 6 year spot

schedule o all-time
high of 192 a month.

NORTHWEST
ORIENT
AIRLINES:

weekend programming
“stretches advertising
dollars ... provides
greater impact, and
low-cost coverage.'”

Los E-3etes

m% 3@,.__ e

"3an 0202

=l

-

g T TS
A

740 kc/10,000 watts
Radio Catalina

le Broadcasting Co., Inc.
; 6540 Sunset Blvd.,
Los Angeles 28, Calif.
HOllywood 3-3205
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unglued
7 Smidley!

Other timebuyers must have your problem.
You’ve just got to look at this Cascade market
a little differently. Sure, it takes a four-station
network to do it, but the Cascade’s market has
more population than Kansas City or Denver.
More retail sales than Salt Lake City or Wor-
cester. And don’t forget this, Smidley, it’s like
a gianl single station buy. Cascade is the only

television serving the whole area.

@ CACA

= KIMATY moevor KERTV et
KBAS"T MQSE:’:‘:KAE‘:A'WASH, KLEW-TV LEWISTON, t0a
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Interview: M - ?"{gﬂ

McCann Erickson, Broadcast, Media Sup isor tells why he selects
WLW-TV Stations and WLW Radio for Ajax Cleanser

“The Crosley Group can help clean up
many an advertising problem."’

*For all-around know-how from
in-store merchandising
to on-the-air production the
WLW Stations certainly know
their business."”

*No scouring around for service,
the WLW-TV-Radio Stations
are always willing to help.”

Call your WLW Stations Representative . . . you’ll be glad you did?!"

WLW-T WLW-C WLW-D WLW-A WLW-I

TF::I e-f-lsinn Television Television Television Television
Cincinnati Columbus Doyton Atlanta Indionapolis

Crosley Broadcasting Corporation, a division of Aveo
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LOCAL PRODUCTS:

I.B.1. Fingerprint Files
..and WMAL-TV

ABC IN THE

F.B.1. files hold the fingerprints of
individuals. WMAL-TV holds the
interests of whole families.

F.B.I. fingerprints aid positive
identification. WMAL-TV aids sales
in the Greater Washington Area.

No two fingerprints are alike.
WMAL-TV provides variety, too,
with news, special features and

events, as well as local personali-

NATION’S CAPITAL

ties, like Del Malkie, Joseph Mec-
Caffrey, Morrie Siegel, Bunny
Whneck.

F.B.I. fingerprint files perform
valuable services to the nation,
WMAL-TYV valuable services to ad-
vertisers, with programming which
provides sensibly-priced one-min-
ute spots in most time classifica-

tions.

W ashington Mleans A merican eadership

wmal-tv

Channel 7

Washington, D. C.

An Evening Star Station represented by H-R Television, Inc.




in the growing Pittsburgh market!

BIG TELEVISION, IN?PITISBURGH

CHANNEL
E

BASIC ABC Iy PITTSBURGH

REPRESENTED. BY THE KATZ AGENCY




MONDAY MEMO

from MARSHALL HAWKS, vice president and radio-tv director, Emery Advertising Corp., Baltimore

Untapped news market: those over 60

The radio industry is enjoying a hal-
cyon year of spot sales successes. While
there may be many reasons for the up-
surge of spot activity, the happy pro-
gram director or station manager is con-
tent (and understandably so) to reason
that the now humdrum music, news
and weather format is what both the
public and the advertisers want.

Be that as it may, this little article is
going to discuss the 15 minute news-
cast. The 10 or 15 minute newscast on
television is normal, usually placed ad-
jacent to a network newscast of equal
length. However, the 15 minute local
newscast is becoming a rarity on radio.
The quick five minute newscast with
only 3% minutes of actual news has
become the norm.

The oldest cliché in the advertising
business is to call something a “mother-
in-law survey.” But a mother-in-law sur-
vey will indicate a strong need for pro-
gramming of 15 minute local news pro-
grams on radio.

The simple reason for this need is
eyesight. Nearly any man or woman
over 60 is experiencing fading eyesight
to a certain degree. The unhappy result
is that the eight point type on the aver-
age newspaper page becomes painful or
impossible to read. Consequently they
lose touch with local news.

News-starved audience ¢ Couple
this with increasingly more time alone
—time to think and wonder about local
news. The result is a news-starved audi-
ence which will become a strongly loyal
audience. On a personal note, I talked
to a woman in her 70s who was a regu-
lar listener to a 15 minute program.
She stated that she actively disliked the
voice and delivery of the announcer but
tuned in, year after year, because it
was her only source of local coverage
on radio.

The five minute newscasts only teased
her with headlines. They lacked details
of local happenings, political news,
human interest stories, etc.

But is the geriatric market worth
worrying about or, more important,
worth programming to?

According to the last official census

there were 14 million Americans be-
tween the ages of 60 and 75.

More oldsters than youngsters.
We talk so much about the teen-age
market. The same census showed only
10 million between 15 and 19 years of
age. We also like to advertise to the
“young marrieds.” Again there were
only 12 million between 24 and 29
years.

Admittedly the peak earning years
are over for those over 60, but I main-
tain that any market of 14 million
people is worth cultivating.

Were I programming a station, I
would have a 15 minute newscast—
completely local in flavor except for
national headlines—in the late morning.

Marshall Haw'ks, prior to joining

Emery in 1957, had been account
executive with W.B. Doner & Co., Bal-
timore, and before that had operated
his own agency in that city. He has
been closely identified with broadcast
media and production for 15 years.
Emery handles both consumer and in-
dustrial accounts on the national and
regional level. Among its larger users
of radio-tv is Family Finance Corp. and
its subsidiaries. '

the early evening and at around
10 p.m.

The station would find not only an
eager audience but an appreciative
audience. And I would further recom-
mend that the news not be re-written
down to the aged, which is an unfortu-
nate tendency of news rewrite men in
their early 20s. Straight news, human
interest, local political and so on.
Sports would not be important to them,
but weather certainly would. Millions
of the people are living, at least par-
tially, on dividends, indicating a brief
stock market report as part of the
news.

Who will buy the news could be a
valid question.

If I were the national representative
or sales manager of a station with 15
minute newscasts for sale, I think I
would pay close attention to the geria-
tric market and go after the things
which elderly people do or must buy.

What you can sell. Here are just a
few: nearly any food product, medical
products such as tonics, backache
remedies, etc, hearing aids, travel serv-
ices, funeral establishments, health in-
surance catering to the older groups,
and so on. In fact, the news could be
presented to its audience on a geriatric
basis for nearly any product except
expensive luxury products, automobiles
and a handful of more “youthful”
services or products.

Again coming back to eyesight. The
older person discovers that television
tends to tire the eyes and they like to
retire early, but they often suffer from
mild insomnia and spend hours listening
to that difficult-to-sell nightime radio.
Certainly there are many advertisers
and their agencies with deep interest in
the 14 million geriatric market.

