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All-industry tv group proposes ASCAP fee
cut in new copyright formula

Breck shampoo's suppleness and savvy in tv
keeps it jump ahead of giants
Advertising's public image gets a going over Should radio stations stop breeding so fast?
by agencymen in California... ... ...
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SIOUX CITY LOOKS TO KVTV FOR THE WEATHER...

Aund for leadership on the loecal seene in news,

sports and publie affairs programmming. The
IKVTYV weather ball is symbolie of the station’s
leadership in Sioux City,

KVTV’s leadership in programming and inter-

S E

CHANNEL 9 » SIOUX CITY, IOWA
CBS « ABC

est in the viewers viewpoint are highly reward-
ing. Viewers' confidence in KVTV makes our
cominercials most effective . . . as a result,
they buy our advertisers products—en masse,
Isn’t this what you're looking for? Your Katz
nian ean put you in touch.

Minn

PEOPLES
il BROADCASTING CORPORATION
( KVTV « + « Sioux City, lowa
— WNAX . . . vankton, South Dakota
i WGAR . . . Cieveland. Ohio
WRI'D . . . Columbus-Worthington, Ohie

WTTM . . . Teenton, New Jersey
WMMN . . . Fairmont, West Virginia



This magnificent expanse of tropical beach is in Dade County, Florida, which this Fall will have grown to a permanent
popuiation of over a million people.

The South Florida audience coverage of WCKT, Channel 7, Miami, begins with this new one million population and spreads
to Broward County with 333,946, Palm Beach with 228,106, and continues over 11 other counties for a total of 1,813,225
people and 525,000 television homes. Dade County alone is America's 17th market by population and 13th by retail sales.

Check your NSI and ARB area studies to see the great WCKT homes circulation.
And check our National Representatives, Harrington, Righter and Parsons. In the South, Bomar Lowrance & Associates.

BISCAYNE TELEVISION CORPORATION « WCKT-TV 7

BROADCASTING, Octoher 23, 1961



Pioneer
1]

public

Service

N
Mojor Edwin H. Armstrong made an outstanding contribution to the
field of electronics when he developed the superheterodyne circuit in
1919—an invention used to this day in all home radics. Major Armstrong
also did pioneer work in the regenerative circuit which is a fundamental
part of all radio receivers and transmitters. His last great contribution

to radio was the invention of the system of noise-free FM now widely
used throughout the world for high fidelity broadcasting and in television.

wﬁnl 1 wﬁnl'Em : wﬁnl-"! have pioneered in

the development of mass communications. Established in 1922, 1944, and
1949, respectively, these stations have been and are dedicated to serving
all listeners in the cities and communities throughout their coverage areas.

Lancaster, Pa.

WGAL'TV NBC and CBS
I %MM g STEINMAN STATION

Clair McCollough, Pres.

X
Representative: The MEEKER Company. Ine. New York . Chicago . Los Angeles . San Francisco
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Demix unrest

Deintermixture is No. | topic in
cight cities (four of them state capi-
tals) marked by FCC for all uhf oper-
ation through elimination of single v’s
in each market. Since adjournment of
Congress last month, legislators who
have returned home report public
highly exercised over threatened loss
of service, particularly in areas con-
tiguous to markets which won't be
covered by single uhf outlets, It’s now
foregone conclusion that House Com-
merce Committee will hold extensive
hearings, probably early next session,
with FCC final action forestalled until
Congress reaches conclusion.

Drop-ins, however, are different
matter. Because proposals in eight
markets do not do extreme violence 1o
existing Separation standards, notion
is that Congress would be loathe 1o
interfere on ground that no new policy
is involved. Feeling is that FCC will
process grants, probably with interim
authorizations in eight markets (Okla-
homa City; Johnstown, Pa., Baton
Rouge, La.; Dayton, Ohio; Jackson-
ville, Fla.; Birmingham, Ala.; Knox-
ville, Tenn., and Charlotie, N, C.),
plus standard drop-ins in Rochester,
Syracuse and Grand Rapids and call
it quits. As one commissioner recently
expressed it: “We'll slam down the lid
and throw the key away.”

WINS to Mutual studied

Half dozen inquiries about avail-
ability of WINS New York at $10 mil-
lion-plus figure have been made with
intriguing prospect that station may
wind up under ownership of Mutual,
for which it is now serving as key sta-
tion. Mutual, wholly owned subsidiary
of Minnesota Mining & Manufacturing
Co., has had conversations with J. El-
roy McCaw, WINS owner, since op-
tion held by Storer Broadcasting Co.
was terminated earlier this month with
Storer’s acquisition (subject to FCC
approval) of WMGM New York for
approximately $11 million (Broap-
CASTING, Oct. 16).

Credence is given 3-M-WINS possi-
bility because of recent affiliation
(BROADCASTING, Aug. 14) of WINS as
Mutual's key station in New York.
Moreover, Robert F. Hurleigh, MBS
president, who left last week for Eu-
ropean trip, publicly has stared that
network would like to acquire owned
and operated stations and logical start
would be station in nation’s first mar-
kei. WINS last week received license
renewal, held up since June 30, 1960,
because of payola questions involving
station personnel. It isn't likely that

CLOSED CIRCUIT=

anything will be done for fortnight,
either with Mutual or with other pros-
pective purchasers, which are said to
include hoth newspaper and magazine
groups,

Paper offers ‘spot space’

New Advertising selling concept
carrying intriguing title of “Spot
Space” is being introduced by New
York Daily News in effort to bolster
frequency inscrtions by national ad-
vertisers. Under concept, national ad-
vertisers buying minimum of 25 lines
and maximum of 100 lines earns fre-
quency discount of 35%. Buy must
be for 13 weeks, as in tv. Move said
promoted by inroads of both spot tv
and network tv on national adver-
tisers’ dollars. Hope is plan wiil
spread out advertising insertions,
which at times, causes cancellations
of some advertisements because of
overioad and will persuade advertisers
lured to tv to return t0O newspaper
fold. Plan started in late September,
but apparently has had few takers.

Re-engineering spectrum

Coverage of universe by satellite
relay transmission would be simple
feat in comparison with exploratory
plan of Jerome B. Wiesner, President
Kennedy’s scicentific adviser, who en-
visages solution of all allocations prob-
lem through use of variation of pulse
transmission that theoretically would
multiply spectrum to accommodate
every known type radio communica-
tions. FCC Chairman Newton N.
Minow, who has maintained close
liaison with Dr. Wiesner, on leave
from his professorship at MIT, is in-
trigued with project and is exploring it.

Even if plan proved feasible, i1
necessarily would make obsolete all
existing equipment, both in hands of
public and industry. For tv alone, it
might entail $20 billion to replace ex-
isting equipnmeni—and this after peri-
od of essential experimentation and
development. Question: Who would
footr bill?

Mets sponsors

There’s much ado now about some-
thing regarding future baseball broad-
cast coverage in New York next sea-
son. New National League club

(Mets) starts in Spring, as will radio-
tv coverage of games. As of last week,
talks were on looking toward possible
sponsorship of games by F. & M.
Schaeffer

brewing and Gulf Oil

(Crosep CircuiT, May 29). Another
advertiser (cigarette) also said to be
in negotiation.

WNTA-TV sale studied

With eye on Oct. 30 contract ex-
piration date FCC will consider $6.2
million sale of WNTA-TV Newark-
New York to educational interests
this week. In petition for speedy ac-
tion, both parties pointed out that ap-
proval must be forthcoming before
Sunday (Oct. 29) (BROADCASTING,
Sept. 25). State of New Jersey has
bitterly protested sale of ch. 13 out-
let to Educational Tv for the Metro-
politan Area Inc.

FCC faces somewhat similar di-
lentma in Westinghouse Broadcasting
Co. purchase of KLAC Los Angeles
for $4.25 million. This sales contract
has been extended once at indirect
suggestion of FCC {(Crosep CIRCUIT,
Oct. 2) and expires second time this
weekend. Approval has been held up
by conunission’s failure to renew li-
censes of WBC station because on an-
ti-trust case and late last monith FCC
told parties it hoped 1o act on sale in
near future. As consequence, sales
contract was exiended for one month.

