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Season’s Greetings from -

NincomeltirecsomolA  MORNINGSINE COLLEGE
LIBRARY
® WALLY GATOR O CITY 10w A

o TOUCHE TURTLE

o LIPPY THE LION
‘ders have already been filled
more than 50 markets for these

eat five-minute color cartoons
2 each of WALLY,TOUCHE and LIPPY).

For full details contact

SCREEN % GEMS, inc

HANNA-BARBERA PRODUCTIONS, INC. 1882



Johnstown College, University of Pittshurgh
a 6 Million Dollar Investment in the Future

From modest beginnings as a ‘‘junior col-
lege” back in 1927, Johnstown College
today stands onthe threshold of tremendous
development.

Plans announced by Chancellor Edward H.
Litchfield of the University of Pittsburgh
embrace a 3-year program to build a new
$6 million campus for what will eventually
be a ““small edition” of the University.

Joining wholeheartedly in raising funds to
expedite this far-reaching program are
businessmen and community leaders of the
entire area as well as the public. It repre-
sents not only an investment in the future

For market information on
the Johnstown-Altoona area
and WIJAC-TV, contact

education of young people, but also in the
economic health of the Greater Johnstown
area.

WJAC-TV salutes the vision and determi-
nation that spark this kind of united ef-
fort . . . and is proud to serve an area
where business and industry, public offi-
cials, and private citizens in every walk
of life are planning and investing for the
future.

SERVING. MILLIONS FROM W
ATOP THE ALLEGHENIES

e

- CHANNEL 6

Affilioted with WIAC= AM = FM
The Joh Tribune-D: Stati




rhe
INFE'W Spirit
of’
St Ll.ouis.....

is growth

GROWTH, reflected in the shapes of new
buildings appearing throughout the nation's tenth

,I|' market.

GROWTH, reflected in larger market figures
— from employment to automotive registrations.*

GROWTH, reflected on KTVI Television
where more new programming is station created
= and community oriented.

KTVl programming provides your sales message
with a video environment designed to serve the
interests of this swelling St. Louis marketplace.
Spot placement in this setting yields growing
results!

“SOURCES: Missouri Division Employment Security
Commission. Greater St. Louis Automotive Association

%TVI

ST. LOUIS
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Both
the man-
agement and
staff of KRLD-
TV are busy these
days. Busy winding
up the affairs of another
banner year and even bus-
ier planning what promises to
be our biggest . . . our 14th year
of operation.

Our plan and our pledge is
this - to bring Channel 4 clients
the best service possible, not
justin 1963, but every year.Truly

YOU BUY MORE WHEN YOU BUY CHANNEL 4

represented nationally by Ci

__________ B e * T Advertising Time Sales, Inc.

THE DALLAS TIMES HERALD STATIONS
8M4 pm_[th Clyde W, Rembert, President

MAXIMUM POWER TV-TWIN to KRLD radio 1080, CBS outlet with 50,000 watts
BROADCASTING, December 10, 1962




Reis as Craven's successor?

Among those under consideration
for FCC vacancy to be created by
compuisory retirement of veteran
Commissioner T. A. M. Craven is
Harold F. Reis, otlice of legal coun-
scl, Dept. of Justice, and one of
trusted licutenants of Attorney Gen-
eral Robert Kennedy, Attorney Gen-
eral personally selected E. William
Henry to succeed John S. Cross last
fall and it's now recognized that Pres-
ident's brother is master-minding all
independent agency appointments.

Myr. Reis, 46, is native New Yorker
and graduate of CCNY with LL.B.
from Columbia. It has been open
secret that FCC Broadcast Bureau
Chief Kenneth A. Cox feels Craven
vacancy was promised him afier e
was passed over for Henry appoint-
ment. While Mr. Cox has formidable
support of Sen. Warren G. Magnuson
(D-Wash.) it's known that at least
two others are under consideration.

Collins’ fate

Will LeRoy Collins wind up with
another job before issue of his contin-
uance in oftice of president of NAB
arises next month? There was this
speculation in responsible quarters last
week. While NAB board members,
who meet next month in Phoenix, are
maintaining silence, there’s strong un-
dercurrent against extension of Gov.
Collins’ contract, which has year to go.
Some members want to pay him off
for year, set up “caretaker” or interim
president until new choice is made.
Anti-cigarette advertising speech pro-
voked crisis, but opposition bases case
on cumulative result of performance
over past two years. They contend his
campaign has been calculated to grasp
czarist control without regard to views
of his board.

More for money on tv

TvB researchers have checked out
those Parade ads which compare news-
paper supplement’s own coverage with
that of leading tv shows (Gunsmoke,
Perry Mason, et al) in various areas.
Although Parade’s coverage looks bet-
ter in ads, its cost-per-thousand turns
out to be something else again. TvB
experts figure it at $4, as against $2.40
cpm for shows cited in Parade ads.

Garroway comeback

Dave Garroway, former star of
NBC-TV’s Today show, is planning to
return to radio and television. At
present he's in negotiation for net-
work appearance or series, probably
for next season. He's also set to
appear in January in new educational

Published every Monday,
1735 DeSales St., N. W.,

53rd issue
Washington 6, D, C.

CLOSED CIRCUIT= :

series, Exploring the Universe.

Mr. Garroway left radio-tv in 1961
for announced intention 10 ‘“read,
write and observe.” He is board chair-
man of monthly publication, Fm
Listeners Guide, which Mr. Garroway
notes has “done well as a new publi-
cation in the first year” but currently
is in “cash freeze.” He says “fms
expanding future both in scope and
market size is a grear one” bui that
he'd rather be engaged in program-
ming than in “business end.”

Pro championship on pay tv?

National Football League expected
to announce this weck sclection of
one of several pay tv companies to
telecast to theatres in New York
championship game on Dec. 30. New
York is blacked out of NBC-TV cov-
erage.

Fm contour plan pushed

Washington consulting engineers
feel they’ve made points with FCC on
consensus among technical fraternity
that fm allocations must be based on
protected contour concept—not on
mileage separation as FCC proposes
to do in rules that became effective
Sept. 10. Trio representing Assn. of
Federal Communications Consulting
Engineers met informaily with full
commission, engineering aides, and
top broadcast and technical people last
Thursday. Although mileage separa-
tion formula was adopted by FCC, it
still hasn’t set out table of allocations.

CBS-TV daytime SRO

CBS-TV daytime business reported-
ly is shooting ahead at “unbelievable”
pace for 1963. As expressed by
spokesman: Network now can point
to noon-5 p.m. of daytime schedule in
first quarter 1963 “completely sold
out,” and second quarter of year “vir-
tually SRO.” “Morning minute plan”
(10 a.m.-noon sold on rotating basis)
already has hit mark of 65% of all
available time sold in first quarter of
next year.

Release ‘management’

FCC, of late continually fiddling
with announcement procedures, has
adopted new one. In future, fipal ac-
tions on adjudicatory matters will not
be made public until full text of de-
cision, with dissents, also are pre-
pared. In past, FCC announced its
action with full decision following,
some times as much as week later.
Recently, FCC stopped making public
instructions to staff on decisions

{BROADCASTING, Nov. 5).

As Salinger sees it

White House News Secretary Pierre
Salinger did generally commendable
job last week in giving newsmen back-
ground on role played by 10 radio
stations in broadcasting Voice of
America programs into Cuba (see
story, page 105). But some of his
comments raised eyebrows at VOA
headquarters. Itein: Mr. Salinger cred-
ited Donald M. Wilsen, deputy direc-
tor of U. 8. Information Agency
(VOA's parent organization) with
conceiving idea of recruiting commer-
cial outlets. During first week of sta-
tions’ service, however, VOA sources
gave credit to Voice Director Henry
Loonis.

Item: Mvr. Salinger said although
government had offered to reimburse
stations, none had requested comipen-
sation. This might have been techni-
cally correct. But, while none of 10
stations is interested in making profit,
their officials, in meeting with Mr.
Loomis a few hours after Mr. Sal-
inger's news conference, didn't give
impression they weren't interested in
any compensation plan (see story,
page 104).

Small plum for Plummer

New job of executive director cre-
ated by FCC with Curtis Plummer in
post (WEEk’s HEADLINERS, Dec. 3)
does not carry power and authority
envisaged by FCC chairman and
Booz - Allen - Hamilton management
survey report. BAH had recommend-
ed staff czar, operating out of chair-
man’s office, with control over all
FCC bureaus and offices. Mr. Plum-
mer will have supervisory duties over
bureaus—but not final authority or
control—and will be directly respon-
sible to full FCC through chairman.
Further indication that job does not
carry “super powers” is that executive
director will remain Grade 17 (pres-
ent Plummer rating) in schedule for
new super grades sent by FCC to
Civil Service Commission week ago.

Placed at top of list for Grade 18
(820,000 annually) was Ed Allen,
chief engineer, with Broadcast Bureau
Chief Kenneth Cox number two, Un-
successful efforts were made 10 get
FCC to pluce Mr. Cox’s name at head
of list. Mr. Cox reportedly was prom-
ised Grade 18 (he’s now 17) in
March 1961 when he joined FCC but
he was by-passed six months later
when general counsel was promoted
ro highest civil service grade. Odds
are not better than even on his getting
desired promotion in this go-round.

(Yearbook Number) published in November, by BroapcasTING PubLIicaTIONS INc.,

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

CBSIN

DETROIT

IMPORTANT STATIONS |
IN IMPORTANT MARKETS

STORER

| BROADCASTING COMPANY |

WE'VE GOT

WITH WOMEN

The hands that hold the purse
stringsclinglovinglytoChannel 2,
Cash in on this Detroit romance!
A call to STS for avails on
WJBK-TV can put you in touch
with the buyingest bunch of
viewers in Southeastern Michigan.

s Here’s the Latest Proof:

8.8

4.9
2.4
3.3

113,400

71,400
33,900
37,800

NSI

ELEVISION
v i .
Representatives for all

Storer teleyvision stations.



WEEK IN BRIEF

Holiday season advertising booming spot tv. Jingle
bell sounds seen continuing into early 1963. Stations
already having to turn down business because of short-
ages in minute spots. See ...

CHRISTMAS TV SPOT AHEAD ... 33

Tv Code Review Board meeting in Washington this week
is faced with cigarette advertising problem, Collins says
he is ready to urge action. Commercial time limits also
due to be reviewed. See . ..

SHOWDOWN ON CIGARETTES? ... 34

NBC radio and tv affiliates hear cheering news; 1962
sets record and 1963 should be even better, they are told
by network brass. Sold out portions of tv hailed as
indicating moves, See . ..

BULLS ARE LOOSE AT NBC...52

Sarnoff hits at “double standard” in tv criticism; those
who uphold broadcasting’s right to take sides or present
controversy are often same who would have programming
reguiated by government, See ., ..

WHAT'S RIGHT WITH TV...54

Radio has bright star in its future; rates have only one
way to go: Up. This is view told to NBC Radio affiliates
at meeting in New York. News sponsorship is biggest
present problem. See ...

RADIO'S PROPER PRICE TAG... 56

Pay tv over wire will start in Santa Monica in 14 months,
says Home Entertainment's Unger at Hollywood showing.
Potential is 20,000 homes and investment figures at $40
per home, he says. See ...

SANTA MONICA PAY TV START...66

Radio's income in 1961 slipped badly, down 35.9% to
23-year-low of $29.4 million. FCC data shows more radio
stations in red proportionately than ever before. Only
thing up are expenses. See. ..

RADIO’S '61 NET SLIPS ... 76

FCC soliciting witnesses for Omaha tv hearing; letters
going out over Henry's signature to city organizations,
from Campfire Girls to Alcoholics Anonymous. Station
lawyers and FCC staff confer on questionnaires. See. ..

NEW WRINKLE IN HEARINGS ... 102

VOA trying to find means to reimburse stations for
expenses in carrying America’'s message to Cuba during
crisis. Outlays and commercial losses may be claimed as
deductions if IRS approves. See . ..

WILL IRS PICK UP TAB?...104

Radio Caracas in major expansion move; $1.5 millicn
earmarked for program to extend coverage to 97.5% of
population through addition of seven new transmitters
and use of repeaters and microwave links. See . ..

VENEZUELAN TV EXPANDS...117
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Sure, you need to cover KANSAS. Who

wants an 82,000-square-mile hole in his

marketing plan? There are many ways to

do it, but ONLY ONE sure-fire way—with

WIBW air media. Look at the maps. And

look at the figures in the current Sales

Management Survey of Buying Power.

TOTAL RETAIL SALES in 1961 —

$1,377,992,000. An increase of $36 mil-
lion over 1960.

PER HOUSEHOLD RETAIL SALES—

Of 300 leading national county areas,

I s Schedule WIBW air media for complete

Here are a few of them:
the Topeka area ranks 71st, ahead of
area or local coverage. Use all three or the
combination that fits your budget. Mer-
chandisable at all levels. Ask Avery-Knodel
or WIBW for detailed sales figures, rates
[ | and availabilities.

HOMES IN WIBW-KANSAS—355,700.
More than Cleveland, Houston or
Dallas.

Wichita, Omaha, St. Louis or Tulsa.

Eh ere En vestment rings ealth

RADIO 5000 Watts at 580 Division of Stauffer Publications

Represented Nationally by
CBS RADIO NETWORK > \) PUTEBLILIL
(AVERY-KNODEL T
@ TV--Channel 13 O
CBS-NBC-ABC

FM RADIO 9].3 Megacycles
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Late news breaks on this page and on page 10
Complete coverage of week begins on page 33

AT DEADLINE
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FCC warns against hoarding uhf permits
POLICY STATEMENT AIMED AT DOG-IN-MANGER APPLICANTS

Applications for new uhf stations
“from those ready, willing and able to
construct™ are invited, FCC said Fri-
day in warning that it “will not counte-
nance the filing of applications for the
sole purpose of securing and retaining
a frequency against an anticipated
scarcity.”

FCC expressed “pleasure” at increasc
in number of uhf applications since all-
channel set measure became law but at
same time expressed concern because
some may be applying without plans to
build until ubf sets in proposed cover-
age area reach saturation. Such appli-
cations are made with view toward fu-
ture scarcity of uhf channels and with
hope of getting grant without hearing.
FCC noted.

“Accordingly, all present and pros-
pective uhf applicants and permittees
are hereby placed on notice” that they
will be expected to build their stations
within specified time allowed by con-
struction permit, FCC warned. Scarcity
of uhf receivers or slowness in conver-
sion will not constitute reason for not
going on air, FCC said, nor will limited
revenue potential of city to be served.

Chairman Newton N. Minow dis-
sented to FCC policy statement as be-
ing “inflexible and unimaginative.” He
said it is “neither realistic nor fair to
seek, in effect, to limit new uhf per-
mits to applicants who have the finan-
cial resources necessary to operate a
uhf station . . . before the all-channel
receiver act causes a substantial rise in

Just jealousy?

Defense Dept. spokesman has
indicated Pentagon is concerned
about news leaks resulting from
“inherent conflict” among three
military services in competition
for defense budget funds.

Arthur Sylvester, assistant sec-
retary of defense for public af-
fairs, said his memorandum re-
quiring monitoring of all inter-
views given reporters by Pentagon
personnel was intended to stop
such leaks.

But Mr. Sylvester, in speech to
Deadline Club in New York
Thursday, said restrictions im-
posed by department have not
stopped flow of news from Pen-
tagon.

the proportion of uhf-equipped Tre-
ceivers in the hands of the public.”

This policy may prevent “many
worthy applicants” from applying for
uhf, he said, and places “intolerable
pressure’ upon others to move into uht
before they are ready to do so. He said
FCC should move toward insuring that
new uhf stations will go on air at about
same time of complete manufacturer
swiichover to all-channel receivers.
April 1964 is cut-off date for produc-
tion of vhf-only sets.

RAB says FCC report
doesn't tell all

Radio stations” 1961 profit-and-loss
record should not be construed as index
of advertiser activity in radio that year,
RAB said Friday after studying FCC'’s
report on 1961 radio finances (see page
76). Said Miles David, RAB admini-
strative vice president:

“The drop in radio station profits
which occurred in 1961 sounds much
more ominous than it is as an index of
what happened to advertising activity
in radio. Advertising volume was off
only a little more than 1% for the year.
despite the fact that the national econo-
n1y was recovering from a recession.

“But meanwhile radio stations con-
tinued to increase their operating costs
because they were investing in new
equipment and adding to the costs of
their programming. This investment
in a better product was not matched by
growth in volume in 1961. But all
indications are that radio has moved
ahead substantially in 1962.”

FCC grants Fleet plea
to take part in talks

FCC Friday took first move to open
conference on radio population contro!
to parties other than NAB. It approved
request by Fleet Enterprises, applicant
for am in Greenville, S. C., to partici-
pate in conference.

Fleet had asked appeals court for
order to force FCC to permit its par-
ticipation in conference (see page 108).
Move is seen as first taken to insure
that all sides will be heard.

FCC-NAB conference is scheduled
Jan. 7-8 in Washington.

In preparation for that meeting,
NAB's radio development committee
met for two days in Washington evalu-
ating materials and hammering out

form of association’s presentation.

Committee chairman George C.
Hatch, KALL Salt Lake City, and sub-
committee chairman Carl Lee, Fetzer
stations (engineering) and Merrill
Lindsey, WSOY Decatur, Ill. (re-
search), agreed to meet again in next
two weeks for final go-round.

Motorola to offer
color tv line

Motorola Inc., Chicago, long holdout
in manufacture of color tv sets, plans
to enter color set market with its own
design in mid-1963. Edward R. Taylor,
president of Motorela Consumer Prod-
ucts Inc., disclosed late Friday. He
told winter distributors meeting that
color sales for industry as whole should
increase “more sharply” to total of
550,000 next year and black-and-while
sales should hit about 6.4 million.

Motorola was in color market briefly
about decade ago but withdrew. Re-
cently firm developed rectangular 23-
inch color picture tube but has been
unable to find manufacturer. Motoro-
la said Friday it does not know now
whether new color set will use this tube
or regular RCA color tube.

Shell series features
commercials on science

Series of four commercials of five
minutes each on “Great Breakthroughs
in Science” is being presented by Shell
Oil Co. through Kenyon & Eckhardt.
New York, on Leonard Bernstein’s
Young Peoples Concerts on CBS-TV
this season.

Although “institutional” style com-
mercials have been used for four years
Shell has sponsored programs, it's first
season company is presenting five-min-
ute messages as “intermission” in each
concert instead of as two shorter com-
mercial “breaks.”

Each commercial is introduced and
narrated on tape by Shell Oil President
M. E. Spaght. Film clip illustrating
achievements of one great scientist fol-
lows introduction and is succeeded by
1% minutes of concluding remarks on
subject by Mr. Spaght. First of series,
introduced ¢n initial concert last month
(Nov. 21), featured achievements of
Copernicus. Following commercials will
deal respectively with Harvey (Dec.
21), Lavoisier (Jan. 5) and Newton
{March 15).

Shell acknowledges that commercials,
which do not discuss either Shell Oil or
its product, are directed to certain seg-
ment of mass audience.

Company also feels it has achieved

T e S e e ey More AT DEADLINE page 10
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Rodney Erick-
son, who recently
resigned as presi-
dent of Filmways
Inc.,, New York
(BROADCASTING,
Oct. 15), has
joined Four Star
Television and
will serve as com-
pany representa-
tive in New York
City. Mr. Erick-
son, whose contract with Filmways
ended in November, will advise and
counsel Four Star in production, syndi-
cation and distribution areas. Veteran
agency and programming eXecutive,
Mr. Erickson was vp in charge of tv
at Young & Rubicam for 10 years and
vp of Warner Bros. tv sales for three
years. He also has entered station
ownership field with recent purchase of
WQSR Solvay, N. Y. (Crosep CircuiT,
Nov. 26).

Eimer W. Lower, general manager of
NBC News, elected vp. Mr. Lower,
who joined network in 1959 as manager,
NBC News, Washington, D. C., was
named director of news and public af-
fairs, with headquarters in New York,
in 1961. He became general manager
last summer. Before joining NBC, Mr.

Mr. Erickson

WEEK'S HEADLINERS

Lower was with CBS News for six
years. He also served two newspapers
and three wire services, as well as Life
magazine (Paris bureau chief and rov-
ing correspondent) and Time-Life (an-
chorman in Tokyo during early months
of Korean war).

Symon B.
Cowles, director
of advertising
for Metropolitan
Broadcasting  tv
stations, named
director of ad-
vertising and pro-
motion for ABC's
five owned tv
stations (WABC-
TV New York,
WBKB [TV] Chi-
cago, KGO-TV San Francisco, KABC-
TV Los Angeles, and WXYZ-TV De-
troit). He succeeds Don B. Curran,
who recently was appointed general
manager of ABC-owned KGO-AM-FM
San Francisco (BROADCASTING, Nov.
26). Earlier, Mr. Cowles served in
various advertising and promotion posts
with WNEW-TV New York, WTTG
(TV) Washington, WCKT (TV) Mi-
ami, ABC Radio and Warner Bros.
Pictures Corp.

Mr. Cowles

Stanley H.
Pulver elected vp
and media direc-
tor of Henry R.
Turnbull Inc.,
Greenwich,
Conn., newly
formed advertis-
ing agency. Mr.
Pulver was for-
merly media di-
rector for toilet
articles  division
of Colgate-Palmolive Co., and member
of C-P’s corporate marketing commit-
tee. He also served with Lever Bros.
as manager of tv-radio media, and with
Dancer-Fitzgerald-Sample Inc. as media
director. Mr. Pulver began his career
with CBS, later joining The Biow Co.

Sidney M. Robards, with RCA’s pub-
lic affairs and press relations depart-
ment since 1938 and its director of pub-
lic affairs since December 1960, elected
staff vp, Mr. Robards had served as
editor in NBC press division starting in
1936, and subsequently served in posts
of manager of RCA information depart-
ment, and director of press relations at
RCA. He worked as reporter on Ken-
tucky papers including Touisville
Courier-Journal of which he became
city editor in 1930.

Mr. Pulver

For other personnel changes of the week see FATES & FORTUNES

interest in commercial series in that half
of its mail after first concert conml-
mended Shell on dignity, interest and
educational contribution of commercial,
according to spokesman.

Studebaker co-op funds

Local radio money to advertise Stude-
baker cars and trucks will be available
through dealers in 1963, car maker an-
nounced Friday, renewing co-op adver-
tising plan not in use since 1960. Al-
though emphasis is upon newspapers,
plan allows dealers to buy radio, too.
Studebaker nationally is heavy in print
media and uses no radio, but does spon-
sor Mr. Ed on CBS-TV.

Air travel ad drive
being studied by ATA

Heavy use of tv is understood to be
contemplated in possible $5 million ad-
vertising campaign by Air Transport
Assn. to promote air travel. Following
tentative board approval of presentation
submitted by Sullivan, Stauffer, Colwell
& Bayles, New York, ATA President
Stuart G. Tipton said Friday he will
appoint subcommittee of board to study
matter in detail and to report back at
next board meeting in March.

10

Marathon Qil Co.
leaving Ayer & Son

Marathon Qil Co., Findlay, Ohio, cli-
ent of N. W. Ayer & Son, Philadelphia,
since 1954, will move to undisclosed
agency effective April 1, 1963, Mara-
thon, with estimated billings of $3 mil-
lion (nearly one-half in broadcast), will
name new agency later this week.

Ayer announcement on Thursday
(Dec. 6) explained that client-agency
relationship is ending because of de-
veloping competitive situation between
Marathon and another Ayer client, At-
lantic Refining Co., which has been at
Ayer since 1915. Marathon (formerly
Ohio Oil Co.) is active spot tv-radio
user in its midwest distribution area
(Ohio, Indiana, Illinois, Michigan, Wis-
consin, Kentucky). As many as 122
radio and 25 tv stations have carried
various campaigns.

KYW outlets furnish
news service in strike

Westinghouse Broadcasting’s KYW-
AM-TV Cleveland has assembled 24-
hour “city desk” to feed wire services
with Cleveland area news for duration

of newspaper strike in that city.

Filling in for newspaper reporters
who normally channel news to wire
services, KYW stations have made news
facilities available to local offices of
Associated Press, United Press Interna-
tional and Ohio Press, at no charge and
with no credit lines asked. Stations’
regular 33-man news staff has been
bolstered by nine extra reporters, in-
cluding two who will receive, transcribe,
and feed to wire services all incoming
news from KYW reporters.

Public wants advice
Hartke tells admen

Advertising could improve its public
relations if its practitioners placed
greater stress on effort to help consum-
er, Sen. Vance Hartke (D-Ind.), said
Friday.

“Advertising does have a public re-
lations problem,” Sen. Hartke said in
speech before Detroit Adcraft Club,
and “advertising people are keenly
aware of it.”