And certainly there are radio stations
who will capture this audience and the
advertising of those products which
that audience requires.

To add just a little frosting, there
must be millions of younger people who
do not receive a morning and afternoon
paper (who ever heard of an afternoon
Sunday paper) who would like full
news coverage of local events.

14 million oldsters outnumber teenagers

BROADCASTING, September 28, 1959
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Another thriller-diller from WJRT—

“Yippee,
Chaef!
Where's the
big roundup?”’

“Head for WJRT-land,
Ponsonby—that’s the
most efficient way to corral
Flint, Lansing, Saginaw

and Bay City.”

" 1f you want land, lots of land: Flint, Lansing, Saginaw
and- Bay City, to be exact—WJRT’s your baby. With each
of these big metropolitan areas getting WJRT’s powerful
Grade “A” signal or better, it’s the most efficient way to buy
Michigan’s other big market. In all, you get nearly a half
million TV households with this single-station buy. That’s
all of rich mid-Michigan, ready to hark to your message.
Whenever you're ready to.send it, just say the word.

CHANNEL

ABC Prlmary Afﬁhate

Represented by HARRINGTON, RIGHTER & PARSONS, INC.
New York « Chicago « Delroit o Boston » San Francisco = Atlania
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Rx for triple-spotting
EDITOR:

Re: “Rx for triple-spotting: imagina-
tion” (MonNpaY MEMo from James W.
Young, creative director, M. Belmont
Ver Standig Inc.,, Washington, D.C,,
page 17, Sept. 14). It’s the best one-
page article I've seen in years.

My son and I both announce on
radio. We watch tv commercials and
listen to radio commercials . . . We
immediately chose the Lestoil “I am a
dirt” and the “six seconds to tell you

. it can’t be done” Wesson Oil
commercials as ones we wish we had
written.

It's a pity radio (and tv) doesn’t
have more people like Mr. Young . .

Kenneth Z. Turner

Commercial Manager
WFUL Fulton, Ky.

Small market radio impact

EDITOR:

Many thanks for your fine story
“Why Pet Milk buys small market
radio” (page 46, Aug. 17). [It’s] just
another example of why “small sta-
tions” who program to the local popu-
lace are the best medium for any prod-
uct.

Ray Swafford
WBVL Barbourville, Ky.

‘Payola’ and disc jockeys
EDITOR:

A most illuminating report on
ola” (page 35, Aug. 31).

I am sure that with [news publica-
tions] such as [yours], we can always
depend on rocks being uncovered and

fresh air coming into some of the damp
spots.

113

pay-

Robert M. Purcell
President & General Manager
KFWB Los Angeles

Daytimers vs. NARBA
EDITOR;

In an August 24 editorial you state
that “for the past two years the Day-
time Broadcasters Assn., representing
about 150 of the some 1,300 daytimers,
has thrown the blocks . . .” against
ratification of the NARBA treaty. The
150 are leaders in the effort. My thanks
to them.

The three daytime stations in which I
have an ownership interest are not
among the 150, but some work has
been done throughout the past few
years in behalf of standardized hours
for daytimers. This work must be con-
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Chief Engineer Harrison E. Brooks
displays an RCA-6166. ..

still usable after 20,020

hours of service.

RCA-6166 —The forced-air-cooled
tetrode that made high-power
VHF television broadcasting practical.

Says Chief Engineer H. E. Brooks of WBAL-TV about RCA-6766’s:

“In my opinion the 20,020 hours of service we've obtained from
one RCA-6166 is an economic milestone. This tube is one of twelve
we have in service that have been closely watched from the

day we put them in. We make regular voltage checks, inspect the
forced-air system, and keep all tubes clean. The tube, by the

way, never did fail; it is still usable.”

This is another example of what many television stations like
WBAL-TV are discovering : With proper care, their RCA power
tubes will frequently provide unusually long service. Performance
like this pays big dividends in lower “per hour’ tube cost of
operation, sharply reduced transmitter maintenance and downtime.

See your RCA Industrial Tube Distributor for RCA’s
complete line of tubes for broadcast and television operations.
Call him for prompt, efficient service.

RADIO CORPORATION OF AMERICA

Electron Tube Division Harrison, N. J.



tinued for such reasons as these:

1. Nearly half of all the radio sta-

tions operating in the U.S. and applica-

tions on file for new stations are now
daytime stations. There is a need for

more such stations in the small cities of FOR

our country that are presently without

such stations . . . There is a real need

for this service on a standardized basis
so that the many services rendered . . . TE Ac ER
will not be disrupted, and especially 00

We are always happy to receive
letters such as yours which point
up the WGN, Inc. by-words—
Quality and Integrity.

,’Vm.‘c}twww_

Our strict adherence to the NAB
Code and our dedication to the
community which we serve, have
resulted in ever increasing recogni-
| tion of our policy by agencies,
advertisers, our audiences—yes,
even our competitors.

WGN-TV cHannee 9

441 N. Michigan Ave. - Chicago 11, Illinois
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Says Chief Engineer H. E. Brooks of WBAL-TV about RCA-6766's:

“In my opinion the 20,020 hours of service we've obtained from
one RCA-6166 is an economic milestone. This tube is one of twelve
we have in service that have been closely watched from the

day we put them in. We make regular voltage checks, inspect the
forced-air system, and keep all tubes clean. The tube, by the

way, never did fail; it is still usable.”

This 1s another example of what many television stations like
: WBAL-TV are discovering: With proper care, their RCA power
TR . ; tubes will frequently provide unusually long service. Performance
Chief Engineer Harrison E. Brooks like this pays big dividends in lower “per hour” tube cost of

displays an RCA-6166. .. operation, sharply reduced transmitter maintenance and downtime.
still usable after 20,020 o
hours of service. See your RCA Industrial Tube Distributor for RCA’s

complete line of tubes for broadecast and television operations.
Call him for prompt, efficient service.

) RADIO CORPORATION OF AMERICA

Electron Tube Division Harrison, N. J.




THE r OUR

- VITTORIO DE SICA

CHECK YOUR MARKET
TODAY!
INDEPENDENT
TELEVISION
CORPORATION

488 Madison Ave. - N.Y. 22 - PLaza 5-2100

tinued for such reasons as these:

1. Nearly half of all the radio sta-
tions operating in the U.S. and applica-
tions on file for new stations are now
daytime stations. There is a need for
more such stations in the small cities of
our country that are presently without
such stations . . . There is a real need
for this service on a standardized basis
so that the many services rendered . . .
will not be disrupted, and especially
during those winter months when the
need is the greatest . . .

2. Theré is no real need for the signal
that will be replaced. The need is for
service, not for signals; and such service
can best be rendered by the home tow
stations. '

3. There is no need for Washington,
D.C., people to listen to New York
radio. ‘The same is true all across the
land . . .