Favor repayer

Chairman. Newton N. Minow of
FCC is repaying favor with favor but
Washington broadcasters have balked
privately at accepting invitation to
participate on grounds forum is
stacked. FCC Chairman has agreed
to be “featured” speaker on Dec. 5
panel discussion on tv programs ar-
ranged by Janney Elementary School
(Washington) PTA. Prof. Gilbert
Seldes of Annenberg School of Jour-
nalism, U. of Pennsylvania, and NAB
President LeRoy Collins and repre-
sentatives of Washington tv stations
have been invited to participate, all at
suggestion of Chairman Minow.

Movie stay-at-homes

Survey of effects of NBC-TV’s
Saturday night prime-time program-
ming of post-’48 motion pictures (9-
11 p.m.), taken in New York City by
small but prosperous movie exhibitor
chain, showed drop of as much as
15% in metropolitan area’s movie
business.

Biggest loss was in suburban areas,
with broadway business running about
normal. Movie exhibitors are con-
cerned lest other networks follow
NBC’s lead and also program films in
prime time.

Published every Monday, 53rd issue (Yearbook Number) published in September, by BroaApcastinG PubLications Inc.,

1735 DeSales St.,, N. W., Washington 6, D. C.

Second-class postage paid at Washington, D. C., and additional offices.



local
delivery

\V/)

excellence and dependability—as attested to by our six Sylvania Awards, two Emmy
Awards, the Headliner Award and the DuPont Award. Over the years wpix-11 has been
the only New York Independent to provide live television news on a regular basis as part |
of its service to the community. One more important reason why wrix is New York’s |

prestige independent. W here are your 60 second commercials tonight?

NEW YORK'S PRESTIGE INDEPENDENT



WEEK IN BRIEF

Once again the industry is embroiled with the source
of one of its heavy expense factors—ASCAP. The all-
industry tv committee, after iong study, has come up
with a new and realistic copyright formula. See lead
story . ..

CUT IN ASCAP FEES ASKED ... 23

What could be a more natural topic than this for a
group of agency men—improvement of the public image
of advertising. Over 400 agency executives talked it over
at a regional session held at Coronado, Calif. See . .

BETTER ADVERTISING IMAGE ... 30

Is television only for the big ones? A relatively small
cosmetics firm, John H. Breck Inc., bucks the giants in
the field, creating a quality image by careful selection
of programs appealing to women. See . .

BRECK FINDS TV FORMULA ... 36

Another perennial—do new station grants cut the cali-
bre of existing programming in a market?—arises again
as FCC Commissioner Ford suggests the subject might be
studied by a congressional agency. See . ..

TOO MANY RADIO STATIONS?...63

All eyes are turned to NAB’s new code authority as tv
and radio codes come under direction of Robert D.
Swezey. His aims and methods were explained by Mr.
Swezey to NAB conferences held last week in Far West.
See . ..

RADIO-TV CONSCIENCE ... 62

A man who shouid know believes broadcasters are
doing a bang-up job of news coverage. Pierre Salinger,
White House news secretary, says radio and tv are the
most-depended-on sources of news and information.
See .

SALINGER PRAISES NEWS...71

Answers to some of tv's most pressing problems, deal-
ing with violence, quality programming and other philo-
sophical and related topics, will be sought in research
programs announced by TvB at its awards session.
See . ..

TVB PLAN FOR RESEARCH ...68

There appears to be no appeal from the FCC's latest
decision in the ch. 10 Miami case. WPST-TV is ordered
to stop operating Nov. 20, final step in long litigation.
L. B. Wilson Inc. to take over on that date. See . ..

30 DAYS HATH NATIONAL ...42

Charges of off-the-record efforts to influence the FCC's
decision in the ch. 12 Jacksonville, Fla., case, were denied
last week as examiner continues hearing, which was
adjourned indefinitely after this testimony. See . ..

WFGA-TV DENIES CHARGES... 43

Support for the so-called Cone Plan to expand the
magazine concept of bunched television commercials
came last week from Rod Erickson, film maker. Sponsors
would appear in diversified programming under plan.
See . ..

ERICKSON BACKS CONE PLAN...34

DEPARTMENTS
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ON SEPTEMBER 23. WTIC TV3-AM-FM EVACUATED QUARTERS AT 26 GROVE STREET. HARTFORD.

WHERE WTIC BEGAN BROADCASTING NEARLY 37 YEARS AGO.

NOW, WTIC TV3.AM-FM IS LOCATED IN THE WORLD'S MOST MODERN TELEVISION AND RADIO
FaciLmy ATt BROADCAST HOUSE, 3 CONSTITUTION PLAZA,
HARTFORD 15, CONNECTICUT

I A A
WTIC-TV 3 cBs Aftiliate

REPRESENTED BY HARRINGTON. RIGHTER & PARSONS. iNC.

WTIC 50,000 watts nNBcC Afriliate

REPRESENTED BY HENRY |. CHRISTAL COMPANY



Late news breaks on this page and on page 10
Complete coverage of week hegins on page 23
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Robinson tells RTES
tv needs creativity

Hubbell Robinson, veteran tv show
architect, told Radio & Tv Executives
Society of New York Friday (Oct. 20)
that it’s time tv started to communicate
with “emotion, uniqueness and excite-
ment.”

After lamenting the present level of
tv  program quality, and throwing
punches at “part-time practitioners”
[advertisers and their agencies] in tv’s
creative process, Mr. Robinson said:
“In short, I would like to see television
start imagining again . . . asking that
creators start thinking first of what will
give the medium vitality, reach, excite-
ment whose currency will last in the
viewer’s mind beyond the moment of
broadcast, not die with it.”

Mr. Robinson resigned as executive
vice president in charge of CBS-TV
programs in 1959. He is now producer
of tv programs (Hubbell Robinson Pro-
ductions Inc.) and currently has Thril-
ler and 87th Precinct on NBC-TV,

RTES guest speaker asked that cre-
ators think of values before they think
of “will it sell?” “This is not starry-
eyed idealism,” he said, it’s “most prag-
matic showmanship.”

Mr. Robinsen pointed to specific
areas of program subject matter to sup-
plant tv's “preoccupation with the split-
level family on Elm Street” adding that
“people who live by the subway can be
fun, too.” He said tv is unaware that
a new wave of satire in American hu-
mor is aborning; he’d like to see tv
delve into biographies of figures “less
removed and less saintly than the found-
ing fathers and the American hero
myths,” and also to see tv entertain-
ment roam worldwide as its informa-
tion producers do.

Jefferson was right
on free press—Collins

Free broadcasting and free press are
“just about the most important things
we have in America,” NAB President
LeRoy Collins said Friday at news con-
ference in San Francisco during NAB
fall meeting there. He said he agrees
with Jefferson’s belief that free press is
more important than government. “This
doesn’t mean that everything in broad-
casting is perfect, any more than every-
thing in any newspaper is,” he said,
but the knowledge broadcasting is there
is tremendously reassuring to the peo-
ple.”

He said he believes the individual

Overcrowded school

It’s standing - room - only and
then some at new 1961-62 Radio
& Television Executives Society
Timebuying and Selling Seminar.
Interest is so high among Madi-
son Avenue's broadcast execu-
tives there’ll be much spillover at
tomorrow’s opener. Limitation is
placed at 75 students for eight-
week course, but 45 late-hour reg-
istrants have been asked to attend
next seminar, tentatively sched-
uled for next spring. Seminars
will be held in studio at CBS
Radio.

can be adequately informed just by
watching television. “News coverage
by both radio and television has im-
proved to the point where anyone can
be fully informed if he wants to be in-
formed. Broadcasting presents news in
depth and not hours later, but at the
very time it is happening.”

Broadcasting industry has three main
needs NAB president said: “to improve
the broadcast product—programming;
to improve its public relations by letting
people know about the many fine pro-
grams that are broadcast, and to im-
prove its government relations.”

FCC yields, will accept
replies on option time

Reply comments will be accepted in
reopened tv option time rulemaking,
FCC announced Friday (Oct. 20} in
reversal of original order which banned
replies to first comments (BROADCAST-
NG, Oct. 9). At same time, commis-
sion announced that oral argument has
been postponed from Nov. 3 to Nov. 17
while reply comments are due Nov. 6.

Parties making argument will be al-
lotted 30 minutes and will appear in
the following order: ABC; CBS; NBC;
ABC tv affiliates committee; CBS tv
affiliates committee; NBC tv affiliates
committee; WBEN-TV Buffalo, N. Y ;
Westinghouse Broadcasting Co.; Station
Representatives Assn.; KTTV (TV)
Los Angeles, and Ziv-United Artists Inc.