To win public’s confidence, he said,
it isn’t enough that advertising be truth-
ful and in good taste. “What public
wants—and what it feels it is not always
getting—is advertising that will allow
sounder buying decisions,” he said.
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How to be all things
to all people

(and never make a sale)

To start off, may we suggest the
following: program some rock 'n
roll, some Broadway show tunes,
a little schmaltz and, of course,
Frank Sinatra. Always have a
new contest going, preferably
one whose prize value diminishes
rapidly. Employ teenage d-j’s, a
“country” voice, a pear-shape-
toned announcer, and a self-
styled wit. If the news isn’t
startling enough, improve it with
embellishments. Interrupt often
with screaming sound effects or
a few well-chosen bits of
philosophy.

Your salesmen will then be
able to tell prospective time
buyers “we’ve got the perfect
audience for your product’—
whether it’s soup or nuts.

At WFAA, however, we've
cdeveloped a much narrower con-
cept with a more defined appeal
and distinective edge for adver-
tisers. We call it Southwest Cen-
tral. It’s basically a news and
music format, but people listen
because the sound rings true.

They can believe our calibre of
network, regional, local news. ..
sports, farm, business, entertain-
ment, women’s, weather. They
can quote it in conversation, use
it in making plans. And they
never tire of the interludes of
good popular music in between.

So there’s really no reason to
switch the dial. If this non-dial
switching audience seems right
for your product, call your Petry-
man. He'll let you have them for
13, 26, 52 weeks or more!

WFAA
820

WFAA-AM-FM-TV
Communications Center / Broad-
cast services of The Dallas Morn-
ing News / Represented by
Edward Petry & Co., Inc.
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OFF-NETWORK SHOWS!
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JOHN PAYNE
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ROBERT CULP ROBERT CUMMINGS

PEGGY ANN GARNER

CAROLYN JONES

DEAN JONES

No other series available today can begin to
approach the dazzling star values, superb pro-
duction values and exciting entertainment val-
ues of Dick Powell's Zane Grey Theatre.

Among its 125 distinguishd stars are 17
Oscar and 6 Emmy Award winners . . . 50
Oscar and 39 Emmy Award nominees.

Each episode brings the prestige talents of
Mr. Dick Powell as genial host and sometimes
A= il star, Its 145 action-filled half hours add up

_] _| _] J to a brilliant TV series unsurpassed for audi-
T EKTRE ence-attracting power and spot-selling ease.
Now yours, on an individval market basis,

“Dick Powell's Zane Grey Theatre".

* i s . ek - A
VERA MILES CAMERON MITCHELL THOMAS MITCHELL GERALD MOHR JAN MURRAY
- '
( Also in distribution
* THE DETECTIVES e TARGET: THE CORRUPTORS
% ® STAGECOACH WEST e THE LAW ANO MR, JONES

ALL “PROVEN-PROGRAMMING" FROM
COMPLETE
PROGRAMMING
FLEXIBILITY
is assured by the
new, exciting
"BRIDGES" filmed
by Dick Powell.
Used between any

two half-hours, DISTRIBUTION CORP.
Zane Grey Theatre
becornes a full

hour of superb
programming. A SUBSIDIARY OF FOUR STAR TELEVISION

E 7 600 FIFTH AVE.-NEW YORK 20, N.Y.- LT-1-8530
DANNY THOMAS JAMES WHITMORE CARA WILLIAMS N

WALTER BRENNAN

SAMMY DAVIS JR

7
A

JANE GREER

VAN JOHNSON

ESTHER WILLIAMS



Puzzle:
Son of “Whose News Is Whose?”’

In response to requests from literature lovers, we offer a sequel to “Whose News
Is Whose?"' What we niean is, if you couldn't solve that one, try this. I's easier.
Same rules, same reward. New situation, also fictitious.

In the days when men were men and land was cheap, five WMAL-TV
newscasters* bought a couple of acres and built modest vacation cabins
of identical design. To avoid confusion, each cabin was painted a differ-
ent color. Each cabin contained (and still does) one clean-living, clear-
thinking newscaster, one trusty dog, and one musical instrument with
which the newscaster amused himself as he contemplated the verities.**
Got the pitch? Here’s the puzzle:

McBee lives in the red house. Allen owns a Weimaraner. The
man in the green house plays the recorder. The green house is
immediately to the right of the ivory house. The Maryland
newsman owns a Samoyed. The man in the yellow house is the
Capitol reporter. The man in the middle house plays the
drums. McCaffrey lives in the first house. The business news-
caster lives in the house next to the beagle owner. The collie
owner lives next to the Capitol reporter. The weather man
plays the violin. Gilmartin is the sports reporter. McCafirey
lives next to the blue house. Batchelder plays the piano.

Who owns the Doberman Pinscher? Who plays the trombone?

*The other four, ABC World Newsman Cochran, Backstage reporter Grant, Vir-
ginia newsman Meyer and DC reporter Deibert, are confirmed urbanites.

**For a complete daily report on the verities, Washington relies on WMAL-TV’s
hour-long 6:30 P.M. Evening Report, all the news that's fit to squint. Check H-R
for eurrent availabilities.

wmal-tv

Evening Star Broadcasting Company Washington, D. C. represented by H-R Television, Inc.

Afflilated with WMAL and WMAL-FM, Washington, D. C.; WSVA-TV and WSVA, Harrisonhurg, Va,



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

*Indicates first or revised listing

DECEMBER

Dec. 10—Hollywood Ad Club Christmas
Party at the Hollywood Palladium, noon-
3 p.m. Steve Allen will emcee.

Dec. ll1—Assn. of National Advertisers’
first creative workshop, Hotel Plaza, New
York. Management techniques in using
creativity in advertising will be subject
of the meet. Among the presentations
scheduled for the workshop session are
“How Can A Client Stimulate Maximum
Creative Effectiveness From His Agency?,”
which will be presented by Wilson Shelton
of Compton Adv.: *“Guideposts for the
Selection of Creative People” (John Dale,
Dale, Elliott & Co.); “A Good Creative
[dea—Pitfalls and Precautions in Getting
Management Approval,” (John B. Hunter,
Jr., B. F. Goodrich Co0.); *“Coordinating
Creative Efforts of Marketing Elements
Within the Company” (Ben Wells, Seven-
Up Co.): “How to Capitalize on the [Crea-
tive] Idea with Salesmen, Dealers and
Customers” (Robert Bragarnick, Bragarnick
Tne.), and “How to Stimulate and Direct
Effective Creativity” (Max Banzhaf. Arm-
strong Cork Co.).

Dec. 11-12--NAB Tv Code Review Board,
NAB headquarters, Washington.

Dec. 12—Southern California Broadcasters
Assn. 25th anniversary banquet and Christ-
mas party at Beverly Hills Hotel. FCC
Comr. Robert Bartley will be guest of
honor.

*Dec. 13—International Advertising Assn.
luncheon meeting, 12 noon at the Los
Angeles Press Club. Allan Carr of Revell
and Edward Nelson of L. M. Cox Manu-
facturing Co. will discuss sales, advertising
and promotion of toys overseas.

*Dec. 13—Federal Communications Bar
Assn. luncheon. Commissioner E. William
Henry will be speaker. Willard Hotel,
Washington, D. C.

Dec. 14—Comments due at FCC on pro-
posed allocation of frequencies for space
communications.

Dec. 18—International Radio & Television
Society’s annual Christmas party. Proceeds
to Veterans Hospital Radio & Tv Guild
and the International Radio & Tv Founda-
tion. Hotel Roosevelt, New York.

Dec. 18—Los Angeles Town Hall luncheon
at Biltmore Hotel. Newton N. Minow, FCC
chairman, is guest speaker.

Dec. 19—Academy of Television Arts &
Sciences, Hollywood Palladium, 8 p.m. FCC
Chairman Newton N, Minow will participate
in panel discussion of “What Is Right and
What Is Wrong with Television,” with Wil-
liam Dozier, Screen Gems vp, as chairman.
Other panel members are Sylvester L.
(Pat) Weaver, board chairman of MeCann-
Erickson Corp. (International) and presi-
dent of M-E Productions: Frank P, Fogarty,
executive vp, Meredith Broadcasting Co.,
operators of KCMO-TV Kansas City, KPHO.
TV Phoenix, WHEN-TV Syracuse and
WOW-TV Omaha; Hubbell Robinson, senior
vp in charge of network programs, CBS-
TV: Rod Serling, writer-narrator of CBS-TV
Twlight Zone; Richard Salant, president,
CBS News; Mark Goodson, president. Good-
son-Todman Productions: Lee Rich, senior
vp for radio-tv, Benton & Bowles.

Dec, 19—National Assn. for Better Radio &
Television (NAFBRAT) luncheon honoring
Newton N. Minow, FCC chairman, 12 noon.
Wilshire Country Club, Los Angeles.

Dec. 27-20—American Marketing Assn., an-
nual fall conference, Hilton Hotel, Pitts-
burgh. Theme of the conference Is “Mar-
keting in Transition.” Information and reg-
istration materials may be obtained from
the American Marketing Assn., 27 East
Monroe St., Chicago 3, Il
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Dec. 28—Comments on FCC proposed rule-
making to require applicants, permittees
and licensees to keep file for public
inspection of all broadcast applications.

JANUARY 1963

Jan. 1—Deadline for domestic entries for
third International Broadcasting Awards
competition of Hollywood Ad Club. Foreign
entries are due Jan. 15. Entries should be
sent to IBA, P. O. Box 38909, Hollywood
38, Calif.

Jan. 7-8—NAB-<FCC joint conference on
am growth problems. Conference Is open
to all interested parties.

Jan. 9—Reply comments due at FCC on
proposed allocation of frequencies for space
communications.

Jan. 10-19—International Television Festi-
val of Monte Carlo, Monaco.

Jan. 11—Reply comments due on FCC pro-
posed rulemaking to require all applicants,
permittees and licensees to keep file for
public inspection of all broadcast appli-
cations.

Jan. 12—Florida Assn. of Broadcasters
beard of directors meeting, Cherry-Plaza,
Orlando, Fla. Orlando broadcasters will
host a “hospitality hour” at 6 p.m. Board
meets at dinner, 7 p.m. FAB members are
invited to send President Joe Field or
Executive Sec. Ken Small suggestions for
items to go on agenda.

*Jan. 14—Academy of Television Arts &
Sciences, Hollywood, 8 p.m. place to be
announced; BBC documentary fllm, “Tele-
vision and the World,” Collier Young, co-
ordinator.

*Jan. 14-18—NAB board meeting,
back Inn, Phoenix, Ariz.

*Jan. 17-19—Sixteenth annual winter con-
vention of South Carolina Broadcasters
Assn.,, Wade Hampton Hotel, Columbia.
S. C. H. Moody McElveen Jr., vp and gén-
eral manager of WNOK-AM-FM-TV Co-
lumbia, Is general chairman.

*Jan. 18—South Catrolina AP Broadcasters
Assn.,, Wade Hampton Hotel, Columbia, in
conjunction with the meeting of the South
Carolina Broadcasters Assn. Panelists will
discuss how to make full use of the AP
news report—and how to make that report
better by sharing in news gathering. Lamar
Caldwell, WHSC Hartsville, will discuss
the survey made by the Wire Study Com-
mittee.

¢Jan. 18-20—Advertising Assn. of the West
mid-winter conference, Mapes Hotel, Reno.
Nev.

*Jan. 20—Iowa AP Radio & Television
Assn. annual winter workshop meeting in
Des Moines.

*Jan. 22-24—Eighteenth annual Georgia
Radlo-TV Institute, co-sponsored by Georgia
Assn. of Broadcasters and U. of Georgia,
Athens. FCC Commissioner E. William
Henry and Georgia Governor-elect Carl
Sanders are among speakers.

*Jan. 23-25—Association Public Affairs Con-
ference, for business leaders and members
ot trade and professional associations.
Sheraton-Park Hotel, Washington, D. C.
Program topics include *“The Impact on
Business by the 88th Congress,” ‘Business
and the Dept. of Justice” and *“The Busi-
nessman and Polities.”

*Jan, 25—AWRT Educational
board of trustees meeting,
Hotel, New York City.

*Jan. 25-27—American Women in Radio &
Television board of directors meeting,
Savoy-Hilton Hotel, New York City.
*Jan. 28—FCC hearing on avalilability of
local television programming on Omaha,
Neb. Commissioner E. Williamm Henry pre-
siding.

*Jan. 29-Mar. 3—Award winning examples
of western editorial and advertising art,
selected by Art Directors Club of Los
Angeles in 18th annual competition, on

Camel-

Foundation
Savoy-Hilton

TIMES THE
AUDIENCE"

TIMES THE
ADULTS™*

(*JAN.—MAR. '62 HOOPER)

Anywayyou slice thatwhooping big HOOPER
it comes outthree times the audience...and,
three times the aduits of the 2nd station «..
Like this:

. 2nd
Local Time WILS | sraTioN
7am'tit9a
(Teenagers Home) 66.5% | 20.6%
9 a.m.'til Noon
(Kids in Schooly* 62,5 20.8
Noon'til 1 p.m.
(Kids at home) 59.0 14.1
lpm'tidp
{Kids in school)*"‘ 57.8 18.7
4, p.m.'til 6 p.m,
(Kids at home) 61.1 14.1
7 'til Noon total  63.6% { 21.0%
Noon 'til 6 total 59.5% 15.4%

(Hourly average and fofal % from Jan.- Mar.'62 Hooper)
LANSING Metro (3 counties)

W 14th in $ sales per household
B State Capitol

H Michigan State University

B Oldsmobile plus other industry

MID-MICHIGAN'S BIG
NO. 1 RADIO BUY

rRADIO @D

3.

1320 (5000 WATTS)

Representatives:

Venard, Torbet & McConnell, Inc.
15




Are you sure you're conﬁidering
the whole ball of beqiwax?

¥
o

Your advertising plans for Inland California and Western Nevada
are incomplete if you're forgetting about the best way to reach this
entire vital market — BEELINE RADIO. It’s a fact that the
McClatchy stations reach more radio homes here than any other
combination of stations — at the lowest cost per thousand. (Nielsen
Coverage Service 1961, SR&D.)

McClatchy Broadcasting Company

delivers more for the money in Inland California-Western Nevada

KOH RENO » KFBK SACRAMENTO » KBEE MODESTO » KMJ FRESNO « KERN BAKERSFIELD

16 (DATEBOOK)

exhibit at Museum of Science & Industry,
Exposition Park, Los Angeles.

*Jan., 30-Feb. 1—National Winter Conven-
tion on Military Electronics, Ambassador
Hotel, Los Angeles. The convention is co-
sponsored by the Los Angeles section of
Institute of Radio Engineers and the Na-
tional Professional Group on Military Elec-
tronies.

FEBRUARY

*Feb. 1—Deadline for entries in National
Safety Council’s annual Public Interest
Award contest to public information media.
Entries should be sent to National Safety
Council, 425 N. Michigan Ave. Chicago 11,
on official entry blanks available from
same address.

*Feb. 1—UPI Broadcasters of Massachu-
setts annual Tom Phillips Awards Dinner.
Nick’s Restaurant, Boston. James Allen of
WBZ-TV Boston, presiding. Annual elec-
tion of officers also scheduled.

*Feb. 9-10—Texas Assn. of Broadcasters
spring convention in Austin at Commodore
Perry Hotel.

*Feb. 11-13—Electronic Sales-Marketing
Assn. first annual convention, Americana
Hotel, New York City. A. D. Adams. vice
president and general manager of New
York office of Burton Brown Adv. will be
convention chairman. For convention appli-
cations and more detajls. industry mem-
bers are asked to contact Alex White,
ESMA executive director, P. O, Box 1.
Bellerose, L. I, N. Y.

*Feb. 25—Third annual Mike Award ban-
quet of Broadcast Ploneers, Imperial Ball-
room, Americana Hotel, New York City.
Cocktails at 6:30 p.m. in the Versailles
Ballroom: dinner at 7:30 p.m. in the Im-
perial Ballroom.

*Feb. 26—Third annual International
Broadcasting Awards formal presentation
dinner, Hollywood Palladium.

MARCH

*March 15—Spring meeting of Louisiana
Assn. of Broadcasters. Place to be an-
nounced.

*March 2Z—Annual natlonal convention of
Intercollegiate Broadcasting System,; New
York University.

APRIL

*April 8—Oscar awards ceremonies. to be
broadcast on ABC's radio and tv networks.

*April 29-May 4—"Rose d'Or" Contest; May
20-25, 1963—Television Symposium and Tv
Equipment Exhibition. The two events are
part of the Third International Television
Festival announced by The City of Mon-
treux, Switzerland. For further informa-
tion write to Box 97, Montreux.

MAY
*May 2-5—American Women in Radio &

Television annual convention, Sheraton
Hotel, Philadelphia, Pa.

*May 16-18—Western States Advertising
Agencles Assn. annual conference, Riviera
Hotel, Palm Springs, Calif.

*May 20—Georgia Radio Day, Atlanta Ad-
vertising Club, Atlanta.

JUNE

*June 1—UPI Broadcasters of Illinois, Hotel
Jefferson, Peoria.

*June B8-11—-Georgia Assn. of Broadcasters
annual convention, Callaway Gardens, Ga.

*June 18-20—Annual convention of Elec-
tronic Industries Assn,, Pick-Congress
Hotel, Chicago.

*June 22-27—Advertising Assn. of the West
annual convention at Ambassador Hotel,
Los Angeles. Junior conclave, June 22;
business sessions, June 24-26; president’s
dinner, June 26; golf tournament, June 27.

JoLy

*July 10-14—Annual convention of Ameri-
can Federation of Television & Radio
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MIAMI UNCOVERED

No subject is too controversial or too long to be presented by moderator

Larry King. An exciting, frank interrogator, Larry presents both sides of any issue
in his Monday night “no time limit” program. The subjects are varied

and thought provoking. South Floridians have seen Louis Nizer expound on the Law,
Florida State's Attorney Dick Gerstein on crime, and Miami's newspaper, television
and entertainment editors on talent. M Television, Ing,

Other subjects covered were Medicare, Alcoholism, Dope Addiction, Divorce,

The Cuban Situation, Horse Racing, Politics, Boxing, Taxes, Women, Children, Interior
Decorating, Bigotry, and many others. National figures in all fields

appear on MIAMI UNCOVERED, to name a few — Dr. Edward Annis, President

Elect of the American Medical Association, Buddy Rich,

Mel Torme, Congressman Dante Fascell, Mayor Robert King High of Miami.

MIAMI UNCOVERED has a loyal audience of informed people who respect
Larry King and buy the products advertised on MIAMI UNCOVERED.
Another compiete information program on WLBW-TV, the ABC station for
South Florida, from the Palm Beaches to the Florida Keys.
= : s : . : \ 5% T
~ MIAMI sunny \

FLORIDA M

Attiliated with WCKY 50KW. CINCINNATI, OHIQ

Represented by
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WAVE-TV gives you
28.8% more SMOKERS

—28.8% more viewers, minimum!

Since Nov.-Dec., 1957, NSI Reports have never
given WAVE-TV less than 28.8% more viewers
than Station B in the average quarter-hour of
any average week!

And the superiority during those years has
gone as high as 63.6% more viewers!

More viewers =— more impressions — more sales!
Ask Katz for the complete story.

CHANNEL 3 « MAXIMUM POWER
NBC « LOUISVILLE

The Katz Agency, National Representatives

Artists, AFL-C10, Ambassador Hotel, Los
Angeles.
AUGUST

*Aug. 20-23—Western Electronic Show and
Convention, San Francisco; trade show and
technical program at Cow Palace, other
events at midtown hotels. Submission of
papers for the technical program of the
convention are requested by the committee
headed by Dr. Jerre D. Noe, director of
the engineering sciences division of Stan-
ford Research Institute. April 15 is the clos-
ing date for submissions. Authors should
send abstracts and summaries to Dr. Noe,
WESCON Technical Program Chairman,
Sulte 2210, 701 Welch Road. Palo Alto, Calif.

BOOK NOTES

“Success Secrets: The Anatomv of
Local Radio-Tv Copy,” by William Al-
len Peck. 456 Cloverleaf #8, San
Antonio 9, Tex. 52 pp. §3.

In the same simple, direct style he
recommends for others in his book, Mr.
Peck has written a brief but thorough
manual for copy writers on the local
station level. Although many of its
principles are well suited for Madison
Avenue, the practical application would
seem to be intended by the author for
Main Street.

The contents of this slim paperback
include samples of live and production
commercials, instructions on writing
techniques and exercises to test them.

“Careers in Broudcasting,” ediied by
John H. Lerch. Appleton-Centiry-
Crofts (an affiliate of Meredith Press),
New York, 113 pp. $3.95.

A battery of 26 leading radio-tv in-
dustry executives, performers and tech-
nicians supply answers to the questions
most young people just out of high
schoo! or college would be apt to ask
regarding employment. The book con-
tains a wealth of useful information
and advice for rcaders interested in any
of the industry’'s specialized areas, from
sales to etv. The guidance comes from
some of the best known names in the
business—Robert W. Sarnoff, Arthur
Hull Hayes, Leonard H. Goldenson,
Robert Hurleigh, Lowell Thomas, Steve
Allen and Pat Boone. Editor John
Lerch currently teaches radio-tv skills
at Boston U.

“Global Cuisine,” by Myron "Global”
Zobel. Patron Press, Hollywood, Calif.
224 pp. 310.

In this handsome volume, dedicated
to his television viewers, the producer-
star of the syndicated travel program,
Global Zobel, lists his favorite dishes
and their recipes as prepared by the
chefs of his favorite restaurants. The
several hundred dishes, ranging from
hors d’oeuvres to desserts and including
everything in between, were selected
from the menus of 84 “great” restau-
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Arthur Godfrey

takes Sanitone
to the cleaners

Literally. And Sanitone loves it. This
division of Emery Industries recently
signed with Arthur Godfrey on the CBS
Radio Network to' get more people
aware of their patented, superior clean-
ing process and, especially, to get more
dry cleaners to use it. After five weeks,

[
&t
5
.-‘

Mr. A. C. Fusaro, Emery’s Director of
Advertising, reports:

. ..the results to date have been ter-
rific. Even after such a short time,
dealer reaction has been overwhelming.
Orders for tie-in promotion material
have reached an all time high. The num-
ber of our licensees tying in with local
promotions has also reached a new high
... We know of a number of prospects
that have signed with Sunitone just on rhe
basis of our advertising with Godfrey.”

Instant salesmanship. No wonder
Sanitone has renewed for next year.

They want to go to the cleaners. Arthur
takes them.

Of course, when it comes to the cost
of a Godfrey sponsorship, it’s another
story entirely. Your advertising agency
will tell you what a rare buy Arthur
Godfrey is today...especially for the
advertiser with a modest budget. The
combination of the low cost, high effi-
ciency and national coverage of CBS
Radio plus the proved effectiveness of
the top salesman in broadcasting may
be just what you need to clean up.

THE CBS RADIO NETWORK




Single Rate Card? ...
Whatever for?

(Check the correct answer)

To please Berkiey Brandon at Kansas City

To please G. E. Bischoff at L. W. Ramsey,
Advertising Company

© b

To please the Colonels at PGW

Bet;ause WOC Radio has always led the market
(sometimes with its chin)

=

To keep district men from breaking Quint City
market rate cards

e

To simplify the job of all time buyers (see reasons
1 and 2)

o

To give local salesmen something new to talk about
(PGW Colonels, please copy)

™

To bring the selling of radio time into the era just
preceding the 21st century.

To make more momey for ourselves.

TO GIVE ALL CLIENTS EQUAL SERVICE AT
l e EQUAL COST

1 I A O

© V™

IMPORTANT NOTICE

WOC Radio Sales has made arrangements to award a
colortul prize to the first 3913 time buyers who write to
WOC or talk to the first PGW Colonel to call on them.

Exclusive Natienol Representatives — Peters, Griffin, ‘Woodward, Int

DAVENPORT, 10WA

THE QUINT CITIES | DAVENPORT + BETTENDORF * ROCK ISLAND = MOLINE * EAST MOLINE
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Executive and publication headquarters:
BroApcASTING-TELECASTING Bldg., 1735 DeSales
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EpITOR AND PUBLISHER
Sol Taishoff

Editorial
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rants in Europe, Asia, Africa and Latin
America as well as the United States.
The recipes and the author’s descrip-
tions of their preparation and the way
and setting in which they are served
make mouth-watering reading, but it
would be a brave housewife who would
try to duplicate many of them at home.

The Television Dilemma: Search for
a Solution, by Yale Roe. Hastings
House, New York: 184 pp. $4.50.