4. Radio 1is effective for all con-
cerned, including the advertiser, when
it serves a need. Surveys of various
sorts, and coverage maps, may be used
in behalf of the sales effort; but radio
suffers when signal areas are sold
rather than service areas.

About half of our people reside in
the small city and its surrounding trade
area. The larger cities have their sta-
tions. The need for the additional serv-
ice exists largely in the smaller cities
and such need should be faced in the
making of NARBA treaties. Radio has
changed, and will change more and for
the better, with the opportunity.

L. C. McKenney
McKenney Stations
Carthage, Mo.

San Francisco radio

EDITOR:

May I offer congratulations on your
recent article on San Francisco radio
(July 20, page 50). It was the best ob-
jective reporting I've seen in some time
and a type of story we should see often-
er. It’s been pretty hard to live with the
bulk of the radio on the airwaves the
past some time, and I hope my predic-
tion that we’re in a new conversion
stage is correct.

Martin Deane Wickett
Chapin-Damm Adv.
Sacramento, Calif.

E= 4= BROADCASTING

SUBSCRIPTION PRICES: Annua! subscription
for 52 weekly issues $7.0G. Annual subscription
including yearbock Number $11.00. Add $1.00
per year for Canadian and foreian postage.
Subscriber's occupation required. Regular is-
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 both
old and new addresses.

AN APPLE
FOR THE
TEACHER...

Ed Zack — Morning Mayor of the
Quint-Cities — presents a sack of
apples to the ‘““Teacher of the

Day” . . . a daily feature of Ed’s
Music ’59 Show —6 to 9 a.m.
on WOC.

It’s WOC and “Mayor” Ed Zack
saying, “Thanks,” to one of those
‘very special people who look
after tomorrow’s generation.

Another reason for the top lis-
tening interest of the right people
.. . to WOC.

To reach—and sell —these
“right” people, call your PGW
Colonel for availabilities.

Col. B. ]. Palmer
President

Ernest C. Sanders
Manager

Pax Shaffer
Sales Manager

Peters, Griffin, Woodward,
Inc., Exclusive National
Representatives

THE QUINT CITIES

r
DAVENPORT L IOWA
BETTENDORF |

ROCK ISLAND
MOLINE l" ILL.
EAST MOLINE

L

5000 WATTS AM
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WLUK

tin Green Bay

ANYWAY YOU LOOK AT IT YOU GOTTA HAVE 'LUK!

Now the most powerful TV station in the rich Green Bay - Fox River Valley
market of Wisconsin is WLUK-TV. From its new half mitlion doliar

power plant and tower overlooking Green Bay, WLUK-TV beams a steadier,
brighter, clearer picture into more than 435,000 TV homes —

reaches more than 1,500,000 people in 53 counties.

Want results? Then you gotta have WLUK-TV.

TV | @ | CHANNEL 11

serving Green Bay Packerland and the Fox River Valley
Joseph D. Mackin, general manager

Capture the market on WLUC-TV, Channel 6, Upper Michigan’s onfy TV station.
ONE BUY can get both WLUK-TV and WLUC-TV.

Represented nationally by Geo. P. Hollingberry  In Minneapolis see Bill Hurley,




We are always happy to receive
letters such as yours which point
up the WGN, Inc. by-words—
Quality and Integrity.

m W’%W

Our strict adherence to the NAB
Code and our dedication to the
community which we serve, have
resulted in ever increasing recogni-
tion of our policy by agencies,
advertisers, our audiences—yes,
even our competitors.

WGN-TV channeL 9

441 N. Michigan Ave. - Chicago 11, Illinois




broadcast advertisers reports, inc.
750 third avenue, new york 17, n.y., yukon 6-8410

July 27, 1959 : Y

Mr, Ward L, Quaal, General Manager . i
 Television Station WGN-TV A2
441 N. Michigan Avenue ' : SH e
Chicago 11, Illinois ; ' Aol A e ?ﬁ; i

Dear Mr. Quaal: ; ; A ARk s R -
Of the 235 television stations we now monitor, WGN-TIV -is one of those

which always gives advertisers a well-scheduled, clean run for their

money, I suppose no one in the business knows this better than BAR

since we've been monitoring stations all over the country for almost

six years,

Also, as you know, our agency subscribers have used BAR to determine
"questionable station practices,'" and it seems to me that their atti-
tude, if turned around, can be a considerable bonus for those stations
which are sutomatically opposed to clipping, product conflicts, over-
crowding, and all other forms of spot nonsense. .

Right now, with all the publicity that is developing on this, I think
you ought to do a hard-hitting "look how clean WGN-TV 1s" promotion,
It might pull more fall and winter business for you than any other -
campaign theme,

Almost every'station on the air can come up with some kind of rating
story but few can spotlight an operation as clean as yours and this
is what the agencies will be looking for right now,

Cordially,
BRO. ST ADVERTISERS REPORIS, INC,

ol X

Phil Edwards
Publisher




Sell 'em coming and going ¢« Dominate
Detroit, the “market on wheels” « Cap-
ture the home audience, too « Go BIG
on the “Station on the Go”’ « Go Sat-
uration on special low cost multi-spot
plan « Call KATZ for details

WJBK-Radio is DETROIT.

STORER

station

PLAYBACK

QUOTES WORTH REPEATING

Handling delicate advertising

Advertising for Raid, chiefly tv adver-
tising, is ‘“memorable, unobstrusive,
selling advertising {that] has given a
distinctive product a personality and
made it a success,” Douglas L. Smith,
advertising and merchandising director,
S.C. Johnson & Son, declared in a talk
before the Advertising Club of Los
Angles. Mr. Smith related:

Insecticide advertising in any lan-
guage is a pretty deadly subject. Look-
ing for drama for our television ap-
proach, we at first experimented with
the idea of highly magnified live film
pictures of real insects. But one look
at the enlargements frankly scared the
pants off us—not to mention what they
would do to women and youngsters
watching tv in living rooms across the
country.

They’d be memorable—but how?! In-
sects blown up look more terrifying,
more repulsive than any dragon or deep
sea monster the world can offer. So we
quickly switched to the concept of ani-
mated cartoon commercials. It solved
our illustration problem. We could make
our bugs funny little tough guys—not
too likeable—so we could knock them
off with impunity.

So for Raid we gave the deadly sub-
ject a light, humorous touch and came
out with bug-killing films that gave our
tv audience a laugh—as well as the
conviction that Raid really does the job.

Our copy, too, talked in the same tone
of voice as our animated cartoons.
When we promise that Raid will kill the
little pests—we don’t let it go at that.
Our advertising says that Raid kills them
dead! Let other insecticides merely Kkill
them—Raid kills them dead! And we
see tombstones sprout up in our tv com-
mercials wherever bugs had been stand-
ing before Raid hit them.