Dentists would prevent
ad misinterpretation

Crest toothpaste advertising campaign
using American Dental Assn. recog-
nition of that product as “effective de-
cay preventive* has led to ADA resolu-
tion seeking to prevent misinterpreta-

tion of such recognition.

ADA House of Delegates, meeting
in Philadelphia, rejected more sweeping
resolution which would have barred
association recognition of specific prod-
ucts.

Then it accepted proposal directing
Council on Dental Therapeutics to take
“all necessary steps to prevent misinter-
pretation through advertising of its
action on therapeutic agents, particular-
ly dentifrices, by the public.”

Networks to ask cut
in FCC study papers

Chief legal aides of three tv networks
met with FCC staffers in all-day session
Friday (Oct. 20) in preliminary plans
for final round of hearings by commis-
sion’s Network Study Staff. Commis-
sion Teportedly asked for “tons of in-
formation” prior to public sessions and
networks plan to return this week with
request of own that material sought be
trimmed substantially.

Among information requested by
FCC are analysis of programs, with
categories for past four years, and net-
work policy statements on all types of
subjects. Representing FCC at meeting
were Ashbrook Bryant, chief of Net-
work Study Staff; James Juntilla of
Broadcast Bureau, and economist Hy
Goldin. Network spokesmen were Mort
Weinbach of ABC, Thomas Ervin of
NBC and Thomas Fisher of CBS, plus
Washington counsel for all three net-
works.

Hearing will begin approximately
Jan. 10, 1962.

Two dozen comment
on translator plan

Flood of comments on proposed rule
to restrict use of tv translators to ex-
tend stations’ coverage areas was TIe-
ceived Friday by FCC. Rule would al-
low translators only in unserved areas
and would prohibit program duplica-
tion. It would also prohibit “invasion”
of existing station’s coverage area by
means of translators (BROADCASTING,
July 3).

Over two dozen parties responded,
including networks, group owners and
individual stations. Almost all com-
ments requested some modification in
proposals. Parties owning translators or
planning to build them generally felt rule
too restrictive. Existing station (par-
ticularly uhf) with other stations’ trans-
lators constructed or proposed within
their coverage area generally supported
FCC proposal.

T R T e T e ez more AT DEADLINE page 10
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WEEK’S HEADLINERS

Mr. Fitzgerald Mr. Birch

Chester T. Birch, executive wvp,
named president of Dancer-Fitzgerald-
Sample, New York, succeeding Clifford
L. Fitzgerald, who becomes chairman
of board. Reportedly move was made
to spread agency’s administrative load
over broader base, and to permit Mr.
Fitzgerald to take more direct hand in
planning of campaigns. Mr. Birch
joined DFS as vp in 1952, and was
made executive vp six years later. Pre-
viously, he had been vp and advertis-
ing director for The Andrew Jergens
Co., Cincinnati, toilet requisites firm.
He began his advertising career as ac-
count executive with Sherman K. Ellis
(now defunct), Chicago, in 1934. Mr.
Fitzgerald, who founded DFS 20 years
ago, has been executive officer of
ageney since that time. No one was
named to succeed Mr. Birch as execu-
tive vp.

John Crichton, editor of Advertising
Age, was chosen president-elect of
American Assn. of Advertising Agen-
cies at AAAA board of directors meet-
ing, Oct. 18, at Coronado, Calif. Mr.
Crichton will join AAAA on Jan. 15,
1962, and take office next May 4, when
Frederic R. Gamble will step down
from post (see story, page 30).

Lawrence H. Rogers Il, operations
vp, Taft Broadcasting Stations, elected
executive vp Friday, succeeding David
G. Taft, who became vice chairman of
board, new position. Mr. Rogers joined
Taft in March 1960 after serving as

president of WSAZ-AM-TV Hunting-
ton, W. Va. Taft owns WKRC-AM-
FM-TV Cincinnati and WTVN-AM-
FM-TV Columbus, both Ohio, WBRC-
AM-FM-TV Birmingham and WKYT
(TV) Lexington, Ky. Hulbert Taft Jr.
is president.

Roy Battles, assistant to master of
National Grange for last nine years,
named executive director of Clear
Channel Broadcasting Service. An-
nouncement was made by Edwin W.
Craig, WSM Nashville, CCBS board
chairman. Mr. Battles fills vacancy
created Dec. 31, 1960, by resignation
of Gayle Gupton, who is now vp in
charge of pr of Third National Bank,
Nashville. Before joining National
Grange in 1952, Mr. Battles had spent
nine years in farm program department
of WLW Cincinnati, last seven as direc-
tor. In 1950 he was president of Na-
tional Assn. of Television and Radio
Farm Directors.

Edwin Cox,
chairman of ex-
ecutive commit-
tee, Kenyon &
Eckhardt, will
retire Nov. 1
after 28 vyears
with K&E. He
began his adver-
tising career in
1920 with A. W.
Shaw Co., Chi-
cago as copy-
writer, and later was advertising man-
ager of Celotex Co. and in various ex-
ecutive posts with Lennen & Mitchell,
and Young & Rubicam, both New
York. Mr. Cox also will resign Nov. 1
as chairman of the American Assn. of
Advertising Agencies to be succeeded
there by Marion Harper Jr. of Inter-
public Inc. (see story, page 30). Upon
retiring, Mr. Cox will reside in Vero
Beach, Fla., and plans to write books,
articles and papers concerning profes-
sional aspects of advertising.

Mr. Cox

For other personnel changes of the week see FATES & FORTUNES
e e e s S T L T L M R

Examiner backs KERO-TV

on issue of move to uhf
FCC Hearing Examiner David I.
Kraushaar found Friday in initial de-
cision that Broadcast Bureau did not
demonstrate urgency in arguing KERO-
TV Bakersfield, Calif., should be re-
quired to shift from vhf ch. 10 to uhf.
ch. 23 or 45 before station’s license
comes up for renewal Dec. 1, 1962,
He asked for termination of proceeding.
KERO-TV was ordered Sept. 6 to
show cause why it shouldn’t shift prior

10

to renewal should FCC decide to de-
intermix Bakersfield. On March 27,
1961, FCC did so decide and granted
station’s request for hearing on issue of
how soon.

Examiner’s decision, if adopted,
would permit KERO-TV to operate on
ch. 10 only until license renewal at
which time channel will be deleted.

Manoff gets Fels account

Richard K. Manoff Inc., New York,
five-year-old agency handling grocery
products only, has been appointed by

Fels & Co., Philadelphia, to handle its
$4 million billings for Fels Naptha
scap and other soap and detergent
products. Effective Jan. 1, 1962, ap-
pointment of Fels brings Manoff bill-
ings to $112 million. Fels’ present
agency is Aitkin-Kynett Co., Philadel-
phia.

Fallout shelter ads
to get sharp FTC ads

Federal Trade Commission an-
nounced Friday (Oct. 20) that it will
closely monitor all advertising for home
bomb and fallout shelters to prevent
exploitation of public. Watchdog proj-
ect is being undertaken at request of
Steuart J. Pittman, assistant secretary
of defense.

False or misleading claims on radio-
tv and other media will be prosecuted
where Trade Commission has jurisdic-
tion, FTC said. In addition to policing
programs, FTC is preparing guide of
acceptable advertising claims for shel-
ters.

Fourth quarter spurt
predicted for color

Fourth quarter of this year will be
recorded as real “blast off” of color
tv, NBC Board Chairman Robert W,
Sarnoff said Friday before luncheon
meeting of Executives Club of Chica-
go (story page 70). He said color
would have arrived sooner if others had
joined in RCA-NBC pioneering of color
during 1950s. Nine set makers are
producing color sets this fall, he noted.

Mr. Sarnoff did not think color pro-
motion of last decade was “too opti-
mistic” as some have suggested. With-
out it color wouldn’t be as far as it is
today, he said in answer to questions.

Hartenbower urges
more self-regulation

Chairman of NAB’s Television Code
Review Board warned broadcasters Sat-
urday they must redouble their efforts
at self-regulation to prevent more ex-
tensive federal controls.

E. K. Hartenbower, KCMO-TV
Kansas City, said he is convinced ma-
jority of broadcasters are conscientious
and shun ‘“commercial expediency.”
But there is need for greater effort at
self-regulation, he added.

Critics of broadcasting, he noted, are
not limited to housewives having “noth-
ing better to do than sit around all day
counting pistol shots” and “village
crank who has a particular ax to grind.”

National figures, respected educators
and community leaders are also advo-
cating increased government controls,
he said.