This book, written from the “inside”
by one who deals with the business of
television {the author is in network
sales), attempts to assay television as a
social force while acknowledging its
economic pressures and persuasive
powers.

Mr. Roe attempts to place television
in a proper perspective and at the same
time recommend patterns for the public
as to what it can do about television
in the U. S.

In his book—actually an expanded
essay—the author attempts to stimulate
the need for greater understanding by
advertiser, by agency, by network or
station, by critic and by the ordinary
viewer. Once this is achieved, Mr. Roe
apparently believes a “synthesis” of all
forces that motivate television-—includ-
ing social responsibility with that of
economic gain—would be the next step.

Responsibility for the viewer: the
public must forsake the double standard
of watching one thing and demanding
something else, and exercise its will.
Alternative: will of others will be im-
posed, be it broadcasters or that of the
government.

The Eighth Art, iniroduced by Rob-
ert Lewis Shayon, tv critic of Saturday
Review. Holt, Rinehart and Winston
Inc., New York: 269 pp. 35.

A total of 23 articles by people prom-
inent in several fields is presented in
this unusual “look” at television today.
Most of the articles are companion es-
says commissioned by CBS-TV in 1960
for publication in different issues of a
projected—but eventually abandoned—
quarterly magazine. Represented among
others are authors, tv critics, prominent
musicians (such as Igor Stravinsky)
and educators.

The Television Program: Its Direc-
tion and Production, by Edward Stasheff
and Rudy Bretz. Hill and Wang Inc.,
New York: 335 pp. 36.95.

This volume, illustrated with diagrams
and photographs, is billed as a “practical.
up-to-date guide to television directing
and producing.” Actually, it was first
published in 1951 and gained accept-
ance as a handbook for those with a
career in tv in mind. It was revised
in 1956. This is a second revision, and
the third edition of the practical, text-
like treatment of tv production.

BROADCASTING, December 10, 1962

ON TAPE . .. it's SPOTMASTER

the only complete line of
cartridge-tape equipment

e

NEWwW!
SPOTMASTER

Rack Mount

The 500R is the only
combination recorder-
playback in a slide-
out rack chassis
designed for complete
accessibility. Playback
also available.

SPOTMASTER, by Broad-
cast Electronics . . . the
most widely accepted line
of trouble-free, transistor-
ized cartridge-tape equip-
ment, offers the largest
selection of basic accessor-
ies for versatile and de-
pendable operation.

PLUS . . . the complete line of
accessories, including:

® Sterec ployback and combi-
nation

Cue-Trip Tone Pulser

Cue-Trip Sensor and relay
Tape Cartridge Winder
Portable demcnstration wnits
Lazy Swson Cartridge Rack
Wall Mount Cartridge Rock
Remote Control Unit
Equalized Turntable Pream-
plifiers

For the best and most modern broadcast systems.
and supplies, look to VISUAL-your SOURCE for
Superior Equipment from Specialist Manufacturers.

Write today for compfete technical specifications.

VISUAL ELECT2ONICS

CORPORATION

Keeps You in View!
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Jacobs’ ‘Monday Memo’

EDITOR: We are proud and happy over
your wonderful treatment of Morris
Jacobs’ recent speech before the TvB
convention [MonpAY MgeMo, Dec. 3].
Thank you on behalf of the entire agen-
cy. . . —Harold Fair, vice president
for television and radio, Bozell & Jacobs
Inc., New York.

A word from ‘Blitz’

EDpITor: I would like to request per-
mission to reprint the Sid Hix cartoon
[EpITORIALS, Nov. 5] in our company
publication. . . . As you can see from
our letterhead, there is a “Blitz” brew-
ery which Mr. Hix undoubtedly never

BuTZ
BREWERY

“Right now your camera’s on a safety man backed up
against my competitor's billboard . . . what kind of preduct
protection is that?”

knew existed. Out here in our lush little
corner of the U. 8. we have been brew-
ing beer since 1856. . . . In fact, we
have to brew the finest beer in the
West since we are the oldest brewery
in the West and must lead the way. . ..
—C. P. Mobley, director of advertising,

Blitz-Weinhard Co., Portland, Ore.

[Permission granted, provided a(?%opriate
credit is given to BroapncasTinGg an . Hix.]

Tv translators report

EDITOR: As operator of two uhf trans-
lators, we can't tell you how much we
enjoyed the article about translators
[SreciaL REPORT, Oct. 8]. It’s refresh-
ing to learn that someone thinks trans-
lators are doing a good and worthwhile
job. Sometimes I think neither the pub-
lic nor the tv stations we help give a
damn about the great effort we go to to
help them.

Thanks again for a first-rate story
about the “stepchildren” of the tv broad-
cast industry. — Richard D. Koeberg,
secretary, Citizens Tv Inc., Milton-Free-
water, Ore.

Loud commercials

EDITOR: ... We are still surprised when
someone within the industry revives the
old complaint about commercials being
aired at higher volume levels than is
general program material. BROADCAST-
ING indicates that Mr. Minow of the
FCC has joined the clamor [GOVERN-
MENT, Nov. 26] . . .

As any board operator knows, the
electrical energy is held reasonably con-
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stant, as indicated by the VU meter.
. . . The complaint arises because a
commercial announcement . . . is usual-
ly delivered with considerable projec-
tion as compared to conversational
speech, and it is characteristic of the
human ear to hear the projected sound
with a greater apparent loudness when
the actual energy levels may be quite
equal. . . .

It seems unlikely that all commercials
can be toned down. . . . No technical
equipment has yet been devised to give
100% satisfaction in this area. Until it
is, can we stop casting aspersion on
innocent operators?—R. H. Codding-
ton, Richmond, Va.

Cheers for Novik

EDITOR: Congratulations on your profile
story about Morrie Novik [OUrR RE-
SPECTS, Nov. 12]. We have had the
pleasure of hearing this dedicated man
speak at conventions of the National
Assn. of Educational Broadcasters. The
broadcasting profession could use more
like him. . . .—Richard J. Meyer, direc-
tor of educational tv, University of
Wichita, Wichita, Kan.

Reversed photographs

EDITOR: To set the record straight for
those readers who may be guided by
photographs when meeting the TvB
staff, I call your attention to the story
which reports on the new bureau vice

ety

=3
R
v

Mr. Colvin

presidents [FATES & FORTUNES, Dec. 3].

A reversal of cutlines has resulted in
identifying William B. MacRae as Wil-
liam B. Colvin, and vice versa.—Robert
M. Grebe, public relations director,
Television Bureau of Advertising, New
York.

Comments on Collins

EDITOR: . . . I am frankly amazed by
your editorial [EpiToriaLs, Nov. 26]
criticizing Gov. Collins for his com-
ments on cigarette advertising. . . . You
misinterpret when you deny [cigarette
advertising] is aimed at teen-agers. . . .
The point is that cigarette advertising
is aimed at those who are the heroes
of the teen group. . . . Don’t let your
paycheck show so obviously; it casts a
pall, for me, over the good work you
do.—David §. MacNeill, director of
news and programming, WCRB-AM-
FM Boston.

Mr. MacRae

gl o i

RRISBURG BcpmeSeetil

P e Dasgriiere

AND IT'S A

GOOD ONE’

NOW THERE IS ONLY
ONE STATION IN ALL
OF CENTRAL PENNSYL-
VANIA WHICH CARRIES
THE COMPLETE LINEUP
OF ABC NETWORK PRO-
GRAMS. Only on Channel
27 can the people in Har-
risburg, York and Lebanon
see BEN CASEY, MC-
HALE'S NAVY, STONEY
BURKE, COMBAT, LAW.-
RENCE WELK, and all the
other top audience pro-
ducers. And they can see
them better from our new,
taller tower (500’ high)
and more powerful anten-
na. Just watch us—every-
body does!

HARRISBURG, YORK
& LEBANON

*See March 1962 ARB
or ask Harrington,
Righter and

Parsons.
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Solid reasons are behind the growth
and uniqué success of the four stations
of Metropolitan Broadcasting Radio,

a division of Metromedia,Inc.Individual
personality. Character. Service. These
are the attributes that have made our
radio stations distinctive,important
and honored members of their respective
communities.The “quality operations”
philosophy of our Radio division,also
characterizes ourTelevision and Outdoor
Advertising divisions\fETROMEDIA
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METROPOLITAN
BROADCASTING RADIO

WNEW New York

‘WIP Philadelphia, Pa.
WHK Cleveland, Ohio:
KMBC Kansas City, Mo.
METROPOLITAN
BROADCASTING TELEVISION
WNEW-TV New York
WTTG Washington, D.C.
KMBC-TV Kansas City, Mo,
KOVR Sac.-Stockton, Calif.
WTVH Peoria, Illinois
WTVP Decatur, Illinois

METRO BROADCAST SALES
Station Representatives

FOSTER AND KLEISER
OUTDOOR ADVERTISING

Los Angeles. California
San Francisco, California
-San Diego, California
Saeramento, California
Seattle, Washington
Portland, Oregon



MONDAY M EMO from HAL H. THURBER, president, Wade Advertising, Chicago

If television is good for the client, why not for the agency, too?

We are pretty certain that Mid-
America Marketing on the March, our
weekly program on WGN-TV Chicago,
is the first sustained series of telecasts
to be sponsored by a midwest advertis-
ing agency. And we are absolutely sure
that this Wade project is the first such
series sponsored by an agency, any-
where, without commercials.

Not that we have anything against
commercials. We have been building
them many years here for our clients.
From the early days of radio, then in
television, we have been consistently
trying to make them better and better.
It’s just that we don’t happen to believe
the merits of an advertising agency can
be sold in commercial tv time.

Then why sponsor this show over
WGN-TV at all? What do we ask the
viewer to do? Where’s the pitch? Who
benefits? The answers to those ques-
tions are still coming in as the first cycle
of 13 programs nears its conclusion in
the Saturday 7:30-8 p.m. period.

Analyzing the ‘Client = When we
first planned this project last spring we
took measure of ourselves just as we
do with a new client. Wade Advertising
is now in its 53rd year, ranks No, 25
among the top 50 agencies in size and
billing and does a good solid job of sell-
ing for its clients. Yet Wade is not well
known outside the trade.

For too many years Wade has moved
steadfly through the advertising forest,
growing gradually and steadily, gaining
a few clients and losing practically
none, but never publicizing itself. The
simple, crying need was for Wade to
become better known in the business
community, particularly in the decision-
making echelons.

Newspaper print had been tried spas-
modically with indifferent results. A
“business” television show was certain
to have a limited audience. But we were
not trying to reach masses of people.
A business tv show in which business
figures would participate, or even be the
“stars,” seemed to have merit. So we
went to work.

News Panel Format » We knew that
a half-hour of unrelieved script-reading
by even the most eloquent tycoon would
become tedious. The obvious answer
was to have a panel of some sort, pref-
erably of Chicago newsmen.

We were fortunate in being able to
interest Thomas H. Coulter, chief ex-
ecutive officer of the Chicago Assn. of
Commerce and Industry, in becoming
the moderator. His previous experience
in the medium has made him invaluable
in keeping the program moving.

The guest “stars” were approached

28

on the premise that we would provide
a forum from which they could speak,
telling their own philosophy of market-
ing. Participants were to be limited to
presidents and board chairmen, the men
ultimately responsible for the destiny of
their own company and, actually, the
welfare of thousands of people in their
organizations.

Oft the Top = Business leaders who
have already appeared, or will shortly
do so, are the real cream of the mid-
America business community: Charles
H. Percy, chairman of Bell & Howell;
Roy Abernethy, president of American
Motors; Lewis F. Bonham, president of
Miles Products Division of Miles Labs;
Charles W. Lubin, president of Kitchens
of Sara Lee; Tilden Cummings, presi-
dent of Continental Illinois Bank; Jud-
son S. Sayre, chairman of Norge Corp.;
William G. Karnes, president of Bea-
trice Foods; Ben W. Heineman, chair-
man of Chicago and North Western
Railway; C. Virgil Martin, president of
Carson Pirie Scott & Co.; Donold
Lourie, president of Quaker QOats Co.;
Robert L. Gibson, president of Libby,
McNeill & Libby.

Mr. Karnes, for example, explained
that Beatrice Foods is one of the largest
of the 35,000 firms in the dairy field;
yet, the housewife knows it only by the
company’s brand names which she sees
on the shelf in the store. The brand
lines are Meadow Gold butter, ice
cream and milk products, and La Choy
food products. “Consumers have
learned to identify the foods by their
brand names,” Mr. Karnes said, “and
the company cannot afford to gamble
with a change. Some of the products
have had the same brand names for
more than 100 years.”

Audience mail has covered a broad
spectrum of people and interests. Stu-
dents in economic classes, educators,

competitors of the week’s “star,” civic
groups, wholesalers and retailers, and
many others have written us requesting
transcripts of the show. A publishing
concern wants first rights to publish the
manuscripts.

Mrs. Homemaker, Too = But, more
surprising to us—and we have learned
not to be surprised at anything in this
business—is the amount of mail from
housewives. Yes, housewives!

A few of them wanted to send the
transcripts to sons and daughters away
at school. Most of them, however,
wanted to know what the heads of busi-
nesses had to say about products offered
for sale to housewives, products they
use or have seen offered in the stores.

Wade prepares a folder for mailing
to its own list each week featuring the
individual telecast and it offers these to
its guests, Rather large quantities of
these are requested for mailing to the
guest’s own customers, employes and
shareholders.

Newsmen who have appeared or will
appear include: Godfrey Sperling Jr.,
Christian Science Monitor; William
Clark, Chicago Tribune; Victor Wort-
man, Printer's Ink; Keith Felcyn, Busi-
ness Week; Miriam Runwell, Time;
Nicholas Shuman, George Lazarus, and
Ed Kandlik, all Chicago Daily News;
Hal Bruno and William Brink, both
Newsweek; S. R. Bernstein, Advertising
Age; James Michaels, Forbes; A, Wehr-
wein, New York Times; Jack Mabley,
Chicago American.

Results and Renewal » To date, what
has all this done for Wade? In the words
of the enterprising salesman, no orders
yet, but it’s made a lot of friends for
the company. We think enough of the
show that we have placed a renewal
order to continue it in 1963,

After all, we do believe in continuity.
Doesn’t everyone?

Hal H. Thurber joined Wade Advertising
in 1957. He was elected president in May
1960 when Jeff Wade moved up to become

board chairman.

Mr. Thurber began his

career in newspapers, was manager of
WFBM Indianapolis in 1925, then moved

into advertising as a writer. He was with
D'Arcy Adv., St. Louis, from 1934-45, serv-
ing as vice president and operating com-
mittee chairman. After that Mr. Thurber
became managing partner of his own
agency in Toledo, Ohio.
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NEW BEDFORD, MASS.
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(THE NATION'S 17¢th
MAJOR MARKET)
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ABC TV
NETWORK

JANUARY 1, 1963
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“Wow!”
“What a figure!”

“Sensational!”




39.9! And again all eyes are on Channel 2!

The Thanksgiving Eve showing of “Mister Roberts”

on the Schaefer Award Theatre zoomed to the

highest rating ever achieved by a feature picture

on New York television, according to both Nielsen

and Arbitron. Broadcast from 11:15pm to 1:27am,

far later than usual peak viewing hours, this

classic from Seven Arts Associated commanded

a 39.9 Nielsen average rating...with a mighty

80 per cent share of audience. More than 4 million

people stayed up far past midnight to watch
“Mister Roberts”on Channel 2!

This 21-gun reception—another historic“first”
for Channel 2- proves again that, now as always,
New York’s center of attraction is the number one

television station, CBS Owned WCBS,TV




17 YEARS AGO ON WBNS RADIO

When Sir Alexander Fleming discovered penicillin,
it first appeared as just a remarkable variety of mold.
In 1945, Fleming received the Nobel Prize for the
discovery of this life-saving weapon against infec-
tion and WBNS Radio spread the glad tidings.

In 1945 in Central Ohio, State Savings Company
—a leader in the savings and home loan industry —
made a discovery about advertising. In that year

New office of State Savings located

in Northland — newest
of a dozen shopping

centers that help account

for Franklin County's
gigantic $916,258,000
retail sales total.

(and every year since) WBNS Radio played a big
part in the growth of State Savings. Since 1945,
assets have grown from $400,000 to today’s
$27,000,000; one State Savings office has grown
to six offices.

Home-towners are the best judges of the effective-
ness of WBNS Radio. Happily, we’ve had State
Savings’ vote of confidence for 204 consecutive

months.

coLumMmBUS, OHIO

BLAIR
GROUP
PLAN
MEMBER

Represented by John Blair & Company
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CHRISTMAS TV SPOT AHEAD OF 1961

M Enthusiastic buyers snap up most minutes in many markets
M Annual survey finds some stations with year-long advances
B Representatives confirm stations; see continued strength

Advertisers and agencies are getting
into the holiday advertising swing so
enthusiastically that they seem apt to
set records for many television stations
—while creating some problems for
themselves.

For most stations the yearend surge
is bringing the sort of business gift they
like best: brisker sales.

For timebuyers it has created a short-
age of one-minute availabilities in many
markets and put a squeeze on premium
20-second positions in some periods
(see table below).

Almost all tv stations are enjoying
better spot business this December than
last. For many the holiday gains reflect
advances in total 1962 sales as well,

These conclusions are drawn from
BROADCASTING’S annual yearend holi-
day business survey of tv stations. They
are supported by the findings of a sim-
ilar canvass of leading television station
sales representatives.

In many instances station reps also
pointed out signs of continuing strength
in tv sales for at least the first part of
1963. One executive predicted a
“boom” in the second half of the new
year.

The station survey, dealing basically
with sales for the week of Dec. 3-10,

Small

Day Part Markets

Sign-on to noon 12%
Noon-6 p.m. 7
6-7:30 p.m. 4
7:30-11 p.m. 62
After 11 p.m. 79

showed that:

= Better than nine out of ten, or
91% of the station respondents, say
business now is better than it was a year
ago. Another 7% see little or no differ-
ence, while 2% say business is down.

= The average increase, where figures
were given, is about 24%. The average
decline is about 2%.

= About 95% of the stations nomi-
nated 60-second availabilities as the
ones in shortest supply. An even
heavier preponderance named minutes
as the length in greatest demand among
agencies and advertisers. Twenty-sec-
ond positions were a remote No. 2 in
both demand and shortness of supply.

The nine-cut-of-ten proportion of
stations reporting gains this Christmas-
time compares with a little better than
six out of ten (62% ) who made similar
reports for the same December week
a year ago (BROADCASTING, Dec. 11,
1961).

The 2% reporting drop-offs this year
may be compared with 21% last
December.

The increases this year appeared to
be larger and the decreases smaller, as
compared to those of a year ago, but
comparable figures on this point were
not available.

Television spots sold by market size

% IDs & 10-Seconds Sold % 20-Seconds Sold

Medium Large Small Medium Large Small Medium Large
Markets Markets Markets Markets Markets Markets Markets Markets
42% 36% 16% 41% 44% 13% 55% 58%

41 44 I 52 B3 &1 2 7

Fil 83 Gk 75 5 18 o0 0
7 79 fl | 84 a9 bii &0 X
4 57 38 79 78 13 68 B7

Although the survey asked specifical-
ly for information on sales for the week
starting Dec. 3, a number of broad-
casters volunteered comments indicat-
ing the whole year’s sales results are
running ahead of 1961’s.

Business Increases = One said that
“1962 business has shown consistent
increases over outstanding 1961 fig-
ures.”

Another said that his business was
running “about the same for December,
but 20% up overall.”

The survey indicated that use of the
40-second station break in network
evening time has largely jelled into a
scheduling of two 20-second announce-
ments back to back. Where the 20-20
combination is not used, the most com-
mon practice is to schedule a 20 fol-
lowed by a 10 and then a 10-second
public-service or promotional announce-
ment.

The 30-10 combination is used in
some cases but these are relatively in-
frequent, the questionnaire returns in-
dicated.

The 40-second break, 10 seconds
longer than its predecessor, has been in
effect in prime-time periods on network-
affiliated stations since the start of the
1961-62 season. It was offered at the

% 60-Seconds & Participations Sold

This table indicates the timebuyer’s chances of find-
ing the spot availabilities he wants at the time and
place he wants them. It shows the extent to which
basic positions are currently (as of Dec. 3-10) sold out
within given day-parts in markets of various sizes.
The sold-out figures confirm the tendency of buyers
to concentrate on bigger markets—and on minutes in
preference to shorter lengths. The figures are aver-
ages compiled from data supplied by stations in

A ol
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BROADCASTING's yearend tv business survey (see
story this page). Individually, some stations said
they were 90% sold out of all spot positions from
noon on, and 100% sold out after 6 p.m. Less for-
tunate, a few were no more than 50 to 60% sold out
in their “best” periods. For purposes of the table,
markets with one or two stations were classified as
“small”: those with three stations as "“medium” and
those with four or more as “large.”




urging of affiliates who wanted more
time to sell, but BROADCASTING’S survey
found that at least one broadcaster
doesn't think it is long enough yet:

Minutes Best ® “The future,” he
wrote, “lies in a prime 60-second sta-
tion break.”

Station representation firms covered
in the survey matched the enthusiasm of
station respondents. Two reps said
their December business was lagging
behind last year’s but one of these fore-
cast gains for the full year (the other
offered no full-year prediction}.

In predicting a carry-over of the cur-
rent high sales tides into 1963, reps
noted that many advertisers are starting
their new campaigns earlier than a year
ago. Among these were listed Simoniz,
Peter Paul, Gerbers, Colgate and P.
Lorillard—companies which last year
bought for the last week in January
but which this year were said to be buy-
ing to start in the first and second weeks
of the new year.

Another sales executive said at least
25 major advertisers already had bought
for the first two weeks of January.

One leading rep reported that busi-
ness is proceeding at a brisker pace this
month at virtually all of its stations,
with gains ranging from 10% to 35%.
An official of this company said 95%
of its station list is “doing better” this
year, with the bigger gains accruing to
the larger and medium-sized stations.

Another major rep company, which
was compiling its annual report last
week, said its overall business is up
24% this year. It reported that over
the past six months an increasing num-
ber of stations have been pre-empting
certain network programs to make room
for feature films and syndicated pro-
gramming sold in national spot.

Syndications Recommended » An-
other rep said it was recommending that
its stations acquire more syndicated
shows to use in adjusting to program re-
shuffling done by the networks.

Another spot sales organization re-
ported that its business is “about the
same” as a year ago, but that the fourth
quarter has been “excellent” and the
year as a whole “substantially better”
than 1961. Another said “our sales are
way ahead but we have added more
stations.”

Despite an esitmated 10% slacken-
ing of his December business, one
prominent rep said he expects his sales
for the year to run 13% to 14% above
1961’s. Another said his early Decem-
ber business is 30% ahead of last year’s
and that his full-year volume will ex-
ceed 1961’s by the same percentage or
a little more.

There were some indications among
reps as well as stations that 20-second
positions are selling better now than
last year, although far and away the
biggest demand remains in minutes.
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The Television Code Review Board
will be confronted this week by a
direct request from LeRoy Collins,
NAB president, to adopt restraints
on cigarette advertising.

The board is scheduled to meet
Dec. 11-12 in Washington.

Gov. Collins, who set off an indus-
try controversy last month when he
publicly condemned cigarette adver-
tising aimed at youngsters, told
BROADCASTING last week:

“I intend to make a specific rec-
ommendation to the code board that
the code be amended to provide re-

.|

straints against the use of commer-
cials especially designed to influence
the very young and the beginning
smoker.”

The code board’s meeting this
week had been scheduled, as a mat-
ter of routine, before Gov. Collins

Gov. Collins

Third quarter spot tv
shows 17% increase

Spot television time sales in the
third quarter of 1962 rose 17% above
those for the same period a year ago,
according to N. C. Rorabaugh data
compiled for TvB and being released
today (Dec. 10).

The TvB report coincides with other
signs that the third-quarter gains are
continuing, at least in the current holi-
day season. A BROADCASTING survey
found early-December sales running
ahead of last December’s on virtually
all tv stations (see page 33).

TvB’s report pegged third-quarter

Showdown this week on cigarette ads?
COLLINS SAYS HE'LL PUSH FOR CODE RESTRICTIONS

raised the cigarette issue in a speech
at a regional NAB meeting in Port-
land, Ore., (BROADCASTING, Dec. 3,
Nov. 26). With the NAB president’s
statement last week, the meeting was
suddenly projected into unusual im-
portance. Cigarette billings on tele-
vision run better than $104 million
a year,

The NAB president said last week
that he had been “greatly heartened”
by the large volume of telegrams,
telephone calls and mail he has re-
ceived in support of his position on
cigarette advertising. He made it
plain that he was determined to
pursue his advocacy of code restric-
tion on cigarette commercials.

