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.READY BOUGHT BY:
ABC-TV Los Angeles
SB-TV Atlanta
DSU-TV New Orleans
2IX.-TV San Francisco
TOP-TV Washington, D.C.
WI-TV Detroit

AFB-TV Baton Rouge
£RO-TV Bakerstield
GHL-TV Billings

SOLC-TV Charlotte, N.C.
CSC-TV Charleston, S.C.
TVN-TV Columbus, Chio
TVM-TVY Columbus, Ga.
VAL-TV Eugene

JEO-TV Fresno

'INK-TV Ft. Myers
‘LBT-TV Jackson
LFY-TV Lafayette
LAS-TV Las Vegas
OB-TV Albuquerque

COMPLETE INDEX PAGE 7

WCPO-TV Cincinnati
KLZ-TV Denver
WTVJ-TV Miami
KMTV-TV Omaha
KFMB-TV San Diego
WKRG-TV Mobile
WLOF-TV Orlando
WTVH-TV Peoria

KTVK-TV Phoenix
KCSJ-TV Pblo.-Colo. Spgs.
WGAN-TV Portland, Me.
KOLO-TV Reno

KXTV-TV Sacramento
KSL-TV Salt Lake City
KIRO-TV Seattle
WNEP-TV Scrtn.-Wilkes Ba.
WRGB-TV Schntdy.-Albany
KXLY-TV Spokane
WCTV-TV Tallahassee
WIVT-TV Tampa
KSWS-TV Roswell, N.M.

WLOS-TV Ashvle.-Gravie.-Sptnbrg.
KHSL Chico-Redding
KTVB Boise

KOIN-TV Portland, QOre.
WCYB-TV Brstl.-Jhsn. Cty.-Kaspt.
WLW-D Dayton

WLW-| Indianapolis

WKYT Lexington

WTMJ-TV Milwaukee
WVEC-TV Norfolk
WATE-TV Knoxville
WFGA-TV Jacksonville

and many more



THE SOUND OF GOOD MUSIC—15
INSPIRING STATION PROMOTION
JINGLES THAT ONLY C.R.C. COULD
CREATE AND PRODUCE. YOU MUST
HEAR THIS VITAL NEW SOUND TO
APPRECIATE ITS VIBRANCE AND
RICHNESS . .THE ORIGINAL SOUND
THAT WILL BE REFLECTED IN YOUR
AUDIENCE RESPONSE. WRITE, CALL
OR WIRE TODAY FOR FREE AUDITION.
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the THE UNDUPLICATE
SOUND OF 15 NEW
Soun STATION PROMOTI(
OF GOOD JINGLES JUST RELE#
BY C.R.C. Featuring Tl
M U S I C Strings of the inter-
nationally famous Dall

Symphony Orchestre
and the largest chorus ever assembled for this purg
Available in Monophonic or Expanded Stereophonic.

COMMERCIAL RECORDING CORPORATION

Box 6726, Dallas 19, Texas Rl 8-8004
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KTVI RATE CARD

. youslovest cost per thousand
: TV buy in St. Louls

Represented 'L Al Rl'
nationally by u

«Rptobuki Restaurant
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Buy Channel 4... and you buy the

GIANT

of the Dallas-Fort Worth market.

KRLD-TV reaches more homes in the Dallas-
Fort Worth market than any other station.

The March-April, 1961, Nielsen Station Index
shows KRLD-TV’s average number of homes
reached 1n the six summarized time periods to be
45.9% greater than Station B, 46.0% greater
than Station C and 169.4% greater than
Station D.

Reach the Dallas-Fort Worth market
EFFECTIVELY with Channel 4.

THE DALLAS TIMES HERALD STATIONS

Cliarinel 4 Datlns~FE Wouk

Clyde W, Rembert, President

MAXIMUM POWER .
TV-TWIN to KRLD radio 1080, ;
CBS_autlet with. 50,000 watts.

Represented Nationally by the Branham Company

.....
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Latin American mission

NAB Board of Directors tentatively
has accepted invitation from Inter-
American Assn. of Broadcasters for 30-
day tour of Latin American nations
early next year. Herbert Evans, presi-
dent of Peoples Broadcasting Corp.,
U.S. delegate to IAAB, delivered in-
vitation to NAB board at its meeting
here fortnight ago. Plane entourage
would leave following next board
meeting in Sarasota, Fla., Jan. 28-
Feb. 3. Wives of members of 43-man
board also were invited.

NAB was host to 1AAB Board of
Directors which held its sessions in
Washington during NAB convention
last month. Latin American tour
would include visits with heads of
government and communications au-
thorities of Latin American republics.

WMGM at bat

With two commissioners absent,
FCC passed over application of Crow-
ell-Collier to purchase WMGM New
York for record figure of $11 million
(CLoseD CiIrcuIT, June 12) last week.
Case is back on agenda for commis-
sion action this Wednesday. WMGM
license renewal had been held up on
payola charges but was renewed last
month. Question now evolves around
“over-all pattern” of operation of
Crowell-Collier stations KDWB St.
Paul, KEWB Oakland and KFWB Los
Angeles (BROADCASTING, May 1).

FCC can (1) grant WMGM transfer
which would, in effect, resolve C-C
questions or {2) send licensee McFar-
land letter. If first course is taken, C-C
qualifications would be deleted as
hearing issue in its $1.5 million pur-
chase of WGMS-AM-FM Washington
as part of RKO-NBC package deals
(BROADCASTING, June 12).

...and WINS sale

Also awaiting FCC action is Storer
Broadcasting Co. $10-million pur-
chase of WINS New York from J.
Elroy McCaw. This, too, has been
delayed because of payola issue in-
volving WINS and has been subject
of thorough investigation by FCC’s
Complaints & Compliance Branch.
Both complaints and transfer branches
are reported ready toc present case to
FCC for decision. In any event, FCC
will consider both WMGM and WINS
sales prior to July 10—when contracts
in both expire—but may not neces-
sarily take final action in either.

O e e e e e g E R e e e R e R e S U
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How to influence people

Some witnesses in current FCC
hearings on tv practices may have lots
of cajoling to do when they try to
resume doing business with individuals
and organizations against whom they
have testified. Even such reluctant
witness as Bill Goodson (Goodson-
Todman) finally testified that talent
agencies like MCA demand “right to
sell” program rights in return for
supplying talent. Similarly Producer
David Susskind, having blasted prac-
tically every broadcasting institution
in sight, may find it difficult to find
friendly port in which to do business.

Footnote 1o Susskind’s testimony:
Truman tv series rights were being
“peddled” to tv syndicators about one
year ago. One syndicator says he
turned it down then because (1) it
would need network slot and because
former president is so apt to become
embroiled in controversy, firm was
sure no network would take show,
and (2) if syndicated to stations, ad-
vertiser limitations would make series
nearly unsalable. Producer Susskind
testified he couldn’t find tv network
customer for his projected 26 hour-
long tv episodes based on Truman
(see story page 27).

All-channel outlook

Set manufacturers will oppose pas-
sage of this year’s all-channel receiver
bill (S 2109) on primary ground
that FCC is putting cart before horse
—that it first should decide tv alloca-
tion policy. Measure was introduced
last week by Chairman Magnuson of
Senate Commerce Committee after
Budget Bureau had cleared it for
submission but without administration
recommendation for approval. FCC,
however, strongly endorsed bill, con-
tending that all 82 channels (12 vhf
and 70 uhf) are needed for adequate
nationwide service and that deterrent
has been lack of uhf receivers (only
about 17% or 8.7 million out of 52
million receivers in use).

Position of Electronic Industries
Assn., representing manufacturers, is
that because of lack of demand, pro-
duction of uhf-vhf sets had been cut
back from original 20% of total in
tv's early days to about 7.5%. They
want FCC to decide whether all tv
eventually will move to uhf or extent
of deintermixture that will be ordered
so manufacturers on long range basis
can gear production to allocations

time-table. Manufacturers say ali-band
receivers will cost $20 to $35 more
for consumer at outset and even with
mass production would be priced
higher than vhf-only because extra
tuner and other components are in-
volved. Thus outlook for favorable
action this session is regarded bleak.

Spotlight on spots

Advertising Council went into se-
cret tizzy last week when it learned
NAB tv code specified that public-serv-
ice spots in peak hours are to be
counted against increased four-minute
commercial time allowance in half-
hour, single sponsor programs. Coun-
cil summoned emergency meeting of
its Radio-Tv Commission, said to be
first in two years. Several industry
executives were invited. NAB has re-
assured council new code rule should
not reduce availabilities for public-
service spots.

Commercials and AAAA

New 40-second station-breaks and
tightening of NAB commercial code
have not gone unnoticed by American
Assn. of Advertising Agencies, but
don’t look for formal action. Changes
were discussed within past fortnight
by two AAAA standing committees
—Broadcast Media and Tv-Radio
Administration—but authorities say
discussions consisted primarily of
briefings and exchange of views on
these and many other topics and that
no formal position is foreseeable.
Both committees are headed by execu-
tives of Young & Rubicam, which has
led agency fight on 40-second breaks:
William E. (Pete) Matthews, Y&R
media vp, heads Broadcast Media
Committee, and David Miller, Y&R
vp and general counsel, heads tv-am
administration group. In addition,
Ray Jones, Y&R Radio-Tv Spot Co-
ordinator, participated in administra-
tion meeting as guest backgrounder.

Evans leaving Palmer

Ralph Evans, executive vice presi-
dent of Palmer Enterprises, which in-
clude WHO-AM-FM-TV Des Moines,
WOC-AM-FM-TV Davenport, termi-
nates his 36-year tenure on June 30.
Dr. David D. Palmer, son of Dr. B.
J. Palmer, who died May 27 at 79,
has succeeded to presidency of Palmer
School of Chiropractic and as direct-
ing head of all Palmer Enterprises.
He previously had served as vice pres-
ident.

ook Number) published in September, by Broabcastmvg PUBLICATIONS INC.,
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and because people are different in different markets . . . Storer programming is different! We put together a flexible format
to fit the needs of the community . . . making it local in every respect. That’s why Storer Stations are liked, watched and
listened to—why they rate high in the 9 key markets where they are located®. Local programming—quality-controlled —
assures you the best is being presented. You know you’ve made the right buy when you buy a Storer Station. Storer
representatives have up-to-the-minute availabilities at their fingertips. fmportant Stations in Important Markets.

*WGBS rates number 1 in Miami. KGBS blankets Southern California aith 50,000 waits.

- -
'LOS ANGELES || PHILADELPHIA § CLEVELAND WHEELING TOLEDO DETROIT
KGBS WIBG wWiw * WWVA J WSPD WwJBK STORER
MIAM! MILWAUKEE T' CLEVELAND ATLANTA TOLEDO DETROIT BROADCASTING COMPANY
WGBS WITI-TV WwWIwW.Tv WAGA.TV WSPD-TV W]BK.TV
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WEEK IN BRIEF

Those practitioners of the program arts—writers and
producers—turned on tv last week. They mostly agreed
tv is lousy but the pay is good. Ratings, networks, agen-
cies, sponsors targets at FCC probe. See .. .

CREATORS TURN ON CREATED... 27

A new answer to cne of advertising's toughest prob-
lems—how many tv homes are there? New 1961 figures
prepared by American Research Bureau supply fresh data.
A complete national county-by-county table. See . . .

47.9 MILLION TV HOMES ... 71

Station reps, the men who know the national spot busi-
ness best, are buzzing over two developments—NAB's
ban on tv triple-spotting in peak hours and the 40-second
chain breaks. A resume of what they’re doing. See ...

HOW WILL BREAKS BE PRICED? ... 40

The ever-expanding group of community tv operators
had a talkfest in San Francisco. There's not much they
can do about such problems as pay tv and development
of large groups except talk and watch Washington.
See . . .

NCTA PONDERS PAY TV... 60

Whenever two researchers get together, they slaughter
each other with the “apples and oranges” label. And
that's the tag attached to a Nielsen tv-magazine com-
parison by TvB, which claims tv is short-changed. See . . .

APPLES AND ORANGES ... 52

“Ladeez and genmuns! In person (and/or recorded) the
most popular show since Cleopatra snared the innocent
Anthony—Newt and Roy." A serious series involving basic
American issues, featuring Colins and Minow. See . ..

ROY, NEWT AGREE, BUT ... 65

Speaking of Gov. Coilins, there’s an undercurrent of
concern in North Dakota over the way he criticized pro-
gramming at the NAB convention. Bill Cariisle of NAB
went to Bismarck last week to put out the fire. See. ..

FIREMAN SENT TO N.D.... 56

ABC-TV has made another move in its determined effort
to keep abreast if not ahead of CBS-TV and NBC-TV. The
latest action is a return to station spot representation for
its five owned and operated stations. See . ..

ABC-TV BACK IN SPOT... 34

With all this reorganizing going on, the Federal Trade
Commission isn't going to face the world in an old-
fashioned administrative dress. Speedier prosecution of
cases sought in extensive staff shakeup. See . ..

FTC IN REORGANIZATION ... 89

Times are changing, especially in the field of distribu-
tion. Last week the nation’s top marketing people met
at Los Angeles to figure out ways of selling the goods to
be produced in the affluent years ahead. See . ..

MARKETING OVERHAUL NEEDED... 46

DEPARTMENTS
AT DEADLINE ....vvvivennsiiimmenisnisieens 9 INTERNATIONAL
BROADCAST ADVERTISING .......... 34 LEAD STORY ...
BUSINESS BRIEFLY ..oiviiniiennenes 44  THE MEDIA .........
CHANGING HANDS ... 57 MONDAY MEMO
- CLOSED CIRCUIT .ovvrvsrrisssrssassrsers 5
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Frankly, it's easy on WINS, and we deliver far more than
you imagined. Not just New York City, but 24 counties
in 3 states surrounding it. Not just homes and offices,
but over 2,800,000 cars on the road, as well. Over
; % 17 million people of all ages, interests and incomes
1010 whose annual purchases equal those of the next 3 markets

combined. Examples? Over 6 billion on food, 2 billion

on apparel, 2, billion on cars and automotive products.
Yes, you buy all this when you buy WINSland, the
mammoth market reached by Radio WINS.

And summer brings you an extra bonus: 1 million
radio-equipped boats that rely on WINS for official
offshore weather and marine reports. Buy WINS to sell
Nationally Represented by The Katz Agency or call WINS, U 2-7000 New York. It's as simple (and profitable) as that.

YOUR NO. 1 MEDIA BUY IN THE NO.1 MARKET IN THE U. S.
8 BROADCASTING, June 26, 1961



Late news breaks on this page and on page 10
Complete coverage of week begins on page 27 .

AT DEADLINE
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TELEVISION BITES BACK AT PROBE

Ed Sullivan calls Susskind leading creator of tv flops

Television, three-day target of critics
in FCC network program hearing in
New York (see story page 27), got its
first champion Friday (June 23) in
testimony when tv star Ed Sullivan
testified.

Mr. Sullivan defended tv as whip-
ping boy, blamed movies for making
violence prevalent in entertainment and
parents for being “too lazy or too in-
different” to supervise children’s pro-
gram selections.

Ratings, he thought, accurately reflect
what people like to see on tv, but
warned some “wasteland” is inevitable
because of need to fill 10,950 hours
each year (compared to Broadway’s 125
and movies’ 600). Like newspapers,
Mr. Sullivan said, “boiler plate material”
in tv must fill “open space.”

Commending tv's general week-to-
week job, Mr. Sullivan singled out auth-
or Gore Vidal’'s {(who testified earlier)
feat of writing 20 plays for tv in one
season, or one-fifth of lifetime work of
Playwrights Eugene O'Neill, Robert

Harris to unveil
FCC overhaul

Rep. Oren Harris (D-Ark.) is ex-
pected to introduce, early this week,
substitute measure for his own FCC
reorganization bill (HR-7333).

New bill, which came out of execu-
tive session of Rep. Harris’ Regulatory
Agencies Subcommittee Friday, report-
edly is patterned after reorganization
bill (S-2034) introduced in Senate by
Sen. John O. Pastore (D-R.L).

Unlike HR-7333, new bill is said to
provide for mandatory review of initial
decisions in all except minor cases.
Measure is also said to be stripped of
provision authorizing chairman to as-
sign work to commission personnel.

Although original Harris bill and
Pastore measure were basically alike,
Regulatory Agencies Subcommittee
heard FCC, NAB and Federal Com-
munications Bar Assn. representatives
favor milder Senate bill (BROADCASTING,
June 19). FCC is now expected to
support new Harris measure.

Full House Commerce Committee is
reported ready to go directly into ex-
ecutive session on new bill, without
holding further hearings.

Senate Communications Subcommit-
tee, headed by Sen. Pastore, will start
hearing on his bill Wednesday.

Sherwood and Maxwell Anderson. In
touching on David Susskind’s testimony
delivered earlier, Mr. Sullivan disagreed
with much of it, commenting also,
“Nobody has been given as many oppor-
tunities on tv . . . and nobody has had
as many flops.”

Bill Goodson, of Goodson-Todman
Productions, said The Rebel (G-T
packaged and financed) was aired on
ABC-TV only after network got share
of ownership and syndication rights.
He said also that it’s “general practice”
for talent agency-packager to demand
“right to sell” programs developed by
independent packagers in “return for
talent.” Mr. Goodson was asked to
file affidavit showing specific examples
of this with study group at later date.

Bob Banner, president, Bob Produc-
tions, testified live drama shows have
been disappearing from tv largely be-
cause their ratings do not approach
those of film series. It was his opinion
that successful shows must appeal both
to children and adults, and pointed out
that most drama programs do not
attract children.

Others who appeared Friday and
echoed views of other witnesses were
William Todman, partner in Goodson-
Todman productions and Vincent Don-
ehue and Daniel Petrie, directors of
tv drama programs.

Hearing resumes today (June 26)
with these witnesses scheduled: George
Schaefer, Compass Productions Ltd.;
Irving Mansfield, IMPA Productions
Ltd.; Irving Gitlin, NBC; H. William
Fitelson, General Counsel, Theatre
Guild, and Audrey Gellen, producer-
writer, Talent Assoc.

KCKC goes on block

KCKC San Bernardino, Calif., is
to be sold at public auction July
10, 10 a m. room 202 Blackstone
Bldg., San Bernardino. Craig,
Weller & Laugharn, Los Angeles
law firm appointed by court as
trustee in bankruptcy proceed-
ings, puts book value of land,
building equipment and furniture
at $125,930, subject to liens of
approximately $104,000, and es-
timates 1961 gross as $120,648.
KCKC is on [350 kc with 500
w, has application pending for 5
kw day, 500 w night.

More comments to FCC
on anti-payola bills

Further comments on FCC rules to
implement Congress’ anti-payola legis-
lation filed Friday at FCC by NBC,
CBS and Alliance of Television Film
Producers (early story page 88).

NBC, like film producers who filed
earlier comment, believes portion of
rule requiring licensees to ascertain
there’s no payola in theatrical films is
“unrealistic and unfair’ and not intend-
ed by Congress because licensee can’t
police economic policies of film-makers.

NBC and ATFP both asked FCC to
clarify which parts of March 16, 1960
notice on payola are still applicable.
FCC should supersede notice by revised
Sec. 317 or should codify applicable
parts, they held.

CBS and ATFP concurred with NBC
and with film companies that provision
for announcement in connection with
theatrical films later shown on tv is un-
workable and unnecessary and that no
company would pay for tv mention
possibly 10 years later in current films.
CBS also questioned point at which an-
nouncement should be made for sup-
plied cars and said it should be neces-
sary only when cars were used for
personal purposes. All three comments
agreed with principle of anti-payola
rules.

FTC's Sweeny urges
use of truth test

Broadcasters should apply “truth test”
to their local spot announcements and
demand proof of doubtful claims from
advertisers, Charles A. Sweeny, in
charge of Federal Trade Commission’s
radio-tv monitoring, told Maryland-D.C.
Broadcasters Assn. Friday at Ocean
City,Md., meeting (early story page 58).

FTC’s four advertising monitors read
about 50,000 scripts per month, he said,
laying aside about 3,000 for further at-
tention. He reminded that Internal
Revenue Bureau has primary jurisdic-
tion over advertising for alcoholic bever-
ages.

Mr. Sweeny said FTC also does di-
rect monitoring of broadcasts in Wash-
ington and gets reports from its men
in field. He summed up FTC’s concern
this way, “We are very greatly con-
cerned with advertising which induces
your listeners to part with their money
because of a false impression gained
from your broadcasts.”

_—_— s sesss o aeee . more AT DEADLINE page 10
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John 0. Gil-
bert Il, general
manager of

WXYZ Detroit,
elected vp of
WXYZ Inc.,

wholly-owned
subsidiary of
AmericanBroad-
casting - Para-
mount Theatres
Inc. Mr. Gilbert,
who joined De-
troit station as general manager in 1960,
previously had served as sales manager
of WBZ Boston. Prior to that, he had
been with Knorr Broadcasting Corp. for
six years as salesman and sales manager
of WKMH Detroit.

Herbert D. Strauss, executive vp and
22-year veteran with Grey Adv., elected
agency’s new president today (June 26).
Arthur C. Fatt, president of firm he be-
gan with as office boy 40 years ago,
elected board chairman and chief ex-
ecutive officer. Lawrence Valenstein
continues to serve as executive commit-
tee chairman but gives up board chair-
manship. Mr. Valenstein was founder-
president of Grey in 1917, launching
agency on $100 he borrowed. Agency
now bills at rate of $58 million per year.

Mr. Gilbert

R. S. Gates, executive vp and director
of Collins Radio Co., Cedar Rapids,
Iowa, has resigned. With Collins since
1934, he was in charge of financial func-
tions. In subsequent realignment of re-
sponsibilities for financial activities, Vice
President E. A. Williams will assume
central management responsibility for
corporate controller and treasurer func-
tions in addition to his present duties

WEEK'S HEADLINERS

and Vice President. J. B. Tuthill will as-
sume new responsibilities in the areas of
financing and banking relations plus
financial analysis. R. J. Flynn, financial
vp of subsidiary Alpha Corp., becomes
assistant vp of Collins and will direct
financial accounting. R. C. Mullalay,

assistant general manager of Collins
Texas Div., becomes assistant vp of
Collins with responsibility in general
areas of cost control, pricing policy,
contract administration,
operations analysis.

budgets and

/ Y5

Mr. Shaker Mr. Jameson

Theodore F.
Shaker, former-
lydirector of
network pro-
gram sales at
CBS-TV, to
head new ABC-
TV National
Station Sales Inc.
(station rep for
ABC-TV's
owned and oper-
ated stations, see
story page 34) as vp. and general man-
ager. Edwin T. Jameson, who was na-
tional director of NBC-TV Spot Sales,
becomes general sales manager, and

Mr. Miller

D, Thomas Miller, account executive
for CBS-TV Spot Sales since 1954, will
headquarter in Chicago as central divi-
sion manager. Mr. Shaker joined CBS in
December, 1951, as account executive in
spot sales, served also with WXIX-TV
Milwaukee, and at one time with The
Katz Agency. Mr. Jameson has held
sales managerial posts with NBC for
several years and had been with Peters,
Griffin, Woodward, as well as with
Crosley Broadcasting Corp.

Louis Wolfson, vp of Wometco En-
terprises, Miami, appointed director of
company's broadcast interests (WTVJ]
[TV] Miami; WLOS-AM-FM-TV Ashe-
ville, N. C.; WFGA-TV Jacksonville,
Fla.; KVOS-TV Bellingham, Wash.).
Mr. Wolfson will report directly to par-
ent Wometco Enterprises president and
board directors. New move, it was re-
ported, will centralize responsibility and
increase efficiency of entire operation.

Joseph M.
Bryan, president
and board mem-
ber of Jefferson
Standard Broad-

casting Co.
(WBT and
WBTV [TV]

Charlotte, N. C.,
and WBTW
[TV] Florence,
S. C.), retires as
senior vp of par-
ent Jefferson Standard Life Insurance
Co. He will devote his time strictly to
broadcasting activities. Mr. Bryan be-
came associated with Jefferson Stand-
ard Life in 1931, was named vp in 1936
and president of broadcast arm in [945.

Mr. Bryan

For other personnel changes of the week see FATES & FORTUNES
e e AR A T

Stanton sees gains
in access to news

Freedom of accessibility to all news
for photographers, as there is for re-
porters, was urged by Dr. Frank Stan-
ton, CBS Inc. president, in speech be-
fore National Press Photographers
Assn.’s awards banquet in Wichita,
Kan., last Friday.

Dr. Stanton, who has had experience
as photographer (see story, page 64),
stressed this freedom would be gained
only if association members continued
to fight for right, and predicted that
equal access to news would come “not
easily but inevitably.”

Dr. Stanton paid tribute to all phases
of journalism as contributing to flow
of information to peoples of world; he
referred to Matthew Brady’s photo-

10

graphs during Civil War and television
news pictures of today as examples of
significant role played by photography
in communicating news of crucial
events to world.

CBS-TV shifts symphony

CBS-TV-owned stations plan to pro-
gram one in series The International
Hour, new exchange program project,
in prime time July 6. Episode—"Sir
Thomas Beecham Presents Lollipops”
initially taped in 1960—will preempt
Gunslinger (9-10 p.m.). International
Hour usually is telecast Sunday after-
noons. Shift was made, CBS-TV noted
Friday, to permit “wider viewing audi-
ence.” Owned stations: WCBS-TV New
York, KNXT (TV) Los Angeles,
WCAU-TV Philadelphia, WBBM-TV
Chicago and KMOX-TV St. Louis.

Commerce to use agency

U. S. Dept. of Commerce announced
June 23 it will retain advertising agency
and public relations firm to direct cam-
paign promoting travel in this country
by foreigners. Applications will be re-
ceived until July 12.

Lehn & Fink to FSR

Lehn & Fink Div.,, Lehn & Fink
Products., N.Y., is announcing June 26
appointment of Fuller & Smith & Ross,
that city, as agency for four products—
Stri-Dex medicated pads, Noreen color
hair rinse, Hinds Honey & Almond
Cream-and Lysette. Total billing first
year (all tv) will be $2 million, bring-
ing FSR’s overall broadcast billing rate
to estimated $14 million. Account has
been with Ted Bates.

BROADCASTING, June 26, 1961



on Aprll 27

It sure did.

Namely, the ABC-TV program line-up.
It moved to WITI-TV, new Milwaukee
affiliate of the ABC Television Network.
With the most resounding results.

The last ARB rating* before the switch
gave WITI-TV a third-place 29.0 share of
audience. The first ARB rating™* afier the
switch gave WITI-TV a first-place share of
40.0.Onourabacusthat’sa 38%move—up.

*Source: ARB, Network share of audience. Feb. 16~March 15, 1961 vs. April 19—May 16, 1961. Sunday through Seturday 6:30-10:00 PM.

BROADCASTING, June 26, 1861

It should surprise no one. Milwaukee is
but the latest of such happy trendings: as
in Portland, Ore., Seattle-Tacoma, Salt
Lake City, Boston—where, following the
move to ABC-TV, average evening audi-
ence shares soared as much as 52%.

If you can’t beat ’em, someone said,
join 'em.