Mr. Hartenbower spoke before re-
gional meeting of American Women in
Radio & Television.
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Storer

Programs

Inc.

Good Company!

You'll rubelbows with
the best! These are
some of the “Blue Chip”
national advertisers who
_put T.V. dollars in
Storer Programs Inc’s
“DIVORCE COURT"It's the
proven vehicle for
audience and sales alike...
accepted by the leading
advertisers and top
stations all over the
country. Thirty
top television stations
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What they see on

WIACTV.

If you're driving for better sales
in the Johnstown-Altoona market,
you’d do well to take a ‘“test ride”
on WJAC-TV.

More people watch WJAC-TV than
any other station, according to both
ARB and Nielsen. But, more im-
portant, these people go out and
buy the products they see on
WJAC-TV.

Put yourself in the driver's seat,
with a selling campaign on
WJAC-TV!

For Complete Details, Contact:

HARRINGTON, RIGHTER
AND PARSONS, INC.

New York Boston Chicogo Detroil
Atlanta Los Angeles San Frantisco

JOHNSTOWN - CHANNEL 6

A calendar of important meeting$ and
events in the field of communications
*Indicates fArst or revised listing.

OCTOBER
Oct. 23—Hollywood Advertising Club, lunch-
eon. Hote! Hollywood Roosevelt, 12 noon.
Lee Fondren, manager, KLZ Denver and
AAW president, is speaker.

*Oct. 24—Radio & Television Executives
Society, Time Buying and Selling Seminar,
first session. "The Role of Broadcasting—
Communication and Advertising.” Instruc-
tors: Matthew J. Culligan, Interpublic Inc.;
Maurie Webster, CBS Radio Spot Sales;
John Dickinson, Harrington, Righter &
Parsons. CBS Radio Studios, 49 E. 42nd St.,
New York City. 5:30-7 p.m.

Oct. 24—The Advertising Counell, sixth an-
nual Hollywood meeting. Speakers include
Frederick G. Dutton, special assistant to
President Kennedy and Edwin Ebel, Gen-
eral Foods vice president and Ad Council
vice chairman. Beverly Hills Hotel.

Oct. 25-28—Sigma Delta Chi, 52nd national

convention. Hotel Fontainebleau,
Beach Fla; on ebleau, Miami

Oct. 26—Federal Communications Bar Assn.,
luncheon with FCC Chairman Newton
N. Minow as speaker. Washington Hotel,
Washington, D, C.

Oct. 26-28—Mutual Advertising Agenecy
Network, management meeting. Palmer
House, Chicago.

Oct. 26-28—North Dakota Broadecasters
Assn., annual meeting. Holiday Spot Motor
Hotel, Minot.

*Oct. 27—Missouri Broadecasters Assn.,
Governor Hotel, Jefferson City. Speakers
include Theodore W. Pierson, attorney;
Douglas A. Anello, NAB general counsel,
and FCC Commissioner John S. Cross.

Oct. 27-20—American Women in Radio &
Television, southwest area conference. New
Orleans.

Oct.  27-20—Advertising Federation of
America, women’s midwest intercity con-

ference. Commodore Perry Hotel, Toledo,
Ohio.

Oct. 28—UPI Broadcasters of Connecticut.
Manero's Steak House, Berlin, Conn.

Oct. 28-20—Kansas AP Radio-TV Assn.
meeting. Broadview Hotel, Wichita.

Oct. 28-29 — Ilinois News Broadcasters
Assn. fall convention. Hotel Custer, Gales-
burg.

*Oct. 30-31—NAB Tv Code Review Board,
NAB headquarters, Washington. Two-year
revision project will be considered.

Oct. 30-31—Central Canada Broadcasting
Assn., annual meeting. Hamlilton, Ont.

Oct. 30-Nov. 1—Annual radio fall meeting.
jointly sponsored by Institute of Radio Engi-
neers and Electronic Industries Assn. Hotel
Syracuse, Syracuse, N. Y.

*Oct. 31—Radio & Television Executives
Society, Time Buying & Selling Seminar,
second session. “A Look Behind the Media
Plan.” Instructors: Herbert Zeltner, Len-
nen & Newell; Al Petcavage, Doyle Dane
Bernbach. CBS Radio Studios, 49 E. 42nd
St., New York City. 5:30-7 p.m.

NOVEMBER

Nov. 2-3—Ohio Assn. of Broadcasters, fall
convention. Columbus Athletic Club., Co-
lumbus,

Nov. 2-4—Assn. of National Advertisers,
annual national meeting. The Homestead,
Hot Springs, Va.

Nov. 3—0Oral argument on FCC’s option
time proposals (rescheduled from Oect. 27).

DATEBOOK

Nov. 3-4—WSM's 10th annual Country
Music Festival, celebration of Gran’ Ole
Opry's 36th birthday. Andrew Jackson Hotel,
Nashville, Tenn.

Nov. b5-8—Broadcasters Promotion Assn,,
annual convention. James C. Hagerty, ABC
news vp will be keynote speaker. Waldorf-
Astoria Hotel, New York City.

Nov. 6-7—North Careclina Assn.,, of Broad-
casters, fall convention. Speakers include
FCC Commissioner Robert T, Bartley. Mid-
Pines Club, Southern Pines.

*Nov. 6-9—National Community Television
Assn., committee and board meeting. Green-
briar Hotel, White Sulpher Springs, W. Va.

*Nov. 8—Radio & Television Executives
Society, Time Buying and Selling Seminar,
third session. “When the Rep Answers His
Phone.” Instructors: Arthur H. McCoy,
John Blair; Max Friedman, H-R Repre-
sentatives; Cris Rashbaum, Harrington
Righter & Parsons; Marion Lonsberry.
WCBS-TV. CBS Radio Studios, 49 E. 42nd
St., New York City. 5:30-7 p.m.

Nov. 8—National Academy of Television
Arts & Sciences, Los Angeles chapter.
Speaker: Sir Gerald Beadle. former presi-
dent of the BBC. Beverly Hills Hotel,
Beverly Hills, Calif.

Nov. 10—California Broadcasters Assn.,, an-
nual meeting. Mark Hopkins Hotel, San
Francisco.

Nov. 10—New deadline for comments in
FCC rulemaking concerning major revision
of fm broadcast rules, {(extended from Sept.
5).

Nov. 10-11—Illinols Broadcasters
Sheraton-Chicago Hotel, Chicago.

Nov. 10-12—Advertising Federation of
America, 2nd district convention. Hershey
Inn, Hershey. Pa.

Nov. 13-16—Public Relatlons Society of
America, 14th national conference. Edward
R. Murrow, director of USIA, to deliver
keynote speech at opening session. Hotel
Shamrock-Hilton, Houston {first three days);
Mexico City (last day).

*Nov. 14—Radio & Television Executives
Soclety, Time Buying and Selling Seminar,
fourth session. “Using the Network.” In-
structors: Jules Barnathan, ABC-TV; Ben
Lochridge, CBS Radio. CBS Radio Studios,
49 E. 42nd St., New York City. 5:30-7 p.m.

Nov. 14-16—IRE, Mid-America Electronics
Conference, Kansas City, Mo.

Nov. 14-18—Associated Press Managing
Editors Assn., annual convention. Speakers
include Attorney General Robert F. Ken-
nedy. Dallas.

Nov. 15-16—American Assn. of Advertising
Agencies, eastern region meeting. Biltmore
Hotel, New York City.

Nov. 15-17—Television Bureau of Adver-
tising, annual meeting. Statler-Hiiton Hotel,
Detroit.

Nov. 16-17—Institute of Broadcasting Fi-
nancial Management, Sheraton-Chicago
Hotel, Chicago. Speakers Include Hamilton
Shea, chairman All-Industry Television Sta-
tion Muslc License Committee;: and Hyman
H. Goldin, chief of the FCC’s economlc
division.

Assn,,

NAB fall conferences

Nov. 10—Somerset Hotel, Boston
Nov. 13—Pittsburgh Hilton, Pittsburgh

Nov. 15—Hotel Leamington, Miknea=
polis

Nov. 20—Robert Meyer Hotel, Jack-
sonville, Fla.
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The rules are explicit, George. You don’t score in South Bend when you hit
Chicago. Why, goodness, you’re missing more than $1.7 billion in buying
income and $1.1 billion in retail sales. Worse, though, you're forfeiting 915
thousand affluent customers who are burning to buy. In the South Bend
Metto Area alone, household income is $7987, individual income is $2246—
highest in Indiana. And how they eac! Last year they devoured better than
$248 million in staples and goodies. Same with drugs, clothes and appliances.
It’s a big target, George.