The Collins View = In his Port-
land speech he asserted that increas-
ing numbers of teen-agers are smok-
ing, a condition that “is being made
continually worse under the impact
of advertising designed primarily to
influence young people.”

“Certainly the moral responsibility
rests first on the tobacco manufac-
turer,” Gov. Collins said in his
speech. “Certainly it also rests on the
advertising agencies. Certainly it also
rests on the outstanding sports figures
who permit their hero status to be
prostituted. , , ,

“But where others have persistently
failed to subordinate their profit
motives to the higher purpose of the
general good health of our young
people, then I think the broadcaster
should make corrective moves on his
own. This we could do under code
amendments, and I feel we should
proceed to do so, not because we are
required to, but because a sense of
moral responsibility demands it.”

Big Dissenters = The NAB presi-
dent’s speech precipitated immediate

gross time billings for spot tv at $151,-
922,000 as against $127,644,000 in
the third quarter of 1961. The gain in
dollars comes to 19%, but TvB spokes-
men said that on a ‘‘same-station”
basis—the 299 stations which reported
in the third quarter of both years—
the increase amounts to 17%.

For the first nine months of 1962
spot tv’s gains were 19.1%, up from
$439,571,000 to $523,453,000.

Product categories showing major
gains in the third quarter this year as
against the same period of 1961: auto-
motive, 33.6%; confections and soft
drinks, 34.6% ; cosmetics and toiletries,
32.8%; household cleaners, 32.6%;
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These members of the Television Code Review Board
will be asked this week to do something about cigarette
advertising. In this picture, made last June during a
pane! discussion at the U. of Washington, are (I-r)
Robert W. Ferguson, WTRF-TV Wheeling, W. Va.; Emest
Lee Jahncke Jr, NBC-TV; Joseph H. Ream, CBS-TV;
Lawrence H. Rogers I, Taft Broadcasting Co.; William

reaction. The Tobacco Institute's
president, George V. Allen, said that
Gov. Collins “applies a layman’s
judgment of finality to questions of
medical science that are complex and
are under study and debate among
scientists throughout the world.”

ABC and NBC issued statements
of disagreement with Gov, Collins.
CBS said the matter was one for the
code authorities to decide (Gov. Col-
lins does not serve on the code au-
thority or the code board).

Many influential broadcasters vig-
orously protested the NAB president’s
public espousal of a position that he
had not cleared with the NAB board
(and that he was advised not to take
by several broadcasters whom he

household paper products, 33.1%; pet
products, 31.5% and watches, jewelry
and cameras, 107.9%.

Charles Gulden & Co., Knox Gela-
tine and W. F. Young Co. appeared in

the

€0 00 10D U £ O Ry —

top 100 list for the first time.

TOP 100 SPQT TV ADVERTISERS
THIRD QUARTER 1962

(Source: TvB-Rorabaugh)
. Procter & Gamble $14,207,100
. Colgate Palmolive 6,513,300
. William Wrigley Jr. 4,333,300
. Lever Brothers 4,037,300
. General Foods 3,891,600
. Alberto-Culver 3,277,200
. Bristol-Myers 3,094,800
. General Mills 2,822,800
. Coca-Cola (bottlers) 2,766,200
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consulted before he took it).

In Collins’s Corner = The NAB
president did, however, draw public
support from Edward P. Morgan,
ABC commentator, in an ABC Radio
broadcast last Wednesday. Mr. Mor-
gan deplored reports that most broad-
casters opposed Gov. Collins’s ciga-
rette stand,

Referring to one unidentified West
Coast station manager who was
quoted by BROABCASTING (Dec. 3) as
saying that if broadcasters were go-
ing to hire Collins as a conscience,
“we’d better damn well let him be
our conscience,” Mr. Morgan said:
“It is too bad that some big gun of
the broadcasting industry could not
have fired this salvo instead of a

wee voice that felt obliged to remain
anonymous.”

The probability of a major discus-
sion over cigarette advertising over-
shadowed another item of importance
on the code board’s agenda this week.
The board is scheduled to consider
suggestions that the time limitations
for commercials be amended to take
into account variations in the size of
stations and the markets they serve.

Present commercial restrictions in
the television code apply to all sta-
tions. Some broadcasters have argued
that the restrictions would be more
realistic if they took into account the
varying conditions under which the
different types of broadcasting sta-
tions operate.

10. American Home Products 2,207,700
11. Standard Brands 1,950,400
12. Schlitz Brewing 1,805,200
13. Kellogg 1,748,800
14. Corn Products 1,738,800
15. Philip Morris 1,516,800
16. Gillette 1,317,500
17. Miles Labs. 1,295,000
18. Carter Products 1,294,800
19. Ford Motor (dealers) 1,266,200
20. Food Manufacturers 1,214,900
21. Pabst Brewing 1,203,400
22. Pepsi-Cola (hottlers) 1,201,900
23. Continental Baking 1,047,200
24. Avon Products 1,026,700
25. Simoniz 999,600
26. Associated Products 992,500
27. Anheuser-Busch 989,500
28. General Motors (dealers) 986,300
29. P. Lorillard 963,500

) i

B. Pabst, KTVU (TV) Oakland-San Francisco, chairman;
Robert D. Swezey, NAB code authority director (but not
a member of the code board); Mrs. A. Scott Bullitt,
KING-TV Seattle; George Storer, Storer Broadcasting
Co., and Alfred R. Schneider, ABC-TV. The ninth mem-
ber of the code board, Roger W. Clipp, Triangle Sta-
tions, did not attend the U. of Washington conference.

30. Canadian Breweries 891,700
31. Welch Grape Juice 857,900
32. ). A Folger 854,100
33. R. J. Reynolds 844,200
34. C. Schmidt & Sons 813,200
35. U. S. Borax & Chemical 808,800
36. Shell Qil 804,000
37. Ralston Purina 742,600
38. Armour 715,300
39. Chesebrough-Pond's 709,300
40. Liggett & Myers 706,900
41, United Vintners 705,600
42. Campbell Soup 692,600
43, Warner-Lambert Pharma. 676,700
44, Theo. Hamm Brewing 667,700
45. American Qil 658,300
46. Charles Pfizer 626,200
47. Humble Qil & Refining 611,800
48. Pacific Tel. & Tel. 588,800
49, Armstrong Cork 581,100
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TOP SPOT TV BUYERS continued

50. American Motors {dealers) 570,400 93. National Biscuit 319,900 97. Hunt Foods & Industries 308,200
51. Foremost Dairies 558,200 94, Knox Gelatine 317,700  98. Frito-La ﬁ 305,800
52. Falstaff Brewing 555,000 95. Scott Paper 310,900 99. Oscar Mayer 305,500
53. Johnson & Johnson 550,600 96. Texize Chemicals 310,700 100. W. F. Young 305,000
54, P. Ballantine 550,500

55. Golden Press 542,600 ESTIMATED EXPENDITURES OF SPOT TELEVISION ADVERTISERS

56. l’hillipsl Petroleum gg.ggg BY PRODUCT CLASSIFICATION

57. Pet Milk ), . |

58, International Latex 529,800 BEITEDS Wl PRI

59. Star-Kist Foods 518,600 THIRD QUARTER

60. Hills Bros. Coffee 516,800 1962 1961
61. American Chicle 508,100 Agriculture $ 208,000 $ 221,000
62. H. J. Heinz 493,300  Ale, beer & wine 14,394,000 14,227,000
63. Stroh Brewer% . 482,200  Amusements, entertainment 710,000 ,000
64. Lucky Lager Brewing 481400  Aytomotive 5,375,000 4,023,000
65. Greyhound Corp. 477,400  Bujlding material, equipment, fixtures, paints 631,000 557,000
66. New York Telephone 473,200  clothing, furnishings, accessories 1,220,000 1,420,000
67. Laddie Boy Dog Foods 469,300  Confections & soft drinks 12,381,000 9,197,000
68. Andrew Jergens 462800  Consumer services 4,961,000 4,172,000
69. M. ). B. Co. 461800  Cosmetics & toiletries 18,090,000 13,626,000
70, Sinclair Refining 459,700 Dentai products 3,594,000 3,804,000
71. ). Nelson Prewitt 451600  prug products 8,531,000 7,023,000
72. Lehn & Fink Products 438,800  Food & grocery products 35,947,000 29,163,000
73. Balt Bros. 438,100  Garden supplies & equipment 66,000 47.000
74. American Tobacco 437,100  gasoline & lubricants 5,462,000 5,081,000
75. E. 1. du Pont de Nemours 428200  Wotels, resorts, restaurants 159,000 53,000
76. Nestle Co. 391600  Hoysehold cleaners, cleansers, polishes, waxes 6,795,000 5,123,000
71. Maybelline 386,900  Household equipment—appliances 1,057,000 927,000
78. Sears Roebuck 386,500  Household furnishings 498,000 410,000
79. Climalene 380,200  Hoysehold laundry products 13,595,000 10,955,000
80. E & ). Gallo Winery 378,900  Household paper “products 2,032,000 1,527,000
81. Chrysler {dealers) 370,000  Household, general 2,014,000 1,592,000
82. Cott Beverage (bottlers) 356,000  Notions 39,000 1000
83. Atlantic Refining 353,900  Ppet products 2,194,000 1,668,000
84. Kimberly-Clark . 346,000  pyblications 804,000 867,000
85. F. & M. Schaefer Brewing 343,700  sporting goods, bicycles, toys 1,590,000 1,405,000
86. Charles Gulden 341,700  Stationery, office equipment 348,000 504,000
87. Great Atlantic & Pacific Tea 340,700 Television, radio, ghonograph musical Instruments 77,000 81,000
88. Standard Oif (Ohio) 334,700 Tohacco products & supplies 4,990,000 6,288,000
89. Armstrong Rubber 332,100 Transportation & travel 1,601,000 1,151,000
90. Shulton Inc. 329,400 Watches, jewelry, cameras 811,000 390,000
91. B. C. Remedy 320,400 Miscellaneous 1,748,000 1,604,000
92. General Toy 325,400 TOTAL $151,922,000 $127,644,000

Who are the big network tv spenders?

HERE ARE TvB'S NINE-MONTH REPORTS OF THE TOP 25

GROSS TIME BILLINGS GROSS TIME BILLINGS
LEADING COMPANIES IN NETWORK TELEVISION ADVERTISING LEADING BRANDS IN NETWORK TELEVISION ADVERTISING
JANUARY-SEPTEMBER JANUARY-SEPTEMBER
(Source: TvB/LNA-BAR) (Source: TvB/LNA-BAR)
1962 1961 1962 1961
Procter & Gamble 39,573,853 38,767,719 Anacin 8,042,171 7,369,920
American Home Products 23,185,374 22,520,206 Bufferin 6,628,715 4,307,503
Lever Brothers 20,527,662 20,430,368 Camel cigarettes 6,283,238 4,370,615
Colgate Palmolive 19,460,956 14,472,454 Salem cigarettes 5,993,602 4,469,128
R. J. Reynolds 18,257,396 15,385,303 Chevrolet cars 5,899,761 4,085,950
General Motors 17,119,755 15,340,017 Winston cigarettes 5,848,118 6,395,330
Bristol-Myers 16,854,434 10,446,475 Colgate dental creme 5,736,675 3,485,030
General Foods 14,410,817 13,910,724 Crest 5,631,751 6,114,972
Gillette 10,635,926 9,642,686 L&M cigarettes 4,800,416 4,142,607
Brown & Williamson 10,397,101 11,128,149 Beech-Nut gum 4,639,362 3,242,929
Ford Motor 10,386,641 6,084,815 Pall Mall cigareties 4,137 812 3,835,736
P. Lorillard 9,807,019 10,600,888 Kent cigarettes 4,131,320 5,185,785
Alberto Culver 9,130,301 4,779,086 Campbell soups 4,112,638 2,536,795
General Mills 9,092,842 11,782,771 Ford cars 4,002,584 2,439,568
American Tobacco 8,782,402 6,804,908 Viceroy cigarettes 3,947,243 3,637,837
Kellogg 8,530,867 6,037,167 Tide 3,747,237 4,500,695
Sterling Drug 8,337,806 8,718,756 Alka Seltzer 3,337,088 3,071,169
S. C. Johnson & Son 8,246,786 8,882,878 Nabisco cookies 3,259,173 2,678,011
Philip Morris 8,047,281 6,944,952 Pillsbury chilled products 3,223,182
). B. Williams 7,977,253 5,590,659 General Electric 3,140,840 2,359,433
National Biscuit 7,795,383 8,209,238 Dristan tablets 3,106,421 3,213,466
National Dairy Products 7,381,181 6,903,439 Coca-Cola 3,074,433 1,237,280
Miles Labs. 7,366,578 7,293,842 Prudential Insurance 2,984,514 3,069,063
Liggett & Myers 7,352,264 8,405,374 Falstaff beer 2,946,754 872,627
Beech-Nut Life Savers 7,132,912 4,562,746 Texaco gasoline 2,932,182 1,435,838
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These are our beliefs. Whatever label they earn for
us—Democrat, Republican, Liberal, Conservative, even
Super-Patriot—we cheerfully accept.

We don’t care which party balances the budget—
just so one of them does. We don’t care which party
calls a halt to the myriad of give-away programs—just
so one of them does. We don’t care which party honestly
sets about a program of tax reduction—just so one of

2 Glb'i.qh'e'ald: : 2
pin a label o
on us! .

them does. We don’t care which party does something
to prevent the further deterioration of the dollar—just
so one of them does.

This is the philosophy of our daily 5-minute edito-
rial series, “Viewpoint”. Honored by the Freedoms
Foundations, ‘“Viewpoint” is now available to interested
radio-TV stations on a subscription basis. Address in-
quiries to “Viewpoint”, WRAL-TV Raleigh, N. C.

WRAL-TV.
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A study by the television division
of Edward Petry & Co., distributed
last week to advertisers and agencies,
contends that spot television “com-
mands a wide margin in reach and
efficiency over the Life magazine
regional advertising sales plans.”

The Petry analysis is intended to
answer recent Life trade press cam-
paigns for its 26-market area re-
gional purchases, and the single mar-
ket plans for new product tests,
which were headlined, “Now You
Can Buy Life like a tv spot.” The
study compares spot tv and the Life
special market plans in terms of
potential, flexibility, control, reach
and efficiency.

Some of the Petry report’s main
points: tv’s penetration is at or near

Petry report compares spot tv to ‘Life’ regional purchases

the saturation point in virtually all
metropolitan markets, while there
often are wide variations in Life cir-
culation levels, even among markets
in the same region; spot tv gives the
agency any number of markets and
stations within any region, while Life
requires the purchase of at least
three areas established by the pub-
lication; spot tv enables the advertiser
to choose any spot tv market and
test at pre-determined levels of pene-
tration up to saturation at regular
card rates, but under the Life plan
he must buy at least 40,000 circula-
tion at a test market rate that is 60%
higher than the Life national rate.
To compare reach and efficiency,
the Petry study employed two
typical Life regional purchases—the

West-North Central and Southwest-
South East—with purchases on tv
stations in Salt Lake City, Denver,
Omaha, Des Moines, Minneapolis-
St. Paul and Duluth, and in Houston,
Dallas-Fort Worth, San Antonio,
Atlanta, Charlotte, Durham-Raleigh,
Norfolk, Washington and Baltimore.

Petry reported that in the West-
North Central, the Life circulation
amounted to 436,131, as against
738,100 for spot tv, and the cost per
thousand for the magazine was
$6.70, compared with $3.94 for spot
tv. Similarly, in the Southwest-South-
east, the spot tv buy delivered an
unduplicated audience of 1,570,500
at a cost per thousand of $3.36, as
compared with the Life circulation
of 817,118 and a cpm of $5.97.

AM Radio Sales
offers ‘expediter’

AM Radio Sales Co., New York, has
introduced a new time-saving device
for timebuyers, a spot radio buying tool
which offers instant marketing and
media information with the spin of a
wheel.

The station rep firm last week began
distribution of some 2,000 “am radio
expediters” to agencies across the coun-
try. In the leading timebuying centers,
the company’s salesmen will carry the
expediters by hand to the agencies to
brief the buyers on their use.

The tool provides answers in spot
radio budget estimation, media budget
allocation, marketing data, home im-
pressions delivered by a spot campaign
and cost-per-thousand. More than 14,-
000 calculations went into the formu-
lation of the series of four wheels which
comprise the loose-leaf, notebook-size
expediter.

The first of the four computers gives
cost estimates of a campaign in any
one of the top 50 metropolitan areas,
and for campaigns in the top 10, 20,
30, 40 and 50 markets. The figures are
for radio households and auto radios
for each market and groups of markets.

The second tabular wheel contains
840 sets of figures covering population,
effective buying income, total retail
sales, retail foed store sales, retail drug
store sales and retail auto sales for
each metropolitan area and for each
market grouping.

The home impression computer does
not require the user to know the num-
ber of radio homes in each market.
When an arrow is turned to the total
rating points of a spot radio schedule,
the number of home impressions de-
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livered automatically appears next to
the name of the metro area. The fourth
computer provides cost-per-thousand by
lining up total dollars expended against
the number of homes reached as de-
termined by the third computer.

The Am Radio Expediter was put to
work right away by Joe Hudack, broad-
cast supervisor of Warwick & Legler

Inc. He called the tool “the time-
buyer's time saver.”

More Latex business for Y&R

International Latex Corp. last week
announced the appointment of Young
& Rubicam as its agency, effective im-
mediately, for Playtex Living Gloves,
Playtex Dryper disposable diapers,
Playtex baby pants and Playtex bath-
ing caps. The budget is approximately
$1 million, of which an estimated 50%
is in spot tv.

These products formerly were with
Reach, McClinton & Co. This is the
second assignment of business to Y&R
from International Latex this year. In
October, several other products of the
Playtex group were assigned to Y&R.

Two Boston ad agencies
announce their merger

Stern and Frank, two familiar names
in Boston advertising circles, are now
linked in a newly consolidated adver-
tising agency bearing both their names.

The new agency, known as Stern/
Frank Adv. Inc., will combine the
staffs of Gabriel Stern Inc. and Her-
bert W. Frank Adv. Agency Inc. in
new quarters at 296 Boylston St.

The new firm will bill in excess of
$2.5 million annually, it was announced
last week.

New officers: president, Herbert W.
Frank; executive vice president and
treasurer, Herbert S. Stern; vice presi-
dent—industrial division, Alan J. Stern;
vice president, Ruby Newman; chair-
man of the executive planning board,
Gabriel M. Stern.

Intercontinental signs
17 station clients

Intercontinental Broadcast Media has
announced that 17 radio stations have
signed for its new service. Inteconti-
nental, a successor company to Radio
Concepts Inc., offers its service to sta-
tions on a fee basis, exclusive in a mar-
ket. The services include local commer-
cials, ID’s, taped sales presentations, ad-
vertising campaigns and programmettes.

Station subscribers are WPEN Phila-
delphia; WITH Baltimore; WOQOOQOD
Grand Rapids, Mich.; WPTF Raleigh,
N. C.; WAVA Arlington, Va.; WSBT
South Bend, Ind.; WSVA Harrisonburg,
Va.; WTID Newport News, Va,;
WACO Waco, Tex.; KTFS Texarkana,
Tex.; KGKB Tyler, Tex.; KONP Port
Angeles, Wash.; WIWS South Hill, Va.,
and KVIM New Iberia, La.
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Dean Jones, star of NBG’s new *Ensign 0’Toole’ series,
reflects the spirit of WSB-TV’s White Golumns . .. the
symbol of growth in boommg Atlanta and the Sauth

Alliated with The Atianta Journal and Consit NBC aied h WSOC/WSOC TV, Cha HIO/ WHIQ-TV, Day



MINUTES
LONG

On November 5, 1956, WTVT began telecasting a full hour of
information each week night at 6 o’clock. Sports, fishing,
weather, local and world news, and the station’'s nightly editorial
are combined under the title PULSE in a flexible format

that permits the updating of late-breaking stories throughout
the 60 minutes the program is on the air. We are happy that
our viewers have found PULSE to be an attractive way of
presenting the news: Prime time starts at 6:00 on WTVT,
where PULSE frequently outrates many of the top programs,
both local and network, in the Tampa - St. Petersburg market.
And we are gratified that other television station operators
have begun to embrace the extended, in-depth, informational
program concept. Six years old is young—but that’s nearly half
the lifetime of the television industry. We are proud

to have taken this pioneering step.
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... the heartbeat of a changing world”_

TAMPA/ST. PETERSBURG

ITHE WKY TELEVISION SYSTEM, INC.

WKY-TV and Radio, Oklahoma City
KTVT, Fort Worth — Dallas
Represented by the Katz Agency

THE STATION ON THE MOVE ... IN THE MARKET ON THE MOVE!
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COVERAGE * Market dominance doesn’t just happen. Shows
manship yes . . . but selling savvy, too. Knowing

the buying forces of a dynamic test market like Providence. Imaginative

product promotion. A merchandising spark that steps up the penetration of

your schedule. The follow-thru of professionals. At Channel 10 it's this
kind of coverage that makes your product happen.

% ARB TV Homes

NBC  ABC - REPRESENTED BY EDWARD PETRY & CO. INC.
o QUTLET COMPANY STATIONS IN PROVIDENCE — WJAR-TV, FIRST TELE-

VISION STATION IN RHODE ISLAND — WJAR RADIO IN ITS 40th YEAR




BCH plans expansion
into spot tv billing

Broadcast Clearing House, central-
ized billing company for spot radio, has
obtained additional financing and plans
to expand into spot television “shortly
after the first of the year,” officials said
last week,

They also announced an eXecutive-
level reorganization in which John C.
Miller, president of Berlin-Chapman
Co. of Berlin, Wis., becomes board
chairman of BCH; Lee P. Mehlig ad-
vances from executive vice president to
president, succeeding John E. Palmer,
who has resigned (but retains his stock
interest in BCH); a series of staff pro-
motions were made and Ralph E. Peter-
sen, head of a Berlin (Wis.) invest-
ment firm, joins the BCH board (see
page 123).

President Mehlig, who co-founded
BCH with Mr. Palmer, said the com-
pany’s client list includes seven radio
station representation firms represent-
ing more than 200 stations and pro-
cessing orders through 60 advertising
agencies with a total annual billing of
$179.2 million in spot radio.

He said his objective in expanding
into television “is exactly what we are
now striving for in spot radio—namely,
to make national spot advertising more
profitable for the advertisers and ad-
vertising agencies to buy.” The pro-
cessing of paper-work under the BCH
system is handled by the Bank of
America, using electronic data-process-
ing equipment.

Sweeney airs complaints
about New York agencies

New York advertising agencies took
a beating in Seattle last Tuesday
(Dec. 4). The subject was radio, the
complaint was about creativity and the
challenger was Kevin B. Sweeney, pres-
ident, Radio Advertising Bureau.

Speaking before the Seattle Advertis-
ing Club, Mr. Sweeney said that “radio’s
most serious problem in the next five
years with agencies lies not in securing
the blessing of the media director—the
flow of convincing data is doing that—
but in involving the agencies’ creative
personnel in the medium that many of
them don’t understand.”

He asserted that agencies outside
New York would make almost a clean
sweep of awards if there had been a na-
tional competition among agencies for
overall radio creativity during the past
five years. He noted that three radio
tests failed this year “in the opinion
of the clients because the agency crea-
tive job was very poor.”

Praising the creative radio commer-
cials being produced by regional and
local agencies, Mr. Sweeney added: “It

BROADCASTING, December 10, 1962

A Wheeling, W. Va., department
store, skeptical of tv advertising, de-
cided to test the medium for a one-
day basement sale. And, to test
television’s full effectiveness, the
manager of the downstairs store can-
celled all newspaper advertising for
the day.

Mike Kaplan, downstairs man-
ager of Stone & Thomas, placed the
campaign on WTRF-TV Wheeling,
and reported sales volume in his de-
partment up 28% for the day. In

Store promotes ‘dollar day’ on television

addition, he discovered the presence
of a different type of customer—
patrons new to the store and those
in higher income brackets than the
typical department store basement
shopper. He also found the cam-
paign reached people from as far
away as 75-100 miles—far more
than its newspaper coverage.

Since the first test, Mr. Kaplan
has used tv as a primary advertis-
ing vehicle to stimulate his “Dollar
Value” specials.

is ironic that some of radio’s best com-
mercials of 1960-62 were done by rela-
tively small agencies located 1,000 to
2,000 miles from New York. These
agencies used New York lyricists, New
York musicians, New York announcers
and New York studios. Only those all-
important ideas and words were brought
from afar. And when the client paid
the bill it was 30-50% less than he
would have been billed by some of the
largest New York agencies using identi-
cal facilities to produce a much inferior
commercial.”