ABC Television




This is what Marie Torre and Jack Goulc
Kay Gardella, Bob Williams, John Griffir
EleanorRobert, Arthur Fettridge, Anthon
LaGamera, Percy Shain, Fred Remingtor

Marie Torre
New York Herald Tribune

“Representing the first major effort
to give late night viewers something
other than Jack Paar and vintage
movies, ‘PM East’ and ‘PM West’
arrived with a trio of attractive hosts
...Mr. O'Flaherty has an ingratiating
manner...Miss Davidson is pretty and
a competent interviewer...Wallace's
interviews were first rate.”

L) L] .

Jack Gould
The New York Times
"Terrence O'Flaherty is headed for a
: formidable distinction: the first TV
critic to make a success of appearing
in front of the cameras. Both he and
his program seemed destined for the
winning column...there is a fresh-
ness to his half-hour that could prove
attractive indeed. He has both sur-
prising aplomb and an infectious
manner on the screen; not so surpris-
ing, he also boasts a turn of phrase.”
- L] L]

Kay Gardella
New York Daily News
"A new door opened for televiewers
last night. At the same time, clear
fresh air swept through the stagnant,
de-oxygenized late night atmosphere
created by antiquated movies and
Jack Paar's limited small talk with the

"PMEAST’S

same old rotating faces. The door was
labeled ‘PM East’ and '‘PM West,' a
60-minute New York segment hosted
by Mike Wallace and Joyce Davidson,
followed by a 30-minute San Fran-
cisco pickup, emceed by smooth,
easy-to-take Terrence O'Flaherty...
with care and direction, there's no
reason why this divertissement
shouldn't cut the late night audience
right down the middle, leaving the
other half for Paar and old movies to
fight over.” «

Bob Williams

New York Post
“From this chair the prospectus
seemed inviting. The promise is the
interview everybody else on television
forgot to do. The only new and invit-
ing development, 'PM East’ and ‘PM
West' arrived as a little bit of luck for
viewers in the beginning of network
television’s summer rerun-around.”

L] L] L

John Griffin
New York Mirror

*“Two thoughts are definite. One that
Terrence O'Flaherty, host of ‘PM
West," will be around your set for
a long time to come. His appearance,
personality and all around style come
over just great! And Joyce Davidson
makes a good hostess along with
Mike Wallace for ‘PM East’.”

Eleanor Robert

Boston Traveler )
“A tasty platter of smorgasbord. it
was bright, informative, and held a
definite appeal for viewers who have
never found Jack Paar their cup of
tea. The format is entirely ditferent
and far more solid, an hour and a half
of fascinating and varied entertain.
ment. it was a far different Mike Wal.
lace, fow key, pleasant, efficient. Miss
Davidson proved that she's as bright
and capable as she is attractive. As
for Terrence O'Flaherty, he has that
warm appealing quality and lepre-
chaun spriteliness that will fast build
fans." « e s

Arthur E. Fettridge
Boston Herald
*‘Something very new, different and
rather original has come to the Bos-
ton television scene. It's not a copy
of the Jack Paar show. it combines a
great deal of informative matter along
with entertainment. Mike Wallace is a
different Mike. Here we find a charm-
ing fellow, one you can like. Miss
Davidson has a wonderful manner of
speech and a delightful way of cock-
ing her head to one side as she talks.
This girl's got it. For the opener, ‘PM
East' and ‘PM West' enticed us with
tidbits from future shows. These ex-
cerpts gave us an excellent idea of
what upcoming programs will be

like and their widespread vi
O'Flaherty is perfect as he intrc
us to the various characters -
great and colorful California cil
late viewers' sake and that of
sion, we hope ‘PM East’ and ‘PM
is a great success.”
L] L L]

Anthony LaCamera

Boston American
‘‘ ‘PM East’ and ‘PM West' repi
a very different and highly amk
brand of TV programming (with)
attractive people as regulars.
Wallace reveals himself a mell
more informal, much friendlier
viewer, while still maintainin,
control as a take-charge persor
Blonde Joyce Davidson seemed
at home as his girl Friday. A ple
surprise was debonair Terr
O'Flaherty. He shouldn't have .
trouble getting the lady viewe.
his side.” .« e =

Percy Shain

Boston Globe
“Packs the same itripudent view
as the Paar session, but goes fa
afield in search of ideas and e
ment...a briskly paced entertain
that was generally diverting and
laugh-provoking. With a mellowe
more relaxed Mike Wallace ass
by pretty Joyce Davidson, this pc
ranged lightly over ten categori



fin Fanning, Gecil Smith, Pinky Herman,
im Frankel, Barbara Delatiner & George
losen have said about television’s two
ig, new nighttime shows for grown-ups.

ng moods, from serious to satiri-
t's no longer just Paar or an old
e for insomniacs."

L] + ]

Fred Remington
Pittsburgh Press
rything is held short and kept
it and occasionaily mildly signif-
., as was the case of the William
hirer interview. Mr. Shirer's re-
¢s were brief and chilling. The
York end is handled by Mike
ace, a deft man with an interview,
Joyce Davidson, an uncommonly
‘ty young woman with a soft-
ten competence and an admirable
of gush. O'Flaherty has one of
ie lrish smiles which the song-
er must have had in mind when he
“they're like a morn in spring. But
tent is the big criterion and the
tent here was, on the whole, first
11}

Win Fanning
Pittsburgh Post Gazette

e Westinghouse Broadcasting
npany did launch a rocket aimed
arely at challenging the Jack Paar
tnik. At last someone has come up
1 a place to turn to while Paar is
inding away at the old tear-washed
C 'slave market." We shall be hear-
a lot more about 'PM East-West'

‘he months to come."’

Sy

¥
e, -

Cecil Smith

Los Angeles Times
“The most serious threat to Jack
Paar's position turns up tonight. It's
an excellent show, worth staying up
to watch."

L - L
Pinky Herman

Motion Picture Daily
“A free and easy format with Terry
and Mike, the results proved interest-
ing and flavored with off-beat camera
angles, unusual news slants, and
geared to present a wide latitude of
ideas and personalities. It appears
that WBC has beat the two networks
in coming up with a threat to the here-
tofore unchallenged domination of
the national late spot by NBC's Jack

i1
Paar. . e e

Jim Frankel
Cleveland Press

“If you want lively, scintillating TV,
you'll have to wait until after 11:00
p.m. The most important program in-
novation in years is a nightly affair
‘PM East’ (60 minutes)and ‘PM West'
(30 minutes). Probably 9% out of 10
televiewers don't care a rap who'’s
producing a program. Both ‘PM’s' are
unique because they represent the
first nightly effort at national pro-
gramming by an outfit other than a
television network.”

Barbara Delatiner
Newsday
“Just when Jack Paar was beginning
to pale and late movies were becom-
ing a drag, something new has been
added to the wakeful watch to entice
us from slumber. It's ‘PM East/PM
West'...the entry promises to be a
winner.” . e .
George Rosen
Variety
PM East/PM West is far and away
the most ambitious programming
venture undertaken by the enterpris-
ing Westinghouse Broadcasting Co.
Intra-tradewise, it adds up to the neat-
est (if not the most difficult) trick of
the year, setting a new pace on the
step-up of syndicated tapes. In an era
of declining rating returns on the late
and late late feature pix presenta-
tions, any such bold thrusts to reac-
tivate live nocturnal programming
merit commendation, enhancing its
chances for receptivity by non-WBC
stations. Polished, yes, and a ‘new’
Mike Wallace, warm and relaxed, to
host the first hour 'East’ portion of
the 90 minutes. [t also has going for
it a gal out of Canadian TV, Joyce
Davidson, who is definitely a cutie pie
with a low-key register that enhances
her attractiveness. As exposures pile
up, it's a cinch so will Joyce Davidson
fans. She's got that quality.”

'PM East' is a sixty-min-
ute program from New
York City, starring MIKE
WALLACE with Joyce
Davidson—followed by
'PM West,' a thirty-min-
ute program direct from
San Francisco, featuring
Terrence O'Flaherty.This
is TV rich with humor
and music...alive with
magnetic vitality. It's
TV that's fresh and new
and worth looking into.

Mon. thru Fri. on the Westinghouse
Broadcasting Company stations in:
Boston WBZ-TV/Baltimore WJZ-TV
Pittsburgh KDKA-TV/San Francisco
KP1X/Cleveland KYW-TV.

Contact TvAR for spot availabilities.

Also in New York WNEW.TV/Chicago
WGN.TV/Dallas WFAA.-TV/Los Ange-
les KTTV/Washington WTTG-TV.

“'PM East’’ & "'PM West" are available
for further syndication on a limited
basis. Contact WBC Program Sales
at MU 7-0808 for complete details.

PMWEST”




WITH MEDIA SELECTION BECOMING INCREASINGLY
MORE COMPLICATED...

YOUR NO. 1 BUY IS STILL
national representatives:The Kalz Agency, Iac.
in San Francisco, insure massive responsive audiences. Big

buying evidenced in recent participation campaign in which
KEWB offered to pay listeners’ bills.

In three weeks, over a quarter-million dollars worth of bills
poured in. Biggest single total, car payments. 'Way up are
house payments, furniture, appliances. Even with enly 91
seconds to respond after we announce winner's name, over
33% making it. {You'd listen carefully, tool)

@ CROWELL-COLLIER BROADCASTING CORPORATION

A SOUND CITIZEN OF THE BAY AREA

E PLURIBUS ULLMAN

E Pluribus Unum — ‘Out of Many, One.’
Marv (Octavius) Kempner, our exec v.p.
knows this goes for SOUNDSMANSHIP
too. The one complete program service
created to give your station that unique
but unique sound. Call your Ullman-Man
or Octavius Kempner.

RICHARD H. ULLMAN, INC.
1271 Ave. of the Americas/N.Y./PL 7-2197

' a Division of
- THE PETER FRANK ORGANIZATION, INC,

I \ Hollywood / New York

OPEN MIKE &

Ad criticisms wanted

EpiTor: The four-page insert about our
ANA-AAAA Interchange of Opinion
on Objectional Advertising (June 12)

. was a splendid contribution by
BROADCASTING. We hope your good
readers will keep the Interchange in
mind and let us know whenever they
consider that an ad has overstepped the
bounds of good taste or seems other-
wise objectionable.

We will be glad to submit the criti-
cism to the advertiser and agency people
on our committee. If a majority agrees
that the advertising seems objectionable,
the votes and comments will be sent
to the advertiser and agency concerned.
~—Richard L. Scheidker, Secretary, The
ANA-AAAA Committee for Improve-
ment of Advertising Content, 420 Lex-
ington Ave., New York 17.

epITor: The four-page advertisement
placed by the ANA-AAAA committee
for improvement of advertising content
is a good example of the interest of
buyers of advertising to clean up ob-
jectionable advertising. All this activity
should help.

But may I remind the broadcasters
that the final responsibility is up to the
media, and they must continue to
strengthen the code and be tough in
carrying it out. The buyers, as groups,
can work to improve advertising but the
final check and responsibility is the
media’s This takes strength of char-
acter. And from experience I can tell
the broadcasters that you don’t really
lose business when you stick to your
code and see that it is carried out. You
save your business.—Edgar Kobak,
Business Consultant, 341 Park Ave.,
New York 22.

In support of the clears

EpiTor: You are to be commended
for the altogether objective and realistic
editorial “Clear Channels—16 Years
Later” (BROADCASTING, June 19). As
one organization representing rural
people, many in remote rural regions,
we are vitally concerned about the
possible nighttime loss of radio service
resulting from decisions by the FCC
to curtail the only radio coverage we
have in many areas at night—the clear
channel stations.—Roy Battles, Asst. to
the Master, National Grange, Washing-
ton, D. C.

Gordon-Wagner plans

EDITOR: An important point was not
covered in your story on Morton J.
Wagner’s new association with Gordon
Broadcasting Co. [BROADCASTING, May
22]. Mort’s own organization will re-
main in existence independently-owned

BROADCASTING, June 26, 1961
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JAYARK

PRESENTS AN EXCITING
NEW CONCEPT IN

TV PROGRAMMING
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Hist-o-Rama

- 208 five-minute factuals—unique mag-

- e A
S A

azine portrayals of the greatest stars
in the history of Hollywood:

o
B
o
B
i

R

TYRONE MARIE CLARK HUMPHREY
* POWER * DRESSLER * GABLE * BOGART

GARY JOHN w. C. JEAN
* COOPER * BARRYMORE * FIELDS * HARLOW
and 200 other stars

Hollywood Hist-O-Rama has an unlimited audience potential
...men...women ... teenagers ... Everyone who has ever
been exposed to the glow and glitter of the silver screen will be
drawn to this star-laden attraction.

Hollywood Hist-O-Rama — produced in Hollywood about the
greatest names in motion picture history using the newest
pictorial techniques!

N
e
="

GO R R

2L

Now in production for fall delivery

JAYARK FILMS CORPORATION

Reub Kaufman, President

15 East 48th St., New York 17, N.Y. MUrray Hill 8-2636

Produced by: Julieart Productions, Inc.
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TELEVISION
SALES INCORPORATED
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..announcing a new television station

representative, dedicated to the Storer concept
of quality that has beeﬁ a broadcasting
byword for over thirty years. Offices in all
principal advertising centers are ready

to provide you with complete service for the
five important Storer television stations.

In your area call...

In New York,/ Plaza 2-7600

In Chicago /Central 6-9550

In Detroit, /873-2383

In San Francisco, Yukon 1-8860
In Los Angeles/ Dunkirk 9-3138
In Atlanta/_875-8576

Representing :
WAGA-TV ATLANTA,WITE-TV MIIWAUKEE,

WIBK-TV DETROIT, WIW-TV CLEVELAND
and WSPD TV TOLEDO

Lo




KOLN-TV DELIVERS THE
MAXIMUM AUDIENCE IN NEBRASKA*

Gunsmoke ...,..74,700 homes
Red Skeiton .....56,700 homes
6:00 p.m. News. ..40,300 homes
10:00 p.m. News. .58,500 homes

*November Lincoin ARB

Fhe FHlations

WIZO-TY — GRAND RAPIDS-KALAMAZOO
WAZO RADIO — KALAMAZOO-BAYTLE CRE -
WHE RADIO — GRAND RAMDS 1
WHH-FM — GRAND RAPIDS-KALAMAZOO
WWTY — CADILLAC-TRAVERSE CITY
WOLN-TY = LINCOLN, MEBRASKA

YOU'RE ONLY

o= HALF-COVERED

IN NEBRASKA

This is Lincoln-Lond — KOLN-TV's NCS
No. 3. Figures show percentages of TV
homes reached weekly, day or night.

No matter how you slice it, you'll find
there are just two big, “prime-cut” tele-
vision markets in Nebraska — the extreme
East and Lincoln-Land.

Three top TV stations split the Eastern
market three ways as they battle for
viewers’ attention. But Lincoln-Land is
different. Here one station completely dom-
inates this big market—that's KOLN-TV!

During prime 6 to 9 p.m. viewing time,
latest Nielsen reports more than 50,200
Lincoln-Land homes tune in KOLN.TV!
See how this compares with any other
Nebraska station.

Avery-Knodel has the full story on
KOLN-TV — the Official Basic CBS Out-
let for South Central Nebraska and
Northern Kansas,

KOLN-TV

CHANNEL 10 © 314,000 WATTS © 1000-FT. TOWER
COVERS LINCOLN-LAND — NEBRASKA'S OTHIR B3I0 MARKET
Avery.Knodel. Ine,, Exclusive National Rep i

E PLURIBUS ULLMAN

Herb (Nero) Berman orates. Says it’s only

18 (OPEN MIKE)

money — in the bank for you. Soundsman-
ship, that is. For example, take “The Big
Sound.” You'll get 8,886 coin producing
program aids, shipped each month...and
in mint condition of course. Don’t fiddle.
Call Nero Berman now.

RICHARD H. ULLMAN, INC.
1271 Ave. of the Americas/N.Y./PL 7-2197

a Division of
) (THE PETER FRANK ORGANIZATION, INC,
' Hollywood / New York

and controlled by Mr. Wagner. It is
the mutual intention of Gordon Broad-
casting and Wagner Associates to ex-
pand our station groups and diversify
into other interests. All properties, pres-
ent and future, will come under my
banner for operational supervision and
national promotion, with Mr. Wagner
directing combined activities.—Sher-
wood R. Gordon, President, The Gor-
don Group, San Francisco.

Foe of triple spots

EDITOR: . . . I think the recommenda-
tions of the Code Committee [BROAD-
CASTING, June 12] make sense.

You are probably aware that Lou
Nelson, our vice president in charge of
marketing, was the first media man to
campaign against triple spotting. As a
matter of fact, to this day, the Wade
Agency will not buy spots in a triple-
spot position.—Paul McCluer, Execu-
tive VP, Wade Adv., Los Angeles.

Auto Jockey in profiie

EDITOR: . . . In the May 1 issue we
received a nice notice of the equipment
we would display at the NAB conven-
tion. Regardless, nothing was said [in
the May 15 post-convention issue] about
the only unit which uses many different
ways to provide a radio station with
automation. . . . The Auto Jockey of
Aitken Communications differs from
other systems. . . . No tones are re-
quired because of the exclusive use of
an advance head which listens for the
next announment or musical selection,
thus the aundio itself does its own cueing.
. .. Until the Auto Jockey all systems
used a fixed run in time before stop-
ping the turn table. The Auto Jockey
runs the record in until sound has been
reached and then backs the record up
until the needle is a half turn ahead of
the sound. In short, the Auto Jockey
record unit cues records just like an
operator. . . . The Auto Jockey included
provisions for ten magazine segments.
An important feature was the special
sequence system which was controlled
by or started by a clock. The Auto
Jockey had on display four different
makes of playback equipment . . . an
Alto Fonic continuous tape player, two
Ampex tape decks, two Mackenzie pro-
gram repeaters, and one Seeburg record
changer. — Kenneth Aitken, Aitken
Communications Inc., Taft, Calif.

Untracking detractors

EDITOR: During the barrage of spitballs,
BROADCASTING’s editorial pages have dis-
played a statesmanship and understand-
ing of broadcasting’s role in American
life that our industry leaders either
don’t have or are afraid to express—
Tim Elliott, President, WICE Provi-
dence, R. 1.
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Not one but 5 AMPEX VIDEOTAPE MACHINES are at your
diSposal in our new “Communications Center”...3 in our
studios, 2 in our 40" custom cruiser. Using our battery of Marconi
4%" image orthicon cameras, your tape assignments get that
quality touch. Duplicates are made and furnished to world-wide
standards, using the latest interswitch equipment. Studio or on
location, it will pav vou to call on WFAA-TV for that next

assignment!

Ask those who nse WFAA-
TV ...yow’'ll want to join
the growing list!

AA-TVY:: 538

anurnlcd by

Aol
,_ Ll s e
a—
The Or:pmal Slnnon Represcutative

TELEVISION SERVICE OF THE DALLAS MORNING NEWS
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KXLY-TV
SPQKA“EH-
'FIRST IN

PRIME TIME
SPOT RATINGS'

March ‘61 ARB

31

STATIONB . . .
STATIONC . . . 13

The most recent ARB taken in
Spokane (March) gives KXLY
TV more firsts in homes
reached in the “prime time”
half hour breaks from 6:30
P.M. to 10:30 P.M. Sunday
through Saturday! In over-all
night-time viewing (6:00 P.M.
to midnight) ‘ARB gives
KXLY-TV 4,800 more homes
than station “B” and 5.500
more homes than station “C”|

"ARB GIVES
KXLY-TV
'MOST HOMES'

REPRESEMTATIVES:

H-R Televiss

DATEBOOK ___

A calendar of important meetings and
events in the field of communications

*Indicates first or revised listing.

JUNE

June 25-29 — National Advertising Agency
Network, annual management conference.
Broadmoor Hotel, Colorado Springs, Colo.
June 23-29—Amcrican Academy of Adver-
tising, annual convention. U, of Washington.
Seattle.

June 25-20—Advertising Assn. of the West,
annual convention. Olympic Hotel, Seattle.

June 25-30 — First Advertising Agency
Group, annual conference. Theme: "The
Agency of Tomorrow.” King's Inn, San
Diego, Calif.

June 25-30—Telecourse Training Institute,
American U., Washington. Guidance in Bible
telecourses in six cities, with Ella Harllee
as director.

June 26-27 — Washington State Assn. of
Broadcasters, spring conference. Olympia
Hotel, Seattle.

June 26-28—Natlonal Convention on Mili-
tary Electronics. Sponsored by Professional
Group on Military Electronics, IRE, Shore-
ham Hotel, Washington, D, C

*June 27—Second American Tv Commercials
Festival, awards dinner and screening of
winners. Sheraton Hotel, Chicago.

JuLy e

fﬁuy 1—Chicigo Publieity Club 'Ebtﬁ‘inm-
versary celebration. J. Leonard Reinsch,
Cox Stations and radio-tv advisor to Presi-
dent Kennedy will be principal speaker.
Mayfair Room, Sheraton-Blackstone Hotel,
Chicago.

July 1—UPI Broadcasters of Pennsylvania,
annual meeting. Penn-Harris Hotel, Harris-
burg.

July 6—Deadline for comments on FCC
proposal to reserve a vhf channel in New
York and Los Angeles for educational use.
*July 9-13—National Assn. of Tv & Radie
Farm Directors, summer meeting, Washing-
ton, D. C. Speakers include Agriculture
Secretary Orville L. Freeman, NAB Presi-
dent LeRoy Collins, FCC Chairman Newton
N. Minow and Commissioner George Lar-
rick, Food & Drug Administration.

July 9-21—NAB Seminar, Harvard Graduate
School of Business Administration, Harvard
campus, Boston.

July 10-12—National Assn. of Television &
Radio Farm Directors convention, Shoreham
Hotel, Washington, D. C.

July 10-28—Three week summer workshop
on Television in Education, U. of California
at Los Angeles.

July 16-18—South Carolina Assh. of Broad-
casters, summer convention. Ocean Forest
Hotel, Myrtie Beach. Speakers include FCC
Commissioner Robert T. Bartley and How-
ard G. Cowgill, former chief of the FCC
Broadcast Bureau.

July 24—Deadline for submission of briefs
to the FCC in Boston c¢h. 5 re-evaluation.
This is the proceeding to reconsider the
1957 grant to WHDH Ine¢., due to ex parte
contacts made by principals of WHDH Inc.
and Massachusetts Bay Telecasters Inc. The
third applicant is Greater Boston Television
Corp. Reply comments are due 10 days
after July 24. Oral argument before the FCC
en banc Is scheduled, but no date has been
set.

July 30-Aug. 5—American Women in Radio
& Television, first mid-career seminar. Syra-
cuse U,, Syracuse, N. ¥,

AUGUST

Aug. 1-4—Advertising Age Summer Work-
shop on Creativity in Advertising. Palmer
House, Chicago.
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Hollywood: 6253 Hollywood Blvd., Zone 28,
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New Bell Telephone discoveries suggest

light as a future carrier of vast numbers of

telephone calls, TV shows, data messages!

Bell Telephone scientists recently trans-
mitted the human voice for the first time
on a beam of “coherent” infrared light.

To do this they used their new Optical
Maser—a revolutionary device which may
someday make light a new medium for
telephone, TV and data communications.

Here’s why:

Light waves vibrate tens of millions of
times faster than ordinary radio waves.
Because of these high frequencies, light
beams have exciting possibilities for han.
dling enormous amounts of information.

Ordinary light waves —the kind put out
by your living room lamp—move like an
unruly mob. Coherent light waves move
like disciplined soldiers. Theoretically
they can be controlled, directed and mod-
ulated just as radio waves are now.

The possibilities are breath-taking.
Light beams might be transmitted through
long pipes, or could someday be just what

are needed for communications in space
—for example. between space ships.

Many other uses for coherent light
beams are being thought of as Bell Labo-
ratories experiments go forward. Contin-
uing research like this requires adequate
telephone company profits so that we can
bring you the latest service improvements
at the earliest possible time and the low-
est possible cost.

Bell Laboratories scientist adjusts new Optical Maser
meodel, first such that operates continuously. Maser
uses very little power, transmits narrowest light beam
ever achieved. Name stands for “Microwave Amplifi-
cation by Stimulated Emission of Radiation.”

BELL TELEPHONE SYSTEM
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M ONDAY MEMO from JOYGE HALL, president, Hallmark Cards Inc., Kansas City.

There were no guideposts along Hallmark’s road

Thoughts and memories crowded my
mind as I walked down the long aisle
at the Ziegfeld Theatre the night of
May 15. I was particularly struck with
one idea. It seemed too bad dozens of
us sponsors hadn’t done our jobs well
enough to merit a special award long
before 1961 from the National Acad-
emy of Television Arts & Sciences.

Not that I felt an honor of this kind
was particularly due. I was proud, ves,
and especially proud for all the people
who have worked so hard on the Hall
of Fame since its beginning 10 years
ago. But I also wished there had been
many contenders for such an honor,
instead of merely a handful.

Back in the early 1920’s when I was
first confronted with a radio loudspeak-
er, I thought, “This is it. This is the
way the world is going to be changed.
Knowledge can, through this medium,
at long last belong to everyone.” The
ensuing years have not shaken my faith
in the fundamental potential of elec-
tronic communications. Their capaci-
ties for accomplishment, I believe, are
limitless. But as we all know, the full
potential is still unrealized.

Who’s To Blame? = It is not enough
to point an accusing finger at the
ratings, or the advertising agencies, or
the networks, or the sponsors, and say,
“These are to blame.” The problem is
much more complex than that. Yet,
underlying all of it seems to be a gen-
eral reluctance, among many people in-
volved with tv, to really try hard.

The prevailing style is to take the
easy way out and to accept the first
superficial conclusions that come to
mind after glancing over the ratings and
looking at the sales figures.

If those of us involved with the Hall-
mark Hall of Fame had always followed
“expert” advice, or had let ratings dic-
tate our planning, or had been panicked
by adverse criticism or the many ob-
stacles we have had to overcome, we
would have deserved all the obscurity
that by now probably would have been
ours. The fact is that we had to try
very hard, and think hard. Many times
‘we have had to go against the grain.
But it has always been worth it, no
‘matter how unorthodox our decisions
:seemed at the time.

In the early days of the Hall of Fame,
:‘many of these decisions were made al-
most on the basis of intuition alone, be-
-cause the road we were taking had no
.guideposts.

Since before World War II, I had
"been convinced of the power of adver-
tising in creating a brand preference for
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our greeting cards. The advent of tele-
vision seemed made to order for Hall-
mark. Like everyone else, we began
with a weekly half-hour dramatic series,
but we were not content with this rigid
format.

Then opportunity knocked. We spon-
sored Gian-Carlo Menotti’s original
Christmas opera for television, “Amahl
and the Night Visitors,” on Christmas
Eve 1951. The New Yorker called it
“A lovely and wonderful thing to see
and hear.” It attracted so much atten-
tion from viewers and the press that
we were to present it four times, and
to pioneer the use of sponsored net-
work color with the performance of
“Amahl” on Dec. 20, 1953.

The Plunge = Heartened by the suc-
cess of the opera, we took the big
plunge. On April 26, 1953, after a
lightning decision made in a cab be-
tween Radio City and Grand Central
Station, we produced “Hamlet,” the
first two-hour network “spectacular”
and the first work of Shakespeare on tv.