And here’s how to hit it—with one shot. Propel your product into this rich
15-c0unt); market with the distinctive voice of WSBT-TV. A full CBS sched-
ule, peppered with top-rated local shows, accounts for WSBT-TV carrying
36 of the top 50 locally-favored programs, 9 of the top 10 and 16 of the
leading 20. No wonder WSBT-TV gets 41% of the sets in use, sign-on to
sign-off, in this 3-station market. This stations pulls because it penetrates.

Want the fine points? Call your Raymer man. He’ll dart right over.

WSBT-TV

SOUTH BEND, INDIANA

GBS Channel 22
TELEVESI®N

NETWORKE ONE OF CBS' HIGHEST- RATED STATIONS

ASK PAUL H. RAYMER, NATIONAL REPRESENTATIVE

14 (DATEBOOK)

Nov. 17-18—O0Oregon Assn. of Broadcasters,
fall meeting. Multnomah Hotel, Portland.

Nov. 18—UPI Broadcasters of Wisconsin,
fall meeting. Lorraine Hotel, Madison.

Nov. 20-21—Nebraska Broadcasters Assn.,
convention. Grand Island.

*Nov. 21—Radio & Television Executives
Society, Time Buying and Selling Seminar,
fifth session. "Using Research For Your
Decisions.” Instructors: Mary McKenna,
Metromedia Inc.; Willlamm Murphy, Papert,
Koenig, Lois. CBS Radio Studios, 49 E.
42nd St., New York City. 5:30-7 p.m.

Nov. 24-25—Advertising Federation of
America, 8th district convention. Hotel St.
Paul, St. Paul, Minn.

*Nov. 28—Radio & Television Executives
Society, Time Buying and Selling Seminar,
sixth session. “Buying the Schedule.” In-
structors: Ann Janowicz, Ogilvy, Benson &
Mather; Ruth Jones, J. Walter Thompson.
CBS Radio Studios, 49 E. 42nd St., New
York City. 5:30-7 p.m.

*Nov. 30—Academy of Television Arts &
Sciences, New York chapter, fourth an-
nual “close-up” of tv personalities (David
Brinkley and Chet Huntley), Astor Hotel,
New York City.

DECEMBER

Dec. 4—Deadline for comments on FCC’s
proposal to add additional vhf channe! at
below minimum mileage spacing to follow-
ing cities: Baton Rouge, La. (Doc. 14233):
Birmingham, Ala. (Doe. 142368); Charlotte,
N. C. (Doc. 14238); Dayton, Ohio (Doc.
14234); Jacksonville, Fla. (Doc. 14235);
Johnstown, Pa. (Doc. 14232); Knoxville,
Tenn. {Doc. 14237); Oklahoma City, Okla.
(Doc. 14231).

Dec. 4—Deadline for comments on FCC's
proposals to delete single vhf and sub-
stitute uhf channel! to make community
all-uhf in following cities: Binghamton, N.
Y. (Doe. 14243); Champalgn-Urbana, III.
{Doc. 14244); Columbia, S. C. (Doc. 14245);
Erie, Pa, (Doc. 14242); Hartford, Conn. {Doc.
14241); Madison, Wis. (Doc. 14239); Mont-
gomery, Ala. (Doc. 14248); Rockford, IN,
(Doc. 14240).

Dec. 4—Deadline for comments on FCC’s
proposals to expand use of uhf band, in-
cluding dua! vhf-uhf operation, reserved
pools of uhf channels for existing operat-
ing vht stations, abolition of uhf allocation,
relaxation of technical rules for uhf sta-
tions, uhf grants without a hearing, etc.
(Doc. 14229),

*Dec. 4—Deadline for comments on FCC
proposal to deintermix Springfield, IN., by
shifting ch. 2 to St. Louis. Original grant
of ch. 2 to KTVI (TV) was remanded by
court for exploration of ex parte activittes.

*Dec. 5—Radio & Televiston Executives
Society, Time Buying and Selling Seminar,
seventh session, “Getting Your Media
Money's Worth,” Instructor: Robert Lid-
del, Compton Adv. CBS Radio Studios, 49
E. 42nd St., New York City. 5:30-7 p.m.

Dec. 6-8—NBC Radio & Tv Affiliates, an-
nual convention, 35th anniversary obser-

vance. Beverly Hliton Hotel, Beverly Hills,
Calif.

Dec. 1l1—Reply comments due on FCC
rulemaking to make major changes in fm
broadeast rules. (formerly set for Oct. 5).

*Dec. 12—Radio & Television Executives
Society, Time Buying and Selling Seminar,
eighth session. “Working Together for
Better Advertising.” Instructors: Herbert
Maneloveg, BBDOQ; Morris Kellner, The
Katz Agency. CBS Radio Studios, 49 E.
42nd St., New York City. 5:30-7 p.m.

JANUARY 1962

Jan. 1—Reply comments due on FCC pro-
posal to expand use of uhf band and to
deintermix eight markets by deleting single
vhi stations.
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DELIVERS 42%* MORE HOMES
THAN ITS COMPETITOR!

®
Watertown

Rochester ®

Auburn @ WSYR-TV
Ge"e""'SYRACUSE N.Y.

Nqu

*ARB
MARKET

REPORT S PA
MARCH, 1961 o

SYRACUSE, N. Y.
Channel 3 « 1000 KW

Plus WSYE-TV channel 18
ELMIRA, N.Y.

Affiliake

Get the Full Story from HARRINGTON, RIGHTER & PARSONS
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‘Open Heart Surgery’
on WIGC, Pitisburgh

One of the superior productions through which
creative talent and community leadership are
continually building new vision into Television

on stations represented by B R

¥

“In meeting our responsibilities for
community service and leadership,
WIIC pays particular attention to the
production of telecasts like ‘Open
Heart Surgery’ which combine high
informational value with deep human-
interest. Such programs have a strong
appeal to the responsible and respon-
sive elements in our community—a fac-
tor of great importance to us, and to
our advertisers.”

R. A. MORTENSEN

Exec. Vice President
Seation WIHC




Keeping Viewers Alert
to Medical Achievement

Alert management of leading stations
has long recognized this principle with
regard to programs:

The seeing-eye of Television is rarely
more exciting, or more enlightening, than
when focused on a local event with broad
human significance.

A perfect case in point is “Open Heart
Surgery”—WIIC's telecast of the operation
to repair a break in the heart-wall — per-
formed at Allegheny General Hospital.

As soon as word of the imminent opera-
tion reached Ray Stewart, Director of
Public Affairs at WIIC, he arranged hos-
pital cooperation for a two-hour telecast.
Being experienced in medical broadcasts,
Stewart himself served as television nar-
rator, with Dr. D. L. Fisher of Allegheny
General handling the technical narration.

As a television feature, “Open Heart
Surgery” combined many elements of
greatness:

Suspense—the thrill of seeing an Oxy-
genator take-over the duties of heart and
lungs for nearly 40 minutes, while the dis-
tance between life and death narrowed to
fractions of an inch.

Drama—the perfectly coordinated ac-
tivities of a professional team of seven,
engaged in a race with time.

Skill-the wizardry of deft surgical fin-
gers stitching-up an almost imperceptible
break in delicate heart-muscle.

To Blair-TV, exciting cultural program-
ming by great stations like WIIC is a
constant source of inspiration. We are
proud to serve more than a score of such
stations in national sales.

‘:ﬁ- L

1! - ! B
Televisions's first exclusive
national representative, serving:

W-TEN — Albany-Schenectady-Troy
WFBG-TV —Altoona-Johnstown
WNBF-TV —Binghamton
WHDH-TV —Boston

WCPO-TV — Cincinnati

WEWS — Cleveland

WBNS-TV —Columbus

KTVT —Dallas-Ft. Worth
KOA-TV —Denver

KFRE-TV —Fresno
WNHC-TV — Hartford-New Haven
WJIM-TV —Lansing

KTTV —Los Angeles

WMCT —Memphis

WDSU-TV —New Orleans
WOW-TV —0Omaha

WFIL-TV —Philadelphia

WIIC —Pittsburgh

KGW-TV ~Portland

WPRO-TV —Providence
KING-TV —Seattle-Tacoma
KTVI - St. Louis

WFLA-TV —Tampa-St. Fetersburg

Jan. 19-21—Advertising Assn. of the West,
annual conference. Hotel Californian,
Fresno.