Ideal’'s ad budget
to be raised 15%

Ideal Toy Co., New York, reports its
1963 advertising budget will be 15%
greater than this year’s budget of $3
million.

A substantial part of the increased
expenditures has already been allocated
to television. Melvin Helitzer said the
company has contracted for one-year
sponsorship of CBS-TV’s Mighty
Mouse and Roy Rogers programs, and
that spot tv in 50 markets also will
start in January 1963.

Grey Adv.,, New York, handles

Ideal’s billings in toys, dolls, puppets
and educational toys; Smith/Greenland,
New York, handles hobby kits and
games.

Metropolitan to buy
CBS ‘Crisis’ special

Metropolitan Life Insurance Co.,
New York, which earlier this year
signed for “instant news specials” on
CBS-TV, will sponsor that network’s
Years of Crisis, a 90-minute review of
world events presented by CBS for the
past 13 years. The program is sched-
uled Dec. 26, 7:30-9 p.m., and will be
sponsored by Metropolitan on both ra-
dio and tv.

The program has been sponsored by
various advertisers in past years but
this will be the first such program on
the air in the 90-minute length. Young
& Rubicam, New York, is the agency.

Eric Sevareid will moderate and will
be joined by a panel of 11 CBS cor-
respondents from overseas and the
U. 8. The broadcast will originate at
Caspary Auditorium in New York be-
fore an audience of dis:inquished guests
from whom questions will be permitted
in one portion of the program.
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Her name is Beth. She is six going on seven.

Beth was one of the hundreds of abandoned children
who jammed the Juvenile Court of Pittsburgh. They had
no place to go.

Westinghouse station KDKA-TV dramatically re-
vealed their need. During the program, a stark, poignant
film was shown...Beth and twenty other children wedged
in one small room...so close together they could hardly
make their beds.

Result: Beth and all the other kids found homes; the
court ended up with a backlog of volunteer foster parents.

This was but one of the 150 community service
editorials broadcast by KDKA-TV. Topics ranged from
Education to Mental Health; Obscene Literature to Strip
Mine Pollution. The topics were different. But they had
one thing in common: motivating people to act for and
about their community.

This ability to influence people, project ideas and
move products is characteristic of the Westinghouse Broad-
casting Company Stations. Stations that demonstrate daily
the fact that community responsibility evokes community
response.

©e® WESTINGHOUSE BROADCASTING COMPANY

KDKA « KDKA-TV « Pitishurgh WBZ « WBZ-TV « Boston WINS *New York WIZ-TV « Battimors KYW = KYW-TV * Glaveland WOWO « Fort Wayne WIND « Chicago KPIX « San Franciseo
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per dollar

Whatever your product, Channel 8 moves goods. On WGAL-TV your sales
message reaches more families in the prosperous Lancaster-Harrisburg-York-
Lebanon market, Why? Because WGAL-TV blankets these key metropolitan areas
and is the favorite by far with viewers in many other areas as well. Your cost per

thousand viewers? Less than that of any combination of stations in the area.

Channel 8

Lancaster, Pa. « NBC and CBS
STEINMAN STATION - Clair McCollough, Pres.

Representative: The MEEKER Company, Inc. . New York ’ Chicago [ Los Angeles . San Francisco

46 BROADCASTING, Becember 10, 1962



The manufacturer of regionally
distributed brand of facial and bath-
room tissue has begun spot radio ad-
vertising to “add another dimension”
to its regular print schedule.

Sanitary Paper Mills Inc., East
Hartford, Conn., makers of Dove-
lettes and Doveprints tissue, is cur-
rently advertising on three Connecti-
cut radio stations, and, after a holi-
day season hiatus, will add stations
in Springfield and Boston, Mass.;
Providence, R. L., and Albany, N. Y,

The radio drive is part of a com-
pany overhaul, which includes a re-
designed package, the spread of dis-
tribution west and south, and the in-
troduction of a new product.

The new product, Doveprints,

Paper products introduced via radio ads

bathroom tissue with a floral design,
will provide the emphasis for the
radio drive, since the other products
are already well known in Southern
New England.

According to Sanitary Paper Mills’
agency, Banning Repplier, New
Haven, Conn., daytime radio women
personalities will deliver the Dove-
lettes and Doveprints commercials
live wherever possible. The agency
reports it has found this vehicle best
for its radio drive, since the woman
personality can go right into the
commercial from a discussion of
home decorating or a related topic.

SPM'’s total advertising budget for
1963 is about $300,000, of which
30% will be placed in broadcast.

Pepsi-Cola plans
biggest ad year

The Pepsi-Cola Co. announced last
week that its 1963 advertising-promo-
tional effort will be its most extensive
in history, exceeding the $35.5 million
spent by the company and its bottlers
this year. Agency is BBDO, New York.

Pepsi’s ad expenditures are approxi-
mately 50% in broadcast and 50% in
print, a spokesman said. He noted it is
difficult to project the precise amount
of money the company will spend for
overall advertising in 1963 or for radio-
tv because it is dependent on the sums
invested by local bottlers, which are
matched by the parent company.

Pepsi’s commercials will be carried
on approximately 3,000 radio stations
and 375 tv stations. In network tv,
the company will have participations
on 14 prime-time shows on ABC-TV
CBS-TV and NBC-TV.

Commercials in
production . ..

Listings include new commercials be-
ing made for national or large regional
radio or television campaigns. Appear-
ing in sequence are names of advertiser,
product, number, length and type of
commercial, production manager, agen-
cy with its account executive and pro-
duction manager, and approximate cost
of commercial when available.

Nifes Communications Centers Inc., 1058 W.
Washington Blvd., Chicago.

Formica Co. (Formica Products) one 60, film.
George Jarrett, prod. mgr. Agency: Perry -Brown.
Sprague Mu!hkln, agency prod.

CARE Inc. seven 60’s, film. George larrett,
prod. mgr. Agency: Direct.

Z-Frank Chevrolet (auto) two 60's, film. Harry
Lange, prod. mgr. Agency: Doner & Co. Skip
Kastman, agency prod.

Crush International (orange crush) two 20's,
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film. Walt Topel, prod. mgr. Agency: Edward H.
Weiss. dByron Bonnheim, Howard Crosswell, agen-
cy pro

Climalene Co. {Climalene) one 60, film. Harry
Lange, prod. mgr. Agency: D'Arcy. Don Norton,
agency prod.

First National Bank of Chicago. two 20's, film.
Harry lange, prod. mgr. Agency: Foote, Cone &
Belding. Len Levy, agency prod.

Ralston-Purina Co. {cereal div.) two 30's, film.
Ed Morgan, prod. mgr. Agency: Guild, Bascom &
Bonfigli. Dan Lindquist, agency prod.

Standard 0il of Ohio (gas) one 60, film. Ron
Klein, prod. mgr. Agency: McCann- Marschalk. Joe
Tanskl, agency prod.

Purex Co. (Beads-0-Bleach) one 60, one 30,
one 20, film. Harry Lange, prod. mgr. Agency
Edward H. Weiss. Rolf Brandis, agency prod.

Southwestern Beil Tel. Co. (extension phones}
one 60, film. Harry Lange, prod mgr. Agency:
Gardner. May Kohler, agency prod.

Raymond Scott Enterprises Inc., 140 W. 57th St.,
New York.

Minnesota M&M (Thermofax) four 60’s, elec-
tronic and musical scoring. Charles Barclay.
prod. mgr. Agency: Erwin Wasey, Ruthrauff &
Ryan. Jack Schwartz, agency prod.

Chrysler Dealers. five 60's, radio jingles.
Charles Barclay, prod. mgr. Agency Young &
Rubicam. Paul Dougherty, agency prod.

Business briefly ...

Union Qil Co. of California, through
Smock, Debnam & Waddell, Los An-
geles, will sponsor the Saturday feature
races at Santa Anita Park for 11 weeks,
Sat., 4-4:30 p.m., starting Dec. 29, on
CBS Television Pacific Network. This
is the eighth consecutive season that
Union Oil has sponsored telecasts of
the Santa Anita races.

Colgate-Palmolive Co., through Ted
Bates & Co., and Ralston-Purina Co.,
through Gardner Adv., have bought
into The Tennessee Ernie Ford Show
on ABC-TV (Mon.-Fri., 12-12:30 p.m.
EST). Colgate bought half sponsorship
of the show every other day, and Ral-
ston has participations twice a week.
Five sponsors have bought into ABC-
TV’s coverage of the American Foot-
ball League All-Star Game, which will
be telecast Sun., Jan. 13 at 2 p.m. EST.
The Gillette Safety Razor Co., through
Maxon Inc., has bought one-half spon-
sorship; four other advertisers bought
one-eighth each. They are Bristol-
Myers (through Doherty, Clifford,
Steers & Shenfield); Lincoln-Mercury
(Kenyon & Eckhardt); P. Lerillard
(Grey), and Texaco (Benton &
Bowles).

Agency appointments...

s REA Express, New York, has ap-
pointed Erwin Wasey, Ruthrauff &
Ryan, that city, as its advertising agen-
cy, effective Jan. 1, 1963. The REA
account, previously handled by Benton
& Bowles Inc., bills approximately
$500,000 yearly.

s S&A and System Shoe Stores, South-
ern California discount shoe chain, has
appointed Nides-Cine-Adv., Los An-
geles to handle its advertising and sales
promotion. Most of the $75,000 budget
has been allocated to radio. Humorous

NIELSEN RATINGS

First report for November 1962
(Based on two weeks ending Nov. 11, 1962)

NIELSEN AVERAGE AUDIENCE ()

No.

% U.S. Homes
Rank TV Homes  {000)
1 Beverly Hillbillies 32.1 15,986
2 Lucy Show 314 15,637
3 Danny Thomas Show  31.2 15,538
4 Candid Camera 305 15,189
5 Ben Casey 296 14,741
6 Bonanza* 28.0 13,944
7 Red Skelton Hour* 279 13,894
8 Andy Griffith Show 21.8 13,844
9 Danny Kaye Show* 21.7 13.795
9 Dr. Kildare 277 13,795
* Telecast only one week of this report

interval.
{t) Homes reached during the average min-
ute of the program.

Copyright 1962 by A. C. Nielsen Co.

Hlllhlllles (CBS-180); Kellogg (Bur-
. 1. Reynolds (Esty) Wed. 9-9:30

p.m.
Bonanza (NBC-203); Chevrolet
Ewald), Sun. 9-10
Candid Camera (CBS 183) Bristol Myers
(Y&R), Lever (SSC&B), Sun. 10-10:30 p.m.
Ben Casey (ABC-239); partlcmatlng, Mon. 10-

11 p.m
Dr. Kildare (NBC-178);
8 0

:30-9:30 p.m.

Andy Griffith (CBS-187); General Foods (B&B),
Mon. 9:30-10 p.m.

Danny Kaye Show (NBC-197); General Motors
(Campbell-Ewald), Nov. 11, Sun. 9-10 p.m.

Lucy Show (CBS-179); General Foods (Y&R),
Lever (JWT), Mon. 8:30-9 p.m.

Red Skelton (CBS-195) Best Foods (L&N),
S. C. Johnson (FC&B) Philip Morris (B&B),
Lever (BBDO), Tues. 8:30-9:30 p.m.

Danny Thomas {(CBS-185); General
(B&B), Mon. 9-9:30 p.m.

Beverl

(Campbell-

participating, Thur.

Foods
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MORE THAN HALE
ARt BMI

98 of the 101 perennial singles hits

recommended by BILLBOARD as standards
for year-round programming by radio stations /

are licensed for performance by BMI

Billboard Music Week this year published a list
of recorded compositions in steady demand

which should form the nucleus of any
O/d Standards library

o
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BROADCAST MUSIC, INC. 530 rirtH AVENUE, NEW YORK 17, N.Y. /
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BILLBOARD MUSIC WEEK,

- for yearround programming by juke box operzfors and radie stafions, we
present below a calalog of standards thal can provide consisient easnings
for operators and a wealth of material for discussion by broadcasters. This
lisl—of 101 hils—contains Me hard core of fhese perennials. While space
litnifations prohibll publication of all standards which could be programmed
of 2 year-round basls, these should form the sucleus of any Ofd Standards
selection panel or libraty.

e

» e ——

101 Perennial Singles Hits

T ——,
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\\

\
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W\

Records are listed alphabetically by fllls, with artist and tabel designated. A
Many of these fitles are avallable on olher labels and by other artists, We \‘
have selected what we think are the recordings most suitable lor juke box
progeamming. Although some were ofiginally seleased a number of years /
ago. all are kept in conslanl supply due fo steady cemands, Py /

e i T

TITLE. Artist, label & Number
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TITLE, Artist, Label & Number
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TITLE, Arfist, Label & Mumber

ACROSS THE ALLEY FROM THE ALAMO/DON'T
BE A BABY, BABY—The Milis Brothers
‘/ (Decca 25516)

ALLA EN EL RANCHO GRANDEAMOR—Bing
Crogby” (Decca 23914)

JAHAPOI. YMARIA ELENA — Jimmy Dorsey
[Decca 25120)

ANYWAY YOU WANT ME7/LOVE ME TENDER—
Elvis Presley (RCA Viclor 447-0616)

APRIL SHOWERS/SWANEE—AL Jolson (Dec-
ta 23470

ARE YOU SINCEREYBE MINE TONIGHT—Andy
Willtams {Cadence Cad 1340)

BANANA BOAT (Day-0)/JAMAICA FAREWELL—
Harry Beiafonte (RCA Victor 477-0324)

BELLE OF THE BALL/BLUE TANGO—Leroy An-
derson (Decca 27875)

BEYOND THE SUNSET/HE—Red Foley {Decca
25539}

THE BILBAO SONG/HOW WOHDERFUL T0
KNOW—Andy Williams (Cadence (ad
1398)

BYE BYE LOVE/WAKE UP LITTLE SUSIE—The
Everiy Brothers (Cadence Cad 1609)

CALCUTTA /MY GRANDFATHER'S (LOCK—L{aw-
rence Welk (Dot 16222)

CARELESS /RAGTIME (OWBOY JOE—Eddy How-
ard (Mercury C-30058)

€. €. RIDER—Chuck Willis [Atlaatic 1130)

CHERRY PINK AND APPLE BLOSIOM WHITE/
ST. LOUIS BLUES MAMBO—Perer Prado
{RCA Victor 447-011T)

‘/ COLD, (01D HEARY/BECAUSE OF Yol~Tony
Bennet! (Columbig 3-33003)

J COME SOFTLY T0 ME/MR. BLUE—Tha Fieel.
woods (Delton 54515}

(00L WATER/TUMBLING TUMBLEWEEDS —
Sens of the Pioneers (RCA Victor 447
0565)

(RY ME A RIV[&/(MON A MY HOUSE—
julie loyén {Libesty 54500)

DO 1 WORRYY/IAVA INE—Ink Spets (Decca

3633)

FEVER/LETTER FROM MY DARLING — Litile
Willie john (King 4935)

FOUR WALLR/BIMBOjim Reeves RCA Vic-
for 447-0413)

GOD BLESS AMERICA/AMONG MY SOUVENIRS
—~(onnie Francis (MGM K12841)

GOT A DATE WITH AN ANGEL/SCATTERBRAIN
—Skinnay Ennis (Mercury (-30082)

THE GREEN DOOR /LITTLE MAN IN CHINATOWN
—lJim Lewe {Dof 15486)

GREEN EYES/THE BREEZE AND |—Jimmy Dor-
sey (Decea 25119) _/

HAWAIIAN WEDDINY SONG/LONELY STREET—
Andy Wijlliams {Cadence (ad 1610)

HEARTACHESY OH! MONAH—Ted Weems (Dec-
ca 25017}

HEARTBREAK HOTEL/i WAS THE ONE—Elvis
Presley (RCA Victor 447-0605}

HEARTS OF STONE/BLESS YOUR HEART—The

v
‘/ fontane Sisters {Dot 15245)
v
Y
Y

‘
¢
S

HONKY TONK (PARIS | AND {I}—Bill Doggett
{King 4950)

HOT LIPS/THE WANG WANG BLUES—Henry
Busse (Decca 25015}

HOUND DOB//DON'T BE CRUEL—EIvis Presley
{Reh Victor 447.0608)

| ALMOST LOST MY MIND/FRIENDLY PERSUA-
$10N—Pal Boone (Dot 16033)

O B B E Fs e

TITLES CHECKED AR

IT WASN'T
ANGEL!

1 CAN DREAM, CAN'T I/THE WEDDIKG OF LiLl
MARLENE — Andrews Jisiers (Decca
24705)

IF | DISN'T CARE/WRISPERING GRASS—Ink
Spots (Decca 23632)

IF | KNEw YOU WERE COMIN' I'D'VE BAKED
A CAKE/WHEN LOVE HAPPENS TO YOU—
Eileen Barton (MGM K12758)

I'tL BE SEEING YOU/I LOVE YOU—Bing Cros-
by (Decca 24256)

IN A SHANTY |5 OLD SHANTY TOWN/BLUE
SKIES—Johnny Long {Decca 23622)

IT HAPPENED IN HAWAII / TARGER INE—Jimymy
Dorsey {Decca 25255

D WHO MADE HONKY TDNK

) DON'T WANT YOUR MONEY: |

WANT YOUR TIME—Kitty Wells {Decca

18232)

J IT'S JUST A MATTER OF TIME/HURTIN' INSIDE

—Brock Benton !Mercury (-30079)
I'VE GOT MY LOVE TO KEEP ME WARM/NEW
MEXICAN HAT DAKCE—Les Brown (Dec-
ca 65500
JERSEY BOUNCE/DON'T BE THAT WAY—Benny
Goodmag fDecca 25548)

JKISS OF FIRE/BALLIN' THE JACK—Georgia

Gibbs (Mercuy} -30011)

LONG TALL SAlL’/SLIPPIN AND SLIDIN'—
Litthe Richard (Specialty 572)

LOVE IS A MANY-SPLENDORED THING/SHIXE
‘ON HARVEST. MGON—Four Aces (Decca
29625)

JA LOVER'S QUESTION—Clyde McPhatter (Af-
lanlic 1199)
JIOVING YOU/TEDDY BEAR — Elvis Presley

[RCA Victor) 447-0620)

MACK THE KNIFE—Bobby Darin (Atlantic
6147)

MAME/TEDDY — Connie Francis (MGM
K12878)

MELODY OF LOVE/LA GOLONDRINA—David
Carroll {Mercury (-30004)

MELODY OF LOVE/NONE BUT THE LONELY
HEART—Wayne King (RCA Victor 447-
0183

MR. SAHDMAM,/BORN T0 BE WITH YOU—The
Chordettes (Cadence Cad 1602)

MISTY ZEXACTLY  LIKE  YOU—Ervoll
{Mercury (-30037)

MY HAPPINESS/NEVER BEFORE—Connie Fran-
¢is (MGM K12738)

KEAR YOU/BEG YOUR PARDON—Francis Craig
(Dot 15807)

NEL BLU DIPINTO DI BLU (VOLARE)/MARITI
IN CITTA—Domenico Modugno (Decca

Garner’

30677) /
‘/OH LONESOME ME/BLUE BLUE DAY—Don Gib-

son (RCA Victor 447-0582)

ON THE STR[H WHERE YOU LIVE/GIGIVic
Damgng (Columbla 3-33014)

PAPER DOL /111 BE AROUND—Mills Brothers
{Decca 2715T)

PEACE IN THE VALLEY/SAY A LITTLE PRAYER
—Rec Foiey (Decca 27856}

PEG 0' MY HEART/CHARMAIME—The Har-
monicals (Mercury (-30034)

PETITE FLEUR-—Chris Barber (laurie 3022}

PLEASE MR, SUN/THE MORNING SIDE OF TNE
MOUNTAIN — Tommy Edwards (MGM

K12757)
PLEDGING MY LOVE—Johnny Ace (Duke)

QUIET  VILLAGE/ENCHANTED  SEA — Martin
Dennay (Liberly 54507)

SEPTEMBER SONG/LOST IN THE STARS—Wal-
ter Yustor, (Decca 40001)

SH-BODMY EARTH  ANGEL—The (rew Cufs
{Mercury €-30048)

SIGNED, SEALED & DELIVERED /FILIPIMO BABY
—(Lowboy Copas (ftarday 559)

SITTIN' IN THE BALCONYY/ HALLELUJAH, | LOYE
HER SO0—Eddie Cochran {Liberty 54502}

SOFT SUMMER BREEZE /TENDERLY—Eddie Hey-
wood (Mercury (-30038)

THE SONG FROM MOULIN ROUGE/THE THEME
FROM “A SUMMER PLACE"—Percy Failh
{Columbia 3-33007)

SONNY BOY/MY MAMMY—A! Jolsan (Decca
DL 23614)

SUGAR BLUES/I'VE FOUND A NEW BABY—
(Decca 25014)

T.0'S BOGGIE WOOGIE/OPUS TWO—Tommy
Dorsey (Decca 27211}

THAT LUCKY OLD SUN/SHINE—Frankie faine
{Mercury (-30017)

THAT'S MY DESIRE/RIVER SAINTE MARIE—
Frankie Laine {Mercury C-30019)

THERE MUST BE A WAY/SORRY FOR MYSELF!
—loni James {(MGM K 12746)

THE 3RD MAN THEME/THE CAFE MOrax!
WALTI—Guy Lombardo (Deccz 24839)

THIRTEEN WOMEN /ROCK AROUND THE CLOCK
Bill Haley (Decca 29124)

TILL | WALTZ AGAIN WITH YOU'/RICOCHET—
Teresa Brewer/(toral 45503)

10 EACH WIS OW'/IT'S KO SIN—Eddy How-
ard (Mercury (-30015)

TONIGHT YOU BELONG TO ME/GONNA GET
ALONG WITHOUT YOU NOW—Palience
and Prudence (Liberty 54501)

«IU"I FRUTTI—Little Richard (Specialty 561)
V TWEEDLEE DEE—LaVern Baker (Aflantic 1047)

UNCHAINED MELODY /DAYBREAK—AI Hibbier
cca 29441)
VENUS/I'M BROKE—Frankie Avalon (Cham-
celflor C-1031
WALK, DON'T RUK/RAM-BUNK.SHUSH — The
Ventures (Dalton 54518) /
IWMKING THE FLOOR OVER VOV/I L ALWAYS
‘ E GLAD TO TAKE YOU BACK—Ernest
Iubh (Decca 46006}
THE WALTZ YOU SAVED FOR ME/I LOVE YOU
TRULY—Wayne King (RCA Victor 447
0182)
JWNM'D | SAY: PARTS ONE & TWO— Ray
Charles {Atlantic 2031)
WHERE THE BOYS ARE/NO ONE—Connle
Francis PfGM K12971)
‘/WITHOUI YO%/(UTIE PIE—fohnny Tillotsan
{Cadence Cad 1404)
‘/YAKET\' YAK—Ihe Coasters (Atlantic 6116)
YOU ALWAYS HURT THE ONE YOU LOYE/TILL
THEN—Mills Brothers (Decca 23930}
JYOU ARE MY SUNSHINE/MOBODY'S DARLIN'
BUT MINE—Bing Crosby (Decca 29634)
YOU BELONG TO ME/I NEED YOU NOW—Joni
James (MOM K 12885)
DEAR MR. GABLE) YOU MADE ME LOVE YOU/
OVER THE RAINBOW — Judy Garland
(Detca 25493)
YOURS /ALWAYS IN MY HEART—Jimmy Dot
sey {Decca 25121)
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commercials and a swinging jingle began
last Monday (Dec. 3) on a saturation
basis on KFWB and KGBS Los Angeles
and rotating schedules on KXACY Ox-
nard, KUDU and KVEN Ventura,
KBVM and KAVL Lancaster, all Cali-
fornia, according to Florie Field, N-C-A
media director.

= Gaffers & Sattler, Los Angeles man-
ufacturer of major home appliances,
has placed its advertising with Charles
Bowes Adv., that city, effective Jan. 1.

= Rival Manufacturing Co, (small ap-
pliances manufacturer), Speas Co.-Pen
Jel Corp. (apple juice & vinegar manu-
factrer), and Guy’s Foods Inc. (snack
foods producer), name Winius-Brandon
Co., St. Louis, effective immediately.

s Woolfoam Corp., New York, has ap-
pointed The Wexton Co. Inc., that city,
as agency for Woolfoam cold water
soap products. George Gilbert, Wexton
vice president, is account head. Spot
tv is expected to be included in media
strategy.