Our experience with “Amahl” and
“Hamlet” convinced us we had found
a format ideally suited to our product
and our corporate aims. We decided
that television time should be bought
when the sponsor most needs it (which
in our case is just before our major
selling seasons), rather than to fit an
arbitrary series of weekly segments. We
also concluded that a longer-than-usual
dramatic show, produced with taste and
quality, dominates the evening on which
it appears, increases viewer anticipation,
is remembered longer, and makes real
news. Last and most important, “Ham-
let” and “Amahl” confirmed our feeling
that American television audiences are
more than able to appreciate serious
presentations.

Through the ensuing years, we es-
tablished four standards for our prop-

erties: they must have weight and im-
portance; they must lend balance and
diversity to the entire season. Classic
plays and long-run Broadway hits fre-
quently appear on the Hall of Fante be-
cause they meet these requirements.

We have also produced our share of
original works. The International Hall-
mark Teleplay Writing Contest, which
drew a total of 1,573 entries from 19
countries, plus the success of shows
such as “Little Moon of Alban” and
“Give Us Barabbas,” indicate the great
potential in the field of original tv drama.

Commercials Policy = Qur policy on
commercials is a simple one. We have
always wanted them to be as entertain-
ing as the show itself. We have insisted
that they remain quiet and dignified, in
keeping with the dignity of the greet-
ing card custom and of the plays.

The rewards of producing the Hall
of Fame over a decade have been many.
We have seen Shakespeare’s “The
Tempest” attract an audience of over
40 million viewers. We have en-
joyed much encouragement from the
critics. Our fan mail indicates that we
have built a loyal and discriminating
audience of the kind of people we wish
to reach-—the upper masses, not merely
the upper classes.

We think it is better to make 25 mil-
lion good impressions rather than 50
million less favorable ones. We think
it is better to make good things more
popular. Finally, we have also had the
extraordinary satisfaction of being able
to present to the people of America a
kind of entertainment that was unavail-
able 15 years ago.

If all sponsors faced their obliga-
tions head-on, not only to their busi-
nesses but to the public, I think they
would reap many gratifying rewards,
and television would gain the respect
and influence it deserves.

Joyce C. Hall, president of Hallmark Cards
Inc., founded his business 51 years ago
with a box of post-cards stored under his
bed at the YMCA in Kansas City, Mo.
Within a few decades, he built Hallmark
Cards into the world’s leading greeting

card firm, with branches throughout most
of the free world. At this year's National
Academy of Televison Arts & Sciences
awards dinner, he was hailed as an out-
standing tv advertiser and received the
first Emmy ever awarded to a sponsor.
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FIRST PRIZE AWARD

of

THE COMMUNITY SERVICE COUNCIL
of Metropolitan Indianapolis,Inc.

1o

WFBM-TV

for
the outstanding quality and quantity

of

public service presentations

1960

QOutside honors are nice to win . . . but when the laurel wreaths What's first with Hoosiers...
come from the home community they’re all the more appreciated. EHIn At HRERSIA

That's why WFBM-TV is especially proud of its first prize
award for the “outstanding quality and quantity of public service

resentations.” This recognition came from the Community Serv-
p
'NDIANAPOLIS

® °ar=
of Leadership

Represented by the KATZ Agency TIME-LIFE Station
BROADCASTING, June 26, 1961 23

ice Council of Metropolitan Indianapolis who also singled out

WEBM-TV or members of its staff for 11 other special citations.



/] THE JURY’S VERDICT
"'"“W BROADCASTlNG
“_'-.--'-'..-'5"“ W THESE TWELVE men and women, selected at random from the
' thousands of agency executives who make the wheels go "round in broadea
advertising, all concur on one decision:
The One Book BROADCASTING Yearbook — whose 27th annual edition will be out
Iibrary of September 1 — is the most essential single reference volume of its kind
published anywhere. As you may read in their individual opinions, render
TV and Redio below, certain key words are significantly repeated over and '
over — “invaluable” “most useful” ... “great help” .. .“handy” ..

(Matter of fact, in a recent survey of decision-makers at the Top 50

JUROR #1

“SO MANY USEFUL FACTS”

“No other single volume, in my opin-
ion, provides so many useful facts
i about the television and radio busi-
i *J‘ g { ness as BROADCASTING Yearbook.”

Lee Rich

Senior V.P.

in Charge of Media
& Programming
Benton & Bowles

?
P New York
7o o

JUROR #5 Y|} NI AN
A | BROADCASTING YEARBOOK”

“For fast, fast, fast relief when | need
to know what's what or who's where in
TV or radio, there's nothing like the
BROADCASTING Yearbook.”

Hildred Sanders
V.P. in Charge of
Radio & Television
Honig-Cooper &
Harrington

Los Angeles

“WEALTH OF DATA
AND INFORMATION"

“The BROADCASTING Yearbook con-
tains a wealth of data and informa-
tion that is invaluable in conducting
TV and radio business both on the
network and local levels."”

Harold A. Smith
V.P., Program & Mer-
chandising Manager
Needham, Louis &
Brorby

Chicago

JUROR #2 “NO REFERENCE
SOURCE HANDIE

“There is no reference source | h:
found handier in my years in bro
casting. | always keep it in my dt
and keep one at home because il
minute | get in touch with tale
packagers, network executives z
other agency people | have known
a long time."

Jules Bundgus

Senior TV Supervi

Ted Bates
New York

“ALWAYS WITHIN REACH”

“Over the past many years, | ha
come to rely on the BROADCASTIF
Yearbook as a source of industry i
formation. My copy is always with
reach and | constantly find the ne
to refer to this handy annuat.”

George A. Bolas
V.P., Director of
Media Activities
Tatham-Laird
Chicago

“KEEP AT HAND
THROUGHOUT YEAF

“We at BBDO find the BROADCAS
ING Yearbook an invaluable referen.
which we keep at hand througho
the year, By listing the facilities at
other pertinent data for every rad
and television station in every marke
it is helpful in our day-to-day buyil
activities.”

Herb Maneloveg
V.P.& Media Direct
Batlen, Barton,
Durstine & Osborn
New York

PACKED (as usual) WITH MORE FACTS THAN ANY OTHER SOURCE BOGC

® Complete directory of all U.S. television and radio stations.
® Lists of station and network personnel ; ownership and fa-
cilities information. ® Broadcast regulations, code. ® Facts,
figures, history of the broadcasting business. ® Directory of
TV-radio agencies, suppliers, services, trade associations,
professional societies, allied organizations. ® Data on
Canadian, Mexican and Caribbean broadcasters, foreign
language stations within the U.S. ® “The Dimensions of
Broadcasting”— ey facts about television and radio.

AND hundreds of other reference sections covering vi
ally every up-to-date aspect of the broadcasting busine
all assembled in a single definitive volume to answer t
sands of basic questions for thousands of agency, advert
and station users. In all, more than 600 pages crammed »
current information! It’s the ideal place to present :
own facts, amplifying those which broadcasting’s bu:

people will he checking, month after month, in the 196
BROADCASTING Yearhook.



5 UNANIMOUS..

mcies — where nearly 114 billion dollars of TV and radio business is
nsacted annually — BROADCASTING Yearbook is adjudged first choice
more than 2-to-1 over the next-best reference yearbook of broadcast

dia facts! And by 3V5-to-1 over the No. 3 annual!)

OADCASTING Yearbook for 1961-62 will again offer the most
aprehensive round-up of information on today’s broadcast media
\ilable anywhere. Like previous editions, it will enjoy a full and useful
in offices of agencies and advertisers throughout the nation . ..
ing up dog-eared and thumbmarked 12 months later when next year’s
ume appears.

“YEARBOOK OF GREAT HELP”

“BROADCASTING Yearbook is of great
help in getting basic information
about staticns and other pertinent in-
formation regarding the overall broad-
cast field.”
Edward Fitzgerald
Media Director
4. Walter Thompson
Chicago

“GREAT USE IN
UNCOVERING INFORMATION"

“| find the BR_OADCASTING Yearbook
of great use in uncovering informa-
tion about stations and their per-
sonnel, rate structure, and coverage
potential.” ,
Philip Archer
Media Supervisor
Knox-Reeves
Advertising
Minneapolis

“PERMANENT PART OF
BUSINESS LIBRARY”

“| find the BROADCASTING Yearbook
most useful in checking important
station information. As a reference
volume, it is a permanent part of my
business library.”
Harry K. Renfro
V.P. and Manager of
Radio & Media Dept.
D’Arcy Advertising
St. Louis

JUROR #8

..ﬁ ' N
. .
LJ

JUROR #12

“EFFECTIVE COMBINATION"

“The week's news in BROADCASTING,
the year's facts in the BROADCAST-
ING Yearbook, tegether make an ef-
fective combination for keeping
abreast with radio and TV develop-
ments throughout the nation...”

George W. Allen
Manager,
Hollywood Office
Guild, Bascom &
Bonfigli

“INVALUABLE
REFERENCE SERVICE”

“I find the BROADCASTING Yearbook
an invaluable reference service in our
business.”
Arthur S. Pardoll
Associate
Media Director
Faote, Cone & Belding
New York

“INDEED A VALUABLE
REFERENCE TOOL”

“The BROADCASTING Yearbook fur-
nishesvital information regarding sta-
tions as well as all aspects of the
broadcast field. It is indeed a valuable
reference tool”
Genevieve Lemper
Chief Broadcast
Buyer
Foote,Cone & Belding
Chicage

JR CONTINUOUS PERFORMANCE and maximum
sosure among the people who really count in TV-radio
vertising, you can’t find a better place than BROAD-
\STING Yearbook to tell vour own story. This year’s
ition will be made even handier to use with speeial insert
riders between sections, tabbed for swifter reference.

-; BROADCASTING YEARBOOK

Same rates, same page size, same space units prevail as for
regular issues of BROADCASTING. Guaranteed circula-
tion: 18,000 copies. Final deadline. for plates: July 24.
NOW is the time for action. Reserve the position you want
— TODAY — before somebody else gets it!

1735 DeSales Street, N.W., Washington 6, D.C.
New York—Chicago—Hollywood



GET 'EM WITH BOTH BARRELS ON W-I-T-H

BIGGEST AUDIENCE W-I-T-H hammers home your
sales message to more people than any other radio
station in Metropolitan Baltimore. That's a flat fact
and the proof is in the chart below (Hooper, Janu-
ary through March, 1961, total rated time periods).

MOST MERCHANDISING In-store promotion with a
healthy kick: CCA plus feature displays and bar-
gain bars in chain stores, drug stores, hardware
Buy W-I-T-H, the station that knows what

gtores.

a commercial is for!

w ' .I. H Station Station Station Station Station Station Station Station Station
w-i=i- A B C D E F G H 1
21.5 17.1 13.9 13.8 12,9 6.3 5.0 5.0 2.7 2.5
RADIO ; Tom Tinsley, President; R. C. Embry, Vice President; NATIONAL REPRESENTATIVES:
SELECT STATION REPRESENTATIVES in New York, Baltimore, Washington and Philadel-
‘ phia; AbAM YOUNG in Boston, Detroit, Chicago, St. Louis, San Francisco, Los Angeles,
Minneapolis, Milwaukee, Cmcmnat:, Cleveiand Pittsburgh and Seattle; JAMES S. AYERS
PERSONALITYBaltImore in the South and Southwest.
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CREATORS TURN ON THE CREATED

M Writers, producers blast contemporary television fare
M They tell FCC work’s easy, money’s good, product’s lousy
M One widely-supported cure: FCC licensing of networks

Television programming was de-
nounced, dissected and pronounced
dead last week by some of the biggest,
best-paid creative names it ever pro-
duced.

But the same critics also offered a
wide range of restorative prescriptions
that displayed the scope of their crea-
tive talents. The recommendations
ranged from the creation of a complex
of non-profit super-programmers to a
system in which local-station program
heads would be licensed like “barbers
and dog-catchers.”

The scene was an FCC hearing room
in New York. The cast consisted large-
ly of writers, plus a scattering of pro-
ducers and performers. The story line
traced the demise of creative program-
ming, and in an inquest atmosphere the
stars moved one after another to the

-

Robert Saudek proposes nine FCC-
licensed program “authorities,” one
for each part of the broadcast day.
e e e - . syl

witness chair to identify the body and
testify as to the cause of death. The
audience agreed that although nothing
very new was said on this point, the
lines were never better.

FCC counsel, clearly sympathetic,

BROADCASTING, June 26, 1961

was told that although television started
out with all the promise of a “golden
age,” it has been turned instead into
“an artistic dead-end” from which vir-
tually all “creative™ writing talents have
fled for want of opportunity to do any-
thing creative.

Witnesses testified in succession that
programs using original drama have all
disappeared from the air, that pro-
grams today must be written to sterec-
typed specifications designed to attract
mass audiences and offend nobody,
that production in many cases today is
handled by “sausage factories.”

Good Pay = But they acknowledged
that although the work is frustrating.
the pay is good. Said one: “Never in
history have writers been paid so
much for writing so badly.”

In pinning the blame, the witnesses
cited advertisers and agencies, program
ratings, networks and talent agents as
major culprits, and in some cases they
also appeared to implicate elements of
government, local broadcasters, and net-
work salesmen who aren’t more adept
at selling “quality” programming.

In prescribing corrective measures,
they offered recommendations reflecting
a full play of imagination.

Among the suggestions was one ad-
vanced by producer Robert Saudek for
the establishment of nine program
“authorities”—one for each segment of
the day at each of the three tv net-
works—which would be composed of
people experienced in assembling talent
and interested in good programming,
which would be licensed by the FCC,
would operate on a non-profit basis
and would decide what should be pro-
grammed within the day-parts over
which they had charge.

New York U, professor Robert
Gessner would make local stations
more directly responsible, would vir-
tually eliminate networks as they are
known, but would set up “district dis-
tributorships” where stations could
preview and select the programs they
want.

Producer Worthington Miner in-
cluded among his suggestions the pos-
sibility of forming public corporations

to produce “worth-while” programs.
Other suggestions offered as at least

partial solutions included banning ad-

vertisers and agencies from any role

David Susskind suggests, among other
things, that the networks be placed
under jurisdiction of the FCC,

in programming beyond saying what
time block their commercials should ap-
pear in; getting sponsors to devote at
least one program per season to a seri-
ous subject; investigating talent agents
and their “strangle-hold on program-
ming,” licensing networks and easing
their “death grip on programming,” for-
bidding station ownership by legislators.
government officials and newspapers;
testing and licensing the program chiefs
at local stations, and re-running *“qual-
ity” shows to help amortize their cost
as well as give them wider exposure.

Hearing Continues » The hearing is
part of the FCC’s overall program in-
quiry, now more than two years old,
and it is slated to continue in New
York this week until approximately 30
witnesses scheduled to give testimony at
this session have been heard. Twelve
had testified by last Thursday night, the
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CREATORS TURN ON THE CREATED continued

end of the third day.

The hearing is being conducted be-
fore FCC Examiner James D. Cunning-
ham, with Ashbrook P. Bryant and
James Tierney as FCC counsel. Ken-
neth A. Cox, chief of the commission's
Broadcast Bureau, was on hand for the
opening session and noted that the
overall investigation already has led to
several FCC actions including its re-
quest for congressional authority to
regulate networks and its proposed re-
vision of broadcast application forms.
Mr. Cox said the networks, who testi-
fied early in the investigation, would be
called again *“after we have had an
opportunity to review and analyze the

Waiting to testify at the hearing in
New York are professional ftv writers
(1. to r.) David Davidson, national chair-

of the foremost writers of the se-called
Golden Age, "“unless he wanted to write
for Surfside Seven (sic).”

Mr. Barnouw, who started in broad-
casting as a writer with Erwin, Wasey
& Co. and Compton Adv. in 1931-37,
called for a system of programming and
sponsorship in which the networks
would hold control and the sponsor
would have say-so only to specify the
time block—38-11 p.m., for example—
in which his commercial messages
should appear.

He said “the real question” is whether
tv programming should be “a by-prod-
uct of advertising,” and added: “I say
we can't allow it.”

man, Writers Guild of America; Ernest
Kinoy, Writers Guild of America-East,
and Pulitzer winner Tad Mosel.

entire record.”

A running account of Jast wcek’s ses-
sions follows (for Friday testimony see
AT DEADLINE).

Artistic Dcad-End = Erik Barnouw, a
Columbia U. professor with 30 years’
background in television and radio writ-
ing, testified Tuesday morning that tv,
which a few years ago promised to be
a “golden age” for writers, has be-
come “an artistic dead-end” instead. He
said he could not remember a time in
the past quarter-century when writers
were as “bitter” and “disillusioned” as
they are about their prospects in televi-
sion today.

He said U. S. Steel Hour, for which
he writes occasionally, is the only ma-
jor program left that is open to creative
writing—and that even it uses writers
“on assignment.” Instead of asking
writers to “write a play,” he said, tele-
vision today tells them to write a ve-
hicle for a particular actor in a partic-
ular type of situation.

He ventured that television could not
develop another Paddy Chayefsky, one

2§ (LEAD STORY)

Like English System = Mr. Barnouw
noted that the hands-off approach for
advertisers was similar to the British
system, but suggested that an equally
good analogy might be found closer to
home in the networks’ handling of
news and public affairs programs. Tele-
viston journalism, which guards against
advertiser influence, “continues to acquit
itself with honor and distinction,” he
asserted.

Drama deals with “issues and ideas”
just as news reporting does, he said in
opposing advertiser and agency influ-
ence in this area. This influence, he
said, is exercised both in the selection
(or rejection) of subjects to be dealt
with and in the development of action,
lines and characterizations after the sub-
ject has been picked. “It is generally
true that the television writer has very
little control over the final form of his
work,” he declared.

This is true, he said, because in
prime-time television today very few
periods remain unsold, big shows are
opposite big shows, the competition be-

tween advertisers is intense, and spon-
sors naturally want programs that will
reach maximum audience. Even in net-
work radio’s most popular years head-
to-head competition was less extensive
and a number of programs, sustainers
as well as commercial, offered oppor-
tunities for creative writing and also
gave “balance” to the schedule, he re-
called. But in television today, he said,
the sponsor is less interested in “open-
ing the eyes of the audience to the
world around us” than in “providing
a setting for a commercial.”

Much for Little = David Davidson,
national chairman of the Writers Guild
of America, a writer for 33 years and
in television since 1950, said that “never
in history have writers been paid so
much for writing so badly.”

There is “not one going market (in
television) to which a writer can send
an original play,” he asserted.

One of the influences that “killed
original drama,” he said, was “sponsors’
fear of an unknown quantity.” He re-
lated his experience with a play about
a government man: He said an ABC
executive suggested the play and that
after he finished it the sponsor, Elgin,
paid for it but did not present it for
fear of offending segments of the audi-
ence; that U. S. Steel also turned it
down; that Alcoa eventually sponsored
it—and that, instead of arousing ob-
jections, it produced requests from 23
companies, one government agency and
a House comnittee, all of which wanted
copies for various uses of their own.

Mr. Davidson assailed ‘‘assembly
line” production in which dozens or
scores of individuals must be consulted
before a script is finally approved. He
said: major production firms like Revue,
Ziv-UA, Four Star and Desilu are re-
ferred to as ‘“‘sausage factories” and that
in Hollywood the preferred practice for
tv writers is to prepare a script, turn it
in, “and get lost.”

If the market for creative writing
changes, he said, “it will have to be
for the better, because it can’t get
worse.”

Sitting Out Contract = But the pay,
he said, brings few complaints. He add-
ed that he has been sitting out a CBS
contract and getting paid for doing
nothing because CBS had nothing for
him to do, and in addition has been “hid-
ing out under another name in daytime
television.” By this, he said later, he
meant he was writing television soap
operas under a pseudonym.

Daytime television is the last tv mar-
ket for creative writing, he said, and
the pay is “lovely”: “You can make
$1,000 a week before lunch time.”

As an example of the decline in cre-
ative-writing opportunities in television
Mr. Davidson said that although mem-
bership in the Writers Guild is open to
any writer who has placed one script,
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FCC Examiner James D. Cunningham
was in charge of the hearing at which
some 30 tv writers will appear.

e e e M e o o rwry]

the number of members has become
“stabilized” at about 3,000, of whom
about 1,500 do virtually all the writing
that is done for tv.

Like Playwright = Ernest Kinoy,
president of the Writers Guild of Amer-
ica-East, said that in the so-called
“golden days” of tv, the writer's posi-
tion was akin to that of the writer cre-
ating for Broadway.

“The author was considered the man
who did the work and continued with
it in a relatively respected position right
on through rehearsals,” Mr. Kinoy said.
“His opinion was listened to with vary-
ing degrees of respect.”

But even in those days, Mr. Kinoy
added, it was his understanding that be-
fore a producer could accept a script,
he had to get approval from the spon-
sor. The author had no direct contact
with the sponsor.

Mr. Kinoy, who was an NBC staff
writer for 12 years, said he could re-
call a number of times when producers
battled with sponsors over script
changes. He said he once did a play
about an old-age home that was turned
down by the Alcoa-Goodyear Playhouse
because the sponsors felt that “old peo-
ple are not box office.”

On another occasion, Mr. Kinoy
said he was asked to change a Negro
character into a Mexican one because
the sponsor thought this would make
the play less controversial. Mr. Kinoy
refused to make the change, but an-
other writer made it and the program
went on in altered form over his pro-
tests. Mr. Kinoy said he did not
remember the sponsor of the program
which was televised on CBS.

Some Limits Reasonable = “Certain
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limitations™ due to the nature of the
medium and the possible effect it might
have on young audiences are ‘‘reason-
able,” he said, but there is “extreme re-
luctance™ by agencies and sponsors to
handle plays which reflect unpopular or
minority political opinion or social re-
lations between people. Consequently,
he said, the author’s “range of social
comment is limited.”

Nowadays tv drama is “locked into
handcuff formulas,” Mr. Kinoy added.
He told of being asked by Revue Pro-
ductions in Hollywood to write for a
tv series called The Breakdown. He
said the two protagonists of the series
were recognizable to any watchers of
tv action-adventure dramas. They were
dashing, drove sports cars and were
fair game for beautiful women. “The
difference was that these fellows were
psychiatrists,” he explained. He said
he was told that each week’s episode
would deal with mental cases including
“nymphomaniacs” and others exhibiting
“extreme and bizarre hallucinatory be-
havior.”

Mr. Kinoy said he felt that the idea
was “appalling” and told the producer
he would have nothing to with it, but
that he understood that another writer

and original work is not asked for.”

The trouble, he continued, “is that
everybody started trying to make tv
look like movies.”

When asked about limitations placed
on his writing Mr. Mosel recalled that
once he was asked to change a line in
a script that had a woman character
quoting from the Bible and giving her
interpretation of the quote. According
to Mr. Mosel, the sponsor didn't like
the line and wanted to know “who was
1 to interpret the Bible.”

Mr. Mosel commented that tv runs
in cycles as much as any other medium,
and speculated that people will “get
just as sick of violence” as they did of
panel, quiz and other once-popular
show-types.

Ratings Blamed = Robert Gessner,
professor of tv, motion pictures and ra-
dio at New York U., blamed many of
tv's ills on the rating system.

“The specter that is haunting com-
mercial tv through every executive cor-
ridor and studio is the dictatorship of
the ratings; the numbers monster feared
by producers, performers and writers,
but worshipped by account executives,
network officers and sponsors,” he de-
clared.

The study staff which opened the net-
work program hearing by the FCC in
New York inciuded (I. to r.) Ashbrook

took on the assignment.

Doubts etv Will Help » When asked
if he thought the developnient of educa-
tional tv might offer new opportunities
to writers of original dramas, Mr. Ki-
noy said he doubted it. “A drama is an
extremely expensive thing, and educa-
tional tv rarely can afford it,” he ex-
plained.

Mr. Kinoy was followed to the wit-
ness stand by Tad Mosel, whose stage
play All the Way Hone won this year’s
Pulitzer Prize for drama. Mr. Mosel
said that when he first started writing
for tv in 1953, an author “could afford
to fail because there was always next
week. The picture has changed now,”
he said. “New writers can’t find a place,

Bryant, Jim Tierney and Kenneth Cox.
The hearing was held in the U.S. Dis-
trict Court Building in Foley Square.

Professor Gessner said the tv industry
isn't going to reform itself into taking
less profit, and doubted that congress-
men who own stock or partnerships in
their local stations will pass laws for
more responsible programming. The ed-
ucator also said that it would be naive
to expect sponsors, agencies and net-
works “to self-regulate their profits.”

Calling for a “drastic alteration” in
the current programming setup, Pro-
fessor Gessner discounted such vari-
ously proposed solutions as a fourth
network (“It wouldn’t do any more
than cut the cake into small slices), pay
tv (“it'’s far off”}, or FCC Chairman
Newton Minow’s hope to increase local
license responsibility through local hear-
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ings on license renewal (“it won’t work
if the licensee can claim he’s not respon-
sible for programming, if his prime
time is preempted by network”).

Held Responsible » Instead Mr. Gess-
ner said, the solution is to hold the li-
censee “solely responsible for his own
stewardship of the license.”

Mr. Gessner said this solution would
all but eliminate network programming
as now known. In its place he proposed
that there be “district distributors (sim-
ilar to film exchanges), where local
staffs may preview, or programs can be
previewed over the long lines, or booked
from catalogues.” He claimed that this
wouldn’t present unmanageable prob-
lems because “95% of tv comes out of
cans,” and no legislation is needed.

Professor Gessner cited four basic
fallacies of present-day tv dramas:
“that force solves problems,” “that vio-
lence is heroic,” “that the good man
always wins over the bad man,” and
that “sex means love.”

He concluded his prepared statement
by declaring that “tv should not be a
public trust for private profit.”

In later testimony, Professor Gess-
ner disagreed with Mr. Mosel’s theory
that viclence will eventually run its
course on tv. There will always be an
audience, youngsters mostly, who have
not seen the original action-adventure
programs and re-runs would present
fresh violence to them, he said.

On Wednesday proceedings opened
with Mr. Bryant reading a statement
prepared by August Hecksher, presi-
dent of the Twentieth Century Fund.
Mr. Hecksher decried the lowering of
cultural standards on television, and
claimed that “third-rate and fourth-
rate programs” have supplanted cultural
shows, largely because the advertisers
control television programming. He
urged that standards be raised and add-
ed: “It is too easy to say that they
(broadcasters) are giving the public
what it wants.”

Susskind Castigates = The first wit-
ness Wednesday was David Susskind,
executive vice president of Talent
Assoc.-Paramount Ltd. He remained on
the stand for four hours and, during
this interval, castigated networks, adver-
tising agencies, sponsors and talent
agencies for contributing to what he
called “the nadir of television in 1960-
61.”

At the outset, Mr. Susskind related,
television operated in a “wonderful,
artistic climate—it was daring, exciting
experimental.” He placed tv’s “golden
years” from 1949-54, explaining that
during this period the networks pre-
sented an “infinitely more balanced
and diversified diet” than today.

“But if we think this year marks
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continued

the nadir of television, look at next
year's schedule,” he added. “lIt will
make this year look like the golden age
of tv. I tremble for next year as a
viewer, as a father and as a practitioner
in the industry, Public affairs programs
constitute the only bright spot for next
year.

“How did this happen?” Mr. Bryant
asked.

Eric Barnouw suggests that networks
control the programs and sponsors
only specify the time block.

Mr. Susskind replied there were var-
ious considerations, but indicated that
the television networks were largely to
blame. He insisted that the networks
have “a death grip on programming.”