FEBRUARY 1962

Feb. 1—-Deadline for entries for the Ameri-
can Tv Commercials Festival. Contact Wal-
lace A. Ross, director; 40 East 49th St.,
New York 17.

Feb. 4-13—Advertising Recognition Week.

Feb. 7—Advertising Federation of America,
mid-winter legislative conference. Statler-
Hilton Hotel, Washington, D. C.

Feb. T7-9—National Winter Convention on

OPEN

The New York hearings

epITOR: The coverage given to these
FCC hearings [in New York] by your
fine publication [lead stories, Oct. 2, 9]
is more complete than that given by
any other segment of the trade press
and I congratulate you for this excel-
lent treatment.—Howard Gray, adver-
tising manager, R. J. Reynolds Tobacco
Co., Winston-Salem, N. C.

EDITOR: . . . I think your coverage was
handled very well. . . .—R. L. Eskridge,
Raiston Purina Co., St. Louis.

Cott Beverage campaign

EDITOR: . .. The story on the Cott cam-
paign [BROADCAST ADVERTISING, Oct.
16] . . . was excellent and we appreciate
the exposure you have given our tv
activities.—Adrian Hirschhorn, adver-
tising manager, Cott Beverage Corp.,
New Haven, Conn.

Advertising standards

EDITOR: I am grateful for the oppor-
tunity . . . [you] gave me to present the
case for the establishment of enforce-
able standards of conduct and pro-
ficiency in advertising [MoNDAY MEMO,
Sept. 18].—W. C. Chambliss, director
of corporate communication, Space
Technology Laboratories Inc., Los An-
geles.

A new communications law?

eDITOR: I have just finished reading
your editorial entitled “The answer: a
new law” [EpiToRrIALs, Oct. 9] 1 sin-
cerely believe that you are on the right
track; that it is time for a complete
new law on communications.—F. Ern-
est Lackey, president, WHOP Hopkins-
ville, Ky.

EDITOR: 1 have been interested . . . in
your analysis of the present “program
evaluation” of the FCC and the gen-
eral “creeping paralysis of government-
al control of programming.” 1 feel,
however, that . . . you hold a rather in-

Military Electronics, Ambassador Hotel, Los
Angeles.

*Feb. 10—Awards Dinner, Directors Guild
of America. Western awards: Beverly Hil-
ton Hotel, Beverly Hills, Calif. Eastern
awards: Waldorf-Astoria Hotel, New York
City.

Feb. 28-March 1—NAB, seventh annual con-
ference for presidents of state broad-
casters’ associations. Shoreham Hotel, Wash-
ington, D. C

APRIL 1962

April 1-4—Natlonal Assn. of Broadcasters,
annual convention. Conrad Hilton Hotel,
Chicago

MIKE?®

valid interpretation of the objects of
the First Amendment.

As Sidney Head indicates in Broad-
casting in America, these regulations
have the purpose of enabling the real-
izations of the objectives of the First
Amendment. “Some freedoms are
curbed in order to enlarge others. . . .”
You indicate that no licensee “has had
the stomach to put his license on the
line.” A study of the FCC decisions
and court appeals in the past 35 years
reveals otherwise. . . .

Perhaps you are right. A new com-
munications law may be in order. But
certainly one no less stringent than the
existing one, lest the high priests of
mediocrity sound the death knell for
programming for the many publics.”—
E. Roderick Deihl, Department of
Speech (Broadcasting), Ohio Wesleyan
University, Delaware, Ohio.

The stamp of Stan

EDITOR: . . . A recent development here
points out the impact of a well-pro-
duced radio commercial. Throughout
the country, millions of people have
laughed at the Stan Freberg radic com-
mercial production for Chun King
[Monpay MEMo, April 24]. The latest
one narrates a story of a lady who be-
lieved that good Chinese food must
come in “take-out cartons with little
wire handles.”

WISN has a new advertiser called
Paradise Garden, an elegant and brand
new Chinese restaurant . . . in our
town. The last line in our present ra-
dio copy reads that Paradise Garden
features “take-out food with special
wire handles. . . ."—James T. Butler,
vice president-general manager, WISN
Milwaukee.

The sales tax fight

EDITORIAL: . . . We appreciate your
publication’s coverage [of the success-
ful efforts of California advertising men
and organizations to obtain a state rul-
ing which exempts advertising agency
services from state sales taxes] [Gov-
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Television’s greatest promotion!
108,000 persons in 40,000 cars
followed our driving instructions
to the site of the KELO-LAND
Gold Rush. They came from hun-
dreds of miles in 5 states because
KELO-LAND TV covers many
hundreds of square miles. Just
think what a natural this 103-
county KELO-LAND tv network
is to sell the blazes out of your
product.

S

CBS « ABC

KELOLAND

KELO-tv SIOUX FALLS; and interconnected
KDLO-tv Aberdeen, Huron, Watertown
KPLO-tv Pierre, Valentine, Chamberlain

JOE FLOYD, President
Larry Bentson, Vice-Pres. » Evans Nord, Gen. Mgr.
Represented nationally by H-R

S MIDCO)
Midcontinent Broadcasting Group

KELO-LAND/tv and radio Sioux Falls, S. D.;
WLOL/am, fm Minneapolis-St. Paul; WKOW/am
and tv Madison, Wis.; KSO radio Des Moines

i R N T R e S
18 (OPEN MIKE}

ERNMENT, Oct. 2]. . We believe we
achieved somewhat of a victory and,
naturally, extend our thanks to all peo-
ple concerned who gave us a hand.—
James A. Dean, Roylhart, Lovett &
Dean Inc., Los Angeles; chairman,
Western States Advertising Agencies
Assn. Sales Tax Committee.

The RTES seminar

EDITOR: Thank you for running our
registration ad and the fine editorial
coverage of the Time Buying & Selling
Seminar. The combination proved ex-
tremely effective. Not only will the
seminar be fully subscribed, but all save
one of our first choice instructors read-
ily accepted the invitation to lecture.
This could not have happened without
your help. —FErwin H. Ephron,
chairman, Radio-Tv Executives Socie-
ty's Time Buying & Selling Seminar,
New York.

Getting around

EDITOR: When in London I walked into
the library of the U. S. Embassy and
there on the first rack was BROADCAST-
ING magazine. Congratulations on your
circulation. Have been listening to
British radio and more I listen the
better I believe U. 8. radio is.—Neville
Miller, Esq., Miller & Schroeder, Wash-
ington, D. C.

On nighttime radio impact

EDITOR: . . . Last night City News Serv-
ice carried a story about a Redondo
Beach woman critically ill . . . who
could not live through the night with-
out six to eight pints of O-negative
blood, of which the Red Cross banks
had none. . . . We carried the story on
our 9:55 p.m. newscast and by 10:10
p.m. we had calls from three volunteers
with the proper blood type. . . . This
morning we found that the patient had
been given six pints during the night
and would need twelve more today,
but that calls are still coming in and
plenty of blood now is available.

I don’t know how many stations may
also have carried the item, but . . .
this speaks pretty highly of radio’s
night-time audience.—Normanr Boggs,
president-general manager, KGIL San
Fernando, Calif.

San Francisco tv image

EDITOR: . . . Your report of our findings
on Dr. Dicter’s study of the San Fran-
cisco television “image” [FANFARE,
Sept. 25] was well done and has resuit-
ed in comment from several of my con-
tacts who . . . read it—A. Richard
Robertson, promotion & merchandising
manager, KRON-FM-TV San Francisco.
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Says Leonard Patricelli:
Vice President, Programs, WTIC-TV, Hartford, Connecticut

“We bought Seven Arts’
Vol. Il because
you've got to have

“Warner's ‘Films of the 50's’ have name value
and story line, two of the main points |
weigh when | compare the quality of feature films.
We couldn't afford less than the best for
AFTER DINNER MOVIES, 7 to 9 Monday nights."”

Leonard Patricelli

Warner’s films of the 50’s...
Money makers of the 60’s
{T-%% | SEVEN ARTS
%SAA% | AssocliAaTED
; ¢ CORP.

o

B

A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD.