= Maradel Products Inc., New York,
has appeointed Donahue & Coe Inc¢., that
city, as advertising agency for its Comp-
tone Sunglass Div. Plans are being
formulated for use of television, radio
and magazines.

s Plax Co., Hartford, Conn., a depart-
ment of Monsanto Chemical Co., has
appointed Fletcher Richards, Calkins &
Holden, New York, as its advertising
agency. The packaging materials ac-
count had been at Lambert & Feasley
Inc.

= Electronic Specialty Co. (power
equipment and other related products),
Los Angeles, appoints Grant Adv. Inc.,
Hollyweod, as its advertising agency.
The firm merged in August with Iron
Fireman-Webster Inc., Cleveland.

® Marine Products Division, McCul-
loch Corp., Los Angeles (Scott out-
board motors, etc.) appoints Fuller &
Smith & Ross Inc., that city, to handle
national advertising since consolidation
of the division at the parent company’s
world headquarters in Los Angeles. The
agency has other domestic and inter-
national McCulloch accounts.

T Freeman Shoe Corp., Beloit, Wis.,
appoints Roche, Rickerd, Henri, Hurst
Inc., Chicago, effective immediately.
1963 budget: $250,000.

Rep appointments...

& WAAP Peoria, Ill.: Mid-West Time
Sales, Kansas City, Mo., as regional
representative,

» WENE Endicott, N. Y.: George P.
Hollingbery Co., New York.

= WMAK Nashville, Tenn.: H-R Rep-
resentatives as its national representa-
tive, effective Dec. 3.

50 (BROADCAST ADVERTISING)

A slight difference

Pacific Hawaiian Products Co.,
Fullerton, Calif., is using 10- and
20-second tv spots in some 60
markets, starting Dec. 17, in a
one-week  pre-Christmas cam-
paign for Pacific Punch, a soft
drink, The pre-Christmas cam-
paign is customary, but there has
been one change made this year
in the traditional buying pattern.
The company has instructed its
agency, Atherton Privett, Los
Angeles, not to put the business
on any of the ABC-TV affiliates
which carried the network’s Nov.
11 documentary, *“The Political
Obituary of Richard M. Nixon.”

Taplinger, Gladney form
radio-tv marketing firm

The organization of Taplinger, Glad-
ney Co., New York, has been formally
completed. The firm specializes in
the marketing of tv-radio advertising
for advertising agency and manufac-
turer clients.

The new firm will function as “crea-
tive marketing trouble shooters in the
broadcast media,” according to the
principals, Sylvan Taplinger and Nor-
man Gladney.

Mr. Taplinger has served as a vice
president in charge of tv-radio at W. B.
Doner Adv. (formerly the Peck Adv.
Agency), was associate head of broad-
casting for Kenyon & Eckhardt and
program chief for CBS Radio, New
York.

Mr. Gladney, a former tv-radio di-
rector of the Bulova Watch Co., was a
vice president of tv-radio at Reach,
Yates & Mattoon (now Reach, Mc-
Clinton) and more recently served as
vice president in charge of marketing
and sales for Golden Shield Corp., a

subsidiary of Sylvania Electric.

At one time both men were adver-
tising rivals: Mr. Taplinger having
originated and developed the Timex
watch tv spectaculars and initiated the
so-called “watch punishment” theme in
the company’s commercials, and MTr.
Gladney having conceived at Bulova
a series of “watch torture” tests. The
latter also developed a 175-market
dealer tv network that made use of the
first reruns of Ford Theater—using the
concept of dealer-manufacturer co-
operation in television. The new firm is
at 415 Madison Ave., New York.

Spot radio campaign
to introduce new wax

A saturation spot radio campaign in
Texas and California has been an-
nounced by Continental Brands Inc.,
Mount Vernon, N. Y., corporate parent
of Continental Six Month Floor Wax,
for the company’s new floor wax prod-
uct.

Robert A. Wahl, executive vice-presi-
dent of Continental’s agency, Curtice
York Inc., reports that Continental will
use 400 one-minute announcements
every week, day and night, in Houston,
Dallas, San Antonio, Los Angeles and
San Francisco to promote its new
“Clean and Clear” brand.

Shulton’s tv Christmas push

Shulton Inc., New York, reports it
has authorized the “largest Christmas
advertising budget” in the toiletry firm’s
history. For almost three weeks, be-
ginning today (Dec. 10), Shulton will
be participating in 11 prime time shows
on all three tv networks. In addition,
it has scheduled about 6,000 one-
minute commercials in 80 spot tv mar-
kets. Daily and weekend spots are
scheduled in 52 radio markets. The
Wesley Assoc., New York, is Shulton’s
agency.

New products testing television

The following new products were re-
ported last week to have entered spot
tv on at least a test basis. Their activ-
ity was detected by Broadcast Advertis-
ers Reports, a national monitoring serv-
ice, in its off-the-air taping of local tele-
vision advertising and is described here
as part of a continuing series of new-
product reports compiled for BROAD-
CASTING each week.

Monitored during period ended Dec. 5:
Product: Bufferin for Children.
Company: Bristol-Myers.
Agency: Young & Rubicam, New York.
Schedule & Markets: Daytime minutes in
North Central and Eastern markets.

Product: Glad Wrap plastic wrap and bags.

Company: Union Carbide Co.

Agency: William Esty Co., New York.

Schedule & Markets: Daytime minutes in
Northcentral region.

Prtoduct: Crumbles Aureomycin feed supple-
ment.

Company: American Cyanamid.

Agency: Dancer-Fitzgerald-Sample, New York.

Schedule & Markets: Nighttime 10-second
spots in Northcentral area.

Product: Ajax Floor and Wall Cleaner.

Company: Colgate-Palmolive Co.

Agency: Norman, Craig & Kummel, New York.

Schedule & Markets: Nighttime minutes in
Pacific area.

Product: Duractin Capsule Pain Reliever.

Company: Smith, Klein & French.

Agency: Foote, Cone & Belding, New York.

Schedule & Markets: Daytime and evening
minutes in Pacific and Northcentral areas.
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~TAKE A SECOND LOOK
It’s Allenfall’s, in Duluth. Take a second
ook at the Duluth-Superior-PLUS market
—it's bigger then you think! Bigger
because KDAL-TV now delivers Duluth-
Superior—plus coverage in three states
and Canada—through fifteen ‘licensed
transiator stations!

This means Duluth-Superior-PLUS:
now has more than 250,000 television
homes. it's bigger than you think! And
only KDAL delivers it alll

KD A L Duluth-Superior-Plus

2nd largest market in both
a WGN station | Minnesota and Wisconsin

_.




THE MEDIA

Bulls are loose in Rockefeller Plaza

NBC TELLS AFFILIATES 1962 BEST YET AND 1963 LOOKS BETTER

NBC is enjoying “an excellent year”
that has produced one full week in
which NBC-TV daytime programming
was 100% sold out and a quarter-year
in which nighttime programming was
completely sold.

This bullish report was presented by
NBC officials last week at the annual
convention of their television and radio
affiliates held Tuesday and Wednesday
in New York.

President Robert E. Kintner said that
not only had 1962 been “‘excellent”
but 1963 ought to be even better.

He said the NBC Radio network is
No. 1 in profit, audience and sponsor-
ships; that NBC-owned radio and tele-
vision stations are “doing excellently”
and that NBC Enterprises “will have
this year its largest profits” and ‘is
on the threshold of even bigger oppor-
tunities.

Walter D. Scott, executive vice presi-
dent for the tv network, told the affili-
ates that daytime sales had been “ex-
ceptionally good,” with 20% more
sponsored hours this year than last.

He called the week of complete day-
time sell-out a “milestone.” Sales were
so good that in-program minutes nor-
mally reserved for local sale by sta-
tions “disappeared,” but Mr. Scott re-
assured affiliates that “we do not ex-
pect this to happen regularly.” The
week was subsequently identified as
Oct. 28 through Nov. 3.

The Golden Year » Don Durgin, tv
network sales vice president, said 1962
is a record year. In addition to the

100% sale of daytime for one week, he
said, daytime sales on other weeks are
at the 95 to 96% level.

For the third quarter, Mr. Durgin
said, nighttime periods were completely
sold out—a phenomenon he said he’d
never seen before.

Other officials indicated that night-
time sales for the fourth quarter of
1962 and first quarter of 1963 are only
slightly below the 100% mark.

Mr. Durgin also told the affiliates
that he has seen no signs of an eco-
nomic recession ahead. He reported
that only two clients had asked for
relief from their commitments in the
fourth quarter and that neither of
these was related to recession.

Messrs. Kintner, Scott and Durgin
offered their reports at the Wednesday
afternoon television session of the two-
day meeting, which also included these
highlights:

s An enthusiastic session on radio
and its prospects (see page 56).

s An answer to tv’s critics, an assess-
ment of tv's problems and an explora-
tion of “what’s right with television”
by NBC Chairman Robert W. Sarnoff
(see page 54).

= A long glimpse at NBC-TV’s pro-
gram drawing-board for 1963-64, pre-
sented by programming vice president
Mort Werner (page 64).

President Kintner told the television
meeting that network responsibilities
include the obligation to “take a
gamble” on programming—and that
sometimes these gambles pay off and

Robert W. Sarnoff, NBC board
chairman, had an answer last week
for those who suggest—as Kenyon &
Eckhardt’s Chairman William B.
Lewis did a few weeks ago (BROAD-
CasTING, Oct. 29, Nov. 5)—that
U. 8. television should cluster its
commercials British style.

Without naming Mr. Lewis, the
NBC chairman said in an address to
NBC-TV affiliates (see page 54):

“I think this gentleman might get
more of an argument on this score
from his client’s and advertising col-
leagues than from me. Nevertheless,
I'm tempted to ask him the kind of
question our professional viewers
never seem to pose: might it not be
good for British commercial televi-

Sarnoff sees imitation as a two-way street

sion to adopt the American pattern
of placing commercials in the sched-
ule?”

Mr. Sarnoff thought it “refreshing
to note that the British themselves
seem to think there are things they
can usefully learn from us.” The
Independent Television Authority, he
explained, recently “served notice
that it means . . . to develop some-
thing with which you and I are very
familiar—namely, competition.”

Mr. Sarnoff also observed that
such criticisms and observations by
“our friends among the professional
viewers” sometimes “may be in part
only the reflex to a need to fill a
speaking engagement or a column
of white space.”

82

sometimes they don't.

He said NBC invested millions in
Ifs a Man’s World as an attempt to
create a new kind of program. Yet,
he said, the network is being accused
of “lack of creativity” because it had
to withdraw the program after it failed
to build audience and “became our
lowest-rated show.”

Mr. Kintner said he thought NBC
“is doing a good job” and added that
he could say the same for both CBS
and ABC.

Story of News » William R. Mec-
Andrew, executive vice president for
NBC News, reported on his depart-
ment’s activity. Since Dec. 1, 1961,
he said it has included 48 instant spe-
cials, 41 hour specials, one 90-minute
special, one 10-hour program reporting
election returns, 26 special half-hours
exclusive of presidential news confer-
ences, eight special pre-election pro-
grams, and three manshoots represent-
ing 47 hours of coverage—all this in
addition to regularly scheduled news
programs.

Mr. Durgin reported that NBC this
year will gross $44.2 million in time
and program sales for news specials and
news series alone. He called this a
“substantial achievement” even though,
he said, it recovers only about half
of the program costs involved.

In a big-screen sound-film presenta-
tion called “Focus on the Future,” NBC
ranged over such diverse fields as in-
ternational broadcasting, color, news
programs, sports, entertainment, net-
work facilities and ratings for the bene-
fit of the tv affiliates. Highlights in-
cluded:

= “Television’s most significant pro-
gram trend is the upsurge of interest
in informational programming—on the
part of broadcasters, viewers and spon-
sors. . . . This past season 87% of
NBC’s prime-time actuality program-
ming was sponsored—the highest sales
level ever achieved, with more of such
programming than ever before.”

s The five-week period that encom-
passed the Mississippi rioting, the
Giants-Dodgers playoffs, the Walter
Schirra manshoot and the World Series,
the Ecumenical Council in Rome and
finally the Cuban crisis proved “that
we can cover almost anything, almost
anywhere in the world or even above
it, now or in the future.”

= Color tv, “the future of tv,” is “in
the boom stage and making big news
all over the world.” The presentation
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TOTAL PACKAGE
CONCEPT ASSURES
MAXIMUM STEREO

PERFORMANCE

A complete FM stereo broadcast
package — specially engineered to
deliver the greatest stereo realism
possible — is now available from
the Gates Radio Company.

This exclusive system features a
full power range of stereo trans-
mitters from 10 watts to 20,000
watts, the new Cycloid antenna with
one through sixteen bays, a dual
peak limiter, stereo Cartritape, the
choice of two sterco audio consoles
and two professional stereo turn-
tables (12 or 16-inch)-—plus other
important accessories that add real-
istic depth and separation to broad-
cast sound.

All equipment in the package was
researched, designed and manufac-
tured after the FCC rules and
regulations concerning FM stereo
were finalized — yet each product
has been extensively field tested.

To assure maximum stereo per-
formance, the new FM station will
want a fully integrated system de-
signed specifically for stereo—and
Gates is the only manufacturer in
the broadcast industry to offer such
a complete equipment plan. This
total package concept solves the
broadcaster’s problem of purchas-
ing equipment from several different
sources — which could result in
an incompatible stereo broadcast
system.

Many FM stereo stations already
on the air may find that they are
not getting full stereo performance
due to an incomplete system. By
reviewing the package diagram on
the right, they can determine the
equipment needed to assure true
stereo transmission. And the mon-
aural station should investigate to
see how relatively simple and inex-
pensive it is to convert to the “won-
derful world of stereo” with the
complete Gates package.

Full technical information on this
special FM stereo package is now
available. Write Gates Radio Com-
pany, Quincy, Il1., for the FM Stereo
Fact File.
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GATES OFFERS MOST

' COMPLETE FM STEREO
PACKAGE IN INDUSTRY
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Gates 1is the only manufacturer
in the broadcast industry to offer
such a complete stereo system,
For complete information, write
for the FM Stereo Fact File —
yours for the asking.
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GATES

GATES RADIO COMPANY

Subsidiary of Harris-Intertype Corporation

QUINCY, ILLINOIS
Offices in: HOUSTON, NEW YORK, LOS ANGELES, WASHINGTON, D.C.

In Canada:

CANADIAN MARCONI COMPANY

Gates Cycloid FM
Antenna — Designed
for Stereo

Complete Line of FM
Stereo Transmitters
— from 10 Watts to
20,000 watts

Gates M-6146 Stereo
Generator

Gates M-6160 Sub-
carrier Generator 67
KC or 41 KC. Switch-
ing Kit Optional

Gates M-6144 Stereo
Dual Limiter

Gates M-6158 Ex-
ecutive transistor
console—10-channe!
stereo

Gates M-6188 Stereo
Yard

Gates Stereo
Cartritape fl

Gates M-6169 Stereo
Transistor Pre-
amplifier

Gates CB-500 16-
inch & CB-77 12-
inch, with GE VR-
1000 Gray 208$
Stereg Cartridge
Arm & Rest

i
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e L

Expon Sales: ROCKE INTERNATIONAL CORP, - 13 EAST 40th ST. » NEW YORK ClTY
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called attention to a special ARB sur-
vey conducted earlier this year in
Omaha. The study, underwritten by
KMTV (TV) Omaha and NBC, showed
that if a station broadcasts in color,
even its black-and-white shows get
better ratings. Black-and-white pro-
gramming on KMTV was found to
achieve a 44% higher rating in color
homes than in black-and-white homes.

= NBC this year has spent $5 million
for overall facilities improvements.
Color facilities got the biggest share.
NBC also pays $700,000 a year for
color connections to deliver more than
40 hours -of color programming to its
affiliates each week.

WCPO to join
CBS Radio lineup

The affiliation of WCPQO Cincinnati
with CBS Radio, effective Dec. 30, was
announced jointly last week by Mort C.
Watters, vice president and general
manager of the Scripps-Howard Broad-
casting Co., owner of the station, and
William A. Schudt Jr., vice president,
affiliate relations, CBS Radio. WCPO
will replace WKRC, which is owned
by the Taft Broadcasting Co., as the
network affiliate in Cincinnati.

CBS Radio spokesmen said the net-
work terminated the WKRC relation-
ship because WKRC did not clear net-
work programs satisfactorily. They in-
dicated WKRC was not clearing the
Garry Moore Show, Art Linklefter
Show and several Dimension features.

Bunker tells radio men
how to increase sales

The man who’ll become president of
RAB in March told a meeting of the
Arizona Broadcasters Assn. Friday
(Dec. 7) they could increase sales vol-
ume by at least 15% if they would
use the sales and research tools pro-
duced by the radio industry and RAB.

Edmund C. Bunker, who succeeds
RAB President Kevin Sweeney next
year, cited results of an unreleased na-
tionwide study commissioned by RAB
which showed that the “average amount
of time adults spend with radio is al-
most as great as tv’s average.”

Meeting at Scottsdale, the Arizona
. broadcasters also heard from John
Couric, NAB manager of public rela-
tions, who told them they could add
to broadcasting’s national stature by
stepping up and improving public rela-
tions on the state level.

Mr. Couric cited NAB's distribution
of 50,000 copies of its speakers’ di-
rectory and said state chambers of com-
merce should be provided with lists of
state broadcasters available for speak-
ing engagements.
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WHAT'S RIGHT

WITH TV

Robert Sarnoff outlines television's progress
and its problems at NBC affiliates’ convention

In a wide-ranging assessment of tele-
vision’s progress and problems, NBC
Board Chairman Robert W. Sarnoff last
week struck out at advocates of what
he called “a double standard for free-
dom in broadcasting.”

He told the NBC affiliates conven-
tion’s television luncheon (also see
page 52) that some of the strongest
advocates of freedom for tv in public
affairs programming also advocate gov-
ernment restraints to re-shape entertain-
ment programming in their own mold.

*“There should not be a double stand-
ard for freedom in broadcasting,” Mr.
Sarnoff declared.

“If we have the right to exercise’
freedom in the coverage of controversial
issues, even to the point of making mis-
takes, then surely we have the equal
right to exercise freedom of judgment
in the area of entertainment pro-
gramming. Indeed, in the entertain-
ment field creative function is by its
very nature a process of trial and error,
and thanks to the power of the audi-
ence, errors of judgment are self-
correcting.”

Mr. Sarnoff thought it ironic that so
many of tv’s problems “spring from the
sheer power and pervasiveness” of the
medium.

“More particularly,” he said, “it is
striking how often the very influence
and impact of the medium are pre-
sented as reasons to restrict, control
and shape it to special ends. However,
freedom rather than restriction promises
a free society its greatest benefits from
its most powerful medium of expres-
sion.”

Tv’s

Increasing Boldness = He

Mr. Sarnoff
Take a fresh look at tv

thought “the most encouraging recogni-
tion that we need not fear our own
strength” may lie “in the increasing
boldness with which television is com-
ing to grips with controversial public
issues.”

He saw permanent removal of the
equal-time requirements in political
broadcasting as “an important piece of
unfinished business.”

He also noted—but could see no
practical democratic solution for—the
fear of “some thoughtful observers”
that today’s swifter election reporting
techniques may create a “bandwagon
psychology” and thus influence the vot-
ing in western states “while millions of
voters are still going to the poils.” He
went on to say:

“Even assuming such a problem may
exist or develop, I am frankly at a loss
to imagine a practical solution accept-
able to a democratic people. To sup-
press or curtail journalistic freedom is
an extreme measure that we tolerate
temporarily in time of war or when
the national security is at stake.

“It seems unthinkable to me, how-
ever, that we can practice suppression
out of what, in the last analysis, is the
unflattering speculation that millions of
free Americans will be rendered in-
capable of voting their individual con-
victions.”

Tv Exports = Mr. Sarnoff also noted
that television's impact is often given as
justification for exporting only pro-
grams that uphold “the national image.”
This line of reasoning, he said, “over-
looks the elementary point that nothing
could damage America’s image more
quickly than any effort to tamper with
free expression.”

He said “one of the heartening de-
velopments of 1962 has been the rec-
ognition of this danger by responsible
officials and the disavowal of any in-
tention of imposing thought control on
American programming for export.”

Mr. Sarnoff suggested that television’s
own improvement has contributed to
the criticisms directed against it:

“The one thing that invariably goes
up and up and up is the set of stand-
ards by which it is judged. In a sense,
we have brought this all on ourselves,
because as we get better—as pro-
gramming grows in scope, craftman-
ship and sophistication—those who sit
in judgment expect more and more of
us., ..
“As one oldtimer ruefully remarked
not long ago, things have reached the

‘point where everbody’s Aunt Matilda
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In the Rich Rochester, N.Y., Market
WHEC-TV Delivers
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We've moved our antenna sixty
feet up to the top of the transmitter on
Pinnacle Hill—505 feet above

average terrain!

- More height means more reach to more
viewers in the rich, eleven-county
Rochester market! More exposure for

N S your sales message! More value for

_ your advertising dollar!

o Now more than ever before, we offer
ui!@ vou a “ten-strike” on Channel 10!

ROCHESTER, N.Y

. i
“FIRST in New York State! w H E c - I v
*TENTH in the Nation!

**Most Affluent Metropolitan
Areas in U.S. A" 180 U. S, CHANNEL 10, ROCHESTER, N.Y.

Census Bureau.
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sees more acts in a year than a book-
ing agent on the old Keith-Albee cir-
cuit saw in a lifetime.”

Professional Viewers Vs, The Pub-
lic = But “it is largely the professional
viewers,” not the “vast public,” who are
harder to please, he continued. “These
demands of professional viewers are
all the more difficult to fulfill because
they often have little in common with
those of most of the audience.”

Mr. Sarnoff reviewed some of the
major charges which have been levelled
against television—"sex and violence,”
too many westerns, not enough public-
affairs programs, not enough children’s
programs, etc.—and pointed out that
they haven't been heard much lately.

One charge that he expected to en-
dure is “that television programming
lacks balance.” Everybody defines bal-
ance to suit his own tastes, he said,
when in fact “it falls to the broadcaster,
and only to the broadcaster, to mediate
among these and other tastes and to
try conscientiously to strike a balance
equitable to all who are served by a
mass medium.”

He continued: “When we really give
the body of television a thorough ex-
amination, it is hard to find the symp-
toms of illness that have been bewailed
in television clinics over recent years.
Yet many of the professional viewers

keep clinging to the same tired old
diagnosis. I suggest that if they take a
fresh and closer look at the whole pa-
tient they will find it is far more timely
and pertinent to note what's right
[rather than what’s wrong] with tv.”

In NBC's view, Mr. Sarnoff said, the
“elements that spell long-range network
leadership” and “program diversity and
balance; [are] the kind of technological
initiative that gives us a unique posi-
tion in color, and the development of
news and information as a major serv-
ice of television.”

Program Diversity = He said NBC
considers diversity and balance essen-
tial, although “there are easier ways”
to get big ratings.

“Our concept of a balanced and
diversified schedule,” he said, “springs
from the conviction that a medium ad-
dressed to the total public must try to
engage the interests of all parts of that
public. Unless it does so, it will miss
a part of its obligation and opportunity
—and part of its market as well.

“Particularly, a service as universal
as network television cannot afford to
ignore a minority of millions whose
tastes do not always coincide with the
majority; who include the taste leaders
and the style setters, and who form an
economic segment important to many
national advertisers . . .

“Any medium that limited itself to
the lowest common denominator of
public taste would abdicate vitality and
the chance to grow in appeal by stimu-
lating new interests in its vast exXisting
audience. And any medium that under-
estimated the intelligence of its audi-
ence would soon find that audience de-
serting it.

“Television's audience is voluntary,
not captive, and no member of it will
stay with anything that talks down to
him. Indeed, in the area of taste, as
in other fields, Americans have the
habit of trading up, not down.”

Color tv and “continuing superiority”
in news and information were also
stressed among NBC contributions to
“what’s right with television.”

Reporting that color set sales are
now doubling and redoubling in geo-
metric progression, he said that “those
who joined us in tilling the soil and
planting the seeds are now enjoying
the first fruits—and for them the color
harvest will be steadily bigger.”

He emphasized accomplishments of
NBC News and at one point described
its audience this way: “More homes
than the combined circulation of Life,
Look, Time, Newsweek and U. S. News
& World Report, plus the total circula-
tion of all major dailies in New York,
Chicago, and Los Angeles.”

Needed: a proper price tag for radio

NBC SAYS SHORT COUNTS OF AUDIENCE SHORT CHANGE THE MEDIUM

Radio, described last week by NBC
board chairman Robert Sarnoff as the
“biggest bargain in advertising,” was
also pictured to NBC Radio affiliates as
a medium whose advertising rates can
move only one way—up.