Sells Head Men = “Now you must

sell the three head men—and their
minions—at the networks,” Mr. Suss-
kind testified. “In the past, you could
sell programs to the agencies and ad-
vertisers.”

Mr. Susskind, voluble and articulate,
reeled off other reasons for what he
called “the demise” of so-called quality
programs on tv: the “mad race” for
ratings that has “subverted” the
medium; the ‘“‘copy-cat” practices of
networks that have resulted in “miser-
able imitations”; the spiralling costs of
production, which have led advertisers
to “pursue the biggest audiences irre-
spective of the quality of these audi-
ences”; the rise of ABC-TV, which he
said “trail-blazed the westerns, the
‘private eyes’ and the violent shows” in
order to gain. acceptance at stations
throughout the country, and talent
agencies, which seek ‘“astronomical”
fees for performers with “marquee
value that the advertisers seem to want.”
(He drew a roar from the crowd when

he quipped: “If you could get Marilyn
Monroe just to sign for a show read-

ing from the telephone book, that
would be a tv spectacular.”)
Mr. Susskind insisted that today

sponsors do not want programs that
are “too real and too mature” because
they think these shows are ‘downbeat.” ”
He reported that one agency executive
had turned down a Talent Assoc.’s
project with this explanation: “I want
a happy show with happy people with
happy problems.”

Asks Examples = Mr. Bryant asked
him for specific shows on which he had
encountered interference from the net-
works, advertisers and the agencies. Mr.
Susskind mentioned several.

He dwelt at length on an Art Carney
special dramatic show, Call Me Back,
that Campbell-Ewald, Detroit, had
bought on behalf of General Motors.
The agency, Mr. Susskind said, objected
to the program after reading the script
and gave him this explanation: “We
can't do this. The main character is a
drunk; he’s separated from his wife;
he hasn’t seen his children lately, and
he takes sleeping pills.” This program
eventually went on the air, Mr. Suss-
kind added, after he received permission
from the agency and the advertiser to
sell it to NBC-TV which obtained the
Purex Corp. as a sponsor.

Mr. Susskind appeared aggrieved
when he discussed his relationship with
E. I. du Pont de Nemours & Co., which
had sponsored the Du Pont Show of the
Month for four years, of which Talent
Assoc. was the producers. He acknowl-
edged that on the whole, du Pont had
been an “enlightened” advertiser but in
the past year had urged him to produce
“happier programs.”

Another incident cited by Mr. Suss-
kind dealt with a proposal he made to
the General Electric Co. and its agency,
BBDO, to place on television next
fall a half-hour program presenting a
repertory company of six performers
each Sunday night. This program was
suggested as a substitute for General
Electric Theatre. Mr. Susskind re-
ported that both BBDO and General
Electric regarded the project favorably
but said the reply from CBS-TV was:
“No. We'll be fighting Bonanza on
NBC-TV and Bus Stop on ABC-TV.
We're going to need something with
more action to fight the opposition.”
Under questioning, Mr. Susskind said
he had discussed his repertory theater
program with three executives at CBS-
TV and identified them as James T.
Aubrey, president; Oscar Katz, vice
president in charge of network pro-
gramming and Michael Dann, vice
president, network programs, New
York.

Specials ‘A Bother’ = He recounted
other “problems” with CBS-TV and
other networks. He claimed that al-
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“We've found that
WSOC-TV takes a sincere
interest in the advertiser.
This desire to assure the
success of our advertising
has made a real
contribution to sales results
for Strietmann products in
the Charlotte market.”

mm | AR “Sa !rnir V=0 i

DICK JONES, Vice Pres.
Ralph H, Jones Company
Clinclinnati

No lip service at WSOC-TV. Advertisers have learned that schedules
on WSOC-TV receive the genuine interest of the station's staff. Active . -
interest—the kind that helps promote products and contributes to sales
successes. Here in America's 19th largest tv market, for the best of

NBC and ABC, plus top local and regional service, Carolina viewers
depend on WSOC-TV. One of the great area stations of the nation. CHARLOTTE 9—NBC and ABC. Represented by H-R

WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta, WHIO and WHIO-TV, Dayton
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CREATORS TURN ON THE CREATED continued

though Talent Assoc.’s Family Classics
program, carried on CBS-TV this past
winter, had won sponsor renewal from
Breck Shampoo, the network declined
to telecast it again in the fail. NBC-TV
and ABC-TV also refused to carry it.
Mr. Susskind said all three networks
felt “the ratings weren’t high enough
and special programs are too much of
a bother.” Mr. Susskind also clainmed
that the Way Our program, carried on
CBS-TV this spring and continuing
through the summer, is packaged and
produced by Talent Assoc.

“But in order to get it on the air, 1
had to give CBS-TV 50% ownership in
it,” Mr. Susskind testified.

He pointed out that he has been
trying to place a new project on the
air—a 26-hour-long historical program
series featuring former President Harry
S. Truman—and has been turned down
by each of the three networks. Mr.
Susskind added: “This show will go
on the air, even if we have to sell it
on a station by station basis.”

Among the suggestions made by Mr.
Susskind to improve tv programming
were the following: suspend the licenses
of stations which are not operating in
the public interest; place the networks
under the jurisdiction of the FCC:
license the program heads of stations
as ‘“barbers and dog-catchers” are
licensed, and give tests to determine
their fitness; underwrite a scientific test
of the rating services; ban legislators
and government executives from owning
radio and tv stations; prohibit news-
papers from owning radio or tv stations
and encourage the development of
pay television and educational tv.

Tv Losing Writers = Worthington
(Tony) Miner, veteran tv producer,
who served most recently as executive
producer of The Play of the Week, esti-
mated that “95% of the ‘creative’ writ-
ers, directors and producers are no
longer in television.” He placed the
blame largely on advertising agencies,
which, he said, started to exert more
control over programming about 1954.
This, Mr. Miner claimed, sounded “the
death knell” for live dramatic produc-
tion.

He was asked whether there is “diver-
sity” and “balance” on network sched-
ules today and replied: “There is none.”
The trend toward Hollywood film
serials, Mr. Miner indicated, created
“an imbalance.”

He suggested that industry and the
FCC explore “the stranglehold” of tal-
ent agencies on programming; the possi-
bility of setting up corporations sup-
ported by the public that would produce
“worthwhile” programs (not pay tv) and
repeat showings of live-tape dramatic
programs to amortize their costs.

Networks Blamed = Paddy Chayef-

32 (LEAD STORY)

sky, a former television writer, blamed

" the networks for the “disappearance”

of “quality” drama. He claimed that
the networks pursue the "*wrong” course
tor profit and called it “immoral.” He
commented: “We are talking about well-
educated, responsible adults in this case.
Yet, how can we look askance at kids
whe ‘shave’ points in a basketball
game?”

George Jessel, a star entertainer for
more than 30 years, on Thursday re-
galed the hearing with anezdotes, witti-
cisms, and what he called “prepared
material.” When he wasn’t entertaining
the hearing room, Mr. Jessel was casti-
gating the rating system and advertising.
He charged that “ratings are the sole
determining factor in program sched-
ules,” and that they are “grossly inac-
curate” because they operate by “mak-
ing a few phone calls vaguely around
the country and they multiply that by
40 million.”

The performer pictured advertising as
the culprit behind the ratings. “In all
my dealings with advertising, 1 never
once heard the public mentioned,” he
said. “I've heard advertising people say
this is what we want for the client, or
this is what the client wants, but never
a word about what the public wants.”

Saudek’s Responsibility = The next
witness was producer Robert Saudek,
president of Robert Saudek Assoc.,
whose sober-toned testimony was in
direct contrast to Mr. Jessel’s spirited
language. In reviewing his tv experi-
ence, he estimated that of 250,000 hours
of programming carried on the networks
in the 13 years of tv, he was responsible
for 250 program hours in nine years,
or one one-thousandth of network pro-
gramming.

Mr. Saudek contended there was
“never a so-called golden age of tv.”
He said that if “today’s tv is projected
into the future it would represent a
betrayal of its own birthright.” He
charged that “the networks haven’t dis-

Fraught with errors

In commenting on Mr. Suss-
kind's testimony, James P. Aubrey,
president of CBS-TV said: “Mr.
Susskind’s statements in regard to
his relationship with CBS were
fraught with errors and distor-
tions.” Mr. Aubrey added that he
hoped he’d be given an opportuni-
ty to “set the record straight” when
the FCC holds the next phase of
its hearings.

NBC and ABC both said they
had “no comment” to make on
Mr. Susskind’s testimony.

covered the meaning of public interest
in 13 years.”

He proposed that the networks be
licensed by FCC as program distributors
only. He said this would offer no more
threat to free enterprise than a driving
license. “It would just caution drivers
not to drive recklessly.”

Nine Authorities s Mr. Saudek also
proposed that the network program
schedule be divided into three distinct
segments—morning, afternoon and even-
ing—and nine separate, non-profit
authorities, licensed by the FCC, be set
up to administer programming. These
authorities would be responsible for all
program decisions. He explained later
that the nine authorities would consist
of one for each of the three time seg-
ments at each of the three networks.

Mr. Saudek told BROADCASTING that
by authority he did not mean a single
person, but rather groups or organiza-
tions, He feels they should consist of
“people who are used to bringing to-
gether and working with great talents,”
and people who are interested in and
devoted to good programming. As
examples of this kind of person he cited
Brooks Atkinson, columnist for the
New York Times, Walter Kerr, drama
critic for the New York Herald Trib-
une, Broadway producer George Ab-
bott and the head of the N. Y. Phil-
harmonic Society, David M. Keiser. Mr.
Saudek said that these people would
apply for a license from the FCC “just
as any broadcasting applicant does to-
day.” He stressed that they would oper-
ate on a non-profit basis. Under his set-
up, he said, “‘every one would make a
profit except the ones where we have
our conflict now—the people making
the programming decisions.”

The producer said that enactment of
his proposals would “eliminate the con-
flict between public interest and profit,”
would give nine authorities responsibil-
ity for programming decisions instead
of the current three networks, and that
because of this there would be nine
buyers of programming material.

In today’s tv, business takes prece-
dence over everything else, he charged.

Through Mr. Saudek, FCC counsel
introduced an exhibit showing how
Omnibus time on the air had dwindled
from 39 hours a year when the Ford
Foundation was producing it, to about
28%5 in 1957-58, its first year without
Ford support, on down to 7 hours last
year and the probability of zero in 1961-
62.

Mr. Bryant also submitted data on
Omnibus ratings, showing that 3% of
the programs had Nielsen ratings above
30, 13% were above 25, 29% above 22,
43% above 20 and 58% above 18.
After eliciting from Mr. Saudek an esti-
mate that Omnibus probably had fewer
than 10 million viewers, Mr. Bryant
made the point that failure to present
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BATTLE CIRCUS

HUMPHREY BOGART JUNE ALLYSON

LONE STAR

CLARK GABLE AVA GARDNER

CARBINE WII.I.IAMS

JAMES STEWART

@ ;@ THE ACTRESS

SPENCER TRACY JEAN SIMMONS
TERESA WRIGHT TONY PERKINS

-ROYAL WEDDING

FRED ASTAIRE JANE POWELL

QUALITY MAKES THE BEST SHOWING EVERY TIME
NOW-“The Best of the Fifties” SUI.D « « in 19 markets covering over 20% of all

TV homes. Stations know that audiences
know the standout image in picture-making
is M-G-M.

Thirty great pictures of the 50’s are
already set for 10 million homes through
the facilities of these stations. Will the best
features going be showing in your market?
Check us for availability today.

METRO-GOLDWYN-MAYER TELEVISION

1540 Broadway, New York 36, N. Y.
Ritoona » Binghamton « Buffalo« Chicago * Davenport + Eugene « Fresno » Honolulu « Kalamazoo « Lebanon « Miami New Haven  Philadelghia * Phoenix « 1. Louis * Salt Lake City+ San Antonio » Tuisa « Washington
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the show during thc coming season will
mean ‘“there are at least 10 million
people who will not be served by this
type of program this year.”

Criticizes Ratings » Under question-
ing by Examiner Cunningham, Mr.
Saudek stressed that in his view—which
he said is also the view of many others
in television—ratings are “inadequate”
and misused and that the philosophy of
“giving the people what they want,” as
currently applied, is full of holes.

He called it “appalling” that some
1,400 homes should be deemed to repre-
sent the viewing habits of 46 million,
as in the Nielsen rating sample, “I'm not
a statistician,” he said. “I simply don’t
believe it.”

He thought the ratings might be
reasonably accurate in the case of high-
audience programs—those with a rating
around 40, say—but felt that as the
rating becomes smaller, its validity
diminishes, too.

Mr. Saudek thought it “A rather
juvenile way to go about programming”
when people can decide the fate of a
program merely by watching its ratings,
rather than by watching the show itself,

If it is true that what the public wants
should govern what it gets, Mr. Saudek
said, then in the case of children it
would be necessary to close all the
schools in the country. Giving them
what they want, rather than trying to
help them, is contrary to some of soci-
ety’s basic institutions, he asserted.

Mrs. Mildred Freed Alberg, president
of Milberg Enterprises Inc., New York,
tv program production company, de-
plored the television fare offered today

and said: “l look at the tv schedules
each night and often there is nothing I
can watch. I'm sure there must be
millions of people like me.”

Ratings a Crutch » Mrs. Alberg, who
has been executive producer for such
dramatic programs as the Hallmark
Hall of Fame and Our American Heri-
tage, believes that too many program
sellers use ratings as “a crutch” and
prefer to make the “easy sale” by offer-
ing serials and other programs that
garner high ratings.

Mrs. Alberg had a suggestion for
getting more “quality” programs on tv.
It was that each advertiser permit one
program out of a total of 26 or 29
shows he sponsors during the year to be
devoted to” one important cause or seri-
ous problem in the world today.” She
estimated that approximately 40 hours
of programming could result from such
a project and added: “and no one
sponsor would take all the risk.”

Gore Vidal, a tv stage and play-
wright, testified that ‘“advertisers and
agencies must stay out of tv program-
ming.” He characterized them as “timid,
fearful people.” Mr. Vidal said there
was “some balance and some diversity”
in television five or six years ago but

claimed there was *“absolutely none
today.”

Costs Mounting = Robert Alan
Aurthur, a tv writer and producer,

echoed the views of other writers when
he said there was “more freedom” in
bygone years than today. He attributed
the decline in the number of live dra-
matic programs substantially to in-
creased costs, pointing out that as late

BROADCAST ADVERTISING

ABC-TV BACK IN SPOT SALES

New rep firm will handle spot business
for five ABC-TV owned television stations

ABC-TV is coming back to the sta-
tion spot sales business.

The move—formation of the new
ABC-TV Naticnal Station Sales Inc.—
should do two immediate things for the
network:

1. Place it on an equal (that is in
the number of stations) footing with
CBS-TV and NBC-TV in station repre-
sentation.

2. Permit it to “sell” those markets
in which the network owns stations.

The new firm will represent ABC-
TV’s five owned and operated stations—
WABC-TV New York, WBKB (TV)
Chicago KGO-TV San Francisco,
KABC-TV Los Angeles and WXYZ-TV
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Detroit—previously repped by either
Blair-Tv or The Katz Agency.

Both CBS-TV and NBC-TV have
been slimming down the list of stations
represented by their spot sales units
(BROADCASTING, May 29), a procedure
that will place ABC-TV on an equal
level. An FCC order requires the net-
works to stop representing tv affiliates
in the national spot advertising field
unless they own the stations.

Former Firm » The former station
rep firm owned by ABC was called
ABC Spot Sales. It voluntarily closed
in 1952.

The new ABC sales arm which will
come under the owned and operated

as 1956, Philco-Goodyear Theutre was
budgeted at about $34,000 weekly. Four
years later, he said, the cost of a sim-
ilar show, Producers’ Sunday Showcase,
was reported to be about $100,000 per
week.

In speaking of the current era in tv,
Mr. Aurthur said, “1 guess you would
call it the stone age.” In part he blamed
Robert L. Stone, NBC vice president
and general manager, and a former vice
president of ABC, for the current low
state of tv drama on the network,

ABC Concepts = “Mr. Stone,” he
said, “came over to NBC and brought
ABC concepts with him.” He defined
“ABC concepts” as “don’t spend any
more money than there’s a chance to get
a return on.” Mr. Authur recounted
that in the time he was a producer of
NBC-TV’s  Producer’s Showcase, he
was constantly told “ ‘Mr. Stone says
no,”” everytime he wanted to do some-
thing that cost money or was of an
experimental nature,

The witness, however, had lavish
praise for another NBC vice president,
David Levy, who’s in charge of tv net-
work programs and talent. Mr. Levy
always gave him complete creative
freedom, Mr. Aurthur said.

Also coming in for great praise from
Mr. Aurthur were Hubbell Robinson,
president of Hubbell Robinson Produc-
tions and formerly in charge of tv pro-
gramming at CBS, and also Sylvester
(Pat) Weaver, chairman and general
manager of McCann-Erickson Corp.
International and a former chairman of
NBC. When these men were in charge
of network programming, Mr. Aurthur
said, creative people weren’t afraid to
try experimental things. “The support
and money was there,” he declared.

wing of the company already has
designated its top executives: Theodore
F. Shaker as vice president and general
manager, Edwin T. Jameson as general
sales manager, and D. Thomas Miller
as central division manager (see WEEKS
HEADLINERS, page 10). Still other ap-
pointments will be made.

Simon B. Siegel, financial vice presi-
dent of American Broadcasting-Para-
mount Theatres Inc. and also vice presi-
dent and treasurer of ABC, announced
the new firm’s formation, and attributed
the move to various reasons but chiefly
to two things:

“The increasing importance of the
ABC-TV Network” in those markets in
which ABC-TV owns stations and in
the expected improved competitive edge,
the stations will have as the result of
support from their own spot sales arm.

Mr. Siegel pointed up ABC’s former
relationship with Blair-Tv and The Katz
Agency as “happy and fruitful”.
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All these
important people

help make

MIDDAY on WDSU-TV [

important to women
—and the women of

New Orleans make MIDDAY

important to you.




Terry Flettrich, WDSU-TV Woman's Editor, plans, coordinates, emcees
and pulls together the MIDDAY show.

One of Louisiana’s Congressmen frequently reports during the MIDDAY
program on Washington matters affecting New Orleans.

James Barr, Better Business Bureau chief, warns women against the
wiles of con artists and other skullduggery.

The Hon. delesseps S. Morrison, Mayor, makes MIDDAY his weekly
program for reporting to the women of New Orleans.

A doctor member of the Orleans Parish Medical Society brings women
up to date on matters medical.

WDSU-TV's Nash Roberts, New Orleans’ favorite weatherman, reports
daily—via live remote from his weather laboratory.

Reviews of books, theatre and concert attractions are given daily. Here
Al Shea prepares to discuss a Little Theatre program.

o Alec Gifford, authoritative newscaster, starts off each program with
important national, world and local news.

Pete Laudeman's quick fingers at the piano provide musical mood,
punctuation and emphasis throughout MiDDAY.

Specials range far afield, even to Russia. Terry's recent trip was an
important and fascinating television document.

Wayne Mack, the clever supporting personality on MIDDAY, works
with wit and charm to elicit enthusiastic participation.

Fashion segments feature models and merchandise provided by
New Orleans stores.

A loyal audience—generally less than 20 in the studio, generally more
than 40,000 at home—makes MIDDAY one of the very few local live
shows anywhere to compete Successfully with network shows for
audience ratings.




This mark teils you a product is made of modern, dependable Steel.

How cold is up? We know that outer space can never be colder than minus 459.72° Fahrenheit—that's absolute zero, the
point at which all molecular motion ceases. We don't know what coldness like this will do to materials, but we're finding out.
Scientists are using a heat exchanger to produce temperature as low as minus 443° Fahrenheit. They test materials in this
extreme cold and see how they perform. Qut of such testing have already come special grades of USS steels that retain much of
their strength and toughness at —50° or below; steels like USS "T-1" Constructional Alloy Steel, Tri-TEN High Strength Steel,
and our new 9% Nickel Steel for Cryogenics applications. And the heat exchanger to produce the —443° Fahrenheit is
Stainless Steel! No other material could do the job as well. Look

around. You'll see steel in a lot of places — getting ready for the United States Steel

future. USS, "T-1" and TRI-TEN are registered trademarks.




Y &R picks up more
Hunt Foods’ billing

Hunt Foods & Industries is moving
‘he advertising of its Wesson and Blue
Plate divisions to Young & Rubicam,
Los Angeles, on Jan. 1, 1962. The
agency, which for the past 15 years
aas placed the Hunt Foods advertising
(Hunt tomato products, Snider catsups,
Ohio match products), will now handle
the advertising for Wesson Oil, Snow-
drift shortening and the Blue Plate
tine of staple groceries as well. The
Wesson and Blue Plate advertising has
been handled by Fitzgerald Adv., New
Orleans.

In 1960, Hunt Foods & Industries
combined advertising expenditures to-
taled about $13 million, of which $6.5
million went into tv spot. The company
ranked 13th among all spot tv advertis-
ers in the nation, 42nd among all na-
tional tv users. Of the total, Y&R placed
about $4 million last year and will
acquire the $9 million portion of the
combined account.

Weir says tv not medium
to sell women’s fashions

Television is not a primary advertis-
ing medium for women’s fashions, ac-
cording to Walter Weir, chairman of
the executive committee, Donahue &
Coe, New York.

In an address before the Textile
Group of the Assn. of National Adver-
tisers in New York June 20, Mr. Weir
pointed out women shoppers require
more time to study the product than
tv commercials allow. And, he noted,
“you can't tear a television commercial
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April tv network billings
Network Television Gross Time Billings
Source: TvB/LNA-BAR
Rpril January-April

1960 1961 % Change 1960 1961 % Change
ABC-TV $12,701,240  $15,791,220 4243 $52,125820 $63,205850 4213
CBS-TV 580,032 21989913 — 26  93,078360 88898971 — 45
NBC-TV 20,642,038 22,012,410 + 66 82,618,811 90,199,041 + 9.2
Total $55,923,310 $59,793,543  + 6.9 $227,822,991 $242,303862 { 64

Month By Month 1961

ABC CBS NBC Total
January $15,898,310 $22,894,855 $23,031,118 $61,824,283
February 14,939,180 20,928,850 21,203,055 57,071,085
March* 16,577,140 23,085,353 23,952,458 63,614,951
April 15,791,220 21,989,913 22,012,410 59,793,543
*March 1961 figures revised as of June 9, 1961
Network Television Gross Time Billings
by Day Parts
April January-April
1960 1961 % Change 1960 1961 % Change
Daytime  $16,599,945 $19,143816  +153 $68,636,269 $81508628 11838
Mon.-Fri. 13,629,439 15,778,354 +15.8 55,781,332 67,566,512 +21.1
Sat.-Sun. 2,970,506 3,365,462 133 12,854,937 13,942,116 4 85
Nighttime 39,323,365 40,649,727 4+ 34 159,186,722 160,795,234  + 1.0
Total $55,923,310 59,793,543 + 6.9 $227,822,991 $242,303,862 + 6.4
off the screen and save it.” Until a

home-tape device becomes generally
accessible, he said soft-goods adver-
tisers probably would do better to put
their money in other media.

In general, Mr. Weir felt that for
an industry as large as soft goods,
manufacturers were “niggardly” with
their advertising dollars. However, he

qualified this observation by analyzing -

the reason—the generosity of fibre-pro-
ducers’ advertising seems to have en-
couraged end-product manufacturers to
do even less advertising in their own
behalf, and instead to depend on busi-
ness attracted by fibre makers.

Hanes moves account
to tv-oriented DDB

After some 17 years of association,
Hanes Hosiery Inc., New York, and the
J. R. Flanagan Advertising Agency have
severed connections. Effective Jan. 1,
1962, Doyle Dane Bernbach will take
over the hosery manufacturer’s more
than $1 million in advertising billings.

No reason was given for the agency

switch, but a company source intimated
that an accelerated advertising sched-
ule in spot and network tv is contem-
plated and this is at least partly respon-
sible for the change. Hanes apparent-
ly feels that DDB is better equipped
than Flanagan for tv campaigns. Last
year Hanes gross network billings were
only $36,000 and they spent another
$93,200 in tv spots. This year they
already spent more than $100,000 to
sponsor CBS-TV's coverage of the
Presidential Inaugural Ball.

RAB says radio
may show gain in ’61

Radio business in 1961 may show a
gain over last year, in spite of a bad
start for many stations. This observa-
tion is one of several made by Radio
Advertising Bureau upon completing
its annual series of area sales clinics.

RAB executives, who met with some
1,300 station salesmen in 42 cities dur-
ing the past two months, have ap-
praised current radio trends in their
final report. Among their conclusions:

= January and February business was
off in many markets but there was wide
agreement among stations that the rapid
acceleration which began in March will
continue.

= Exceptions will be the stations
which experienced good-to-excellent
sales even during January and February
and which look to 1961 as one of their
most lucrative years.

A major agenda topic analyzed at the
area clinics was RAB’s “Department
Store Challenge” study, which measured
the pulling power of radio and news-
papers for hundreds of department
store items at the Higbee Co., Cleve-
land. Kevin B. Sweeney, RAB presi-
dent, said “now that station salesmen
have heard the total story in depth, they
are better equipped to wrap up final de-
partment store sales for themselves. The
“Challenge” study itself will continue to
influence more department stores to-
ward radio, as use of the material by the
station becomes widespread.”

Limits for non-prime time

A new set of commercial time
standards operative under the NAB
television code provides maximum
limits for non-prime time periods
ranging from 5 to 60 minutes. The
standards were amended June 15 by
the NAB Tv Board on recommenda-
tion of the association’s tv code re-
view board (BROADCASTING, June 19).

Through a printer’s error the speci-

fied time periods were listed incor-
rectly in the text of code changes.
The corrected table of time standards
for advertising for individual spon-
sors in non-prime time follows:

Length of pgm. {in minutes)
5:00 10:00 15:00 30:00 45:00 60:00
Non-prime time

115 2:10 3:.00 4:15 5:45 7:00
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How will 40-second breaks be priced?

REPS URGE STATION DECISIONS; TELL ADVERTISERS OF ADVANTAGES

It would be difficult from a check of a
cross-section of representative firms in
New York to determine whether or
not tv stations can expect to gain reve-
nue by the networks’ announced policy
of expanding station breaks to 40 sec-
onds in prime time next fall. Particu-
larly is it difficult for these obvious
reasons:

= Stations are far from certain as to
how they will price that 40-second (or
in the case of breaks between hour-
long programs, 70-second) period. Be-
cause they don’t know for certain how
much the time will cost advertisers, it
is not possible to determine the extent
of revenue anticipated.

= Neither do stations—assuming com-
pliance to the newly adopted NAB Tv
Code policy of not permitting triple
spotting—have the opportunity to pile
up profits by squeezing in additional

numbers of commercials within the

break.

There would appear to be action,
however, of station reps taking the
lead in prodding stations to adopt new
rate structures as needed, and, as in the
case of Blair-Tv which held a briefing

for newsmen in New York last week,
spreading the word to advertisers as to
how they might gain through expanded
station breaks.

Blair-Tv is recommending that its
stations institute a price policy whereby
10-second announcements will cost 50
percent of 20-second, and 30- and 40-
seconds cost 150 percent and 200 per-
cent respectively of the chainbreaks.