NEW YORK: 270 Park Avenue YUkon 6-1717
CHICAGO: 8922-D N. La Crosse, Skokie, Ill. ORchard 4-5105
DALLAS: 5641 Charlestown Drive ADams 9-2855

L.A.: 232 So. Reeves Drive GRanite 6-1564—STate 8-8276
e e ——
For list of TV stations programming Warner Bros. "'Films of
the 50's" see Third Cover SRDS (Spot TV Rates and Data)




MON DAY MEMO from RUTH S. LEACH, McCann-Erickson Inc., Chicago

The recipe for broadcast success starts with the timebuyer

There is a saying that the best way
to a man’s heart is through his stomach.
It's one of those age-old secrets that
every girl learns very early in life from
her mother. But a girl instinctively
knows that the “system” won’t work if
she fails to follow the recipe carefully.
Romance can fall with the cake.

In the advertising business, too, there
is a highly successful way for the time
salesman to get his station accepted at
the top level of the agency or sponsor.
The “system” is first to win the atten-
tion, interest and confidence of the
agency timebuyer.

Yet it is quite surprising how fre-
quently this basic, respectable and sensi-
ble way of doing business is just over-
looked or, sometimes, considered quite
unnecessary. Always start at the top,
they say, then the decision will trickle
down through the ranks. But it doesn’t
always work.

Friendship, Plus = It is a wonderful
thing to share friendship with those
with whom we do business. But to be
successful and effective it is the “plus”
part that counts.

The time salesman may have gone to
school with the account executive. He
may play bridge with the client’s adver-
tising manager. He may see the account
supervisor socially twice a month or so.
These contacts, of course, are impor-
tant and useful. But there are other
things to consider.

For instance, there are few account
executives who will take it upon them-
selves to request a buy of a particular
station without first exploring each pro-
posal from the viewpoint of cost effi-
ciency, audience characteristics, cover-
age and station image. The fundamen-
tal exploratory work that must be done
before the buying decision is made is
extensive and this exploratory work is
the job of the timebuyer. That’s why
the agency hires a timebuyer in the
first place.

How It Works = If a station repre-
sentative or station salesman feels he
has to go to the account group or his
client friend, he usuvally is in a much
better position if he goes to the media
buyer first. Here is where certain
unique characteristics of the account,
reasons for advertising in the current
campaign and other basic factors can
be explored and developed.

If a presentation has been prepared,
it can be most advantageous to try it
out on the media buyer first to get his
blessing—which he usually gives! If for
some reason or defect in the presenta-
tion argument he does not, there is still

20

time to make the needed changes before
going to the top executives.

After many years of buying time (I
don’t like to be specific), it is possible
to get a “feeling” that certain stations
will do a better selling job for a par-
ticular account than others. Such a
feeling, of course, must be backed up
by the many factual documentations
that are required to assure a good pur-
chase.

Experience Counts = I have found
through the years that it is very impor-
tant for the representative or station
salesman to know everything that there
is to know about the medium he is sell-
ing. Then he must communicate this
knowledge to the buyer. There must be
a rapport between buyer and seller to
do the most effective job for an adver-
tiser in the least time.

A buyer simply does not have time
to question each statement a salesman
makes. Therefore, it is important never
to shake the confidence a buyer places
in a salesman.

To go a step further: it is most im-
portant for a buyer to communicate all
the facts, figures and reasons to the
account group so there is no doubt in
the client’s mind that he is getting the
best buy for his money. Therefore it is
not only important for the buyer to be
one¢ who listens, but also for the sales-
man to be one who tells all the facts
and sells.

Through the years it has been my
fortune to make friends among many
sales people. These sales people many
times have helped me work out very
effective buys for various clients. But
these same friends on other occasions
did not get the order. They, as I, have
realized that according to the weight of
the facts, someone else was entitled to
the business for a particular campaign.

But they know there will be another
campaign tomorrow and they will be
fairly considered then.

One never places business on a sta-
tion just because of friendship. Such
buying would ultimately fail and dis-
close the shallow factual premise on
which it had been made. And such
business friendships could never last
long.

Recipe Works = A media buyer wants
to know a salesman’s inspiration for a
campaign first, as soon as he is inspired.
More than one of us sitting on the buy-
ing side of that knee-hole desk have
been known to spark at a salesman’s
rough idea, to refine the idea and to
help him sell it to the right man up
front.

A salesman and a buyer should es-
tablish the best working arrangement
s0 that all information needed can be
conveved with as little loss of time as
possible. Because of the different time
zones in the country, this is not always
a 9 to 5 job and many availabilities
and confirmations have to be lined up
after 5.

Finally, it is important for a buyer
to knew as many people as he can so
he can call on these friends for help.
A buyer must keep up to date and see
as many people as his schedule will
allow to learn about new programming,
new trends and marketing information.
I could never answer the many requests
that come up in the agency if it were
not for my many friends all over the
country.

A mutual understanding, appreciation
and respect for one another’s problems
by station, representative, agency and
client, are the qualities that turn the
chaos in this business into order. Or,
rather, orders! This is how the recipe
works.

Ruth Leach, now media group supervisor
at McCann-Erickson Inc., started her ad-
vertising career in 1947 with Young &
Rubicam as a secretary to the radio pro-
duction department. She transferred to
the media department as an estimator
and later moved into a buying capacity.
For five months between Y&R and M-E
(September 1957 to January 1958) she
worked for the Edward Petry Co., radio-tv
representative. She is a graduate of the
University of Wisconsin.
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By Any Yardstick

THEBIG ON

Takes the Measure

1 Iii[!liIIH|J

ARB

PULSE

NIELSEN

TRENDEX

WKRG-Tv

CHANNEL 5 MOBILE, ALA.
Call Avery-Knodel, Representative,
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-or C. P. Persons, Jr., General Manager
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NORTH CAROLINA’S
GRADE A WORLD

In the rich 33 county Piedmont world of more
than 300,000 TV homes reached by WSJS Tele-
vision’s A Coverage, retail sales exceed a billion
dollars and consumer income is more than a
billion and a half dollars.

Call Peters, Griffin, Woodward, Inec.
e A I T i = M o T e A S T o S T 3 55 e A T L s e 2 e s S

TELEVISION
5 P
CHANNEL 12

WINSTON-SALEM /GREENSBORO /HIGH POINT

22 BROADCASTING, October 23, 1961



IF S BROADCASTING

THE BUSINESSWEEKLY OF TELEVISION AND RADIO
October 23, 1961, Vol. 61, No. 17

CUT IN ASCAP $28 MILLION ASKED

Industry group urges wholly new concept in licensing fees
Propose stations pay only for music used in programming
System patterned to television urged by Shea committee

One of television’s biggest cost items,
the performance fees paid to the Amer-
ican Society of Composers, Authors &
Publishers, now faces a series of nego-
tiations which the industry hopes will
bring logic and realism into the music
copyright morass.

Last week an all-industry committee
laid at ASCAP’s door a wholly new
concept of music licensing fees based on
the practicalities of broadcast operation.

The goal—reduced charges bearing
some relation to the amount of ASCAP
music used by television stations and
networks.

The stake—a sharp cut in the esti-
mated $18 million paid in 1960 by tv
stations to ASCAP —over 50% of
the society’s total take from the entire
field of music users.

The reason—television plus radio’s
$10 million (estimated) together pay
roughly $28 million, 89% of all the
money that ASCAP collects. This is
unreasonable in the view of the All-
Industry Tv Station Music License
Negotiating Committee headed by
Hamilton Shea, WSVA-TV Harrison-
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one.

the air.

formances.

survey ASCAP performances.

receipts,
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You figure the FCC’s new logging
rules are tough? Take a look at this

A trustee in an ASCAP melon-
cutting fight, John E. McGeehan of
New York, has written broadcast
stations asking them to supply logs
of musical selections performed on
This information would be
used for an analysis of ASCAP per-

Mr. McGeehan was named trustee
by the U. S. District Court for the
Southern District of New York to
A
dissident ASCAP group, unhappy
with the society’s way of splitting up
its estimated $32-million in annual
is engaged in drawn-out

burg, Va., and besides is outmoded as
well as an unfair burden on broadcast-
ing.

Adams Gets Letter = Under date of
Oct. 18 Mr. Shea wrote Stanley Adams,
ASCAP president, to request quotation
of a new type of license effective upon
expiration of the present contract Dec.
31, 1961 (see history of broadcasting-
ASCAP negotiations page 24).

For the first time in television history
the industry is seeking a license for-
mula adapted to the medium. Past for-
mulas have been expedient extensions
of the radio formula of the 1940s
though industry negotiators have man-
aged to effect important cuts in
ASCAP's proposed fees.