Of course our aerosol container gave
us an opportunity that we put to work
in our tv. It was not just a can to hold
the product. It had a live built-in action.

So in tv our product can become a
real live hero—a St. George who goes
after dragons. In our commercials, when
Raid arrives to compound the bugs—he
has arms and legs and a frowning coun-
tenance. He takes off his cap, presses the
button on top of his head and sends out
a lethal spray—that hunts bugs down
like radar and kills them dead.

For all of these reasons consumers
remember Raid vividly—and have no
difficulty recalling Raid when they go
to the stores for insecticides. They re-
member it so vividly that Raid House
and Garden became the largest selling
aerosol in America in the short space of
six months after going national.
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poom
In Spo

The national economy
has reached a level
well above the most
optimistic predictions.
And it's

L NO coincidence

' that spot sales
are also enjoying
a phenomenal
fall season
its rate of increase
far exceeds
all other media.

Broadcast spot
has emerged
as the basic medium
of the marketing
revolution. Advertisers
know that
fast-breaking, flexible
pin-pointed spot
is rmost adaptable
to the intricate
.. exigencies of modern
" marketing strategy.

#-R too
has spearheaded
a revolution
. the vastly broader
% and deeper scope of
m@dem station
'f@sen"tation

Ahnough -R'S primary
emphaSIS is on sales
and always will be —
it also provides
comprehensive
promotion, research,
publicity and
advertising services
to its stations
“We alwavs
send 2 man
to do a man’s ol

EI_R Television, inc.
“fg'j"*ﬁ‘ Representatives

New York » Chicago « San Francisco » Hollywood - Dallas = Deiroit < Atlanta « Houston = New Ovleans » Des Moines
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313,999 RESIDENTS
WITH

A SPENDABLE
INCOME OF
$588,989.000

LANSING

MICHIGAN'S

VAST, NEW
MARKET AREA
WILL
SEE...HEAR... AND

BUY

WHAT
YOU HAVE TO SELL...

WILS
WILX TV

REPRESENTED BY
VENARD, RINTOUL
& McCONNELL
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TELEVISION FINDS ITS IMAGICIAN

It's Lou Hausman who takes over Oct. 12

After weeks of screening and con-
sultation, Television Information Com-
mittee picked man last week to head
industry-wide tv information campaign.
it unanimously selected Louis Haus-
man, vice president in charge of adver-
tising and promotion for CBS Radio,
in session Sept. 24 in New York. He
accepted, eftective Oct.- 12. Television
Information Office, of which he will be
director, already has headquarters space
leased at 666 Fifth Ave., New York.
(See WEEK’s HEADLINERS, page 32).

Mr. Hausman, veteran of 19 years
with CBS organization, is to get three-
year contract under agreement reached
with committee and approved by NAB
Television Board. Contract details are
to be worked out by Mr. Hausman and
NAB President Harold E. Fellows. It
was understood he will receive $35,000
in annual salary plus retirement and
other benefits expected to push total
above $40,000 or $45,000 per year. He
will have authority to pick his own staff.

Mr. Hausman, one of close to 109
prospects whose names were consid-
ered by committee and said to be only
one with whom it consulted at length
about its informational program during
screening process (BROADCASTING, Sept.
7), will operate under supervision of
nine-man TIO committee, which 1is
headed by Clair ‘R. McCollough of
Steinman stations.. Committee’s policies,
in turn, are subject to approval by NAB
Television Board and NAB president.

Creation -of TIO was set in motion
at industry-wide meeting during NAB
convention last spring. As revealed few
weeks ago (BROADCASTING, Sept. 7) TIO
program will seek to improve public
understanding of medium (and me-
dium’s understanding of what public
thinks about tv), conduct research, keep
news media and public informed about
television developments, provide assist-
ance to local-level informational cam-
paigns, arrange for industry speakers
to appear before educational, civic, pro-
fessional, industry and similar bodies,
etc. It has sometimes been called cam-
paign to improve television’s public
image, but TIO leaders call it more of
informational effort, leaving image im-
provement to stations and networks in-
dividually, through their programming.

All TIO members were present ex-
cept Roger Clipp, Triangle stations,
and Willard Walbridge, KTRK-TV
Houston, both of whom had been con-
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sulted on appointment and concurred,

officials reported. Members" present
were Chairman McCollough; John
Hayes, Washington Post stations;
Wrede Petersmeyer, Corinthian sta-

tions; Lawrence H. Rogers II, WSAZ-
TV Huntington, W.Va.; Michael Fos-
ter, ABC; Kenneth Bilby, NBC, and
Charles Steinberg, CBS-TV Network.

Denver d.j. suspended

for smut broadcasts

Don Burden, owner of KICN Den-
ver, has charged that Royce Johnson,
disc jockey for KIMN Denver, has
used “smut and suggestive” material on
air and claims he has tapes to prove it.
Charges were made in letter to FCC
Chairman John C. Doerfer and other
FCC commissioners.

Cecil F. Heftel, president-general
manager of KIMN, said Friday he had
investigated charges and found that Mr.
Johnson had made raw and offensive

Play ball!

No matter which team copped
National League Pennant, NBC
Radio and NBC-TV were pre-
pared to carry all games of World
Series to conclusion—even if it
means pre-emption of scheduled
commercial evening programs.
Series, sponsored on NBC Radio
and NBC-TV by Gillette Co.,
Boston, through Maxon Adv.,
Detroit and New York, will be
held in Chicago on Wednesday
znd Thursday (Sept. 30 and Oct.
1) starting at 2 p.m. EDT.

NBC had to prepare for com-
mercial pre-emptions if either of
West Coast teams—Los Angeles
Dodgers or San Francisco Giants
—captured National League flag.
If West Coast entry won, NBC's
plans were to start third game
Oct. 3 (5 p.m. EDT to conclu-
sion) and pre-empt commercial
network programs until contest
ends (this procedure would work
for game four and five too). If
Milwaukee Braves snared pen-
nant, third, fourth and fifth con-
tests would be staged there, start-
ing at 3 p.m. EDT—and no pre-
emption problems for NBC.

remarks on air. He termed them.heavy-
handed attempts at humor. Mr. Heftel
said he had immediately ordered Mr.
Johnson off air pending complete in-
vestigation of allegations.

“I am shocked and grieved at this
situation,” Mr. Heftel said. “I want to
offer my apologies to the community.
This is the first time in my six years in
broadcasting that anything like this has
happened to me.”

In five-page letter dated Sept. 23 to
FCC, following remarks were among
those “quoted” by Mr. Burden and at-
tributed to KIMN disc jockey:

“Here’s Dee Clark with ‘Hey Little
Girl’ in the high school underwear.”

“That’s the one that gets them right
here—KIMN Song No. 7, the fertility
dance ‘Teen Beat’ by Sandy Nelson.”