Blair-Tv held a news conference in
New York last week to disclose the
results of cost analyses of the extended
time periods made by its research de-
partment. Edward F. Shurick, executive
vice president, reported the company’s
research indicates advertisers using 20-
second announcements in prime time
probably will reach, on the average, “at
least 10% more homes per dollar than
in the previous years.”

Homes Gained = The increase in
homes reached was explained by Blair-
Tv this way: Currently there are 42
chainbreak 20°’s that can be accommo-
dated on a station in a single week,
but next fall an average of about 65
such announcements will become avail-
able each week. Since approximately

i .
e e e i = = o .

The California Oil Co.’s cartoon
spokesman, “Hy Finn,” accepts a
camera from a gas station operator
selling the company’s Chevron gas-
oline in a sequence from an ani-
mated commercial being shown on
57 stations in the East this summer.
The campaign, which utilizes one-

Chevron’s ‘Hy Finn' buys a camera

SUPREME /

minute, 20-second and 1D commer-
cials, began last week. It hopes to
win new customers for Chevron
through the offer of a $4.25 Kodak
Brownie Bullet for $2.25, plus a free
coupon available at all Chevron gas-
oline stations. The agency is BBDO,
New York.
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two-thirds of 20-seconds have been
the non-pre-emptible type, there are ct
rently about 28 such adjacencies so.
For next season, because of the ¢
panded time breaks, the same numt
of advertisers can be fitted into
adjacencies and according to Blair-1
will be able to place their spots ne
to more highly-rated programs for .
average increase of at least 10 perce
more homes per dollar.

Mr. Shurick also expressed the beli
the additional spots opened up by t
network’s new station-break policy w
accelerate the trend toward “‘section
and ‘‘section 2” rate cards. He not
the Blair firm had proposed two ra
cards for several years and said th
about 100 stations have adopted
practice. (Section 1 rates are non-pr
emtible and flat; section 2 rates a
lower but such spots can be pre-empt
on two weeks notice by advertise
ordering them at section 1 rates.)

Mr. Shurick endorsed the extend
time periods, pointing out that althou;
tv circulation has risen, rates have goi
down because of special plans enge
dered by ‘“intense competition.” F
believes the new breaks will provic
increased advertising flexibility, makis
possible new spot lengths—the 30
the 40’s, and even 60’s at some static
break points.

Bolling Urges Policy = The Bollir
Co., according to G. William Bollin
assistant to the president, has bee
counselling with stations, major adve
tisers and agencies, all of which ai
trying to arrive at some pricing polic

“Many stations now price prime 20
at 80 percent of the minute rate b
it gets thick when we consider runnin
two 20’s in a break and have 4(
seconds cost 60 percent more than
minute. The solution apparently lies i
special rate categories for 10, 20, 3
or 40-seconds in the extended break,
Mr. Bolling said, adding: “Those ad
vertisers overly concerned with th
dilution of viewer impact due to mor
units in the extended period may wel
have to change their commercial ap
proach or use longer spots to insure ai
effective selling job.

“We are now advising our station.
in a special study of the situation.”

Thomas J. White Jr., vice president
tv sales, Avery-Knodel, said his firn
is advising stations informally on pricing
but not on scheduling new station break
time. “It depends largely on the type¢
of service the advertiser wants.” Per-
sonally he thinks there will be an in-
terest in 30’s but not in 40’s. For the
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Merchandising Break-through!

Until now...media merchandising has stopped here...

Now for the first time anywhere... _' ;
WIP uces. merchandmlng in th__,,%
' tw ‘g - e S 1

o e M - Ll

W“J "ﬂswmnr g

NM'.nN

Announcing In-Home Merchandising now availlable to
WIP advertisers in addition to traditional in-store activities.

Only WIP carries your product physically into the home—in fact into 100 different homes
every week. WIP’s traveling hostess, Winnie Peters, distributes samples and coupons,
surveys homemakers, demonstrates products and conducts WIP’s exciting “Pick Prod-
ucts” promotion. Many marketers pay thousands of dollars for these merchandising
activities, but they’re free to qualifying WIP advertisers. Get the details from your Petry

man or from WIP, Philadelphia

A Metropolitan Broadcasting Station, Harvey L. Glascock, V. P. & General Manager, Represented by Petry
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Listed below are the highest-ranking
television shows for each day of the
week June 15-21 as rated by the
multi-city Arbitron instant ratings

Copyright 1961 American Research Bureau

ARBITRON'S DAILY CHOICES

Date Program and Time Netwerk Rating
Thurs., June 15 The Untouchables (9:30 p.m.) ABC-TV 328
Fri., June 16 The Flintstones (8:30 p.m.} ABC-TV 200
Sat., June 17 Gunsmoke (10 p.m.) CBS-TV 210
Sun., June 18 Candid Camera {10 p.m.) CBS-TV 26.1
Mon., june 19 *Danny Thomas Show (9 p.m.} CBS-TV 18.7
Tue., June 20 Garry Moore (10 p.m.} CBS-Tv 21.2
Wed., June 21 Naked City (10 p.m.) ABC-TV 238

*Due to technical difficulties no ratings available for 9:30-10:30 p.m. periods.

of the American Research Bureau.
These ratings are taken in Baltimore,
Chicago, Cleveland, Detroit, New
York, Philadelphia and Washington.

latter “the price is too high,” he says.

Each Station Different = John F.
Dickinson, vice president in charge of
business development, Harrington,
Righter & Parsons said his firm has
mostly made general recommendations,
in memo form, to its stations on how
they should price the newly extended
station break time. However, he said,
“the pricing of each station is different
and thus there is no uniformity of
ideas.” He emphasized Harrington,
Righter & Parsons is “advising” and not
laying down “blanket policy.” “What
we are trying to do is suit each station’s
supply to its demand.”

He feels there will be few 40-second
spots scheduled, and that stations will
“gravitate to back-to-back 20's in the
better time periods and 30’ and 10’s
in the lesser times.”

Mr. Dickinson says he “thinks very
strongly” about the station-break prob-
lem and wants to be sure also that “the
advertiser is protected.”

The Katz Agency has submitted this
explanation to tv stations for their
consideration and possible inclusion in
rate cards: “30-40 second announce-
ments—in positions that cannot ac-
commodate full-minute announcements,
the rate for a 40-second announcement
is twice the 20-second rate; for a 30-
second announcement the sum of the
20-second and 10-second announcement
rates.

“In other positions 30-40 second an-
nouncements take the minute rate. 30-
second and 40-second announcements
count as single announcements for fre-
quency and times-per-week.”

Just a Suggestion = But, Katz re-
minded, this is merely a suggestion and
subject to many changes or interpre-
tations. It is this rep also who is ask-
ing stations to honor ID commitments
held by advertisers (BROADCASTING,
June 19).

A CBS-owned-stations general policy
statement covering 42-second station
breaks, disclosed last week, follows in
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part: “The CBS-owned tv stations will
decide their own individual sales poli-
cies governing the sale and pricing of
the 42-second break, which in general,
and subject to a few possible excep-
tions, will be along the following lines.

“Commercial announcements will be
available in lengths of 10, 20, 30, and
40-seconds. The 10-second announce-
ments between programs will be a full
10 seconds instead of the shared 10
seconds as in the past. An exception
will be those which are on the 30-sec-
ond breaks within network multi-spon-
sored programs and those at 7:30 p.m.
Mon.-Fri.

Only Two Commercials = “The sta-
tions will schedule a maximum of two
commercial announcements im each
break. If there is time remaining on
the break . . . it will be used for in-
formational services such as news,
weather, time and temperature reports.

“Where there are two 20-second an-
nouncements within the break, they will
be alternated in first and second posi-
tion each week.

“Where there is a 30-second and a
10-second announcement within the
break, the 30-second announcement
shall precede the 10-second announce-
ment.

“The 2-second station identification
shall be at the end of each break to

provide a pad for the upcoming net-
work program,

“As in the past, all rates would be
based upon the 20-second length as
follows:

20-seconds—100 percent
positions,

10-second—>50 percent in firm po-
sitions,

30-second—150 percent in firm po-
sitions,

40-seconds—200 percent in firm po-
sitions.

“Some of the stations will have cer-
tain availabilities at preemptible dis-
counts.

“On the station breaks between pro-

in firm

grams, 20-second announcements w
have preemptible rights over 10-secoi
announcements. Current users of 1
second shared announcements will ’
given first refusal on those new 2
second availabilities in the stati
breaks where their 10-second copy
currently scheduled.

“30-second and 40-second announc
ments will not have preemptive rigt
over 20-second announcements in fir
positions.”

No Price Increases = Martin Nie
man, executive vice president, Edwa!
Petry & Co., reported his firm is re
ommending to its stations that no pri
increases be instituted for 10- and 2,
second spots, but that slight increas
be put into effect for 30-, 40- and 6
second announcements in prime tim
Mr. Nierman also believes the rates fi
40- and 60-seconds be the same. E
feels the doubling of a 20-second ra
to arrive a 40-second rate cannot 1
justified to top advertisers.

Mr. Nierman said he envisions “r
dramatic changes” in the methods ¢
using spot tv. He believes there wi
be many opportunities for the adve
tisers who desire ID’s or 20 seconc
or 30 seconds. :

Weed Television Corp., has submi
ted, in questionnaire form, three samp.
rate formulas for consideration by i
stations. The suggested rate structure
compiled by Ed Metcalfe, vice pres
dent and general manager, and Marvi
D. Melnikoff, director of marketing an
research, are based on talks with Wee
clients, stations represented by othe
firms, other representatives and statio
groups.

Formulas = The suggested pricin
formulas cover both the 30- and 40-sec
ond spot. The questionaire points up th
variance in individual station rate struc
tures and the difficulty of establishin
pricing recommendations because of i

Each of the three formulas includ.
two recommendations—one for the 30
second rate and one for the 40. Ths
first suggestion is a 30-second rate a
one and a half times the 20-second
and a 40-second price at twice the 20
the second schedule involves a 30-sec
ond rate at 125 percent of the 20
and a 40-second spot at 175 percem
of the 20; the third and final price
schedule suggests the 30-second an-
nouncement be equal to the 60-second
rate plus the 20, divided by 2, and a
40-second spot priced the sanie as the

- 60.

The questionnaire points out that
under plans 1 and 2, the 30- and 40-
second rate may be higher than the
current 1-minute price, and an adjust-
ment for the 1-minute “may be in
order.” It also notes the advantage to
set the same rate for the 40-second
and 1-minute spots (Plan 3) since there
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HE LIGHTS WENT OUT...

1anks to the super-sensitivity
the RCA-4401-Vl Image Orthicon

1e night last season at New York’s Yonkers Raceway,
lfway through a race, an entire bank of lights went
t near the finish line. Yet with only a quick camera
justment, TV pick-up of the rest of the race came in
arp and clear with the RCA-4401-V1 image orthicon.

So sensitive is the 4401-V1 that it produces an ex-
llent picture of a difficult low-key subject (horses
rainst.a dark track) with an incident light level of no
ore than 20 footcandles on the track itself. And it
»uld easily operate at half that amount of light!

BUT NOT THE PICTURE

The 4401-V1—expressly designed for remote B&W pickup at
very low light levels-—is but one of the broad RCA family of
specialized image orthicons. Others include:

RCA-4401: For low-light level colorcasting—studio or outdoor.
Available in matched sets of three for maximum performance
in color cameras.

RCA-7513: Featuring special precision construction and new
RCA field-mesh design for high quality color or B&W TV,
RCA-7293-A: A field mesh image orthicon having an image sec-
tion designed to prevent highlight ghosts. Field mesh design to
improve corner focus and prevent porthole effects. For B&W
studio and outdoor pickup.

RCA-7295-A: A 4!4 inch diameter field-mesh image orthicon
with high resolution and very high signal-to-noise ratio, designed
for tape and B&W studio broadcast use.

RCA-7389-A: A superior-quality ficld-mesh design 42 inch
image orthicon, with extremely high signal-to-noise ratio, for
tape and exceptionally high-quality B&W studio pickup.
RCA-5820-A: For studio and outdoor pickup in B&W. The
“standard” of broadcasting.

Whatever your station's requirements or special problems, thére’s
an RCA image orthicon designed to meet them. For informa-
tion on specific types, see your local RCA Industrial Tube
Distributor.

The Most Trusted Name in Electronics
RADIO CORPORATION OF AMERICA
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will be fewer opportunities for 1-minute
availabilities in the fall.

The questionnaire adds that if none
of the suggested plans are acceptable
to the stations, they insert the rates
they plan to establish for these an-
nouncements. Aside from rate struc-
ture information, Weed; asks its stations
to report the number of coinmercials
they will schedule in each break,
whether they’ll offer announcements on
first- or second-position -basis, and

. Whether an order for a longer commer-

cial will preempt an order of shorter
length.

Big network tv campaign
set for motion picture

Beginning this week Twentieth Cen-
tury-Fox will spend $250,000 in a three-
week tv campaign to promote “Voyage
to-the Bottom of the Sea,” its latest
big-budget movie. It is said to be one
of the biggest single buys of network
tv time in film history. The plans for
the promotion were announced at an
exhibitors, meeting in Philadelphia last
week by Irwin Allen, producer of the
film.

Mr. Allen said that the $250,000 is
only part of a “$1 million expoitation
kit” that includes print ads, equipment
displays, and record tie-ins. The film
has already premiered in Philadelphia
and is set to open in New York next
month.

Business briefly...

Kemper Insurance <Co. Chicago,
through Clinton Frank Inc., that city,
signed for one-quarter sponsorship of
All Star Golf, weekly hour program
that switches this fall from ABC-TV to
NBC-TV and starts Oct. 14, (5-6 p.m.,
Sat.) in full color. The five-year-old
show is packaged by Henry Saperstein’s
Glenn Films. Reynolds Metals earlier
renewed half-sponsorship through Len-
nen & Newell, N. Y.

‘Lanolin Plus Inc., Newark, N. J., has

instituted a major network and spot tv
campaign for its new Color Plus nail-

-strengthening enamel. The eight-week

network schedule which begins July 8,
includes participations in Michael
Shayne (NBC-TV), and Asphalt Jungle,
Roaring Twenties, Cheyenne and Guest-
ward Ho (all ABC-TV). Reinforcing

‘the network effort will be spot tv sat-
_uration in 100 to 125 markets in eight-

week flights, using early and late eve-
ning minutes, Agency: Daniel &

_Charles Inc., N.Y.

Peter Paul Inc., Naugatuck, Conn., has
bought into fogr ABC-TV . nighttime
shows, beginnifg in the fall, to add
to ABC-TV daytime show schedule and
in what is reported to be the heaviest
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ADVERTISING'S RESPONSIBILITIES

They'll be spotlighted at convention of western ad group

Advertising’s responsibilities in the
world of today—its responsibility to
American business, to American gov-
ernment, to the American consumer
and, not leastly, to advertising itself—
form the theme of the 58th annual con-
vention of the Advertising Assn. of the
West, which opens today (June 26)
at the Olympic Hotel in Seattle, Wash.

Roy Larsen, chairman of the execu-
tive committee of Time Inc., makes the
keynote address this morning. His sub-
ject: ‘““Advertising’s Responsibility in
Today’s Era.” And this afternoon, Don
Frost, advertising manager of Bristol
Myers Co., follows up with a speech
on “What Adverising Is Doing About
Its Responsibilities.”

Tuesday morning, Don Belding,
founder-partner and former West
Coast head of Foote, Cone & Belding,
will keynote a session on “What Should
Advertising Expect from the Campus—
and Vice-Versa?” with an address on
“The New Need for Understanding.”
Don Warner of the U. of Washington
and Billy 1. Ross, national dean, Amer-
ican Academy of Advertising, U. of
Houston, will also address this session
on the mutual responsibilities of educa-
tion and advertising.

On Wednesday, Emerson Foote, pres-

ident, McCann-Erickson Adv., and
George Head, manager of advertising
and sales promotion, National Cash
Register Co., will speak at a session on
“Advertising’s Responsibility to Itself.”
And that day’s luncheon speaker, FCC
Commissioner Frederick Ford, will an-
swer the question: “What Can Adver-
tising Expect of Government Today?"

Wednesday afternoon, final business
session of the three-day convention, wili
be based on the theme, “Creativity in
Advertising.” John Cunningham, board
chairman, Cunningham & Walsh, will
speak and the “Best in the West” ad-
vertising awards in the AAW annual
all-western advertising competitions will
be presented by Walter Terry, Johnson
& Lewis.

Edward E. Carlson, president, West-
ern Hotels, will speak at Tuesday’s
luncheon. The convention will also al-
low time for “huddle groups” on edu-
cation, legislation, advertising improve-
ment, club programs, club finance and
speaking-of-America. Don Ostensoe,
AAW president for the past year, will
preside at the convention, at the presi-
dent’s dinner and ball on Wednesday
and at the meeting of the old and new
AAW board members Thursday morn-

ing.

network tv campaign ever conducted
by the candy company. Peter Paul,
which will use ABC-TV exclusively
next season, will sponsor Ozzie & Har-
riet, Maverick, The Roaring 20’s and
Leave It To Beaver. Agency: Dancer-
Fitzgerald-Sample Inc., N.Y.

Studebaker-Packard Corp. and Dow
Chemical Cg. will sponsor Mr. Ed, a
situation comedy series debuting on
CBS-TV next fall (Sun.,, 6:30-7 p.m.
EDT). The series has been previously
placed under Studebaker sponsorship,
on a spot basis. Agencies: D’Arcy Adv.,
N.Y. (Studebaker), and Norman, Craig
& Kummel, N.Y. (Dow).

Carling Brewing Co. and R. J. Reynolds
Co. have bought the Coilege Al-Star
Football Game on ABC-TV (Fri., Aug.
4, 10 pm. EDT). Agencies: Lang,
Fisher & Strashower, Cleveland, for
Carling, and William Esty Co., New
York, for Reynolds.

Agency appointments...

= Jeffrey Martin Labs, Newark, N. J.,
appoints Smith/Greenland Co. for its
Mr. Sleep Tablets and other products.

~® The-Seth Thomas Div., General Time

Corp., N. Y., appoints Hicks. & Greist,
that city, as agency to handle adver-
tising and public relations.

= Bub Products Inc., Jenkintown, Pa.,
appoints J. M. Korn & Son, Philadel-
phia, to handle advertising, marketing,
and merchandising for its Bub Bubble
Soap. ’

s Mead Johnson of Canad'ai“' Ltd.. ap-
points Kenyon & Eckhardt Ltd., Toron-
to, as agency for Metrecal in Canada.

Smith-Corona Marchant
seeks new ad agency

Smith-Corona Marchant Inc. is “re-
viewing the general advertising field”
for a new agency after pulling its ap-
proximately $1.5 account from Cun-
ningham & Walsh on June 15. C&W
handled the account for the past 26
years.

In a tersely worded joint announce-
ment, Smith-Corona and C&W said
they “mutually agreed to sever relations
due to differences in marketing plan-
ning.” In 1960 only about $350,000
of the office products manufacturer’s
advertising billings went into broadcast-
ing, but a 1961 first-quarter.spring pro-
motion on NBC-TV’s Today show and
in radio spot indicates increased broad-
cast billings this year. It’s believed
Smith-Corona will invite about six
agencies to make presentations for the
account.
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“These are the finest audi-
ence-gathering films ever
put out, They were made
for family appeal.

"We have done very, very
well with Volume 1. In fact,
so well that some nights the
competition has had no
audience at all!

“‘And our advertisers are ec-
static over these feature
films. One, a long-time TV advertiser, selling Cadillacs, paid
more to sponsor ‘Springfield Rifle’ than he'd ever paid
before. But he told me he'd never in his life seen anything
like the results he got...not just response, but sales results!

Syd Grayson

**So, of course, we've bought Volume 2. We've got to stay
beyond ali competition and we know they simply cannot
buy any package to beat these Warner ‘Films of the 50's'."

Warner’s Films of the 50's..,

Money makers of the 60's

5 KSYD-TV 125 80.6%

ARB—MARCH 196l
FRIDAY NIGHT 10:30-12:00

Rating Share
KSYD-TV 16.8 71.5%
Station A a.7 20.0%
Station B 2.0 8.5%

SATURDAY NIGHT 10:45-12:15

KSYD-TV 18.4 76.6%
Station A 5.6 23.4%
; S_tation B less than .005 —

SUNDAY NIGHT 10:30-12:00

. Station A 3.0 19.4%
Station B less than .005 -

SEVEN ARTS: |

ASSOCIATED . |

NEW YORK: 270 Park Avenue YUkon 6-1717
CHICAGO: 8922-D N. LaCrosse, Skokie, Ill. ORchard 4-5105
DALLAS: 5641 Charlestown Drive ADams 9-2855
BEVERLY HILLS: 232 So. Reeves Drive GRanite 6-1564
[ R R R R T o s S TR S S T R Y W P T P e P A o v 2 759 |
For list of TV stations programming Warner's Films of
the 50's see Third Cover SRDS (Spot TV Rates and Data)




The curse of sterotyped marketing

URGENCY FOR NEW TECHNIQUES DISCUSSED AT AMA CONFERENCE

The need for fresh thinking in cre-
ating new products, marketing, adver-
tising and selling was repeatedly em-
phasized last week at the American
Marketing Assn.’s 44th conference.

The gamut of the three-day session
in Los Angeles ranged from the inter-
national problem of overseas competi-
tion and how to best solve it, to the
domestic topics such as proper tech-
niques for advertising to the U.S. farm-
er. Nearly 1,000 delegates attended the
conference.

Chris J. Witting, vice president for
the consumer products group of West-
inghouse Electric Corp., told the mar-
keting executives that to market effec-
tively the goods American industry is
expected to produce in the years ahead
they will have to break with the tra-
ditional! way of doing things. As Mon-
day’s keynote speaker to the official
conference theme—Effective Marketing
Coordination—Mr. Witting began by
declaring that “yesterday’s effective
marketing is as out of date as yester-
day’s gas jet—and so are yesterday’s
effective marketers.”

Reminding that West Germany, Ja-
pan, Italy, England and other free
countries, *“wastelands 15 years ago,”
are now “economic competitors, not
only in their own homes, but in ours,”
Mr. Witting drove home his moral: “If
we don’t learn how to market hard
goods competitively in the world mar-
ket, we will ultimately lose our own
markets at home.”

Mr. Witting pointed out that “not

AMA President William O'Dell (center),
of Facts Inc., and keynote speaker
Chris J. Witting, of Westinghouse Elec-
tric Corp., listen to a news report from

46 (BROADCAST ADVERTISING)

so long ago, our industrial technology
and complementary inventive genius al-
lowed us to set the prices of our
products abroad. Today . . . West Ger-
many and Japan, with 87% of their
machinery postwar while 80% of that
in the U.S. is pre-1946, can “out-pro-
duce us at lower costs per unit, even
without considering the disparity in la-
bor rates.”

Much to Sell = With an $800 billion
economy predicted for 1970, we can
anticipate a logjam in new products,
Bell & Howell President Peter G. Peter-
son told the AMA Tuesday luncheon
session. And, he said, there’s another
prediction that 1970 “will find us with
as much as $25 billion worth of ad-
vertising [which] the consumer will be
expected to assimilate . . . with the same
single pair of ears and eyes that he
now has. With this volume of adver-
tising, the greatest threat for a product
could easily be not being heard at all.”

Part of the answer, Mr. Peterson
suggested, can come from “fresh think-
ing on how to sell selective or segment-
ed markets [for] as the total market
grows bigger, it obviously becomes ec-

nomically feasible to tailor products, .

be to confuse exposure with impact.”

Citing Bell & Howell’s experience
Mr. Peterson said: “We decided a fe»
years ago that it was a mistake wit
our limited budget to attempt to out
entertain or out-reach a competitor wit
much larger advertising resource!
Rather, we decided to put all of oy
budget into controversial public-serv
ice shows. We hoped that by makin’
a deep impact on one segment of ou
market our sales would be higher thaj
if we were to ‘reach’ a much large
segment of the market. Apparently i
has worked out that way, since ou
share of market is at an all-time high.

A Free Hand Needed = Marketin;
has an increasingly important role t¢
play in maintaining our American wa:
of life, James Cook, vice president fo
public relations at AT&T, told th
AMA Wednesday luncheon session.

“We're living in an era in whict
some have concluded that to a large
degree the American people really
aren’t too sure what’s good for them,’
he said. “In other words, more bluntly
they say Americans are no longer com-
petent to make their own decisions in
a free market.

and selling strategies to very small and %, “Therefore, they say, it is the duty of

as yet unsatisfied segments of the mar-
ket. . . .”

“With the communication logjam that
we can easily see developing in the
60’s, the advertising area is one where
segmented selling will probably be pe-
culiarly appropriate. More than ever in
the 60°s one of the tragic errors .will

Bill McMillen, news director of KRLA
Pasadena-Los Angeles. The digests
were presented before each of the
three luncheon sessions.

the central government to play an ever-
increasing role in supervising the dis-
tribution of goods and services. They
advocate continued competition—but
not too much. ‘Reasonable competition’
is what they call it, whatever that
means. . . .

“What this means,” Mr. Cook con-
cluded, “is that marketing, in addition
to overcoming its internal problems,
must constantly demonstrate to the pa-
tion and the world at large that it plays
a vital role in our free society and, in-
deed, that a free market is one of the
principal elements of that society.”

Government vs. Business s Govern-
ment and business, represented respec-
tively by Federal Trade Commissioner
Philip Elman and Charles R. Sligh Jr.,
executive vice president of the National
Assn. of Manufacturers, on Tuesday
afternoon battled out oratorically the
amount of regulation business should
have and can stand As expected, there
was little agreement between the two.

Mr. Elman, citing the necessity for
the “rule of law” in all phases of our
national life, stated that “for the fore-
seeable future, at least, big government,
like big business and big labor, is a fact
of modern life. Government regulation
in the public interest,” he stated, “will
not disappear from this land no matter
how often it is decried as ‘socialism.””

Mr. Sligh, definitely one of those who
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HELP WANTED! Today, as never before, industry’s need for college-trained personnel
desperately affects the nation’s future. Yet by 1970 one out of three qualified students applying
o Illinois state universities may be rejected. Reason: facilities inadequate to the demands of a
RO éring population. Despite this a College Bond referendum was twice defeated at the polls. As it
pproached its third vote, WBBM-TV saw that help was needed to jolt voters out of their apathy

nd pre-empted prime time to do it. The resulting documentary-editorial, “The Crisis in Educa-
ion.” was local television at its best: alert...urgent...effective. This time, the bond issue passed!

People who value their time find more worth watching on WBBM-TV. Which is why time is so
aluable on Chicago’s number one station in 72 consecutive Nielsen reports. WBBM-TV

TELEVISION 2, CHICAGO * CBS OWNED

| MELP WANTED—_MEN —— | —— HELP WANTED_MEN — | HELP WANTED—MEN —

— PROFESSIONS AND TRADES —|— PROFESSIONS AND TRADES — | _pROFESSIONS AND TRADES—
ENGINEERS—

CHEMISTS

|
Chicago Interviews

- CHEMISTS
- CHEMICAL

Leading opportunities
in the field of

FUEL CELL
LABORATORY RESEARCH

Advance Product Design

immediate openings for BS-MS-
PhDs with experience in—

RESEARCH — electrochem:-
istry, electrolyte and
catalyst development,
mechanism phenomeno-
logical investigations.