Emphasis by Mr. Sarnoff, NBC Presi-
dent Robert E. Kintner and NBC Radio
Executive Vice President William Mc-
Daniel was on the need for re-evalua-
tion of audience research.

Delegates at the NBC affiliates an-
nual convention at the Americana hotel
in New York {(also see stories, pages
52 and 54) were told:

= “NBC Radio is operating in the
black for the third straight year”—Mr.
McDaniel.

s The biggest sales nut to crack in-

network radio is news sponsorship.
There's “not enough business to go
around in the news sponsorship on four
radio networks to keep all of us sold
out”—Mr. Kintner.

s The radio network should get
higher advertising rates and at present
is *“greatly undercharged”—there’s a
need for more research and for pre-
senting agencies and advertisers with
a “‘better sales story”—MTr. Kintner.
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= NBC Radio may be thinking about
a raise in rates: “Alert advertisers will
take advantage of the bonus [the un-
measured or conservatively estimated
audience for which the advertiser does

Mr. McDaniel
In black third straight year

not pay] while it lasts"—Mr. Sarnoff.

= Network radio affiliates can help
find “answers” to media questions ad-
vertisers now ask in an economic cli-
mate of growing competition, shrinking
profit margins and need to maintain
a brand’s position in the market—
Richard P. Jones, vice president and
media director of the J. Walter Thomp-

son agency.
Programming and sales news was
spotted through the radio sessions

Tuesday (Dec. 4).

Sales Report s Affiliates received an
NBC Radio sales announcement of
$2,636,000 in new and renewed busi-
pess signed since Nov. 2. The an-
nouncement by William Fairbanks,
vice president, sales, NBC Radio, fol-
lowed Mr. McDaniel’s “highly favor-
able” year-end report.

Among the advertisers and their
agencies buying into the network’s pro-
gram lineup: Master Lock (through
Baker, Johnson & Dickinson}, Sylvania
Electric Products (Kudner), Quaker
Oats (Compton), Buick (McCann-
Erickson), Kraft Foods (Needham,
Louis & Brorby), Rexall Drug & Chemi-
cal (BBDO), General Mills (Dancer-
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The Day the Ladybugs Fell on WMT

or The Postman Hardly Ever Rings for Someone Else
When He Has Mail for Our Bob

Bon NaNCE, our farm director, gets up before are therefore (like WMT, but for a different
brezkfast with monotonous regularity to modu- reason) The Farmers’ Friend. The reply to (2)
f late our carrier with Farm Feorum, a non-bossa- is not so reassuring:

nova program designed to separate ‘the men from
the beds at 6:30 in the morning. This he does

with singular grace and no audible trace of an-

Other ladybugs.

WMT e CBS Radio for Eastern lowa
Represented by the Katz Agency
i understand, but easy to admire—from a distance. Affiliated with WMT-TV, Cedar Rapids—

; noyance, which is hard for us promotion types to

Waterloo; K-WMT, Fort Dedge; WEBC, Duluth

/ There he was one 6:30, bright voiced and coffee
fortified, farm foruming with his usual authority,
when he dropped the script he was ad-libbing. In

: the darkness (we don’t hardly turn the lights

on except for audience-participation shows) he

couldn’t find the script, so he ad-libbed a real ad-
lib about his little girl’s captive ladybug’s escape
from stir (2 domino box, full of grass and affec-

¢ tion).

Loyal followers of WMT staffers’ vicissitudes
have probably anticipated the end, or, as we say,
pay-off: they’ll forgive us if we spell it out for
new subscribers: When the next day’s mail crawled-
flew in, we had Studio A, Studio B, and the ladies’
room full of ladybugs.

“Full?” you ask. “How many is that?”

“Ever try to count an active ladybug?® is our

unsatisfactory response.

Just to be sure that something constructive came
of all this, we made a survey. We asked all four of
the college-graduate members of our farm depart-
ment (1)} what do ladybugs eat! and (2} whom
do they marry. The unanimous reply to (1}):
they’re avid for aphids and other insect pests and
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Fitzgerald-Sample), Gilette Safety
Razor (Maxon), Pennzoil (Fuller &
Smith & Ross and Eisaman, Johns &
Laws), Aetna Casualty & Surety
(Remington Adv.).

Also American Dairy Assn. (Comp-
ton), Mennen (Warwick & Legler),
Wm. Wrigley Jr. Co. (Arthur Meyer-
hoff Assoc.), Charles E. Hires Co.
(Fuller & Smith & Ross) and Sun Qil
(William Esty), which renewed its
Three Star Extra daily news program
for 52 weeks.

Program Plans » New programming
for 1963 as announced by Mr. Mc-
Daniel: a new Monitor segment that
will be produced in cooperation with
the Federal Bar Assn. and cover a
range of government agencies starting
with a show featuring U. S. Supreme
Court Justice Tom C. Clark, and two
taped musical concert series starting
in January; one, the Boston, Sym-
phony Orchestra in The Heart of The
Symphony series, the other, the Tran-
sylvania Symphony Orchestra produced
with the Brevard, N. C., music center.

Exclusive Statistics a NBC Radio re-
ported it is holding a series of meet-
ings with the A. C. Nielsen Co. in
search of an answer to the problem
of measuring the self-powered radio
audience, which Mr. McDaniel said
comprises the ‘“great bulk of today’s

JWT's Jones
Help solve the riddles

listening—and the growing part.”

It was estimated three-quarters of
the 25 million new radios purchased
per year are self-powered and thus
not measured by stationary mechanical
devices used to measure the plug-in set
audience.

“The audience to car and portable
radios is huge,” Mr. McDaniel said,

Outstanding Values in

Broadcast Properties

years.

year payout.

Will pay out with 29% down.

Major market fulltimer with excellent
physical assets. Present owner under-
financed. Station presently breakeven.
$125000 down and balance over 8

Fulltimer in good multiple station mar-
ket, first in ratings. In the black and
improving monthly. 29% down and 7

Powerful regional daytime AM, full-
time FM. Inexpensive operation, gross-
ing $90,000 and earning good return. |

MID-ATLANTIC

-~ $350,000

- NEW ENGLAﬁl_ -
$200,000
VW YORC STATE

$150,000

Chicago, Iilinois
Flnancial 6-6460

i FEderal 3-9270

BLACKBURN & Company, Inc,
RADIO ¢ TV * CATV * NEWSPAPER BROKERS
NEGOTIATIONS ¢ FINANCING * APPRAISALS

WASHINGTON, D.C. CHICAGO ATLANTA BEYERLY HILLS
James W, Blackburn H, W. Cassili Clifford B, i

lack V. Harvey William 'Bs.s'Ryan Stlanler &h”:l::’r'a" E?lg‘enmnét?::':sn
Joseph M. Sitrick Hub Jackson John G. Williams Bank of Amer. Bldg.
RCA Building 333 N. Michigan Ave. Gerard F. Hurley 9465 Wilshire Blvd.

1102 Healey 8idg.
JAckson 5-1576

Beverly Hills, Calif.
CRestview 4-3151
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[and] we have indications that on a
Sunday afternoon it is nearly double
the audience listening to plug-in sets.”

Mr. Sarnoff said indications were
that the radio network may be selling
itself “short” by as much as 75%
“simply because we have not yet been
able to place a yardstick on the vol-
ume of listening to self-powered radio.”

Radio’s ‘Riddles’ » Mr. Jones of JWT
asked station affiliates to join with
agencies to help answer “some of the
riddles of radio.” Among them: num-
ber of people listening at a given time
in home and out-of-home, who these
people are, what households they rep-
resent, what happens to reach, and
frequency when another commercial
is added on the network or station or
competing networks and stations, how
radio supplements other media in build-
ing audience weight and coverage, the
level of commercial awareness from
schedules of *various intensity” and
how this varies in relation to program
environment.

The agency executive also asked:
*“What are the unique qualities of your
network or your station that make it
an effective sales tool for a given
product?”

Mr. Jones recommended that sta-
tions continue to build “a vital pro-
gram structure that will bring to your
station adult, responsible listeners.”

Added Mr. Jones: “Sell your medium
first, to insure an ever-increasing flow
of advertising dollars into radio. Then
sell your stations, confidently and ag-
gressively, without resorting to rate-
cutting or special deals which are
bound to lower your image and . . .
make the buyers’ jobs tougher as well.”

Changing hands . ..

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

s KSYD-TV Wichita Falls, Tex.: Sold
by Stdney A. Grayson and associates to
Paul Harron and group for $2,350,000.
Mr. Harron is a principal stockholder in
WKTV (TV) Utica, N. Y., and is pres-
ident of World Broadcasting System,
Philadelphia, radio programming serv-
ice. KSYD-TV operates on ch. 6 and
is a CBS affiliate. Broker was Hamilton-
Landis & Assoc. (AT DEADLINE, Dec.
3).

= WDAR Darlington, S. C.: Sold by
Walter P. Pearce to John P. and Julia
N. Frew for $80,000. Mr. Frew for-
merly owned a partnership interest in
WPLK Rockmart, Ga. WDAR oper-
ates on 1350 kc with 1 kw daytime
only. Broker was Jackson Lee, Atlanta.

APPROVED = The following transfer of
Station interests was among those ap-
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proved by the FCC last week (for
other commission activities see FOR
THE RECORD, page 125).

s WKYW Louisville, Ky.: Sold by F.
Eugene Sandford and associates to Pro-
ducers Inc. for $305,300. Producers
Inc. owns or controls KCND-TV Pem-
bina, KNOX-TV Grand Forks and
KXGO-TV Fargo, all North Dakota;
and WTVW (TV) Evansville, Ind.

Cabot prize honors
station owner Knight

John S. Knight, station and newspa-
per group owner, was one of four jour-
nalists honored Nov. 27 in 24th annual
presentation of Maria Moors Cabot
prizes at Columbia U., New York.

Prizes, awarded for “advancement of
international friendship and understand-
ing the Americas,” also were given to
Raul Fontaina, general manager, Radio
Carve, Montevideo, Uruguay; John R.
Herbert, editor, Patriot Ledger, Quincy,
Mass.; and Rodolfo Junco de la Vega,
publisher of E! Norte and El Sol,
Monterrey, Mexico.

John S. Knight stations are WAKR-
AM-FM-TV Akron, Ohio, and WCKR-
AM-FM and WCKT (TV), all Miami.

Brownstein appointed
to post at Richer reps

Sam Brownstein, general manager of
Prestige Representation Organization,
New York, has been appointed a di-
rector and vice president of Robert
Richer Representatives Inc. Though the
two companies are not merging, they
will share New York offices at 441
Lexington Ave. and will continue to op-
erate independently. Mr. Brownstein
will continue as a full-time employe of
PRO, but will assist in policy making
and planning for the Richer company.

The two reps operate in non-competi-
tive fields. Richer sells for major mar-
ket fm and am stations with gquality
music programming. PRO sells for 21
stations in markets below the top 50.

Richer announced last week that as
a result of the increased resources
brought about by the arrangement with
Mr. Brownstein, the company will open
sales offices in Chicago, San Francisco
and Los Angeles, effective Jan. 1, 1963,

APRTA membership okays
amendments to by-laws

Members of the Associated Press Ra-
dio-Television Assn. have approved
amendments to the organization’s by-
laws as proposed by its board of direc-
tors on Sept. 17. The changes go into
effect immediately.

The principal change affects the com-
BROADCASTING, December 10, 1962

ABC'’s new symbol

ABC has a new symbol that
will be used as its trademark on
the air and in advertising. The
network is converting to the new
symbol this month and expects to
have it in complete use by Jan. 1,
1963. The trademark was created
by graphic designer Paul Rand
who also is credited with originat-
ing such designs as the new trade-
marks for IBM and Westinghouse.

position of the association’s 16-man
board of directors. Members in each
of the four regional districts now will

elect three directors—one each from
the following station classifications: Un-
der 5 kw, 5 kw and over, and tv sta-
tions. Also, the entire membership will
elect a director at large from each dis-
trict who would reptresent any station
classification without restriction.

Other changes approved provide that
no director may serve more than two
consecutive terms of four years each
and no president or vice president of
the association may hold office for more
than four consecutive terms of one year
each. There previously was no such re-
striction.

The new by-laws also specify that
nominations for election to the APRTA
board may be made by written petition
of 12 members in the case of directors
at large and six members in the case of
other directors. The old by-laws per-
mitted nomination by written petition
from three members.

Radio editorialists
down—'Yearbook’ study

Fewer radio stations are editorializ-
ing this year, according to a survey for
the BROADCASTING YEARBOOK, which
will be in the mail next week.

The survey shows that 1,231 am
radio stations (32.6%) editorialize
compared with 1,334 (36.9%) which
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did last year. Am stations which carry
editorials, however, are now using the
feature more frequently than in the
past—11.8% on a daily or weekly
basis vs. 11.6% last year.

In television, 212 stations (37.4%)
editorialize compared with 203
(37.2% ) last year. The feature is used
on a daily or weekly basis by 13.6%
compared with 12.5% last year.

Of fm-only stations, 74 (21.1%) are
editorializing compared with last year’s
61 (19.6%). Using the feature on a
weekly or daily basis are 9.4% com-
pared to last year's 6.6%.

Court gives WMAL
temporary injunction

WMAL Washington won a tempo-
rary injunction against a local helicop-
ter company prohibiting the air service
from breaking its contract with that
station (BROADCASTING, Nov. 26).

The contract is for the broadcast of
traffic conditions twice a day during
rush hour traffic. The memorandum
was issued by Judge Leonard P, Walsh
of the U. S. District Court in Washing-
ton.

WMAL’s contract with the Washing-

-

AVERAGE HOMES
MONDAY THROUGH SUNDAY
March, 1962 ARB 10:00 P.M.

KOLN-TV/KGIN-TV faeeane. 69,200
Omaha "A" ... . ..ciieeia00..59,100
Omaha “B" Esaaan 32700
Omoha "C' .., ...42,200

YOU'RE ONLY

HALF-COVERED

IN NEBRASKA

77 IF YOU DON'T USE
=== KOLN-TU/KGIN-TV!

... covering a bigger,
better Lincoln-Land

The big story in Nebraska these days is
on the state’s other big market, now rated
among the top in the United States.

Lincoln-Land is now the 76th largest
market in the nation*, based on the
average number of homes per quarter
hour delivered by all stations in the
market. And the Lincoln-Land coverage
you get with KOLN-TV/KGIN-TV
(206,000 homes) is a must for any sales
program directed to the major markets.

Avery-Knodel will give you all the facts
on KOLN-TV/KGIN-TV — Official Basic
CBS Outlet for most of Nebraska and
Northern Kansas.

*AR8 Ranking

KOLN-TV [KGIN-TV

CHAKNEL 10 ® 316,000 WATTS
1000 FT. TOWER

CHANNEL 11 ® 315,000 WATTS
1069 FT. TOWER

COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET

Exel N,

Avery-Knodel, inc., ive i P
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ton-Baltimore Helicopter Co. expired
Nov. 8. The company asked for in-
creased payment, as well as two com-
mercials per period daily. When
WMAL refused these revisions, the
helicopter company signed a new con-
tract with WWDC  Washington.
WMAL, claiming it has an option to
renew the existing contract, secured a
temporary restraining order against the
helicopter company.

KXTV wins award
for second straight year

KXTV (TV) Sacramento, Calif., has
been named winner of Corinthian
Broadcasting Co.’s annual public serv-
ice programming award for its half-
hour special, “Death of a Gold Rush
Town.” KXTV also won the 1961
Corinthian stations’ competition, which
is held “to stimulate . . . the creativity
and production of their local com-
munity service programming efforts.”
The other Corinthian tv stations are
KOTV (TV) Tulsa, KHOU-TV Hous-
ton, WANE-TV Fort Wayne, and
WISH-TV Indianapolis.

CBS Foundation grants

CBS Foundations Inc. announced last
week it has made grants to two educa-
tional institutions under a plan estab-
lished to recognize the service of women
employes of CBS. Grants are made on
the completion of 15 years of service
by employes and on the completion of
each additional five years. Amounts
of the 1962 grants were not disclosed.

They were made on behalf of Doro-
thy S. Boyle, manager of program rec-
ords, research department, CBS-TV, to
Barnard College, and Marion S. Shep-
pard, assistant music librarian, WBBM
Chicago, to Trinity College, Washing-
ton, D. C.

‘Cordial’ media

A WQUA Moline, IIL, air edi-
torial concerning the quality of
political candidates on a county
slate was reprinted in the Rock
Island Argus Nov. 5, the first
time that newspaper reproduced
an editorial from a broadcast
medium, according to J. Maxim
Ryder, station manager.

“This . . . is an illustration of
the cordial relationship between
the informational media in a com-
munity despite the fact that, in
many ways, they are competitive,”
Mr. Ryder said.

The Argus owns WHBF-AM-
FM-TV Rock Island.
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CBS-TV'S STAND ON COLOR

Reaffirms policy at Palm Springs fall meeting;
says dimension just too important to give away

CBS-TV feels tv undoubtedly will be
all color in the future but it still differs
with its competitor networks, particu-
larly NBC-TV on the timing. CBS-TV
in effect reaffirms its policy that the time
has not yet arrived for the network to
start converting its prime-time program
schedule to color.

The newly-enunciated policy on color
was made last week at the near mid-
point of the current season and at a time
when each of the networks is forming
plans and policies to govern the season
ahead (1963-64). Its exposition was by
William B. Lodge, CBS-TV’s vice presi-
dent for affiliate relations and engineer-
ing, at the regular fall meeting of the
CBS-TV Network Affiliates Assn. Ad-
visory Board at the Thunderbird Club in
Palm Springs, Calif.

In essence the CBS-TV color position
is: (1) color is the fourth dimension to
the sight, sound and motion of televi-
sion, but (2) that dimension is too im-
portant for broadcasters to just give it
away.

The network then is taking a position
that advertisers should pay for the color
dimension additive. Mr. Lodge reported-
ly told the affiliates board that while the
percentage of programming in color has

had an obvious big jump on NBC-TV’s
schedules, the number of commercials
in color has not—one figure mentioned
was that in one week last October only
16% of the commercials telecast in
color programming time were them-
selves in color.

Cost Factor = This analysis was taken
to mean, according to CBS-TV network
people, that advertisers were agreeable
to color programs in that they don’t
represent added costs to them but either
were unwilling to pay additional, albeit
nominal, costs to make commercials as
well as programs in color.

Reportedly Mr. Lodge noted a de-
cided disinterest on the part of adver-
tisers to pay nominal surcharges to pay
the cost of colorcasting on CBS-TV.
The network, it was learned, has recent-
ly offered several advertisers now on
CBS-TV to originate color on the net-
work at a surcharge believed to be at
about $4,000 per half hour ($7,500 for
the hour) over a period of about a
month starting in late February, 1963,
and to date only two advertisers for a
single program (a Grace Kelly progfam
that will be shown on Feb. 17, 1963)
have accepted the offer. These adver-
tisers are Ford and Chemstrand.

KBTV (TV) Denver has pre-
sented KRMA-TV, the city’s edu-
cational channel, a new film library
containing 100 half-hour public af-
fairs programs of the Television Af-
filiates Corp.

John C. Mullins (1), KBTV pres-
ident, is shown here presenting the
first reel to Dr. Kenneth E. Ober-
holtzer (r), superintendent of Den-

KBTV (TV) gives Denver etv 100 films

ver Public Schools. Also shown are
Howard L. Johnson (second from
1), executive director of KRMA-TV,
and James Case (second from r),
assistant executive director and pro-
gram director of KRMA-TV.

KBTV has produced in Denver
two of the half-hour films in the
TAC library: Pony Express and
Cattle-Cowboys.
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CBS-TV, it was revealed at the meet-
ing, has a capital outlay of more than
6 million in technical facilities, and it’s
projected that a six-to-seven-year color-
casting of a schedule by CBS-TV would
have amounted to $20-40 millions.

But, it was explained, such monies
could not have been recouped from re-
ceiver sales nor from advertisers but
most likely from such areas as program
development.

Summing up, the network has figures
showing an estimated less than 2% of
the tv audience has even access to a set
that can receive color and thus feels its
responsibility to the more than 98% of
the audience to keep its program stand-
ards high. To wit: don’t support color
at the expense of good black-and-white.

The advisory board also heard re-
ports on future programming plans and
sales prospects. Hubbell Robinson, sen-
ior vice president-programs, reviewed
the network’s program “hits” this sea-
son, newly-announced changes in the
schedule (BRoOADCASTING, Dec. 3) and
plans and directions in programming
for the 1963-64 season (also see story
on CBS-TV’s program plans, page 64).

According to William H. Hylan, sen-
for vice president-sales, CBS-TV con-
tinues to strike forth on its goal of be-
coming the “Tiffany” of the networks in
having as many program sponsors as
possible in comparison to “minute ad-
vertisers,” though of course a network
must have a combination of both. It
was indicated that CBS-TV’s future next
season looked good in sales because of
renewal expectations and interest also
of adveritsers now dissatisfied with
schedules elsewhere.

Other network executives—CBS-TV
President James T. Aubrey; his assist-
ant, vice president Frank J. Shakespeare
Jr., vice president Carl S. Ward (affili-
ate relations), CBS News President
Richard 8. Salant, and Robert Wood,
manager, contracts and records, affiliate
relations, and Richard Forsling, general
attorney—attended the meeting.

At its close, it was announced that
T. B. Baker Jr., WLAC-TV Nashville,
had been elected chairman of the ad-
visory board, succeeding Tom Chaun-
cey, KOOL-TV Phoenix. Thomas S.
Murphy, Capital Cities Broadcasting,
was elected secretary replacing Mr.
Baker.

The advisory board resolved unani-
mously that CBS-TV President Aubrey
“and associates” be congratulated on
“the outstanding record of the network
during the past year.”

WNDT (TV) expands schedule

WNDT (TV) New York, which
started broadcasting on a Monday-
through-Friday basis last September,
will add Saturday telecasts starting Jan.
5, 1963.

In an announcement
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Chrysler Corporation warrants
every part on this page
for 5 years or 50,000 miles.

Chrysler Corporation makes possible this new warranty¥

by your authorized Chrysler Motors Corporation Dealer,
covering all major parts of the engine, transmission, torque
converter, drive shaft, universal joints, rear axle, differential,
and rcar wheel bearings. It pays for labor as well as parts.

It comes with our 1963 Plymouth, Valiant, Dodge, Dart,
Chrysler and Imperial cars, and Dodge trucks. It can be
transferred to the new owner if you sell your car.

It lasts for 5 years or 50,000 miles, making your car more
valuable at trade-in time.

The only thing we ask is that you have your car serviced
at reasonable intervals. (You'd probably do that anyway.)

This bread new protection is a result of establishing and
maintaining the highest engineering and production stand-
ards, combined to give you another great automotive “first”
from Chrysler Corporation.

*Your authorized Chrysler Motors Corporation Dealer's Warranty against defects in material and workmanship on 1963 cars has been expanded to include parts
replacement or repair, without charge for required parts or labor, for 5 years or 50,000 miles, whichever comes first, on the engine block, head and internal
parts: transmission case and internal parts (excluding manual clutch); torque converter, drive shaft, universal foints (excluding dust covers), rear axle and
differential, and rear wheel bearings, provided the vehicle has been serviced at reasonable intervals according to the Chrysler Motors Corporation Certified
Car Care schedules. Trucks are included, but are subject to additional limitations of 1500 hours operation if mileage does not accurately reflect the extent
of actual use and operation of parts covered by the warranty. Coverage will not apply to trucks subjected to prolonged power-take-ofi or off-highway use.

§‘ CHRYSLER
A' CORPORATION
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Dr. Samuel B. Gould, president of Edu-
cational Broadcasting Corp., owner of
the etv station, said that Saturday pro-
gramming will be scheduled from late
afternoon and continue through the
evening. He said the programs will re-
peat the best of the dramatic, docu-
mentary and other educational pro-
grams presented during the week,

Media notes ...

Grant awarded = WFUV (FM) New
York, non-commercial educational sta-
tion of Fordham U., has received a
$30,000 grant as “a generous compli-
ment to our past efforts and a vote of
confidence in our future,” Rev. William
K. Trivett, S.J., director and general
manager, announced fortnight ago as
WFUYV prepared to celebrate its 15th
anniversary. Grant was made anony-
mously by a well-known foundation,
Father Trivett said.

$1,000 scholarship award = The Mary-
land-D. C. Broadcasters Assn. has

mailed entry blanks with detailed in-
formation to all senior high schools
throughout Maryland and the District
of Columbia, covering a new $1,000
scholarship being offered. The award is
to be used over a two-year period for
tuition and financial assistance at the
U. of Maryland. Applications for
scholarships will be received by the
committee until Feb. 15, 1963.