An introduction referred to “‘Hey
Little Girl’ in the high school cheaters.”
Following playing of record, Mr. John-
son was alleged to have said: “Hey
little girl, inflate those with helium and
you get that walking on air feeling . . .”

Another aspect of show to which Mr.
Burden claimed he took offense was
sound of toilet flushing on  air. This
sound effect, Mr. Burden charged, has
been used while Mr. Johnson carried
on conversation with teen-age girls.

Mr. Doerfer was in touch with Mr.
Burden Sept. 24.

Under U. S. Criminal Code, obscen-
ity on air is criminal violation. Com-
mission can take action when it feels
that broadcasts are against public in-
terest by setting license for renewal
hearing.

Acts on KGMB option

KGMB-AM-TV Honolulu, KHBC-
AM-TV Hilo and KMAU-TV Wailuku,
all Hawaii, 75.45% sold by Hialand
Development Corp. (Arthur L. Wood,
president) to Horolulu Star-Bulletin
(already 24.55% owner and which has
held option to buy remaining stock
since December 1958) for $2,354,066
cash. Star-Bulletin is controlled by es-
tate of Wallace R. Farrington. KGMB-
TV is on ch. 9 with 77.6 kw visual. Sat-
ellite KHBC-TV is on ch. 9 with 1 kw
visual and satellite KMAU-TV is on
ch. 3 with 5.89 kw visual. KGMB is
on 590 kc with 5 kw and KHBC on
970 kc with 1 kw. Hialand Develop-
ment Corp. bought the Consolidated
Amusement Co. in 1958 at overall
price of $8.7 million for real estate,
motion picture theatres and the 75.45%
interest in the Hawaiian radio and tv
properties. Sale subject to FCC ap-
proval,
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AT DEADLI N E CONTINUED o e
CBS RADIO HOPES FOR PROFIT

Affiliates told network is almost sold out

“Hope” that “resumption of adequate
compensation of affiliates in all time
blocks” might be made one of CBS
Radio’s “definite objectives in 1960
and future years” was voiced by net-
work’s affiliates as they wound up two-
day annual convention in New York
Sept. 24.

They adopted resolution taking note
of CBS Radio President Arthur Hull
Hayes’ report that network expected to
turn profit in last quarter of this year.
This led them to suggest three ob-
jectives. “Adequate compensation” goal
was interpreted as meaning return to
something more akin to old system of
compensating in money, which was
used before free programs were made
primary form of payment under Pro-
gram Consolidation Plan which went
into effect first of this year.

Other suggested objectives: “continu-
ing improvement” in program quality
and intensification of sales efforts “at
rate levels that reflect the true values of
the medium.” Critics have long argued
that networks are selling at prices so
low they depress all radio rates.

Change of Climate ¢ PCP, which
was center of controversy immediately
following its introduction last year, was
hailed by President Hayes as successful
and also as practical way to maintain
“the service that . . . only a network
can provide.,” It also was subject of
panel discussion in which five affiliates
outlined “how we operate under PCP.”
Tone of this session was described as
generally complimentary to PCP except
that one broadcaster, while describing
it as satisfactory stopgap, reportedly
maintained it should be modified or
abandoned in favor of cash compen-
sation soon as possible. Panelists were
Tom Dillahunty, KOSY Texarkana,
Tex.; Lee Fondren, KLZ Denver;
Larry Haeg, WCCO Minneapolis; Odin
Ramsland, KDAL Duluth, Minn., and
C. Robert Thompson, WBEN Buffalo.

Tranquility appeared to be chief dis-
tinguishing feature of annual gather-
ing. Question-and-answer period with
network officials near end produced
only few, essentially bland questions
from stations. Peace-and-friendship air
contrasted with mood of last year’s ses-
sions when network stunned affiliates
by unwrapping PCP, surprising virtu-
ally all and leaving some angry enough
to disaffiliate.

One unheralded element

30

of this

year’s sessions was closed-circuit dem-
onstration of am stereo broadcasting
and reception technique being de-
veloped by CBS Labs. On-air tests via
CBS-owned WCBS New York (under
experimental license issued by FCC
some three months ago) have been de-
scribed privately, by CBS officials hav-
ing special equipment to receive them,
as producing excellent stereo quality.
Affiliates’ reaction also was reported
as favorable.

Sales Volume High e There was en-
couraging news even apart from Presi-
dent Hayes’ prediction that CBS Radio
would turn a profit in this year’s final
quarter. George J. Arkedis, sales vice
president, said Arthur Godfrey Time
had only one unit left for sale over
next 26 weeks and undoubtedly would
be sold out when Mr. Godfrey returns
to program today (Sept. 28). He also
noted that sales to Niagara® Therapy
and Amana Refrigeration mean Garry
Moore on Radio, which also starts to-
day, is sold out. Howard G. Barnes,
program vice president, reported on
programming and said new shows are
being developed.

Signing of WIJIM Lansing, Mich.
(1240 kc, 250 w), as CBS Radio affili-
ate was announced, effective Nov. 1.
WIJIM currently is affiliated with NBC
and ABC Radio. WJIM is owned by
Gross Telecasting Inc., headed by Har-
old F. Gross.

Record attendance of some 300 sta-
tions and network executives was on
hand for convention. Frank Stanton,
CBS Inc. president, addressed Thurs-
day luncheon. (all sessions were
closed). Arthur Godfrey spoke at Wed-
nesday lunch, reminiscing over his 30
years in broadcasting and advising sta-
tions to search their markets for local
program material to supplement net-
work programming. He denounced
rock-and-roll programming as irrespon-
sible.

Other sessions heard Sig Mickelson
vice president of CBS Inc. and gen-
eral manager of CBS News, and David
Schoenbrun, CBS News Paris corre-
spondent, followed by closed-circuit
news show with live pickups from over-
seas and from Soviet Premier Khrush-
chev’s Iowa visit.

Last-day resolution suggesting “ob-
jectives” for network also commended
it for “cordial hospitality, the comfort

Short tenure?

There was speculation around
CBS Radio Affiliates Convention
last week that tenure of Ames
Brown Jr., WPRO Providence,
R.1., as member of affiliates board
of directors may turn out to be
shortest on record. Twenty-seven-
year-old executive took seat on
board last week, but may give it
up almost as quickly. He’s re-
ceived scholarship to Harvard
Business School.

and convenience of the arrangements
and the valuable contributions to the
[convention] program.” Another reso-
lution paid tribute to Charles C. Caley,
WMBD Peoria, Ill., retiring as chair-
man of affiliates association after two
terms. “He has left a record of achieve-
ment that merits the thanks of all af-
filiates and in fact of the radio in-
dustry generally,” his colleagues said.
John Hayes, WTOP Washington, was
elected to succeed him as chairman
(see page 124).