DESIGN—Materials com-
patibility and fabrica-
tion techniques, heat
and mass transfer stud-
ies, life and reliability
investigations, and pre-
liminary systems de-

~ ENGINEERS

{operations at its EAST HART.

| PRATT & |

WHITNEY
AIRCRAFT

INTERVIEWS IN CHICAGO
FOR ENGINEERING
CAREERS N
| CONNECTICUT OR FLA.

i
| Pratt & Whitney is expanding

FORD, CONNECTICUT FACILITY
and FLORIDA RESEARCH AND DE-
VELOPMENT CENTER in advanced
research and development proj-
ects and long-range product
planning. Current programs in-
clude: the IR115—liquid hydro-
gen rocket engine for Centaur
and Saturn and the J58—Mach
3 turboijet engine, Advanced
Research and Development pro-
grams are exploring the fringe
areas of technical knowledge in
magnetohydrodynamics, thermi-
onic and thermo-electric conver-
sion, hypersenic propulsion, fuel
cells and nuclear power for mil-
itary, space and industrial ap-

plications. Openings exist at all
levels of experience for engi-
neers and -scientists who want
to work as part of a team dedi- |
cated to maintaining Pratt & |
Whitney’s position of leadership
in the future.

ADVANCED PROJECTS AND
APPLIED RESEARCH GROUPS

For new research and development
proiects and long-tange product plan-
ning in the ficldy of propulsion and
power Bysiems and their apblications.

« Aeto Thermo Fagincers -~ for
performance  and oplimization
studies of all 'ypes of advanced
power plapl and vehicle systems

including it and space craft,
missile aircrafl, marioe and -

ENGINEERS—

Senior
Systems

Programmers

IMMEDIATE
OPENINGS

in development of "pro-
gramming systems for
military and commercial
applications of Stored
Logic computers.

At R'W, compuier programmers
participate in fundamenial sys-
tem design decisions, from the
earliest phase of new products
conception 1o the development

of comptete software packages.

for customer applications.

R-W’'s long-range plans for de-
veloping advanced. commercial
and military compufers, Man-
machine communication devices,
and associated equipment have
created select cpenings for ex-
perienced professionals who are
capable of devising novel pro-
gramming solutions to bridge
the gap between machine lan.
guage and ‘natural human
language.

—— HELP WANTED—MEN | —— HELP WANTED_\
— PROFESS1ONS AND TRADES —|— PROFESSIONS AND ¥
ENGINEERS

n
e ENGINE
MARKET

| Recent Gradt
Development Chemic

Engineers (Sr.): Mechani

or

Immediate openings for engi-

neers interested in considering C' 'I
E .

| SENIOR positions in the develop-
| ment of markets for aircraft ac-
cessory power equipment. Duties
|wi|l include analysis of present
and future markets fer air tur-
bine drives, starters, hydraulic
drives, auxiliary power units,
fuel pumps,etc., development of
sales techniques, and providing
leadership for proposals and in- |
tegration of technical and ad.;

ministrative efforts in securing Fw'éh g.°?]? r“ﬂ“":‘“f
and building new business. daomolefalion,wiowdr
| operations and desic

| needed for refinery-eng
Salary—to $15,000. Year ™' meior oil compam

“Age to 28. long range
outlets are exceptionalt

Positions require a technical de- tive.

gree and related product design |
?nd_sailes experience plus al‘)ilitfy ' Replies treated in conti
o integrate organizational ef. :

forts. Famiiiaritg with govern- Write MCA 276
mental -and airframe procure-

ment procedures and with con.

tract administration is essential.

ENCINEERS

DDAILC

| For interview phone

| |



DELTA

dlnounces a

New Southern
Transcontinental

Jet Route linking
California with
the Southeast

Now 6 Jet flights daily be-
tween ILos Angeles and At-
lanta! Non-stop service in
slightly more than 4 hours
.. . other jet service links Los
Angeles and Atlanta by way
of Dallas / Ft. Worth and
New Orleans. Plus new thru-
plane DC-7 service linking
San Diego with Jacksonville
and Orlando, via Dallas/F't.
Worth and New Orleans. Ef-
fective July 1, Delta service
to Las Vegas.

T i Clireag

Delta’s new routes to the
West Coast

A
DELTA

A New Southern Transcontinental Airline
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find the FTC administered laws “bur-
densome and difficult to live with”
stated that it is an insult to the Ameri-
can consumer, “the most sophisticated,
discriminating, value-conscious buyer
anywhere in the world today, . . - to say
that he needs a government guardian to
stand over his shoulder when he shops
to make his choice for him.” But,
he declared, it's not the consumer who
asks government protection, it’s the
businessman.

“The independent dealer sees an op-
portunity to create a small monopoly
for himself and asks his congressman
to pass a law that no manufacturer may
open up his own store selling his own
products. The consumer never would
have thought of that. . . .

“It is time that we, in the business
community, made a choice,” Mr- Sligh
stated. “Do we want the frail shelter of
government protection or are we will-
ing to compete in the marketplace
against each other for the favor of the
consumer?

The question of how best to prepare
an advertising budget was discussed
Tuesday morning by three experts who
agreed that the task is made difficult
largely because there are so many in-
fluences on sales and profits other than
advertising. Albert W. Frey, Frey &
Hummel, AMA president-elect, defined
the ideal approach as one which “calls
for adding doliar after dollar to the ap-
propriation until the point is reached
where the last dollar produced no in-
crease in profit.” But, he added, “This
assumes that the sales effectiveness of
any given expenditure is known and
that relevant costs are applied. A few
advertisers do claim to have this infor-
mation to a remarkable degree but they
are very much the exception.”

Buyers’ Needs » A. C. Nielsen Jr.,
president, A. C. Nielsen Co., stated
that the opportunity for profit in mar-
keting today lies where it has always
been: in a thorough knowledge of po-
tential buyers’ needs—in creating a
product which achieves the proper bal-
ance between quality and price.

To achieve the greatest assurance of
profits, he proposed a program includ-
ing: “an effective marketing intelligence
system which keeps management con-
stantly in touch with consumer demand;
a carefully administered program of
controlled experimentation in which two
or more plans are evaluated for their
relative contribution to volume, sales
share and ultimate profit; with the most
effective program decided upon, a con-
tinuing series of controlled experiments
to determine the optimum level of mar-
keting expenditure, and a continuous
study and analysis of the various com-
ponents which make up the marketing
program.”

McCormick’s Radio Formula » The
American farmer is no longer the op-

erator of a small “family farm,” E. H
Hodgsen, president, Aubrey, Finlay
Marley & Hodgson, told a session o
agricultural marketing. “He’s quite .
man, one that you neither treat lightl:
nor talk rubbish to,” he said.

In advertising to the American farm
er, the Chicago agency head stated, b
forthright, specific, informative, loca
in the cepy approach and, “by al
means, be current in your message.
He cited this example of current cop
at its best:

“For a number of years, we haw
carried a year-around schedule of ra
dio for a number of clients. This is no
a spot program. We buy market
weather, news, or farm service pro
grams ranging from five minutes to :
half-hour in length, and from three t
five days a week. On these programs
we feature local radio farm directors
The personality and the program ar
usually well-established before we buy
in any given market. The commercial:
are just a part of ths marketing punch

“These radio farm directors are con-
tact men in the field. If unusual weathei
conditions affect the pattern of, say.
hay machine sales in the Nashville
area, Old John McDonald of WSM in
Nashville is on the telephone right now,
telling us what’s happening and what
we should say in our copy to solve the
immediate problems of the farmers in
his listening area. And, believe me,
when Old John, like his 150 counter-
parts across the country, tells his listen-
ers that the way to get that wet hay
handled fast is to use the big capacity
of a McCormick baler, they listen and
act, this is the local message put to its
most effective use.”

Motivations of Buyers s Opening a
session on research in consumer moti-
vation, Dr. Ernest Dichter, president,
Institute for Motivational Research,
cited need for practical translation of
research on human behavior into action.

“It is this which I call the operational
use of motivational research,” he said.
“It is this which really matters to the
advertiser. He is not interested in
knowing per se that cigarette smoking
is an oral satisfaction or that people
drive powerful cars to compensate for
their insecurity. What he needs to know
is how to use-such an appeal and how
to talk about it in his advertising and
merchandising approach.”

Dr. Dichter warned that human mo-
tivations don’t always stand still. “In
the automobile field,” he said, “knowing
that cars are status symbols seems like
a fairly permanent knowledge . . . (but)
it is not quite true any longer. QOver the
last few years the status rule of cars
has been taken over by swimming pools
and then has changed again to trips -
abroad.

A problem of operational use of MR
is how far “one can and should go in
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dayton sounds like this!

The staccato tattoo of air hammers bent on de-
struction. Busy bulldozers grunting and growling,
changing the city’s face. The clank of heavy steel
beams, skeletal frameworks of buildings to come.
Overhead, the window-rattling roar of low-flying
SAC bombers from nearby Wright-Patterson Aix
Force Base and commercial jets homing-in on the
new Dayton airport. The whirring crescendo of a
growing industrial community. A chorus of cash
registers jingling merrily. Children laughing. Men
at work. Women wheeling groceries and golf carts
—or baby carriages! People doing things!

Associated with WSB, WSB-TV, Atlanta, Georgia
and WSOC, WSOC-TV, Charlotte, North Carolina

BROADCASTING, fune 25, 1961

These are the sounds of Dayton-—sounds of things
happening.

Keeping pace with the goings-on in this vigorous,
button-popping community is the new sound of
WHIO-TV—ever watchful of the changing informa-
tion, education, and entertainment needs of this,
Ohio’s 3rd (and the nation’s 34th) market.

Why not sound out George P. Hollingbery for ad-
ditional data on WHIO-TV, WHIO-AM, and
WHIO-FM?

Channel Dayton
r Otio

49



covering up a true motivation,” Dr.
Dichter noted. *“Although most women
use Jello because it is a lazy dessert,
does not necessitate much preparation
and cannot easily be ruined, it would
obviously be unwise to address oneself
to all lazy women. Instead, the com-
mercials talked about busy women who
had no time to prepare a complex
dessert.”

Dr. Morris J. Gottlieb, Arthur D.
Little Inc., commented that the “im-
portant advances in marketing will not
be so much in learning more about
consumer motivations as in learning
how to apply this kind of knowledge
usefully to marketing management de-
cisions.”

Dr. Joseph Weitz, New York U,
noting that motivation research is aimed
at finding out motives for buying or
not buying certain products, asked if
the findings bear any resemblance to
reality and commented: “The validity
of certain psychological methods is high-
ly suspect . . . Don’t accept a tech-
nique,” he warned, “just because it is
more psychologically sophisticated.”

Consumer research techniques origi-
nated years ago in academic laboratory
experiments, Dr. Peter Rossi, U. of
Chicago, said. He urged that commer-
cial market researchers put back some
money into the colleges and universities
to enable them to go on developing new
techniques for them to use.

Other sessions of the 44th AMA con-
ference dealt with public utility market-
ing, pharmaceutical marketing, market-
ing for finance and banking, forecasting
techniques, attitude research, operations
research and computers, management
problems, new government data and its
applications, marketing aspects of pack-
aging, long range planning, marketing to
- the defense department, adjusting to
changing conditions, meeting global
competition and coordinating market-
ing research within the marketing func-
tion. The conference program also in-
cluded several marketing management
game sessions, utilizing the electronic
computing machines at local universi-
ties.

SEC stops sales
of Hazel Bishop stock

Hazel Bishop, New York cosmetic
merchandising and distributing com-
pany, once a leading tv-spot advertiser,
received no quarter from the Securities
and Exchange Commission last week.

The SEC issued a stop order which
renders illegal sale of any of 1,274,823
shares (about 609, of total outstanding)
that the company sought to register in
June 1960. Among grounds for the
SEC action were charges that much of
the stock was illegally sold, that the
registration statement was false and mis-
leading and that amendments offered
by the company did not clear up the
difficulties (BRrOADCASTING, Oct. 31,
1960).

The company agreed portions of
its original registration statement were
faulty when the SEC leveled charges in
October 1960. The case was presented
by stipulation—agreements by lawyers
representing both parties—and in es-
sence HB threw itself upon the mercy
of the commission. In March 1961 it
offered amendments to the statement
designed to rectify the errors. But the
decision written by Commissioner By-
ron D. Woodside said “the potentiali-
ties for violations of the law, witting or
unwitting, on the part of those who
are about to offer their stock on the
basis stated are so grave that . . . they
should be called to the attention of the
selling stockholders, the issuer, the Ex-
change, the existing stockholders of
Hazel Bishop and the general public.”

Two of the reasons for the stop order
stem from HB’s television advertising.
The prospectus showed a profit of
$102,258 for the fiscal year ended Oct.
31, 1959. This profit, resulted in part
from a failure to reflect certain adjust-
ments, referred to only in a footnote,
and in part from treating as a reduction
of advertising costs the release of a
claim by Television Industries Inc.,
totaling $1,110,619 for spot-tv time
purchased by HB during 1958 and
1959. The spot time was given in a

E PLURIBUS ULLMAN

Et tu Buster.

That's Gene Daniels talking. Says you must
hear the brand new BIG SOUND open end
commercials. Use ’em as they come or we'll
customize for any advertiser, from a used
chariot dealer to a coliseum cleaner. Pax
vobiscum sponsorius.

RICHARD H. ULLMAN, INC.
1271 Ave. of the Americas/N.Y./PL 7-2197

’ a Division of
ﬂ' \THE PETER FRANK ORGANIZATION, INC.
’ Hollywood / New York
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stock barter deal by Matthew M. Fox,
president of Tv Industries, which spe-
cialized bartering tv films for spot time
to be later resold. When the deal did
not materialize, Tv Industries released
HB from it in return for 150,000 shares
of HB stock from Raymond Spector,
who was then board chairman of HB.

The SEC ruled, as under stipulation
by HB, that under proper accounting
practice, only the difference between
the value of the 150,000 shares and
the amount of the claim could be
treated as a reduction of advertising
costs. On this basis HB suffered a loss
of $707,996 for 1959 instead of the
$102,258 profit shown.

The earnings summary for 10 months
ended Aug 31, 1960 showed a net profit
of $136,535 but the March amendment
disclosed a loss of $354,538 for the
year ended Oct. 31, 1960.

In the prospectus, HB claimed that
tv was its principal advertising medium
and that it spent about $30 million for
network-television advertising during
the past 10 years. The SEC deemed this
inadequate disclosure because since
1957 there had been “a decided down-
ward trend in expenditures for advertis-
ing” and that planned advertising ex-
penses were at a further reduced level.

Also in advertising...

AAAA booklet = The fourth edition of
“The Advertising Business and Its Career
opportunities,” has been issued by
AAAA, for the use of high school and
college students interested in advertis-
ing careers. The text was written by
Otto Kleppner, president of The Klep-
pner Co., N. Y., and author of the
textbook, Advertising Procedure.

More information = The N. C. Rora-
baugh Co. announced last week that
I8 additional stations have agreed to
supply information on their spot tele-
vision business for publication in the
quarterly Rorabaugh Report. This
raises the number of cooperating sta-
tions to 368. The Rorabaugh service
produces competitive advertising re-
ports for national advertisers and their
agencies and all spot tv expenditure
data released by the Television Bureau
of Advertising.

Rep appointments...

« WEOK Poughkeepsie, N, Y.: Adam
Young Inc., N. Y.

= WKST-TV Youngstown, Ohio: Young
-TV, N Y.

» WITG (TV) Washington, D. C.:
Blair Television Assoc., N. Y., as na-
tional representative, effective July 1.

» KULA Honolulu: Spot Time Sales
Inc., N. Y., as national rep.

BROADCASTING, June 26, 1961



R-F LOADS and
WATTMETERS

For high power VHF and UHF applications

These Loads and Wattmeters are designed for convenient
and accutate measuring of TV transmitter r-f power. The
load properly terminates the r-f output of the transmitter
and gives a measurement of the average r-f power. Easily
installed —occupies little space. A choice of ratings is avail-
able for frequencies between 54 me and 890 me and for
many power levels. Used by leading stations for many years.

3 KW, 54 to 216 MC

Designed for use to 5 KW of peak
power. Termination type unit, supplied
for aperation in 54 to 216 mc frequency
range. Waoter ccoled. Designed for
woll or rack mounting {nat illustrated).
Type MI-19024-A

1200 Watt, 54to 216 MC

A naturel air-convection-coocled port-
able unit. Type MI-19196-1/H. Hos o
peok rating of 2 KW,

7.5 KW, 54 to 216 MC

A water-cooled, terminotion type unit,
it hos a peak roting of 10 KW. Type
MI-27396.

BROADCASTING, June 26, 1961

50 KW, 54 to 216 MC

Supplied for operction in the 54 to 216 mc
frequency ronge. Waoter cooled, it hos on B4 KW
peck pawer rating (not illustrated). Type
MI19191-L/H

25 KW, 54 to 216 MC

A water coaoled termination type unit
for operotion in the 54 to 216 mc
ronge. This unit has o 40 KW peok
power capacity (shown above). Type

MIF19193-L/H

gl

|
25 KW, 470 to 8920 MC 1200 Watt, 470 to 890 MC
A column of top water is used for power dissi- The type MI-19197 is designed with o
potion up to 40 KW on peocks in this termination peak power rating of 2 KW. (Com-
type load. Type MI-19198-42. panion unit to the MI-19196 unit shown
at extreme left.)
R-F LOADS AND WATTMETERS
M1 Numbee Ratings Avg. Power Usable Range I nput Imped.” Typa of Cooling
19196-L/H 54-216 me. 1200 W 0to J200 W 50/51.5 ohms Natural Air Convector
19197 470-890 mc. 1200 W 0 to 1200 W 50 ohms Natural Air Convector
19024-A 54-216 me, 3 KW 1.0t 5 KW 50/51.5 ohms Tap Water (1 GPM)
27396 54-216 me. 7.5 KW 1.0t 7.5 KW 50/51.5 ohms Tap Water (4 GPM)
19198-A2 470-8%0 me. 25 KW 0.1to 25 KW 50 ohms Tap Water (5.5 GPM)
19193-L/H 54-216 me. 25 KW Oto 25 KW 50/51.5 ohms W?tl?]rép%mped Coolant
19191-L/H 54-216 mc. 50 KW Oto 50 KW 50/51.5 ohms Wa(tzehr gp:ﬂl.;mped Coolant
*Specify 50 or 51.5 ohms as required for 54 to 216 inc.
Special Loads can be supplied for other frequencies and power on a custom basis. For further particulars write to
RCA, Broadcast and Television Equipment, Dept. WD-22, Building 15-5, Camden, New Jersey.
The Most Trusted Name in Television
RADIO CORPORATION OF AMERICA
51



APPLES AND ORANGES

TvB says Nielsen Media Service compares
actual tv audience with magazine ‘potential’

A. C. Nielsen Co.’s “apples-and-
oranges” comparison of television and
magazine. audiences came under the
fire of the Television Bureau of Adver-
tising last week.

TvB’s target is the relatively new
Nielsen Media Service, which under-
takes to measure and report on tv
and magazine audiences in the same na-
tional panel. The purpose of NMS,
according to Nielsen, is to help ad-
vertisers and agencies pick the ad-
vertising vehicle (program or magazine)
or combination of vehicles or of media
that best suits their specific needs.

TvB contended that in fact NMS
compares the potential audience of
magazine advertising with the actual
audience of television advertising, and
that this grossly short-changes tele-
vision. Where “readership” of a maga-
zine—the test applied by NMS-—may
exaggerate by four or five times the
number of “readers” who actually read
or even see a specific magazine ad, they
contended, viewing of television com-
mercials has been shown by research
to run within 3 or 4% of the average-
audience figures (also from Nielsen)
for the program in which the com-
mercials appear.

Audience Size = Where NMS shows
the size of the advertiser’s audience in
the case of television, TvB contends,
it shows the size of the publisher's
audience in the case of magazines.

TvB released a copy of a letter sent
to the Nielsen organization by TvB Presi-
dent Norman E. Cash in April pro-
testing that NMS is apt to undermine
confidence in other Nielsen services.
Mr. Cash said NMS gave the various
Nielsen services a sort of “Dr. Jekyll
and Mr. Hyde” relationship, and ex-
pressed fear that an attack on one
might also damage the other.

“Nielsen data for television, for radio
and for the food and drug fields have
been a key part of our explanation to
advertisers of the values of television,”
Mr. Cash wrote. “The reputation of
the Nielsen company has been such
that our presentations are seldom ques-
tioned, their objectivity accepted. Thus
anything that hurts the name of Nielsen
hurts us as well. When we see what’s
going on currently, however, we find
‘ourselves trying to decide which is
better: To have the Nielsen value re-
duced by our own attack or to have
it reduced by what the Nielsen company
is doing itself [through NMS] . ..

“ .. Don’t you injure confidence in
all research by promoting a service that
exists upon a premise that contradicts
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the foundation upon which broadcast
research is based: the delivered audi-
ence to the advertiser? How can both
be correct? And, if one is wrong, per-
haps the other is too.

“We at TvB believe it is time this
apparent division within the Nielsen
company come to an end. We would
dislike to see an established reputation
destroyed, we would dislike to see an
important advertiser aid destroyed. We
at TvB will not sit quietly by and watch
what may be the murder of Mr. Hyde
through the suicide of Dr. Jekyll.”

‘Vital’ Information = TvB said that
although it opposed NMS, it has found
Nielsen tv information “vital” to the
understanding of television and assumed
that Nielsen magazine information was
similarly valuable in understanding
magazines—but that the two sets of
information were not comparable to
each other.

TvB authorities quoted some agency
officials as saying they buy NMS not
for its tv-magazine comparisons but as
a “neutral” source of information on
which to evaluate one magazine against
other magazines. But TvB feared that
buyers not intimately involved with
audience research—for instance, top-
level advertiser executives—would not
be so discerning and hence would be

misled by the NMS data.

TvB also protested Nielsen prest
tations for “this monster” which “sht
an advertiser what he might gain if
dropped Tv Program ‘Y’ and add
Magazine ‘Z’.” Mr. Cash asked: “H
about the missing other side of t
story? What would happen if magazi
*Z’ was replaced by Tv Program
Or Program ‘Q'? And what about tt
third alternative that’s already bei
Nielsen-measured, spot television? The
are at least three sides to this compa
son . . . your [Nielsen] people ¢
showing only one.”

Nielsen did not answer the T
attack—except indirectly, through
announcement that 11 new subscribe
have signed for NMS during the L
three months and that five additior
magazines will be measured in the 19
survey.

It was recalled that when NMS w
first announced, Nielsen officials st
cifically recognized “the so-calk
apples-and-oranges aspects” but al
pointed out that, no matter how b
the problem of comparing medi
agencies and advertisers do in fa
make a comparison every time the
decide to invest more money in one ths
in another (BROADCASTING, Sept. 2
1960).

Not Sure-Fire Answer = Nielse
authorities also noted at the outset th:
while NMS was not a sure-fire answi
to all problems, it represented a fir
step toward helping buyers reach d
cisions and was developed after cor
sultation with advertisers and agencie

The Television Bureau of Adver-
tising last week drew a bead on mag-
azine circulation claims. Object of
its ire: a Magazine Advertising Bu-
reau advertisement which claimed
magazine circulations have grown
faster than the population.

TvB’s researchers have been quick
to fire back at magazine claims made
some weeks ago in what is generally
considered a new anti-tv campaign
(CLosep Circuit, May 22).

Last week’s barrage was delivered
at New Orleans by Norman E. Cash,
TvB’s president, who spoke at a sales
clinic there. The U.S. adult popula-
tion, Mr. Cash countered, has grown
from 116.7 million in 1956 to 123
million in 1960, or an increase of
5.4%, while magazine circulation
went from 185.7 million in 1956 to
190.4 million in 1960, only a 2.5%
gain.

Mr. Cash acknowledged magazine
growth through the 1940’s but he
said the trend in the last decade—
the past five years in particular-—

TvB counters magazine circulation claims

“has been anything but a reading
explosion.” In the period of largest
growth (1954-55) shown in the
MAB advertisement, he continued,
_the Reader’s Digest was audited for
the first time, accounting for two-
thirds of the growth, but its circu-
lation before that time was not in-
cluded in previous statistics.

The number of magazines per
adult has been steady at 1.5 for the
last nine years except for the peak
years of 1955 and 1956 when it was
1.6, Mr. Cash reported, and the time
spent with magazines remains at a
relatively low level (12 minutes per
day). He said also that in 1951,
247 magazines were competing for
the reader’s time while today the
number has increased to 273.

The sales clinic in New Orleans
was the last stop on this year’s TvB
swing. During the 18-clinic period
more than 700 station executives at-
tended. In 16 cities local advertiser
sessions also were held—these attend-
ed by more than 1,500 advertisers.

BROADCASTING, June 26, 1961




‘-I!l.rﬂs.

' WHIIE

Good Music*rings up sales
in Southern California

over KFAC am and KFAC rum
*two stations for the one price

iy ﬂ The Music Stations for Southern California
4 351 AM— FM 24 -hour simultaneous AM-FM at one low cost
(" Represented by The Bolling Company, Inc.
‘/I ,
' 4 PRUDENTIAL SQUARE *r LOS ANGELES
5
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“SPECIAL”
A VERY STATION IN LOS ANGELES

On this spread are twenty answers. Twenty answers to a knotty
question: ‘which station to use, in seven-channel Los Angeles?
These are twenty special, extraordinary programs on KTTV in
recent months. There were many more. You can't buy these pro-
grams. But you can buy what they generate: an attentive, above-
average audience which gets more memorable television per
second out of KTTV. That's the kind of station your spots, as well
as your specials, should be on.

KTTVY - TIMES-MIRROR BROADCASTING COMPANY, 5746 Sunset Boulevard, Los Angeles 28, California

/

r

8

3

Y
(

9

6

BROADCASTING, June 26, 1961




BROADCASTING, June 26, -1961

1 70 nafions around the world send gorgeous delegales lo the
International Beauly Congress, two-week festival ol pulchritude
excluslvely on KTTY. Inqulre now for 1962 availabilities!

2 Top intersectional football clashes between natlon's best col-
fege squads and USC and UCLA glve KTTV autumn excitement.

3 Santa Claus comes to town—even in Hollywood. KITV covers
seasonal splendor of Santa Claus Lane Parade, ax well as five
other major community Parades during tne year.

4 Jack Kramer's touring tennis greals, including Pancho Gonzales
and Barey MCKay, display their top form before KTTY cameras,

5 Nat King Cole takes viewers on European tour in hour “'spe-
€ial,”” KTTY was one of §0 stalions Chosen as members of *fourth
network,'

6 "lLife fn Moscow” revealed on “women's special™ as Ben
Hunter expands his KTTY daylime show 1o two hours for occasion.