Three important points are intro-
duced in the Shea committee’s letter to
Mr. Adams:

= Tv broadcasters want the same
deal as motion picture exhibitors for
recorded programs, with the producer
rather than the broadcaster paying di-
rectly at the source for rights.

» Special rates should be provided
for films already in the can.

| Trustee wonders Would log of aII ASCAP tunes be difficult?

litigation,

In an Oct. 6 letter to stations he
explained that complete station log-
ging of musical performances would
g0 a long way toward improving his
survey.

It didn’t take long for Mr. Mc-
Geehan’s mail to start piling up. He
said in his Oct. 6 letter, “‘I would ex-
pect that, for your own purposes,
such a log is necessary.” Judging by
some of the station replies, the
trustee has much to learn about the
paper work already burdening radio
and tv stations.

“I will appreciate your letting me
know whether or not there exists
any mechanical difficutty which
would make such logs impractical,”

= Sustaining fees should be nominal.
(Current fees for sustainers are the high-
est quarter-hour card rate monthly,
amounting to about a sixth of station
payments to ASCAP).

Should the clearance-at-source for-
mula be negotiated for films, then per-
program licenses will become highly
important. Under the government con-
sent decree ASCAP is required to give
the choice of blanket or per-program
fees. Producers of films and taped
shows would then ask for (1) record-
ing rights and (2) performance rights.

Blanket Rights = Currently producers
get recording rights from a publisher or
his agent. The station pays ASCAP
performing rights on all of its pro-
grams, even if the programs don’t in-
clude ASCAP music. Only political
broadcasts are exempt.

The Shea committee parallels a prior
all-industry radio committee that ef-
fected a $1-million saving for radio
broadcasters as a result of its ASCAP
negotiations. The five-year radio con-
tract dates from Jan. 1, 1959.

Mr. Shea wrote Mr. Adams that un-

T e e T PR

L8 = i

Mr. McGeehan wrote. His mail
brought quick replies, mostly indig-
nant or amazed comments on his
naivete.

Here is a sample reply, sent by
Ian A. Elliott, KATL Miles City,
Mont.: “If your idea were put into
effect much less ASCAP music
would be played. An announcer or
disc jockey would play the music
that he would not have to log. In
the long run ASCAP and its mem-
bers would suffer. Their tunes could
not become popular if they disap-
peared from radio and tv. We as
broadcasters would fight such a pro-
posal to the end. In the case of the
small station it is a fight for sur-
vival.”
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CUT IN ASCAP $28 MILLION ASKED continued

der the committee’s proposal only lo-
cally produced programs of stations
would be subject to a license fee. He
explained: “We make this request be-
cause we believe the present licensing
arrangement unduly restrains competi-
tion in the licensing of television music
performance rights to compositions
used in filmed or taped materials, and
results in the payment of excessive fees
by tv stations.”

The letter explained the present prac-
tice is to split rights in the music by
licensing recording rights to the pro-
ducer and channeling the licensing of
tv performance rights through the so-
ciety to the broadcaster—a practice de-
scribed as avoiding competition in the
licensing of tv performance rights.

Competition at Source * Under the
committee’s plan the owners of music
would license taped and filmed material
by competitive effort to film producers
just as they now compete in licensing
recording rights and, in the case of the-
atrical motion pictures, the theatrical
performing rights. Producers could
then engage in real bargaining with
composers and publishers, and broad-
casters would benefit by this competi-
tion at the source.

Broadcasters, it was explained, can’t
bargain for music rights because they

already have been recorded and are
part of the films or tapes. In addition,
as recognized by the courts, it is eco-
nomically impossible for a broadcaster
to negotiate licenses for each individual
use of performance rights. “The mo-
tion picture industry, with which we
compete for the entertainment dollar,
has already established the right to
such clearance,” the Shea letter stated,
adding: “We are entitled to the same
rights.”

“Competitive clearance at the source
would also reduce the discriminatory
effect of the present licenses, which
charge the same fees to stations irre-
spective of differences in the quantity,
type and popularity of the musical com-
positions broadcast by different sta-
tions, and which require the stations to
pay for the right to perform many
compositions in your repertory which
the broadcaster neither wants nor needs
in order to acquire the right to perform
the limited number of compositions
which are actually used.

“As long as the present licensing ar-
rangements continue, competitive clear-
ance at the source will not develop.
Producers have no incentive to pur-
chase music performance rights, since
the rights have already been licensed
by you to us.”

ASCAP had been operating six
years as a voluntary writer-publisher
copyright group when radio broad-
casting began in 1920. At that time
it acted merely as agent, not owning
performance rights to members’ musi-
cal compositions. This was changed
in 1921 to provide ASCAP with ex-
clusive public performance rights.

Users were granted only blanket
licenses up to 1941, when broadcast-
ers paid a fixed percentage of net
receipts even if these receipts were
based on non-musical as well as musi-
cal programs. In 1932 ASCAP had
obtained a broadcast fee of 5% of
revenue from time sales to be paid in
addition to the amount then being
levied, about $1 million a year. This
was renewed in 1935 for five years.

Consent Decree = The government
had entered the scene in 1934 by
filing an antitrust suit against ASCAP.
This was never settled. Instead a
consent decree was entered in 1940.
In the meantime NAB had started
conferences with ASCAP in 1939
seeking contract terms for license re-
newal. An industry committee was

named but it could never get ASCAP
to form a negotiating committee. The
result was formation of a non-
ASCAP music publishing organiza-
tion, Broadcasting Music Inc.
(BMI), which issued its first licenses
effective April 1, 1940.

At that time NAB estimated
ASCAP was trying to double the $4.3
million it got out of broadcasting in
1939. ASCAP refused to propose a
per-program license but offered a
reduced rate ranging from 3% to
small stations to 7%2 % for networks
(which previously had paid fees only
on owned-operated stations).

BMI agreed to a consent decree if
ASCAP signed one. A federal court
levied a fine of $35,250 on ASCAP
and soon the 1941 decree was signed.
ASCAP was required to offer broad-
casters a choice of a flat rate per
program or percentage of revenue
for a program license. And it was
also directed to clear transcriptions
at the source if requested by manu-
facturer, advertiser or agency. The
decree specified ASCAP couldn’t de-
mand broadcast fees for programs

Some Participate = The letter said
producers have no incentive to buy mu-
sic performance rights since they al-
ready are licensed to broadcasters.
Large producers, it was added, “have
ASCAP publishing affiliates through
which they participate in revenues
which we (the industry) are required to
pay to you (ASCAP).”

“Our proposal would eliminate these
inequities by excluding from your li-
censes to tv stations music performing
rights with respect to program material
hereafter produced by persons other
than the licensees as to which the pro-
gram producer normally obtains music
recording rights prior to the initial tv
broadcast of such material” the letter
continued.

“Short of a license of the type re-
quested, we do not know of any type
of formula that would assure broad-
casters of the cost savings to which
they are entitled under competitive
clearance at the source. If, on the
other hand, you have any alternative to
suggest, we are prepared to give it care-
ful consideration. This statement is
without prejudice to our rights to seek
a court order directing competitive
clearance at the source.

Excessive Fees » License fees paid
ASCAP, it was stated, are excessive in
view of the nature and extent of music
played on the air. Tv uses far less music,
especially feature music, than radio, it

ASCAP-broadcaster negotiations first started in 1921

not using its music and it limited
fees on sustaining programs.

Then came the Jan. 1, 1941 period
of non-ASCAP music on the radio
networks.  After industry-ASCAP
negotiations, the society’s music re-
turned to the networks Oct. 30, 1941
on the basis of 234 % of revenues
for network and 2% % for non-
network business. Affiliates agreed
to reimburse networks for their share
of the cost of network clearance at
the source. Four types of contracts
were offered stations, extending to
Dec. 31, 1949,

Tv, With New Problem »® Televi-
sion had arrived, presenting a new
problem. Before 1949 ASCAP had
offered the young industry free rights
to its music. This was pulled in 1949
when a blanket contract was accepted
after negotiations. Limited rights
were offered, not including per-pro-
gram fees.

Tv networks and about 40 tv sta-
tions eventually accepted the radio
blanket formula—2.25% plus 10%
for non-network and 2.75% plus
10% for network. This amounted to
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was noted. But the tv rate of 2.05% -
is about the same as the radio rate,
2.125%.

As to sustainers, the letter explained
that the programs bring no revenue
and use little music. Furthermore pres-
ent blanket licenses fail,