CBS, eight sponsors
face $10 million suit

Multi-millionaire industrialist Titus
Haffa Sept. 24 filed $10 million suit
against CBS Inc., CBS-TV and eight
sponsors of network’s Playhouse 90
charging libel and defamation of char-
acter. Mr. Haffa claimed he was libeled
by Playhouse program, “Seven Against
the Wall,” portrayal of 1929 St. Valen-
tine’s Day massacre of seven gangsters
in Chicago.

During program, suit alleges, news-
paper headline was shown stating,
“Titus Haffa Gets Two Years,” with
no other portion readable. Headline
referred to Mr. Haffa’s conviction in
1929 for violation of prohibition law.
He served one year and then received
Presidential pardon, suit states. Mr.
Haffa maintained headline had no re-
lation to program subject and left im-
pression that he was involved in gang-
land killings. Mr. Haffa is board chair-
man of Webcor Inc.

Defendants in suit in addition to
CBS are Kimberly-Clark Corp., All-
state Insurance, American Gas Assn.,
Peoples Gas Light & Coke Co. of Chi-
cago, Northern Illinois Gas Co., North
Shore Gas Co., Renault Inc. and R. J.
Reynolds Tobacco Co. CBS had no
comment on suit.
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Standards adopted
for tv film data

Uniform information showing film
needs of tv stations will be gathered
and made available, in near future,
NAB’s Film Committee and new NAB
associate member liaison group an-
nounced Sept. 24 at joint New York
meeting. Under new procedures, NAB
will provide additional publications and
information material to associate mem-
ber film distributors.

Joseph L. Floyd, KELO-TV Sioux
Falls, S. D., Film Committee chairman,
said committee feels this first joint ses-
sion will produce results helpful to all
parties in film and broadcasting indus-
tries. NAB President Harold E. Fellows
discussed plans for participation of film
distributors in 1960 NAB convention
(see convention story page 102). Dis-
tributors are assigned reception suites
but are not permitted to exhibit at con-
vention hotel.

Film Committee members attending
New York meeting, besides Chairman
Floyd, were A. J. Fletcher, WRAL-TV
Raleigh, N. C.; William E. Goetze,
KFSD-TV San Diego, Calif.; Freder-
ick S. Houwink, WMAL-TV Washing-
ton; Leonard J. Patricelli, WTIC-TV
Hartford, Conn.; A. Louis Read,
WDSU-TV New Orleans; Lee Ru-
witch, WTVJ (TV) Miami, Fla., and
Eugene S. Thomas, KETV (TV)
Omaha, Neb.

Members of liaison group at meet-
ing were Sam Cook Digges, CBS Films;
Robert Friedheim, Ziv Television Pro-
grams; Burton Hanft, Screen Gems;
Richard A. Harper, MGM-TV; Walter
Kingsley, Independent Television Corp.,
and H. Weller Keever, California Na-
tional Productions. Representing NAB,
besides Mr. Fellows, were Thad H.
Brown Jr., tv vice president, and Dan
W. Shields, assistant vice president, and
Douglas Anello, chief counsel.

Tv tape commercial

standards endorsed

Leo Burnett Co., Chicago, and NTA
Telestudios, N.Y., are announcing
today (Sept. 28) signing of basic stand-
ard practices agreement establishing
quality standards and procedures for
production of tape commercials. Agree-
ment is said to be “first of its kind” in
tv tap industry, although practice is
standard in filmed commercial field.

Under agreement, NTA Telestudios
becomes “total package” producer of
tape commercials for Burnett and its
clients when agency signs with Tele-
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studios for specific commercials. It pro-
vides that after agency supplies basic
concept and script, NTA Telestudios
implements and augments this material
in creative production areas. Telestu-
dios’ spokesman explained that to date,
tape producer supplied agency primari-
ly with facilities and technicians, but
now will provide all elements of activ-
ity, including talent payment, hiring set
designers and other creative personnel.

Agreement also provides for clarifi-
cation of both producer’s and agency’s
responsibilities; it identifies specifically
every element included in production
price and it enables quotations to be-
come clear-cut, firm bids and “reduces
paper work to a minimum.”

Local programming
stressed by Storer

“Program emphasis must be at the
local level if overall share of audience
is to be maintained or increased,”
George B. Storer Jr., vice president
and director of tv for Storer stations,
told annual meeting of executives in
Detroit Sept. 24.

“The day of the network affiliation
alone determining the local station’s
audience position in a competitive mar-
ket is past,” Mr. Storer said. “Local
programming and local promotion and
exploitation of that programming is
the way to share of audience leader-
ship. He said that during new highly
competitive network season, station
that gives network shows strong lead-
ins will be audience leader.

Opening of two-day meeting featured
review of local programming, with

Videotape samples, on Storer stations.
Edward Kockritz, Storer vice president
for tv programming, conducted sessions.
In addition to WIBK-TV, Storer execu-
tives also attended from WIJW-TV
Cleveland, WAGA-TV Atlanta, WSPD-
TV Toledo and WITI-TV Milwaukee.

Colleges to benefit
by WBC spot campaign

Radio and tv spot campaign in inter-
ests of higher education was announced
Sept. 23 by Donald H. McGannon,
Westinghouse Broadcasting Co. presi-
dent, at banquet which concluded three-
day WBC Conference on Public Service
Programming (see early story page 89).
Meeting was held on campus of Stan-
ford U., Palo Alto, Calif., whose
president, J. Wallace Sterling, expressed
strong interest in proposal.

WBC will sponsor and produce radio
and tv spots and make them available
without charge to rest of broadcasting
industry, Mr. McGannon said. He
pledged full support of WBC’s 11 radio
and tv stations to plan.

“The purpose of these spots,” Mr.
McGannon explained, “will be to dram-
atize the problems of education, par-
ticularly higher education. The finest
education talents in the country will be
marshalled for this public service . ..”

Paul Revere Award, silver bowl,
given annually by WBC to “national
services organization which has made
most effective use of local radio and
television during the preceding year,”
was presented to American Red Cross.
American Heart Assn. received special
citation.

McCann-Erickson’s international
operation has moved into Australia
for first time by effecting affiliation
with Hansen Rubenshon, that coun-
try’s third largest agency. Agency
will be known as Hansen Rubenshon-
McCann-Erickson.

This new expansion overseas Is
being announced today (Sept. 28).
Sylvester L. (Pat) Weaver Jr. met
with newsmen Sept. 24 to detail
move. Mr. Weaver earlier this year
was elected chairman of McCann-
Erickson Corp. (International). Agen-
cy selection, he said, came after
three-year M-E survey of Australian
market.

Sydney-based agency was founded
in 1928, has 40 clients, 140 employes
and will continue to have active

McCann-Erickson plans Australian tie

managership of co-founder and Gov-
erning Director Sim Rubenshon,
Managing Director John Bristow and
General Manager William Lockley.
Mr. Weaver, however, said Arthur
L. Grimes, M-E’s executive vice
president, will spend year in Aus-
tralia to study needs of Australian
advertisers and to set up program
that will permit clients to draw upon
McCann-Erickson services (part of
this program will feature inter-
change of personnel, including tv
people).