T Six years of telethons om KTTY have raised nearly a miltion dol-
lats for the Arthrills and Rheumatism Foundatlon of Southern Cali-
fornia. In ather public service projects, KTTY annually tetecasts
such evenls as the George Pulnam Youth Awards and the “televi-
sion pep meeling’' for Heart Fund volunleers: did 4 Speciai show
15 year on Community Chest Awards o notable workers,

8 Los Angeles viewers have recently seen these and other im-
portant and controverslal wosld figures In speckal programs, some
produced on film or tape, Many originated Ihve by KITYV,

9 A KTTY fradition — Easter Sunrlse Services from Hollywood
Bowl. Another regular event. telecasl Jrom Sait Laxe Oity, js
Mormon Church Conference, with 279-voice Taberaacle Choir,

10 Gina Lollcbrigida and 50 othes famous movie stars titillated
KTTY viewers on exclusive ltelecast of Golden Globe awards.

11 Tense and thrililng moments 3s top golfers vle for blg prizes
al the Los Angeles Open. KTTY covered lor more than 14 hours.
12 Gala society event, “Headdress Ball," features Seuthern Calis
fornia soctal and cultural leaders in glittering charity fashion show.
13 “'Project: Map In Space'' features exclusive Russian footage
on Soviel space program. Another instance where KTTY was se-
tecled as Los Angeles camponent of “fourth network.”

14 For fourth straight year KTTV presents exciusive telecasts of
the Los Angeles Dodger games. Expert camera crews and directlon
have made KTTV first choice to feed games fo St, Louis, Cincin.
natl, San Francisco stalions.

15 Five Chanaels cover the Rose Parade New Year's Day, but
KITV regularly sweeps the field —iwice as many viewers as
closest competitor.

16 SC-UCLA live basketball, {rack and basedall is part of KTTV's
pawerful year-round Sports Speclal —most comprehensbve local
sports coverage done by any los Angeles channel.

t7 The TV debut of Ray Cennifl's “Concert in Stereo” was ac-
complished by a 4-camera, 1Z-microphone telecast videotaped at
Pasadena Civic Auditerium.

18 Authoritative forecast of Southern Callfornia business Pros-
pects by financial authorbties received prime-time KTTV release.
19 Road Races from Los Angeles County Fairgrounds delives spllls
and chills 1o big KTTY augience. Prime.time hour of film highlights
of Indianapolis "'500"" is additional racing special this year.

20 ''Castro, Cuba & Communism,” powerful documentary study of
Cuban ¢rises, seen on West Coast for first Ume on KTTV.
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concerning their needs. Moreover they
insisted that what is being measured in
both cases —tv and magazines —is
audiences and that they “definitely”
can be compared. The original NMS
announcement also specified that NMS
“does not evaluate these audiences” or
the sales efficiency of either medium,
and that “each magazine and each
television program has its own attributes
and qualities which must be considered,

in addition to audience measurement,
in any sound evaluation.”

Nielsen officials attached no particu-
lar significance to the absence of broad-
casters among NMS subscribers. Their
position on this question has been that
NMS is getting the support of media
buyers and that, historically, when buy-
ers support a service such as this,
sellers eventually accept it, too.

The 11 new subscribers announced

THE MEDIA

last week, bringing the total to 23, are
BBDO; Foote, Cone & Belding; Mc-
Cann-Erickson; Ogilvy, Benson & Ma-
ther; Young & Rubicam; Lever Bros.;
American Weekly, Better Homes &
Gardens, Good Housekeeping, Look
and Woman’s Day. The five magazines
added to the list to be measured,
bringing that total to 17, are 4merican
Home, Family Circle, Parents, Redbook
and Woman’s Day.

NAB SENDS FIREMAN TO NORTH DAKOTA

Carlisle urges broadcasters to give Collins ‘a chance’

Which is it? Collins & Minow? Or
Collins vs. Minow?

The latter, according to an official
NAB spokesman dispatched to North
Dakota last week to squelch what ap-
peared to be incipient hostility to Gov.
LeRoy Collins’ conduct of the NAB
presidency.

William Carlisle, NAB station rela-
tions manager, was sent to a June 24
meeting of the North Dakota Broad-
casters Assn. at Bismarck. He was as-
signed the role of NAB fireman when
the advance program said an associa-

tion spokesman was being “put on the
pan regarding Gov. Collins’ remarks at
the NAB convention and whether he is
operating in the interest of broadcast-
ers or in the interest of Mr. Minow’s
FCC administration.”

Despite some similarity in their
speeches, Gov. Collins and Chairman
Minow hold widely different views on
government regulation of broadcasting,
Mr. Carlisle told the North Dakota
broadcasters.

The two key figures appeared June
25 on the same radio-tv program but

the sales we

reject..

our worth

In selling or buying a broadcast property, one of your
greatest protections is Blackburn’s often demonstrated
willingness to reject a sale rather than risk our
reputation. For our business is built on confidence,

and no single commission can be worth as much

as our good name. Why hazard the risks of negotiating
without benefit of our knowledge of markets,

of actual sales, of responsible contacts?

st et et earsamsasaneaseassanenuuuuo o ra

BLACKBURN & Company, Inc.

RADIO » TV » NEWSPAPER BROKERS
NEGOTI!ATIONS. « FINANCING * APPRAISALS

WASHINGTON, D. C. CHICAGO

James W. Blackburn H. W, Cassill

Jack V. Harvey William B. Ryan
Joseph M. Sitrick 333 N. Michigan Ave.
RCA Building Chicago, |linois
FEderal 3-5270 Financial 6-6460

. prove

......... P I I A R )

ATLANTA

Clittord B. Marshall
Stanley Whitaker
Robert M. Baird
John G, Williams
JAckson 5-1576

BEVERLY HILLS

Colin M. Selph
Calif, Bank Bidg.
9441 Wilshire Blvd.
Beverly Hills, Calif.
CRestview 4-2770

there was no exchange of views be-
cause the program was recorded in
separate segments. Titled Let's Look at
Congress, the program was heard on
a statewide New York hookup. It is
conducted by Sen. Kenneth B. Keating
(R-N.Y.), who interviewed Gov. Col-
lins June 21 and Chairman Minow the
next day (see story page 68).

Guns Loaded » In explaining Gov.
Collins’ leadership, Mr. Carlisle said in
Bismarck that any broadcaster doubtful
about the new president’s regime should
ask any of the 47 members of the NAB
board of directors who met in Wash-
ington June 14-16. “They came to town
with guns loaded,” Mr. Carlisle said,
adding they went home “happy with
their leadership.”

Going specifically into the Collins-
Minow regulatory views, Mr. Carlisle
said NAB’s head openly told broad-
casters about their weaknesses in his
speeches since taking office last Janu-
ary. He said the president had point-
ed to excessive violence on tv and called
for improvement.

“Is there really no wholesale traffic-
king of radio stations . . . and the pub-
lic interest be damned?” Mr. Carlisle
asked. “How about the guy who blats
out the worst type of music, poorly
and scratchily recorded, who cuts rates
up and down main street, who pays
so poorly that you can’t understand his
inept announcer, who never goes near
the station himself and assumes abso-
lutely no responsibility as a licensee? Or
who allows smut on the air? Could he
be improved? Of course he could and
we all know it, or he should get out of
our business.”

The association's president isn’t paid
to be a family psychiatrist to the indus-
try, he explained. “If you want some-
body to whom you can pay a large an-
nual salary in order that he may talk
to you, soothe you, praise you, periodic-
ally psychoanalyze you, protect you
from all criticism, and travel from state
to state and meeting to meeting telling
you how good you are and what an
SOB the FCC chairman is, you don’t
want Collins,” he said.

An Expert » Mr. Carlisle described
NAB'’s government activities, saying its
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effectiveness is increasing. As to Gov.
Collins, he said, *You have a man of
absolutely unquestioned integrity. You
have a man who is one of the perhaps
10 or 11 most accomplished and per-
suasive orators in America today. You
have a man who is an expert in govern-
ment and governmental processes—one
who knows how to work with govern-
ment people in order to gain for those
he represents things no outsider could
obtain otherwise. Above all, you have
a man who is a born leader.”

Conceding he had heard criticism
that Gov. Collins doesn’t understand
broadcasters and broadcasting, he said
NAB’s leader has “learned fantastically
fast and very much.”

He described the difference between
Gov. Collins and Chairman Minow this
way:

“Gov. Collins was saying, ‘We all
know we can improve.’ So let’s get
off the dime and do it. We all know
that we don’t want government regula-
tion. So let’s get behind the codes and
prove we can regulate ourselves.

“Chairman Minow, on the other
hand, adopted a ‘daddy will spank’ at-
titude. It is one thing for the nominal
head of your family at home to advise
the rest of the family what is right,
wrong, or susceptible to improvement.
That’s what Collins did. It is quite an-
other thing for the chief of the police
force to come to your house to try to
coerce your family to do the same thing
by threatening police action and per-
haps loss of liberty. That's what Mr.
Minow did.”

“Give this man a chance,” Mr. Car-
lisle urged.

Changing hands

ANNOUNCED = The following sales of
station interests were reported last week
subject to FCC approvai:

» WEZN Elizabethtown, Pa.. Sold by
Lowell Williams and Richard E. Burg
to Ira Kaplan, a Washington, D. C,
printing consultant, for $160,000.
WEZN operates on 1600 ke with 500
w daytime. The broker was Blackburn
& Co.

= WCBT Roanoke Rapids, N. C.: Sold
by the estate of J. Winfield Crew JIr.
(70%) and W. Lunsford Crew (30%)
to Henry M. Best of Chapel Hill and
Roy W. Davis of Durham, both North
Carolina, for $100,000. WCBT oper-
ates on 1230 k¢ with 250 w. Blackburn
& Co. was the broker.

« WFLB Fayetteville, N. C.: Sold by
Fayetteville Broadcasters Inc. to Ostb
Inc. for $95,000 not including real
estate. President of seller is L. W.
Allen, owner of ad agency. Principals
in purchasers are Ogburn F. Stafford
Jr., in insurance business in Greensboro,
and Terrence R. Bane, manager of
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WCOG Greensboro, N. C. WFLB is
on 1490 kc., 250 w fulltime, Paul H.
Chapman was the broker.

= WJAN Ishpeming, Mich.: Sold by
Tri-Cities Broadcasting Inc. (R. G.
Blomquist and associates) to J. J.
Beloungy, Walter D. Steben, Henry H.
Schroeder and H. Walter Thompson
(each 25%,) for $50,000. Mr. Beloungy
has interest in KLFD Litchfield, Minn.,
and formerly was employed by CBS.
Messrs. Steben and Schroeder are CBS
employes and Mr. Thompson owns
Chicago closed-circuit telecasting firm.
WIJAN is 970 k¢, 5 kw daytime. Broker
was Blackburn & Co.

a WSFB Quitman, Ga.: Sold by J. E,
Boyd to J. Thomas Rowland, William
F. Hoopes and Danny E. Bailey all of
Knoxville, Tenn., for $46,000. MTr.
Hoopes is a former news director of
WIVK Knoxville and Mr, Bailey form-
erly was a performer on Grand Ol
Opry. Station is a 250 watt daytimer on
1490 kc. Broker was Paul H. Chapman
Co.

APPROVED » The following transfers
of station interests were among those
approved by the FCC last week (for
other commission activities see FOR
THE RECORD, page 104).

= KENO Las Vegas, Nev.. Sold by
Nevada Broadcasting Inc. (Gordon B.

Sherwood Sr. and family) to Paradise
Broadcasting Inc., of which Maxwell
Hurst is president for $275,000.

* KGAL Lebanon, KGAY Salem, both
Oregon: Sold by W. Gordon Allen and
associates to Radio Wonderful William-
etteland Inc, for $268,260 (KGAL
$150,000, KGAY $118,000). Glen M.
Stadler, Radio Wonderful Williamette-
land president, owns 75% of KEED-
AM-FM Springfield, Ore. FCC ap-
proval of the sale, from which Chair-
man Minow and Commissioner Ford
dissented, is without prejudice to any
action the commission may wish to take
as a result of its present inquiry into
the operations of Mr. Allen.

= WHRW Bowling Green, Ohio: Sold
by Voice of The Miami Valley Inc.
(controlled by Howard R. Ward) to
WHRW Inc. for $250,000. WHRW
Inc. (Rev. H. Max Good, president)
is owned by The Memorial Foundation,
Columbus, Ohio, which also owns
WPAR Parkersburg, W. Va. Chairman
Minow abstained from voting.

= WDCL Tarpon Springs, Fla.: Sold by
Clearwater Broadcasting Corp. (Hod-
ding Carter and family who also own
WDDT Greenville, Miss.) to Consoli-
dated Communities Corp., which owns
WMBM Miami Beach, Fla., for $250,-
000 and agreement not to compete for
five years. Buyers include Dorothy C.

3 Western States VHF TV Stations For Sale !

market VHEF.
down payment.

RADIO & TELEVISION .

WASHINGTON, D.C. CHICAGO

Ray V. Hamilton
John D. Stebbins
1737 DeSales 5t., N.W.

Tribune Tower
DElaware 7-2754

1. Major network TV affiliate plus fulltime radio station.
Combined annua) gross $170,000-plus. Absentee-owned. Sale in-
cludes two buildings and 50 acres of land. Total price $305,000
with $60,000 down and attractive terms.

2. Total price of $150,000 buys all fixed assets of single station
Possible financing help available on $100,000

3. 609, of VT station in market of over 100,000 available for
$150,000 with $75,000 down and balance over five years.

HAMILTON-LANDIS & ASSOCIATES, INC.

NATIONWIDE BROKERS
John F. Hardesty, President

Richard A. Shaheen

EXecutive 3-3456 loeN A. gswlnald Do: Se:rl: s
NEGOTIATIONS =« APPRAISALS -« FINANCING

CATV ° NEWSPAPERS
DALLAS SAN FRANCISCO
Dewitt Landis john F. Hardesty

1511 Bryan St.
Riverside 81175

111 Sutter St.
EXbrook 2-5671
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Margolis, 50%, son Alan Margolis,
20%, and Alexander Klein, 20%, vice
president of WIDAS Philadelphia.

v KXO El Centro, Calif.; Sold by Feld-
man Enterprises Inc. (Leonard Feld-
man and associates) to KXO Inc., con-
sisting mostly of KXO employees for
242.296. Marco Hanan, KXO Inc.
president (52.17%) and presently gen-
eral manager of the station, has minori-
ty interests in KLIV San Jose and
KXOA Sacramento, both California.

v WCMW Canton, Ohio: Sold by
Stark Broadcasting Corp. (Geneva Gee,
president) to Douglas Properties Corp.
{(Sidney J. Collins, president) for $230,-
000. Stark owns 91% of WARU Peru,
Ind. Mr. Collins is an accountant.

a 'WOKIJ Jackson, Miss.: Sold by Dixie-
land Broadcasting Co. te Ni-Mac
Broadcasting Inc. for $90,000 and 900
shares of stock in Ni-Mac. James M.
McLendon, Ni-Mac president, is half-
owner of Dixieland and also has major
interests in KOKY Little Rock, Ark.,
KOKA Shreveport, La. and WENN
Birmingham, Ala. Chairman Minow not
participating.

= WOHP Bellefontaine, Ohio: Scld by
James T. Sandonato and Thomas W.
Talbot to D. L. Rike & Co. (invest-
ments) for $100,291. John J. Cote is
president of buyer which includes six
stockholders each owning 16.66%. Mr.
Talbot has majority interest in WIJL
Niagara Falls, N. Y.

s WECL Eau Claire, Wis.: Sold by G.
LaVerne Flambo to Robert Nelson,
presently president of WECL, for
$100,000.

Reeves registers
debentures at SEC

Reeves Broadcasting & Development
Corp., New York, has filed with the
Securities & Exchange Commission
seeking to register $2.5 million of con-
vertible subordinated debentures to be
offered to the public at 100% of prin-
cipal amount. The offering will be
made on an all or none basis through
underwriters headed by Laird & Co.

Reeves owns WUSN-TV Charleston,
S. C., WHTN-TV Huntington, W. Va.,,

and KBAK-TV Bakersfield, Calif., the
latter a uhf station. Broadcasting ac-
counts for 32% of the company’s gross
operating revenue. Income from tele-
casting, sound recording and film devel-
opment for the year ended Dec. 31,
1960 was $1,757,014, down from $1,-
790,850 for the comparable period of
1959. Operating expense in 1960 was
$858,570 against $915,097 in 1959.
Net income for 1960 for the corpora-
tion was $293,257 against $344,447 in
1959.

Hazard E. Reeves, president, owns
41.4% of the 1,403,893 outstanding
shares of common stock. His annual
salary is $30,400. Christiana Oil Corp.
owns 13.3% of the stock and manage-
ment officials as a group hold 49.5%.

Proceeds from the debenture issue
will be used in development of VHF
Inc,, a New York tv-film producing
company owned by Reeves Broadcast-
ing & Development (3$300,000); for
investment in VeriVu Corp. to exploit
a 3-D picture system ($75,000); to
develop a resort in Brunswick County,
S. C. ($300,000) and to repay bank
lIoans ($1,050,00). The remainder will
be added to working capital and used
for general corporate purposes.

Time Inc. consolidates
radio-tv in one company

Time Inc. last week consolidated its
tv and radio broadcast activities under
a single company called Time-Life
Broadcast Inc. Weston C. Pullen Jr.,
a Time Inc. vice president, becomes
ey president and a di-
rector of the new
company. Vice
presidents and di-
rectors include F. S.
Gilbert, formerly
general manager of
Time  magazine,
and Sig Mickelson,
formerly CBS
News president.

¥ The organiza-
Mr. Pullen tional change was
announced by Roy E. Larsen, chairman

E PLURIBUS UL.LLMAN

Take Bernius Edelman’s toga. Used to

have call letters of new FORMATIC
RADIO clients on it. No more. Ran out
of toga space — FORMATIC’s selling so
fast. For the swingingest station in each
market, logos, theme, punctuators. Every-
thing you need. Hail Bernius for data.

RICHARD H. ULLMAN, INC.
1271 Ave. of the Americas/N.Y./PL 7-2197

a Division of

| ] ,THE PETER FRANK ORGANIZATION, INC,

f A

Hollywood / New York
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of the executive committee, Time Inc.
Stations owned and operated by the
newly formed company are KLZ-
AM-TV Denver; WOOD-AM-TV Grand
Rapids; WFBM-AM-FM-TV Indian-
apolis, and WTCN-AM-TV Minneapolis.
The company produces Topic A, a radio
news show, is developing several tv and
radio program services, and is surveying
broadcasting opportunities in other
countries.

Codes termed only tool
for self-regulation

Adherence to the industry’s self-
regulatory codes will provide the only
way to convince those who would
regulate broadcasting that regulation
from within can be effective, according
to Charles M. Stone, NAB Radio Code
director.

Addressing the Maryland-District of
Columbia Broadcasters Assn. at Ocean
City, Md., June 23, Mr. Stone said it
is imperative that a majority of the mem-
bers of every state broadcasters associa-
tion become code subscribers.

Since July 1, 1960 the radio code has
acquired 1,275 subscribers, he said. But
he said the figure represented only
28.7% of stations on the air, adding
that only 113 or 5.4% of non-NAB
station members are radio code sub-
scribers.

Mr. Stone said the 31-year-old radio
standards didn’t work. “But the radio
code represents self-imposed obligations,
not the means by which a broadcaster
can avoid individual responsibility,” he
said.

Lloyd W. Dennis Jr., WTOP-AM-FM
Washington, association president, de-
scribed progress of the group’s move to
promote self-regulation through sub-
scription to the NAB radio and tv codes.
Member stations should report code
violations to the association’s own code
committee, he said. John McClay,
WIZ-TV Baltimore, is chairman of the
Md.-D. C. code committee.

Kenneth A. Cox, chief of the FCC
broadcast bureau, discussed his personal
experiences since assumption of the
office early in the year.

Storz suit denied

Suit by Storz Broadcasting Co.
(WDGY Minneapolis) to prevent Bill
Bennett, announcer-d. j., from working
at WLOL Minneapolis was denied June
13 in Hennepin County (Minn.) Dis-
trict Court. Judge Rolf Fosseen held
WDGY could not interfere with or en-
join Mr. Bennett’s employment by
WLOL. The suit had been based on the
ground Mr. Bennett had breached a re-
strictive covenant in his Storz employ-
ment agreement.

Judge Fosseen held Mr. Bennett had
in effect been fired by WDGY when the
station had reduced him to union scale.
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CINCINNATI

But not just in the morning. Every
minute of the day and night-from Will
Lenay's bright-day-in-the-morning show
to the jampacked allthruthenite Jamboree
-WCKY's fresh new sixties-sound of music
and service has given Cincinnatia get-up-and-
go shot in the arm. New program ideas plus a
new hullabalulu of promation have perked
up the whole Cincinnati Tri-State area, giv-
ing hundreds of thousands of Ohio River
Valley listeners anew lease on life. But that’s
only half the story; the real eye-opener is
that pennies-per-thousand cost. There’s
nothing new about that; any Nieisen or the
salesman from AM Radio Sales can still
prove that WCKY is some Cincinnati buy!

WCKY-RADIO IS SOME ~ 3 BUY!
50,000 WATTS-CINCINNATI
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NCTA takes no stand on pay tv

LARGE OPERATORS FAVOR IT BUT SMALL OPERATORS ARE OPPOSED

Over 600 community-television oper-
ators met in San Francisco last week
to equate their individual operating
problems against the future of the video
medium. But the 10th annual conven-
tion of National Community Television
Assn. wound up its sessions Friday
without taking a definite stand for or
against pay tv though the subject was
discussed at length.

NCTA’s meeting had a close look at
pay tv during a Wednesday afternoon
panel discussion moderated by Larry
Boggs, Vumore Co., Oklahoma. After
the discussion it appeared that some of
the large group operators of community
tv systems figure they can do well with
nationwide fee tv whereas many of the
smaller operators, fearing they will be
grabbed up, are opposed to the idea
(BROADCASTING, June 19).

Participating in the pay-tv panel were
M. William Adler, Weston (W. Va.)
Television Cable Corp.; J. Seibert Wor-
ley, Shamrock (Tex.} Community Tv
System; Gene W. Schpoeider, Communi-
ty Tv Systems: of Wyoming; Martin F.
Malarkey, Transvndeo-HoteI Operating,

lehan’-i\ J Calsam, Oneonta

WEED
HAS

SOUTHERN
OFFICES!

This territory is IMPORTANT
This territory is ACTIVE
This territory is DEMANDING
That's why 4 of Weed's 14 offices are located here. Only

(N.Y.) Video Inc.; Irvin B. Kahn, Tele-
PrompTer Inc., and George R. Mor-
rell, Midwest Video.

At its Friday elections, NCTA named
Glenn Flynn, Tv Cable Service, Tyler,
Tex., as national chairman; Charles
Clements, Clements Tv, Waterville,
Wash., vice chairman; Frank Thomp-
son, Rochester (Minn.) Video, vice
chairman, and Mr. Adler, treasurer.

Sandford F. Randolph, of Charleston,
W. Va., immediate past chairman, was
named to continue as a member of the
executive committee.

The Board = Elected to the board
were Mr. Kahn; Leon Papernow, H&B
American Corp., Los Angeles; Carl
Williams, Daniels & Assoc., Denver;
John Walsonavich, Service Electric
Co., Mahanoy City, Pa.; Ben Conroy
Jr.,, Uvalde (Tex.) Television Cable
Corp.; Archer Taylor, Missoula
(Mont.) Tv Cable Co.; Ray V. Schneider,
Williamsport (Pa.) Tv Cable Corp.;
Virgi] Evans, Alexandria, La.

In h|s keynote address June 20,
NCTA ‘President William Dalton criti-
cized legislation that would empower
the FCC to regulate “a situation that

direct face-to-face salesmanship and constant servicing|
can produce maximum results in the South.
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no longer exists.” )

Mr. Dalton said he couldn’t figure
out why NAB “seems to be hollering
for such legislation.” NAB, he said,
contends there are a few areas where
a clash exists between local broadcast-
ers and catv systems. But there are
“very few" such cases, he contended,
adding: “The NAB and NCTA have
a growing and improving relationship
for public good which should serve both
the broadcasters and our members effec-
tively and profitably in the years ahead.

“But it’s time that both broadcasters,
who are calling for ‘more: freedgm, and
catvers, who deserve to. grow also,
should give some careful thought to
what’s ahead. It’s time we join together
on this freedom road instead of travel-
ing separate and diametrically opposed
paths.”

Mr. Dalton contended any kind of
original legislation for any industry “is
the first foot in the door towards regu-
lation forever.” He asked, “Why do
broadcasters want you to be regimented
by regulation and resulting inspection
for ‘economic impact’? Don’t they
realize that such inspection calls for
careful scrutiny of management, books
and profits—for both sides?”

One Out of Sixty = Catv systems serve
one out of every 60 tv homes in the
U.S., Mr. Dalton said, “keeping 3-mil-
lion grateful viewers informed and hap-
py.” He said over a thousand catv sys-
tems are extending tv signals into
homes.

NTCA delegates discussed a wide
range of problems including the poten-
tial impact of boosters and microwave
systems operated by broadcasters.
Registration totaled 624, according to
Thursday records.

The association’s first award to a
broadcaster was given to Mrs. Dorothy
Mugford, WNEP-TV Scranton, Pa.

Other awards: to Lloyd Calhoun,
Hobbs (N.M.) Tv, public relations
award for 24-hour scientific weather
service maintained on an extra channel;
duplicate local advertising awards to
Douglas Danser, General Television
Systems, Naples, Fla., and Mr. Conroy.

NCTA’s annual equipment exposi-
tion covered latest developments in the
field.” Jerrold Electronics Corp., Phil-
adelphia, demonstrated new microwave
equipment during the convention. It is
available in the 6 kilomegacycle band
and will be able to handle 600-line
wide band video for closed circuit or
community antenna systems, according
to Milton J. Shapp, Jerrold president.
Within a few months, he said, addition-
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Kern and Fresno counties — covered in depth by
Beeline radio — are the two top cotton produc-
ing counties in the United States.*

This is an area that produces big and spends
big. Beeline radio makes your product part of
this prosperous scene. In fact, throughout Inland
California and Western Nevada, the Beeline sta-
tions deliver more radio homes than any other
combination of stations — and af the lowest cost
per thousand. (Nielsen, SR&D)

*Source; 1959 Bureau of Census
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IN INLAND CALIFORNIA
( AND WESTERN NEVADA )

BEELINE

RADIO

delivers more
for the

Harvesting cotton in the fertile Central Valley of California,

Mc Clatchy

Broadcasting

lOl’ )
waﬂl O SACRAMENTO
KPEE © MODESTO

KMJ o sesno

KERN;& BAKERSFIELD

Company

SACRAMENTO, CALIFORNIA

PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE
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TelePrompTer Corp., New York,
has begun field performance tests of
the audience response features of
its Key Tv pay television system,
utilizing laboratory and cable facili-
ties of the Western Union Co.

Irving B. Kahn, TelePrompTer
president, said last week the company
will launch a series of tests to de-
termine the engineering performance
of the system. The initial phase,
now in progress, involves a five-mile
cable circuit between the Western
Union headquarters and Columbus
Circle in Manhattan to test the sys-
tem's accuracy. A later test will in-
volve more than 12-miles of cable.
These distances approximate the size
of individual Key Tv installations
served by a single station.