McCann - Erickson International
claims to be largest in western hem-
isphere and to have “leadership” in
continental Europe. Its operation
services 500 overseas clients through
47 offices located in 21 countries.
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WEEK'S HEADLINERS ..

Louis HAausMaN, vp in charge of adver-
tising and promotion, CBS Radio, named
director, Television Information Office,
N.Y. (see story, page 29). Mr. Hausman
joined CBS in 1940 serving in executive
capacities in advertising and promotion.
He was elected vp in charge of adver-
LS SRR tising and sales promotion of CBS in

MR. 1950, administrative vp of CBS Radio in

HausMAN 1951, vp of CBS-Columbia in 1953, vp
of CBS Inc. in 1955 and vp in charge of advertising and
promotion of CBS Radio in January 1957. Before his as-
sociation with CBS, he was with American Safety Razor
Corp. and Remington Rand Inc. in advertising-promotion.
During World War II he was a consultant on special
projects for Office of War Information and in recent years
also served as treasurer of Brand Names Foundation. He
is graduate of Columbia College of Columbia U.

RoBERT F. LEWINE, vp in charge of pro-
grams, NBC-TV, appointed to similar post
with CBS Films. He reports to Sam Cooke
Digges, CBS Film’s administrative vp and
will divide his time for first year at least
between New York and Hollywood, even-
tually making permanent headquarters on
West Coast. He will be responsible for
staffing both new Hollywood office and
counterpart operation in N.Y.; he fills
vacancy left when Leslie T. Harris resigned as vp, produc-
tion, CBS Films to join Independent Television Corp.’s in-
ternational operation (WEEK’s HEADLINERs, July 27). Mr.
Lewine joined Cine-Television Studios Inc., tv program
research firm, in 1945, was elected vp in charge of opera-
tions following year, left in 1947 to form Dudley Films Inc.,

MR. LEWINE

Hollywood, for which he produced tv commercials and .

served as eastern representative. Three years later, he joined
Hirson-Garfield agency as head of radio-tv department, join-
ing ABC-TV in 1952 where he was elected vp in charge of
programming and talent in January 1956. In December of
that year, Mr. Lewine went to NBC-TV as vp in charge of
nighttime programs, later added duties of daytime programs
and in February 1958 was placed in charge of all programs.

e Guy DELLA CioppA, vp and program director, CBS-TV’s
Hollywood office since April 1958, succeeds WILLIAM
Dozier as vp, programs in Hollywood, Oscar Katz, CBS-
TV vp, network programs, announced Sept. 25. Mr. Dozier
leaves in two weeks to be vp in charge of West Coast opera-
tions, Screen Gems. Mr. della Cioppa, who joined CBS in
1937, served as assistant in N.Y. to CBS Board Chairman
William S. Paley. In 1949 he was moved to CBS’ program
department in Hollywood where he became director of net-
work programs in August 1951, subsequently vp in charge
of network programs, CBS Radio, and later director of pro-
grams, CBS-TV. Mr. Dozier left motion picture field in 1951
to associate with CBS on programming executives staff, later

R

moved up to head CBS-TV story department and became
executive producer in charge of dramatic programs in
1952. He left CBS in 1955 to become vp in charge of pro-
duction, RKO Radio Pictures, returned to CBS in October
1957 as CBS-TV general programming executive,

o GLENN C. JacksoN, formerly managing director of
WAGA-AM-FM-TV Atlanta and vice president of Storer
Broadcasting Co., appointed manager of WITM Trenton,
N.J., succeeding Fred Walker, who has joined KYW Cleve-
land as sales manager. Mr. Jackson, 22-year veteran of
broadcasting, started career with WHIO Dayton as staff
announcer and later worked as manager of WMMN Fair-
mont, W. Va., before joining WAGA-AM-FM-TV in 1952.

PETER G. LEVATHES, vp in charge of
radio-tv, Young & Rubicam, N.Y., rejoins
20th Century-Fox Film Corp. as president
of its subsidiary 20th Century-Fox Tele-
vision Corp. in next few weeks. He will
headquarter in New York. Mr. Levathes,
who only last January took over Y&R'’s
i newly created radio-tv department, was
M- executive assistant to Spyros P. Skouras,

. president of 20th Century-Fox, from
1938-1947, and for six years afterward was in charge of
20th’s tv activities. He joined Y&R in 1953 as vp in media,
added duties of media director in 1954. Mr. Levathes will
head subsidiary that plans production of tv film, sale and
distribution of tv programs worldwide and acquisition of tv
stations and production of commercials.

LEVATHES

i amemge ©°  JoHN KAROL named di-

- rector of special projects
for CBS Television Net-
work Sales Dept. He has
been vp in charge of
planning and develop-
ment for CBS Radio net-
work since March 1959
and was vp in charge of
network sales for CBS
Radio since July 1951. Mr. Karol joined CBS in 1930 as
director of research, having served in that capacity with
Crossley Inc., independent research organization. ToM JUDGE
appointed director, production sales, Operations Dept.,
CBS-TV, succeeding NEWELL T. SCHWIN, who resigns. Mr.
Judge joined CBS in 1951 as account executive with CBS
Television Spot Sales, was later appointed midwestern and
then eastern sales manager of that division. In 1956, he was
appointed vp of sales for Closed Circuit Telecasting Inc.
and, subsequently, national tv sales manager for Westing-
house Broadcasting Co. stations. He returned to CBS in Sep-
tember 1958 as account executive with WCBS-TV New
York.

M. KAROL MR. JUDGE

s FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES
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TI2|ROUGH THE PERSONAL IMPACT OF SPOT RADIO TODAY

BLAIR
LU
oELL

Again in 1959, Spot Radio is selling iced tea. Single-handed! / Blai Sell
For the third year The Tea Council of the U.S. A, Inc. is con- . alr ations e
centrating its iced-tea budget on Spot Radio. Reason: in previous 8iidl these are the BLAIR STATIONS:
summers, Spot Radio has built record tea sales in marketsranging  ney vork..................... WABC  Norfolk-Portsmouth-
from New Orleans to Detroit, and from Boston to Los Angeles.  Chicago................co.... wLs Newport News............. Ll
In many of these markets, Blair Stations carry a heavy share  Los Angeles.................. KFWB f:é‘i'::;“z'l'i; """"""""""" ml;(t‘:{
of the advertising attack. The simple fact is: BLAIR STATIONS  Philadelphia..........cc....... WFIL ColumstWBNS
SELL. Through applied audience-research, they have intensified ggg 2': """"""""""""""" w:& San ANtoni......ovveerreen.. KTSA
the elements that give radio its real selling power: San Frantscn, KGO Tampa-St. Petersburg...... WFLA
. , ) . ?n raHCFSCO .................. A'bany-schenectady_Troy.wTRY
1 Localinterest programming, @ Local selling personalities,  Pittsburgh.............. WWSW  Memphis......cooooooveeen WMC
which serves listeners who endow commercial mes- St LouiS..coirnnnn KXOK  Phoenix.......ooooressesessrienns KOY
throughout the station'sown . sages with believability that el WWDe OMAha.....ocovov e wow
o ersonal wav no  converts ratings into cash- Cleveland..........coceoecrun... WHK Jacksonville...ovevivvnn WMBR
hC RS y onr g BaltimOre....o...vereveecee WFBR  Oklahoma City.............. .KOMA
distant source can equal. - register results. Dallas-Ft. Worth............... KLIF-  SYracuse.........oo.ooo... WNDR
Over 40 stations in major radio markets are represented by John Minneapolis-St. Paul Kw'::Y Es::::”z """"""""""""" x:ht’)lx
Blair & Company — by far the most important group of markets  jouston................ KILT  Wheeling-Steubenville..... WWVA
and stations served by one representative firm. So when you're  Seattle-Tacoma................ KING  TulSa......coooervverennn.. KRMG
thinking about radio, as most advertisers are, talk with Blair. Providence..........coo..... WPRO  Fresno..........oonnrernnnsene, KFRE
Cincinnati.......ccovvvvernnnnn, WCP0  Wichita......ooovveeeverrnnnnns KFH
. Miamiceeece e WQAM  Shreveport.......ceeoueue.n. KEEL
Kansas City......eccevevvnnnns WHB Orlando.....ceveeeereenee. -WDBD
and Company  NewOrleans.................... WDSU  Binghamton.................. WNBF
Portland, Ore................... KGW Roanoke.......................... WSLS
National Representative of Major Radio Stations Denver.......coevreerennnnn KTLN  Bismarck.........co..n........ KFYR
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SAFE SO . WAY

i
S ; “The ‘Sound of Quality’ on WRC Radio
11 has been a most successful medium
-of advertising for Safeway’s quality products
in the Washington market for
i over a decade.” (signed) Burton R. Warner,
}] Advertising Manager, Safeway Stores Inec.
Washington, D.C.
## Further proof that there are greater sales in
" store in the nation’s capital for advertisers who
rely on the ‘‘Sound of Quality’’ on ‘WRC
NBC Owned—980 in Washington, D. C.

Sold by NBC Spot Sales
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NOW TV HAS A CONSENT DECREE

Some key network practices must stand antitrust tests from here on

The Dept. of Justice last week got it-
self into the regulation of broadcasting,
and the end results of the move are
still being debated by broadcasters and

government communications adminis-

trators.

The move was through a consent
judgment entered Sept. 22 in Philadel-
phia federal court and agreed to by
NBC-RCA and the Justice Dept.

Ending the antitrust suit against
NBC-RCA which resulted from the
1955 exchange of stations between NBC
and Westinghouse Broadcasting Co.,
the consent decree puts the hobbles on
the network in two areas:

e NBC cannot buy or exchange any
of its stations for other properties with-
out clearance with the Dept. of Justice.
This applies to the top eight markets.

e NBC cannot add any more stations
to its spot sales representative list (ex-
cept its owned stations) without clearing
this also with Justice.

The nub of these clearances, accord-
ing to the consent decree, is a simple
one: the Justice Dept. must be certain
that the network has not used its affilia-
tion powers to ‘‘coerce” anyone else
into selling or exchanging stations or
into agreeing to appoint NBC Spot Sales
as representative, If Justice felt coer-
cion had been used, it could refer the
question to the federal court for a de-
termination.

By implication, the judgment ap-
proved—or at least did not decry—the
principle of spot representation by net-
works. Under terms of the judgment
spot representation would become ob-
jectionable only if it were achieved by
the coercive use of the network’s power
of affiliation.

This concept is in some degree of
conflict with a proposal now pending
before the FCC which would prohibit
networks from spot representation of
any stations other than those they own.

This was one of the recommenda-
tions made by the Barrow Report,
following the FCC’s 1957-58 network
investigation.

Forced Sale ¢ The consent judgment,
filed Sept. 22, obligates NBC to dispose
of the Philadelphia stations (WRCV-
AM-TV). NBC is given a period of a
little over three years to carry out this
divestiture. This would be until Dec.
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31, 1962.

The whole consent decree runs for
nine years from the date NBC disposes
of its Philadelphia stations, but not less
than 10 years from last Tuesday.

This means that NBC is answerable
to the court for that length of time
when any items specified in the decree
are involved.

The judgment specifies that the issues
have not been litigated and that the
terms of the agreement do not con-
stitute an admission by NBC of the
truth of the allegations.

An official NBC statement, issued on
the same day that the consent agree-
ment was filed, stated that it will acquire
stations in other major markets, “thus
maintaining the station ownership sup-
port needed for the continuation of an
effective network service.”

It also said NBC network service to

the Philadelphia area will continue with-
out interruption.

The statement continued:

“The settlement comes at a time
when broadcasting is entering into one
of its most important periods—a period
of vastly increased use of the new med-
ium of color television, of new pro-
gramming concepts, and of expanding
activities. It is a period that calls for
NBC’s undivided attention and fullest
energies in meeting the needs of the
public, its affiliates and advertisers.”

Attorney General William P. Rogers
hailed the consent judgment as the “suc-
cessful conclusion of the antitrust suit.”

The Origin ¢ The suit was brought in
1956 on charges that NBC had coerced
Westinghouse into agreeing to the swap
of stations by threatening to withhold
or cancel NBC affiliations.

Westinghouse gave up its Philadel-

The history of the NBC-Justice
Dept. consent decree, filed last week
in U.S. District Court in Philadel-
phia, covers a span of more than four
years. A brief chronology follows:

May 16, 1955 ® NBC and West-
inghouse sign agreement to exchange
stations.

June 15, 1955 » Application for
FCC consent filed with Commission.

Dec. 21, 1955 » FCC approves
exchange after investigation of un-
official allegations that NBC used
power of affiliation to pressure West-
inghouse into agreeing to exchange.
Vote is 6 to I, with Comr. Robert T.
Bartley dissenting and calling for a
hearing. Mr. Bartley also raised ques-
tion whether FCC approval would
debar Justice Dept. or other govern-
ment agencies from acting against
NBC on antitrust grounds.

Dec. 27, 1955 e Justice Dept.,
which had been kept advised by FCC
of coercion rumors, advises FCC it
is “investigating” charges, but does
not ask Commission to refrain from
action.

Dec. 28, 1955 * FCC announces
approval.

How it happened

‘ment filed in Philadelphia District

March, June and Oct., 1956 ¢
Subject of N