Once the cable requirements have
been fully met, a TelePrompTer
spokesman said, the company plans
to set up a pilot installation to test
the system under operational condi-
tions. These experiments may be con-

TelePrompTer plans Key Tv test

ducted in one or more of the nine
community antenna tv systems it
owns or in Hawaii Kai, where a sub-

Irving B. Kahn (r), president of Tele-
PrompTer Corp., and Thomas F. Mc-
Mains, vice president and assistant
to the president of Western Union,
discuss field-performance tests of

sidiary owned jointly by Henry J.
Kaiser and TelePrompTer currently
is installing a catv system.

TPT’s Key Tv pay television system.

Using Western Union laboratory
and cable facilities, TelePrompTer
is testing the accuracy of its sys-
tem over a five-mile circuit.

al microwave equipment will be offered
by Jerrold in the 12 kc band. He noted
Jerrold heretofore specialized in tv-cable
communications-systems packaging and
electronics contracts, and said its entry
into the microwave field will add “flex-
ibility” in meeting communications sys-
tems needs.

Networks refuse time
to Communist Party

The Communist Party in the U.S, has
sought purchase of broadcast time on
all networks but, according to a party
spokesman, the time request was denied.
Reportedly the time purchase was re-
quested some time ago and was made
of all three tv and all four radio net-
works.

The time would be usec to protest the
U.S. Supreme Court dzcision of June

5, 1961, which upheld by a close (5-4)
vote, registration requirements under the
McCarran and Smith acts.

The party spokesman said in New
York that print advertisements had been
placed in the New York Times, The
Washington Post, the weekly National
(Guardian and other publications (the
Times ad ran June 22), and that ad-
vertising, print or broadcast, would be
placed also where possible through local
party organizations. Last week Claude
Lightfoot, head of the Illinois Com-
munist Party said in Chicago he planned
to buy local radio time and newspaper
space in the campaign to fight the court
decision. A check by BROADCASTING
of the Chicago area stations, however,
found none that would sell to the party.
(The Illinois party numbers some 1,000
in membership, down frem 8,000 peak
in the last 1930s.)

E PLURIBUS ULILMAN

Heads you win. Tails ditto. Charlie Grood

will prove it with Ullman’s ACTIVE
RADIO package. High power 20 second
jingles,lead-ins,open-end commercials with
your station’s call letters. For more coin of
the realm call numismatist Charlie Grood,

RICHARD H. ULLMAN, INC,
1271 Ave. of the Americas/N.Y./PL 7-2197

P a Division of
) ~THE PETER FRANK ORGANIZATION, INC.
' Hollywood / New York ..
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In New York, the national head-
quarters said the matter of air-time re-
fusal was in the hands of *“our attor-
neys.” Whether or not the matter would
be brought before authorities (presum-
ably the FCC among others) was left
undecided.

McKenna wants realism
on FCC renewal forms

The FCC should use a realistic ap-
proach in its appraisal of a radio sta-
tion’s service to its community rather
than an archaic evaluation based on the
types of programming devices em-
ployed, the Wisconsin Broadcasters
Assn. was told June 22 by James A.
McKenna Jr., of McKenna & Wilkin-
son, Washington law firm.

Radio must be appraised on a differ-
ent basis than tv, he said noting the
varied coverage patterns, division of in-
come among a large number of sta-
tions and reliance on local program-
ming.

The association held a two-day meet-
ing at Wisconsin Dells. Speakers in-
cluded FCC Commissioner Rosel H.
Hyde.

In a resume of current regulatory
problems, Mr. McKenna said neither
radio nor tv “should be required to con-
form to any particular kind of pro-
gramming straitjacket and neither should
be expected to follow standards devised
for and applicable mainly to the other.”
He suggested the average am station no
longer has a large staff that can devote
days and weeks to preparation of sta-
tistical and narrative data now re-
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New! from NBC Films

78 action-splashed half hours distinguished by: MR. FONDA IN HIS FIRST TELEVISION SERIES—as Chief
Marshal Fry, soft-spoken, friendly...but swift in action when danger threatens. Henry Fonda

engoys a TvQ performer popularity score 43% above average. ALLEN CASE, REFRESHING NEW

TALENT—

as deadshot Deputy Clay McCord who abhors violence. His TvQ ranking 1s 19% above average.

THE DEPUTY had a network total average weekly audience in excess of 21,000,000...
1t provides Big Reach thal delivers the sponsor’s prime target of younger, large-
Samily homes*. .. 1t assures extreme flexibility and long run, daytime or evening.
Get the drop on your market now—with "THE DEPUTY” from NBC Films.

“Source: NTI March-April. 1961; Ape of [fouschold Ttead {under §0): 20.7; Famity nre
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quired for renewal applications.

Broadcasters should not look upon
license application forms as a prescrip-
tion for public interest programming,
FCC Commissioner Rosel H. Hyde told
WBA Broadcasters Assn. Friday (June
23). He said licensees should look
upon their permits as a privilege to
program for their listeners according
to their own imagination, resources
and determination of those needs.

Commissioner Hyde said broadcasters
should not look to the commission for
directions and prohibitions but must,
on their own initiative, become positive
forces in their communities. Referring
to FCC plans for new program report-
ing forms, he expressed concern about
the wisdom of an approach which
might indicate an attempt to tell li-
censees what they should do.

WBA reported an all-time high of
more than 100 broadcasters in attend-
ance. They heard state senator William
A. Draheim (R) assure them that they
will be exempt from the state’s pro-
posed new sales tax program.

Carl J. Burkland of Television In-
formation Office gave a slide presen-
_ tation showing the confiicting view-
points of newspapers and groups such
as the PTA on programming. He
pointed out the problems involved when
a tv program may please one critic but
displease another at the same time.

NBC-TV promotion men
make plans for the fall

Advertising, publicity and promotion
campaigns for the 1961-62 program
schedule are among the topics to be dis-
cussed by promotion managers of
NBC-TV affiliates when they meet in
four cities the week of July 9. The
one-day sessions will be conducted in
New York on July 10, New Orleans on
July 11, Chicago on July 12 and in Los
Angeles on July 14.

The meetings will give stations ideas
for campaigns with the “primary ob-
jective” of making each the best in its
market, according to Sydney H. Eiges,
NBC vice president.

Something for Stanton to fall back on

CBS President Frank Stanton’s
“bona-fides” for addressing the Press
Photographers Assn. (see AT DEAD-
LINE) go back to this 1928 picture
—and beyond. As a junior in high
school he got a job as assistant to

a portrait photographer, made money
by making pictures for the yearbook
and local newspapers. As an under-
graduate at Ohio Wesleyan he helped
pay his college expenses by making
yearbook pictures; as a graduate
student he made pictures to illustrate
textbooks.

Associates also credit collegian
Stanton with resourceful use of a
16mm movie camera to photograph
opposing football teams in action—
first from a platform mounted on
poles, later from the top of the foot-
ball stadinm—until the Ohio Assn.
of Colleges caught up with him and
blew the whistle on this now-thor-
oughly-orthdox scouting technique.

Dr. Stanton subsequently made
two 16mm educational films which
were described as highly successful
(“Some Physiological Reactions to
Emotional Stimuli” in 1932, and
“Factors in Visual Depth Percep-
tion” in 1936). He has maintained
a keen interest in still photography,
often carries a subminiature camera
in his pocket for quick enjoyment of
his hobby. Experts have said he has
an extraordinary eye for composi-
tion. Several pictures he made on a
visit to India earlier this year were
described by the managing editor of
Architectural Forum as ‘“master-
pieces by all our standards.” One of
his pictures of the first Kennedy-
Nixon tv-radio debate last summer
was reproduced by Television maga-
zine as the cover picture of its Jan-
uary 1961 issue.

Dr. Stanton also is a former mem-
ber of the boards of the American
Film Center and the Film Council
of America. In the photo above he
is shown, aged 20, atop Mt. Vesuvius
during a tour the costs of which were
paid, in part, by the Grafiex he holds
in his hand.

E PLURIBUS ULLMAN

Harry Sanger won’t make any bad jokes

about TARGET JINGLES hitting the you-
know-what. But, friends and countrymen,
lend Harry an ear and you'll praise ’em
yourself. Jet Jingles; C 'n’ W jingles; Top
40; Middle-of-the-road jingles. Styled your
way. On Target. Oops. '

RICHARD H. ULLMAN, INC.
1271 Ave. of the Americas/N.Y./PL 7-2197

a Division of

)] ,THE PETER FRANK ORGANIZATION, INC.

™

Hollywood / New York
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ABC-TV fall promotion
swings into full gear

Plans for the local promotion of
ABC-TV’s fall schedule are swinging
into high gear this week ‘with clinics
scheduled today and tomorrow in
New York (June 26 and 27) and in
Los Angeles Thursday and Friday. Pro-
motion managers’ conferences were held
last week in New York and Chicago.

Representing the network at the meet-
ings are Michael J. Foster, vice pres-
ident, press information; Dean Linger,
director of advertising and promotion;
Sid Mesibov, director of exploitation
and others.
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GOVERNMENT

ROY AND NEWT AGREE, BUT...

They differ on methods for eliminating
excessive crime and violence on television

NAB President LeRoy Collins and
FCC Chairman Newton N. Minow
agreed last week that there is too much
crime and violence on television. But
they differed, in appearances before the
Senate Juvenile Delinquency Subcom-
mittee Monday, on how television could
be improved.

Gov. Collins made a strong plea for
letting the industry do its own po-
licing, through its NAB Code. And he
coupled this with a proposal that the
broadcasters’ association help under-
write a “massive” study of the “prime
causes” of juvenile delinquency.

Mr. Minow indicated the FCC would
be happy to see the NAB succeed in
its self-improvement efforts. But he re-
newed the commission’s recommenda-
tion for legislation permitting the FCC
to regulate the networks. He also said
licensees should be required to ‘see
and hear in advance” the network pro-
grams they broadcast.

Consideration of whether Congress
should require the licensing of net-
works or, alternatively, grant the FCC
power to make rules affecting network
programming, is one of three purposes
of the hearing set forth by Subcommit-
tee Chairman Thomas Dodd (D-
Conn.).

The others, Sen. Dodd said, are to
determine whether Congress shou]d

1. Amend the Commumcatlons Act
to perinit the FCC to formulate rules,
“within the limits of .the First Amend-
ment” (freedom of speech), on pro-
gramming by individual licensees.

24)¥ote-the FCC funds to conduct

-research on the ;zr,lauonshly betweer

.tv crime and violence®;and the rlsmg“

incidence of juvenile dehnquency—the
question the hearing was called to ex-
amine. 2

Let HEW Do It. » Mr. Minow made
it clear the FCC isnt interested in
making the study suggested by Sen.
Dodd. If the job were given to any
federal agency, he said, it should be
given to the Dept. of Health, Educa-
tion & Welfare.

Messrs. Collins and Minow were the
only witnesses ‘at the hearing Monday
which will probably be the last session
this month. Sen. Dodd said the hear-
ing would be in recess about two weeks.
When it resumes, he said, HEW Sec-
retary Abraham A. Ribicoff will be
among those invited to testify.

Gov. Collins agreed, at the outset,
that “some crime and violence” on tele-
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vision “is unnecessary an undeserving
of broadcast,” and said “such [program-
ming] is offensive to simple good taste,
seriously downgrades the television art,
and should be eliminated.”

But he said improvement of broad-
casting should come through the in-
dustry itself, rather than “government
dictation.” NAB’s television code has
been “effective in raising programming
standards” and can be made even more
effective through tougher enforcement,
he said.

In this connection, he noted that
NAB’s board of directors has approved
a “greatly stepped-up code activity”
under a single administrator with con-
siderable authority (BROADCASTING,
June 19). He added that NAB's sanc-
tion for code violations—withdrawal of
the code seal—is a “meaningful” and
“effective” deterrent.

Talked to Bobby » He also disclosed
that he has conferred with Attorney

Minow for seven more

FCC Chairman Newton N.
Minow, whose present term on
the commission expires Friday
(June 30), was sworn in last
week for a brand new seven-year
term of his own. Judge David L.
Bazelon of the U.S. Court of Ap-
peals, administered the oath.

Among those present were
Chairman Minow’s parents, Mr.
& Mrs. Jay Minow of Milwaukee,
the other commissioners, the
chairman’s wife and her mother
and members of the chairman’s
personal staff. Mr. Minow, a
Democrat, was appointed last
winter for the unexpired term
expiring this week and alsé for
a full term running until June 30,
1968. He was confirmed for both
appointments at the same time by’

the Senate last February. =

General Robert Kennedy on how NAB
could expand the scope of the code’s
application without violating the anti-
trust laws. He said the attorney gen-
eral had been “most cooperative,” and

Population 1,520,100
Households 423,600
Consumer Spendable Income
$1,761,169,000
Food Sales $ 300,486,000

NO, THIS IS “KNOE-LAND’

West Mississippi)
JUST LOOK AT THIS MARKET DATA

Drug Sales $ 40,355,000
Automotive Sales $ 299,539,000
General Merchandise $ 148,789,000

Total Retail Sales $1,286,255,000

KNOE-TV AVERAGES 71.7% SHARE OF AUDIENCE
According to March, 1961 ARB we average 71.7% share of audience from
9 a.m. to midnight, 7 days a week in Monroe metropolitan trade areo.

KNOE-TV

Channe! 8
Monroe, Louisiana

The only commercial TV station licensed to
Monroe.

CBS o ABC

A James A. Noe Station
Represented by
H-R Television, Inc.

Photo: Tallulah division of Chicago Mill and Lumber Co., manufacturers of lumber, veneer,
plywood and wooden packages for nalion.wide mle—TalIulak, Louisiana.
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from General Electric
VOINEW CAMERA TUBES
DEVELOPED TO MEET
YOUR TELECASTING

Y
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"EIA designation GL-BME2

ZL-7802

Supersensitive, .

Large Dynamic Range,
Longer Life,

Very High Resolution,
Flatter Field,
Reduced
Beam-Bending,

No Orth Spot

SEIA deszgnation

71L-7803*
High
Signal-to-Noise
Ratio,

Improved
Definition,

Flatter Field,
Reduced
Beam-Bending,
No Orth Spot

TV STATION-DESIGNED...

...for flexibility in your color
and special telecast work

ZL-7802 represents a significant advance in
image orthicon design. It will pay dividends
every day in your studio and remote telecasting.
A lhigh-gain, thin-film semiconductor target is
the key to ZL-7802 sensitivity and ability to
handle wide ranges of scene illumination. This
supersensitive target improves depth-of-focus,
effectively reduces ‘‘stickiness,’”’ and permits
pickup of dramatically lighted scenes with a
minimum of set-up time. The thin-film target
also provides excellent high-ampiitude response,
greatly reduces susceptibility to permanent
burn-in damage, affords stable operation during
life and eliminates raster burns.

The addition of a field mesh in the scanning
section provides excellent landing, shading and
dynamic match in color cameras using three
image orthicons. Because of this fleld mesh, only
simple adjustments are required and you save
on set-up time.

ZL-7802 is interchangeable 1with the 7629, 7513,
7293, 7293A, 5820 and 5820A.

...for quality you require in :
critical video tape recording

ZL-7803 is specially designed for studio pickup

service where you control lighting and demand

high-quality performance. An improved target-
mesh assembly assures you of a high signal-to-
noise ratio (peak-to-peak signal vs. [RMS] noise
—min.: 38, av.: 50). A special field-mesh in the
seanning section enhances picture quality by
providing sharp transition from black to white
without spurious effect (white edges). This
feature, by equalizing the decelerating. field
which the scanning beam encounters, causes
the beam to strike the target in a more evenly
perpendicular direction over the entire target
area. This improves flatness of field and corner
resolution . . . helps prevent distortion. The
Z1-7803 will noticeably shorten your set-up time
and veduce the need to compromise between
sharpest focus and minimum backgroun

blemishes. : :

Now you don’t have to use a costly color tube
to achieve the quality you require in video
taping. The ZL-7803 is competitively priced
with standard camera tubes. Yet, the high
signal-to-noise ratio provides preminm video
taping quality.

ZL-7808 13 tnferchangeable with the 5820, 5820A,
7293, 7293A and 75183.

Try these new General Electric Image Orthicons in your own cameras. Put them on the
tough jobs—for the ZL-7802, demanding special application. color, or low light-level work; !
for the ZL-7803. critical video taping or quality studio pickup service in black and white or
color. You'll appreciate the way these tubes perform.

For additional information, call your General Electric industrial tube distributor or write for J
descriptive fiterature... ZL-7802 (ETR-2800) and ZL-7803 (ETR-2801)... to General Electric
Company, Room 7249A, Owensboro, Kentucky.

Progress ls Qur Most Important Prodlvct
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A refreshing pause

had promised “some definitive help
and more specific clarification in the
near future.”

In proposing a broad-gauged study
of delinquency, Gov. Collins said he
had already discussed the matter with
network representatives and was “con-
fident” the networks would help fi-
nance the project. To help set up the
study, he urged Sen. Dodd to call a
conference of subcommittee members,
representatives of all communications
media, and Secretary Ribicoff.

He said the study should be a “mas-
sive” one—involving all potential causes
of juvenile delinquency, not only televi-
sion—and be conducted by social sci-
entists under “impartial auspices.” Sen.
Dodd described the proposal as “excel-
lent” and promised his cooperation at

the conclusion of the hearing.

Sen. Dodd greeted the NAB head—
a former Democratic governor of Flori-
da—with exceptional warmth. But he
didn’t let pass unchallenged the gov-
ernor’s assertion that the weight of
sociological evidence does not support
charges linking television and juvenile
delinquency—a position taken by a
string of industry representatives who
preceded Gov. Collins to the stand in
the previous five days of the hearing.

Sen. Dodd said his own feeling is
that the evidence presented at the hear-
ing “is on the side of the conclusion
theat there is a contributory causal re-
lationship between tv crime and juve-
nile delinquency.”

Applauds Efforts » Mr. Minow said
the commission is interested in the
“increased activity” of NAB’s Televi-
sion Code Board and that it believes
this intensified effort can lead to ‘‘sub-
stantial results” in improving program-
ming.

But his testimony, for the most part,
was sharply critical of present television
fare, particularly that provided for chil-
dren. Nowhere is television more “a
wasteland” than in the area of pro-
gramming aimed at children and young
people, he said.

“Children will watch anything. And
when a broadcaster uses crime and vio-
lence and other shoddy devices to mo-
nopolize a child’s attention, it's worse
than taking candy from a baby—it is
taking precious time from the process
of growing up.”

He urged the adoption of legislation,
previously recommended by the FCC
and already introduced in Congress,
authorizing the commission to regulate
networks. He said the networks are re-
sponsible for a principal portion of the

A pause for thought

programs broadcast by most stations
and that, as a result, the scope of the
commission’s regulatory power should
be broadened to take this into account.

He also recommended that broad-
cast licensees be ‘“required—-or, per-
haps empowered—" to preview the pro-
grams they broadcast. The broadcaster
“is often just another member of the
audience,” Mr. Minow said, “as little
aware of what comes next, as the chil-
dren who watch in our homes.”

Mr. Minow said the commission, un-
der present authority, could help in-
spire “different and better programming”
by encouraging development of educa-
tional television and by speeding its
studies on the feasibility of uhf tele-
vision. “The commission should do ev-
erything possible to increase the num-

Minow, Collins share program & some views
NEITHER SEE FCC FUNCTIONING AS RADIO-TV CENSOR

FCC Chairman Newton N. Minow
and NAB President LeRoy Collins
shared the same tv program and many
of the same views over the weekend.

The two appeared on the Let’'s Look
at Congress recorded radio-tv program
carried on a group of 10 tv and 20 ra-
dio stations in New York State. Sen.
Kenneth Keating (R-N. Y.) was m.c.
of the program, heard Sunday on the
stations by film and tape.

Both Chairman Minow and Presi-
dent Collins agreed it would be a good
idea to broadcast sessions of Congress
and committee hearings. And they
were in accord on the desirability of
broadcasting court trials in view of the
progress in coverage techniques.

The program did not pit the two
against each other. They were recorded
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at separate times without knowing what
the other might be saying.

Gov. Collins said in response to a
query by Sen. Keating that the FCC
probably could use its power in a way
that would amount to censorship but
thus far he had seen no indication that
the commission would use its power
that way.

He flatly opposed pay tv; said tv
decisions as to programming are to an
important extent made by the three
networks and the syndicated film pro-
ducers, based on ratings; questioned the
soundness of ratings interpretation and
influence, though conceding there is less
likelihood of error in national ratings;
agreed there is too much crime and
violence on the air; said the public can
tell broadcasters and advertisers whether

they like or dislike programs; called
for more quality drama on tv.

Controlled Viewing » Gov. Collins
said the viewing of his 1l-year-old
daughter is controlled at home. He
said he is watching tv more since as-
sumption of the NAB presidency where-
as Chairman Minow said he has cut
down on his viewing since becoming
head of the FCC because he has less
time to watch.

NAB’s president said NAB favors
the consensus bill to reorganize the FCC
rather than President Kennedy's pro-
posal, feeling the approach to improved
FCC efficiency should be through con-
gressional act rather than executive or-
der.

Chairman Minow said he felt Con-
gress can solve the problem of equal
time in political campaigns to keep out
non-serious publicity seekers and pre-
serve the rights of serious candidates.
“I would hope very much that we would
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ber of stations on the air—and as a re-
sult, the number of choices that view-
ers have,” he said.

Calls For Public Action = Mr. Minow
added that the public itself can be ef-
fective. Broadcasting is receptive to
criticism as well as to praise, he said,
and “sponsors are especially sensitive
to criticism.” He said “viewer organiza-
tions should be encouraged . . . to con-
tribute valuable suggestions and ad-
vice.”

Gov. Collins also discussed the pub-
lic's role in programming, declaring
that viewers should not be “apathetic”
but should make their views known to
broadcasters and advertisers.

As an example of what he considered
the weakness of present programming
practices, Mr. Minow said that “one of
the country’s largest insurance compan-
ies” had tried, and failed, to buy net-
work time this fall for a program
dealing with American colleges and
universities.

He said he was sure “most broad-
casters” would want to present such a
program to help youngsters and their
parents decide on a choice of college.
“Yet, today there is no room for such
public service—fully paid for—on tele-
vision,” he said.

Mr. Minow’s most crtical comments
were contained in a statement he called
“a personal point of view.” In a state-
ment submitted in behalf of the FCC,
he said the commission has received
complaints about crime and violence
programs on both television and radio.

While the statement stressed the legal
prohibitions against FCC censorship of
programming, it added that the com-
mission is authorized, through its li-
censing powers, to consider program
policies and performances of licensees

at license-renewal time.

Ratings to Blame a Although Messrs.
Collins and Minow differed in their
suggestions as to how tv crime and
violence " might be eliminated, they
agreed that ratings were the reason so
many action-adventure shows are pro-
grammed. Both also expressed consid-
erable doubt as to the validity of ratings
in measuring public acceptance.

Gov. Collins used the hearing as a
forum in which to boost his “blue-rib-
bon” programming concept. He cited,
“as an example of television at its
best,” the recent CBS Reports program
featuring columnist Walter Lippmann,
whom Gov. Collins described as “one
of the best-informed men in the world.”

He noted, however, that while 135 of
the network’s 250 stations carried the
program and CBS promoted it aggres-
sively in advance, only 6.6% of the
television sets in operation were tuned
to the program. The Untouchables had
53% of the audience, and Groucho
Marx, 23%, he added.

If all networks presented top-flight
programs on different nights, there
wouldn’t be such a premium on efforts
to attract mass audiences, he said, add-
ing, each network should be prepared
to take its “licking” in the interest of
quality programming.

Tv quizzers sentenced

Two employes of defunct tv quiz
show Treasure Hunt (NBC-TV) re-
ceived one-year suspended sentences
late June 15 in New York County Spe-
cial Sessions Court. Defendants Bernard
P. Martin and Artie Roberts, had plead-
ed guilty in May to accepting more than
$6,000 in kickbacks from 75 persons
who had appeared on show.

WXIX-TV criticizes AMST
in comments to FCC

The Assn. of Maximum Service Tele-
casters was a main target in comments
to the FCC last week on two different
proposals which it had opposed.

WXIX-TV (ch. 18) Milwaukee,
which wants to shift to ch. 8 there,
said of the association that its “prime
motivation is not the public interest
but the preservation and maintenance
of the status quo.” The Committee
for Competitive Television, a group of
uhf stations that have asked the FCC
to deintermix certain markets (BROAD-
CASTING, June 12) said AMST is “ir-
revocably wedded to the perpetuation
of vhf monopolies.” AMST comprises
some 150 stations mainly in major
markets.

WXIX-TV also took sharp issue with
the protests of Storer Broadcasting Co.
to its proposal (BROADCASTING, April
24). It said Storer had picked unfair
instances of WXIX-TV programming
to submit to the FCC and retaliated
with examples of Storer’s Milwaukee
station’s programs (WITI [TV]).
WXIX-TV also accused Storer of at-
tempting “to discourage fair and equal
competition by its opposition.”

WXIX-TV said AMST also tried to
discourage competition and the ex-
pansion of tv as a medium by its in-
sistence on standard mileage separations
and its opposition to vhf drop-ins.

Committee for Competitive Television
charged that its opponents had advanced
no specific solutions, save delaying tac-
tics, to its proposal to make certain
margets all-uhf. It said AMST has
opposed every rulemaking proposal de-
signed to strengthen uhf.

lead eventually to a requirement of
some mandatory free time for candi-
dates,” he said. “I know what it costs
to buy television time and I hope that
we will move toward giving candidates
some amount of free time.”

Asked about pay tv, Chairman
Minow said the Hartford, Conn., test
would be under way now but for court
complications. He felt it should be given
a trial to see if the public wants the
service. He described communication
satellites as “the most important matter
we have in our agency at the moment.”
He said the government is experiment-
ing now but predicted the eventual sys-
tem will be operated by private enter-
prise.

The chairman agreed with Gov. Col-
lins that too much stress is placed on
program ratings. “What we have now
is a tyranny of the ratings,” he said.
He, too, restricts the tv time of his
children. Asked about his thoughts on
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program improvement, he said that re-
cently one of the biggest insurance com-
panies wanted to do a network pro-
gram about American colleges but no
network would take it. He said he did
not believe the power of the FCC to
deny license renewal amounts to indi-
rect censorship, said failure to renew
means someone else gets a chance to
serve the public interest. “I don’t think
the FCC has ever been guilty of cen-
sorship, nor will it ever be guilty,” he
said.

Together again in August

Northwestern U. School of Law,
Chicago, late Thursday announced that
NAB President LeRoy Collins and FCC
Chairman Newton N. Minow will be
key speakers during the “National Sym-
posium on Freedom and Responsibility
in Broadcasting” to be held on the
school’s Chicago campus Aug. 3-4.
Gov. Collins and Chairman Minow will

speak at the only public session Thurs-
day afternoon (Aug. 3). Other sessions
both days will be private with only a
small-select group of national mass
communication leaders attending (AT
DEADLINE, June 12).

Northwestern said it has been deluged
with requests for participation but ex-
plained that the symposium is an in-
vitation-only affair arranged by Chair-
man Minow and J. Leonard Reinsch,
tv-radio advisor to President Kennedy
and executive director of the Cox sta-
tions, both Northwestern graduates.
Newsmen also are being excluded from
the private meetings, but they will be
briefed periodically at the special news
headquarters to be established for the
symposium. Earlier Northwestern said
CBS Board Chairman William S. Paley
would also be a key speaker but