New fm outlet s KRAV (FM) Tulsa,
Okla., signed on the air Nov. 21 from
studios and transmitter atop the First
National Bank Bldg. in downtown
Tulsa. The stereo fm outlet, licensed
to the Boston Broadcasting Co., trans-
mits on 96.5 mc with 20 kw. Station
is on the air 18 hours per day.

The Pulse retained » National Spanish
Broadcasters Assn. has retained The
Pulse Inc. to make a nationwide survey
of the Spanish-speaking market.

Consecration = KBOW Butte, Mont.,
sent a crew to Helena, 65 miles away,
to broadcast the consecration of the

PROGRAMMING

Rev. Raymond G. Hunthausen as
bishop of the Roman Catholic Diocese
of Helena. The entire 3% hour cere-
mony was broadcast with only one in-
terruption—a station break.

Foreign aid = Bill McLain, engineer at
KTNT-TV Tacoma, is sending a supply
of school materials to an impoverished
Mexican village, Huajintian. The sup-
plies, donated by KTNT sponsors, will
be hurried to the town which is de-
scribed as having only a school, a
teacher and a blackboard as educational
facilities.

Watching the late show s WNEM-TV
Saginaw-Bay City, Mich., has begun a
full offering of early morning program-
ming for more than 30,000 swing-shift
workers in its coverage area. WNEM
features a news wrap-up at 1 a.m. fol-
lowed by a syndicated film Monday
through Thursday, and a full-length
feature film on Friday. A 5:50 a.m.
news round-up Monday-Friday also has
been instituted.

CHANGING TV PROGRAM SCENE

More shifts in NBC's current schedule announced;
some planned shows for next season are revealed

The changing form of current pro-
gram schedules on the networks at mid-
season and broad-stroke references to
the next season continue to grip the
attention of agency and network pro-
grammers.

A highlight last week: NBC-TV’s
“preview” of what's on its planning
board for 1963-64. The platform used
was the annual network-affiliate get-to-
gether, held last week at the Ameri-
cana Hotel in New York City (also see
story, page 52).

Some of the information as presented
had been indicated or disclosed in the
past (BROADCASTING, Nov. 5). Other
program plans were announced or men-
tioned for the first time.

NBC-TV, in the meantime, figured
prominently in more changes for the
current, 1962-63 season.

New Cancellation = The network
cancelled Don't Call Me Charlie from
its Friday schedule effective 9:30-10
p-m. on Jan. 25 and replaces that show
with The Price Is Right on Feb. 1.
Price, a prize show that’s taped, has
been in the Monday night schedule at
9:30 p.m.

This development means a change
on Monday evening for NBC-TV that
includes nearly all of its programming
in prime time except Brinkley’s Journal

64

at 10-10:30 p.m.—the next half hour
is station time.

Several days earlier NBC-TV an-
nounced it would program 20th Cen-
tury-Fox features in the 7:30-9:30 p.m.
periods while dropping If's A Man's
World and Saints & Sinners (BROAD-
CASTING, Dec. 3).

A new audience participation series
starring Art Linkletter and originating
in Hollywood is expected to fill the
Monday spot vacated by The Price Is
Right.

New Shows a Here are the programs
mentioned to affiliates by Mort Werner,
vice president-programming, NBC-TV,
which may find their way onto next
year’s schedule:

Mr. Werner confirmed that new
comedy series under development in-
clude one that would star Bill
Dana, ancther for Ann Southern, a
third for Imogene Coca (Grindl, a
Screen Gems show) and a fourth for
Larry Blyden. The latter half-hour
series is Harry’s Girls produced by
MGM-TV. NBC-TV Sales Vice Presi-
dent Don Durgin confirmed its sale to
Colgate-Palmolive in the next season
and for 52 weeks (CrLosEp CIRCUIT,
Nov. 12).

Drama Plans s Under the “drama”
umbrella: the Richard Boone-Clifford

Odets series, details of which were
announced last week, and to be pro-
duced by Goodson-Todman; Face to
Face starring Dana Andrews and for
which a pilot went into production last
week in Chicago; Adamsburg, described
as a “continued story in nighttime tele-
vision” in which each episode will be
self-contained and yet have a common
theme. Adamsburg is a Four Star Tele-
vision production.

As referred to in past reports, a
new one-hour series that will star Rob-
ert Taylor with the Dept., of Health,
Education & Welfare as background is
to be prepared by Four Star for NBC-
TV

Also mentioned: Jonathan Croft, an
MGM-TV anthology fashioned after an
adventurer-writer-traveler such as Ern-
est Hemingway (BROADCASTING, Nov.
5), and Mr. Novak, initially reported as
a half-hour situation comedy being
produced by MGM-TV. A series of
spy stories, Espionage, conceived by
Herb Brodkin and various pilots spun
out of Wide Country were also briefly
noted.

‘Bells’ Silenced s CBS-TV, in the
meantime, indicated its plans for Bells
Are Ringing, a situation comedy based
on the musical with Cara Williams as
the possible star and which MGM-TV
would produce, had fallen through.

At Palm Springs where network ex-
ecutives met with the CBS-TV Network
Affiliates Assn. Board, some plans for
the next season were discussed. Among
them the previously announced one-
hour United Artist Tv-produced pro-
gram starring George Scott, the new
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Maintenance {or Collins FM transmitters

Collins’ performance record of less down time than any other make of transmitter is a fact
we can demonstrate. So, what maintenance amounts to is mostly regular dusting...with a
good dust cloth. Keeps your Collins FM cransmitcer clean. And gleaming, as befits modern
station decor. O Of course, you don’t have to dust (although we recommend it). In which
case, your Collins FM transmitter will just scand there, dustily transmitting a clean, strong
signal. Makes for great reception...happy listeners. And you know what that means to
advertisers! O Get complete information on Collins' complete line of FM transmitters.
They're available in models from 250 to 20,000 wares (5 kw shown above). Call your Collins
Broadcast Sales Engineer today. [0 ' COLLINS RADIO COMPANY e Cedar Rapids, Jowa *
Dallas, Texas * Los Angeles, California * New York, New York < International, Dallas.
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comedy series starring Phil Silvers and
to be sponsored by General Foods, and
a new series that will be authored by
Jerome Weidman (I Can Get It For
You Wholesale, other books and plays).
The Weidman series format is con-
ceived in the one-hour length and has
tentatively been titled My Third Angel.

ABC-TV’s hopes for the next sea-
son have been referred to in regional
affiliate meetings (BROADCASTING, Dec.
3). Among its plans: the signing of
Jerry Lewis to a weekly, two-hour pro-
gram, a contract that covers a five-
year period. The 40 shows Mr. Lewis
would be associated with next season
reportedly involve a commitment by
ABC-TV of nearly $8 million (see page
68). The network also has at least
$3.5 million earmarked for pilots for
the next season.

Contract date okay near
for producers and union

The Film Producers Assn. of New
York announced last week it has
reached an agreement in principle with
the East Coast Council of the Inter-
national Alliance of Theatrical Stage
Employes (IATSE) under which con-
tracts between FPA and seven union
lIocals would expire on a common date.
Pacts between FPA and the locals now
have varying termination dates, necessi-
tating individual negotiations.

The union has proposed that Dec.
31, 1965 be set as the expiration date
for all IATSE local contracts with FPA.
The association is taking this sugges-
tion under advisement, pending another
meeting.

FPA and TATSE also are considering
the establishment of a unified industry
and union pension-welfare insurance
fund. Currently IATSE locals have in-
dividual insurance plans, to which pro-
ducers contribute. (FPA represents
East Coast producers of tv film com-
mercials and non-theatrical films.)

For listeners

KMLA (FM) Los Angeles is
taping the regular Tuesday lunch-
eon meetings of the Los Angeles
Advertising Club and broadcast-
ing them Tuesday evenings, start-
ing at 8:05 p.m. Broadcasts may
run until 9 p.m. or only until
8:30 p.m., depending on their
content and its interest for the
general public. John L. Sullivan,
vice president and special events
director of KMLA, who arranged
for the broadcasts, precedes and
concludes each one with a brief
commentary,
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Santa Monica pay tv to start in 14 months
WIRED SYSTEM DEMONSTRATED IN HOLLYWOOQOD

Pay tv will become a reality in Santa
Monica, Calif., a seaside suburb of
Los Angeles, within 14 months, accord-
ing to Oliver A. Unger, president of
Home Entertainment Co. of America
and board chairman of Home Enter-
tainment Co. of Los Angeles. The
latter holds the Santa Monica fran-
chise to use the H E system.

Mr. Unger announced his company’s
plans for program service in Santa
Monica Wednesday (Dec. 5) at a
gathering of some 500 Hollywood ex-
ecutives, stars and newsmen in the new
franchise company’s headquarters to see
the first public demonstration of the
pay tv system.

General Telephone Co. of California
will begin installing coaxial cables to
connect the central studios of the pay
tv firm and the homes of its sub-
scribers early in the new year, Mr.
Unger said. Full-scale program service
will begin about a year later, and he
emphasized that it will be a regular
service, offering subscribers their choice
of two programs day in and day out,
and in no sense a test or experiment.

The decision to use cables instead of
airwaves to transmit the Home Enter-
tainment program service frees the
company from the necessity of ob-
taining an FCC license to operate a
tv broadcasting station. Mr. Unger
said the cable system also offers major
financial advantages. When a broad-
cast system is used, decoders must be
installed on the receivers of all sub-
scribers to permit them to receive the
programs they have paid for, which are
broadcast as scrambled signals to pre-
vent their reception by non-subscribers.
The cost of these decoders exceeds
cable costs by a ratio of five to one,
he said.

In Santa Monica, with a potential
of 20,000 subscribers, the Home Enter-
tainment investment costs will average
about $40 a home, Mr. Unger esti-
mated. An individual or group con-
sidering a Home Entertainment fran-
chise for a city of about the same size
ought to have a minimum capital of
$2 million. He said that it would be
improper to try to apply the $2 million
for 20,000-homes relationship to larger
or smaller communities, as the con-
struction and equipping of the central
control center and its associated studios
calls for a sizable sum of money re-
gardless of the size of the area to be
served. “We could serve 5 million
homes with the same control center
equipment we’re going to use here for
20,000 homes,” he said.

A different kind of a cost comparison

was made by H. W. Sargent Jr., vice
president in charge of technical opera-
tions for the franchise company, who
conducted the demonstration. “What
we’re building in Santa Monica,” he
said,” is a 20,000-seat theatre, the lar-
gest in the world. The cost of installing
a cable theatre seat is approximately
10% of the cost of installing a single
seat in a conventional theatre.” A
company spokesman described this as
a “very conservative” statement, since
a theatre seat today costs $600 to $800,
and the cost of equipping an HEC
home would be generally less than $60.

Physically, the Home Entertainment
system consists of a studio control
center, a coaxial network and a home
installation including a meter, outside
as an electric meter, and a wall out-
let, similar to a telephone jack, in-
side the home. This is used to plug in
a hand-held remote-control program
selector. “The only connection to your
television set is to the antenna termi-
nals on the back,” a booklet states.
Billing is done monthly, computed
from perforations in a paper disc in-
side the meter.

Subscribers will be charged a $10
installation fee, plus a service charge
of $1 a month, in addition to what-
ever they spend to watch individual
programs. Mr. Unger emphasized that
this service is supplementary to com-
mercial television and not a replace-
ment for it. The home entertainment
program service will utilize a three-
channel tv band made up of two pro-
gram channels and a program informa-
tion channel that provides a continuous
preview of the programs scheduled
for the hours and days ahead. The two
program channels will offer contrasting
entertainment. A hypothetical program
schedule showed a first-run movie on
one channel, opposite a prize fight one
evening, a symphonic concert the next
and a basketball tournament, an opera,
a stage show and a Las Vegas produc-
tion on other nights. Educational pro-
grams and stock market reports (con-
tinuous from opening to closing of the
New York Stock Exchange) would fill
the morning hours, with movies and
cultural programs in the afternoon.
Prices in this sample schedule ranged
from a low of 15 cents for stock mar-
ket reports to $1.50 for one new mo-
tion picture, although mostly the
movies were priced at $1 or $1.25.
There were even a couple of Sunday
morning religious shows at no cost.

Brief talks were made by John K.
West, vice president of RCA, which is
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Over the years, champion drivers participating in the national truck drivers’

roadeo, where eligibility requires topmost safe driving records, have agreed that
these tips help them drive safely:

® On long drives, stopnowand @ Never pass on a hill on any-

@ Be patient. Impatience is apt
then to refresh your reflexes. thing but a divided highway.

tolead a driver to take chances.

® Don’t “tailgate’”’—truck @ Obey all speed limits. Ex- @ Have your vehicle checked
driver language for following cessive speed is the leading regularly, to keep it in safe
the vehicle ahead too closely. cause of accidents. operating condition.

AMERICAN TRUCKING INDUSTRY

American Trucking Associations, Inc., Washington 6, D. C.

THE WHEELS THAT GO EVERYWHERE

BROADCASTING, December 10, 1962 67



Special PHoliday Rates
B5] BROADCASTING

THE BUSINESSWEEKLY OF TELEVISION AND RADIO

ONE YEAR SUBSCRIPTION
52 WEEKLY ISSUES—$7.00

EACH ADDITIONAL GIFT—$6.00
Please send 52 issues of BROADCASTING as my gift to:

name title/ position

!
2
. company name E‘
e
street & number 0
57.00 2
s
city zone state g
. . °
Sign gift card
name title/ position 7
2 company name §’
e
$ 00 street & number 20
13 :
city zone state §
- - °
Sign gift card
name title/ position -
o
3 company name %
street & number $
$'| 900 3
city zone state 3
. . °
Sign gift card
name title/ position b
4 company name §-
€
street & number 2
$2 500 £
- s
city zone state g
°

Sign gift card

additional subscriptions may be listed separately at $5.00

all orders will bc checked. in the event of duplication you will be notified immediately

[] ! enclose $ O please bill

neme

street & number

city zone state

MAIL TODAY!

@ BROADCASTING Subscription Department » 1735 DeSales St Washington 6, D. C.
68 (PROGRAMMING)

supplying Home Entertainment with its
studio equipment; Ernest W. Watson,
vice president of General Telephone;
Harry P. Gough, vice president of Gen-
eral Electric Co., which is designing
the customer equipment; Dr. Leon
Riebman, president of American Elec-
tronic Labs, which is producing the
electronic equipment, and Joseph E.
Bluth, vice president of Glenn-
Armistead, which is providing live and
tape remote program facilities; Presi-
dent George Chandler of Screen Actors
Guild; Mayor Thomas M. McCarthy
of Santa Monica and Ludlow Flower,
chairman of the Los Angeles Coliseum
Commission.

Mr. Unger announced that Wendell
Corey, actor and president of the Aca-
demy of Motion Picture Arts & Sci-
ences, had accepted the presidency of
Home Entertainment Co. of Los An-
geles; that Jerry Gabriel would serve
as vice president for operation; and
Jack Orbison, former CBS director,
would be program director.

Lewis show to cost
ABC-TV $7.6 million

ABC-TV hasn’t decided between Fri-
day and Saturday as the night to pre-
sent its Sunday punch for the 1963-64
tv season—a two-hour, $7.6 million ef-
fort built around the weekly cavortings
of comedian Jerry Lewis.

The network also indicated last week
that it doesn't regard the contract for
40 programs as conferring upon Mr,
Lewis the sole control over both the
show and its sponsors. ABC-TV thus
in effect challenged a report published
in Hollywood which indicated other-
wise.

Mr. Lewis will put the show together,
but in association with ABC-TV, that
network let it be known last week. ABC-
TV’s commitment of $7.6 million for
the Lewis show, generally regarded as
one of the highest yet made by the
network, will include $3 million as a
fee for the comedian and the other
$4.6 million for the costs of producing
the 40 programs.

NBC-TV baseball scheduled

NBC-TV will carry a 50-game sched-
ule of Major League Baseball on Satur-
day and Sunday during the 1963 season,
it was announced last week by NBC’s
director of sports, Tom S. Gallery.
The telecasts will start April 13 and 14
and continue through Sept. 28 and 29.

Mr. Gallery also announced that Joe
Garagiola, former National League
catcher, has been signed to a long-term
contract as an NBC sports commen-
tator. For the past two years he has
been one of the commentators for the
NBC-TV baseball telecasts.
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Peacherino! if you get the impression from this
commercial of a real-live.girl with peaches-
and-cream complexion, credit *“New Woodbury
Beauty Bar'' and “*SCOTCH'* BRAND Video Tape!

Steverino! Lots:of the gay charm of the Steve
Allen Show lies ih the spur-of-the-moment inspi-
rations of its star, 'duplicated with unique
“now-ness'’ -for coast-to-coast ‘syndication.

For the drama of "its happening now...
ScoTCcH BRAND Live-Action Video Tape!

Visual presence, the feeling of “it's happening
now,” adds viewer-convincing believability and
excitement, helps put drama in show and com-
mercialalike! And the sure way to capture presence
extraordinary is with “SCOTCH” BRAND Live-
Action Video Tape.

Complete compatibility of picture source and
picture (both electronic) achieves sharply defined
tonal values for superior picture quality, both in
black-and-white and color. And the superb pic-
ture recorded on the master tape is readily trans-
ferred to duplicate tapes, or kines.

Video tape also makes production ““happen
now!” It performs instantly, nceds no processing,
plays back immediately. Taped news events can

“SCOTCH™ 1S A REGISTERED TRADEMARK DF
MINNESOTA MINING & MANUFACTURING CO. ST.
PAUL 1. MINN EXPORT: 93 PARK AVE NEW YORK.
CANADA: LONDON. ONTARIO. ©1962. 3M CO.
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go on the air fast. Creators of shows and com-
mercials can see how production is going mere
minutes after actual shooting, when improve-
ment is easy, changes economical. You can view
newly produced special effects right away, too!
Video tape combines visual elements with in-
stantaneous speed, and in creative hands there’s
practically no limit to the number of special effects
possible on “ScoTcn” Video Tape.

“Techniques of Editing Video Tape,” a 32-
page brochure, reports on current practices that
are making tape editing easier than ever and pro-
vides examples of special effects. For your copy—
free—write Magnetic Products Division, Dept.
MBX-122, 3M Company, St. Paul 1, Minn.

Magnetic Products Division zm



NEA says educators neglect etv in-the-home
SO IT PROPOSES PLAN TO INSTRUCT ADULTS THROUGH TV

Because educators “have been some-
what preoccupied with the use of tele-
vision for in-school instruction” the Na-
tional Education Assn. has started a
project to urge the use of television to
educate adults to problems of living
with the complexities of an urban exist-
ence.

NEA in proposing its project—"Us-
ing Television for the Improvement of
Urban Life”—said that except for some
programs produced by the National
Educational Tv Network, educators
have overlooked tv in its “broader con-
text—that of serving as an effective edu-
cation tool for the entire community.”
Dr. Harold Wigren, etv consultant for
NEA, said that he felt that out-of-school
community etv had been . . . rather
sorely neglected in our society.”

Since programming of this nature is
directed at the community NEA feels
that action should be taken at the local
level. If a program is to result in action
on community problems, then it must
be tailor-made to local needs, the as-
sociation said.

To gain insight into the project of
community etv the NEA held interviews
with leading educational broadcasters,
urban experts, other communicators
and education people. The NEA asked
how to get people to watch (out-of-
school instructive programs), how to
get the public agreeable to using tele-
vision in this manner and other pertin-
ent questions.

As a result of these interviews and
meetings with members of already oper-
ating projects the NEA hopes to de-
velop definite guidelines for communi-
ties wishing to start similar operations.

Like wildfire = There are nearly 100
stations that now have projects to edu-
cate adults to community problems and
the number is “spreading like wildfire”
Dr. Wigren said.

Although the project best fits itself
to etv stations, some of the most suc-
cessful programs have been on com-
mercial stations. Dr. Wigren pointed out
that the programming schedules of etv
stations are much more plastic to com-
munity programming needs than are
those of commercial stations.

Some of the most successful opera-
tions, however, were Focal Point on
WBZ-TV Boston (BROADCASTING, Nov.
19) and Operation Alphabet (measures
against illiteracy) on WFIL-TV Philadel-
phia. Metroplex Assembly, a highly suc-
cessful project carried on educational
station KETC(TV) St. Louis is a town-
meeting type program that presents
community problems to interested per-
sons and provides for discussion groups
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that contribute to the program.

Dr. Wigren said that although first
successes have been on regular etv and
commercial broadcast stations, the de-
velopment of similar projects need not
be limited to these. Other services such
as closed circuit systems also can be
valuable tools.

NEA warns that community projects
should avoid topics that viewers already
have fixed opinions about, as action can
best be motivated through television if
it is used to create new ideas and
opinions. Viewers also should be stim-
ulated to take action after the pro-
gram and form discussion groups. But
NEA said that television cannot be
the “panacea for complex problems . . .
it is one step along the road.”

Second year started
on ‘Biography’ series

Production has started on a second-
year cycle of the Biography half-hour
tv series with George Bernard Shaw as
the first subject, Seymour Reed, presi-
dent of Official Films Inc., co-producer
and distributor of the programs, re-
ported last week.

Others to be spotlighted in the new
Biography segments include Dag Ham-
marskjold, Eva Peron, John Barrymore,
Princess Margaret, Nikita Khrushchev
and Ernie Pyle. The series is being pro-
duced for Official by Wolper Produc-
tions in Hollywood, which is obtaining
film sequences from sources throughout
the world.

The first year cycle of 39 episodes of
Biography has been sold in 164 markets
on a 52 week basis, including 13 repeat
usages. The second year of program-
ming will consist of 26 new half hours.
Buyers will have the option of 26 re-
peat usages of these films; 26 from the
original Biography group, or a combi-
nation of both,

WBC sponsors showing of
‘Black Nativity’ in N.Y.

Westinghouse Broadcasting Co. will
sponsor a Christmas week engagement
of “Black Nativity,” an internationally
acclaimed gospel play, at Philharmonic
Hall in New York's Lincoln Center.
The stage presentation has also been
taped as a tv special for showing in
other markets and on commercial tv in
Great Britain.

In the U. S., the program will be
shown in prime evening time on various
dates during Christmas week in WBC's
five tv markets, Boston, San Francisco,
Pittsburgh, Cleveland and Baltimore;

What do you want?

Four Star Distributing Corp.
plans to offer both Dick Powell’s
Zane Grey Theater and The De-
tectives, starring Robert Taylor,
to stations on a “how do you like
'em, length-wise?’ basis. Mr.
Taylor and Mr. Powell are film-
ing on-camera bridges so that
their off-network series may be
bought in a variety of lengths.

Zane Grey may be obtained as
a half-hour show, or, with bridges,
as an hour program. The De-
tectives, which was produced in
both hour and half-hour versions,
will be offered in their original
forms; as two half-hours back to
back or as half hour shows, rep-
resenting the first and second
halves of the hour versions.

also in some 25 other markets via syn-
dication. In addition, a broadcast from
Philharmonic Hall will be carried by
WBC’s radio stations in New York,
Chicago, Boston, Pittsburgh, Fort
Wayne and Cleveland.

“Black Nativity,” which will interrupt
a European tour for the New York run
{Dec. 23-29), is produced by Michael
R. Santangelo, executive producer of
WBC. The play initially opened a year
ago as an off-Broadway production in
New York.

NBC-TV plans series
with Richard Boone

NBC-TV plans a new series of one-
hour original dramas for the 1963-64
season. The as-yet-untitled series will
have Richard Boone, who has starred
for six years in CBS-TV’s Have Gun—
Will Travel, as host and star performer,
Clifford Odets as author and script
editor, and its own repertory company
of actors.

Announced last week by Mort Wer-
ner, vice president, programs, NBC-TV,
the series will be a Mark Goodson-Bill
Todman production in association with
NBC, and will be filmed in Hollywood.
Mr. Odets, who has written many stage
and motion picture plays, has not pre-
viously worked in tv.

Film Sales...

Dick Powell’'s Zane Grey Theatre
(Four Star): Sold to WKST-TV
Youngstown, Ohio; WTVN-TV Colum-
bus, Ohio, and KTBS-TV Shreveport,
La. Now in 9 markets.

Girl Talk (ABC Films): Sold to Hill
Bros. Coffee, via N. W. Ayer & Son,
Philadelphia, for 48 markets (Youngs-
town, Ohio; Duluth, Minn.; Fargo,
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MAINTENANGE...

AND THE WORLD’S LARGEST AIRLINE

Jet inspection is a continuous process at
Air France. It starts before a jet takes
off. Continues in the air. Begins again
after it lands. Gets progressively more
extensive during regular checkups after
every 50, 200 and 2000 hours of flight.
By the time an Air France Jet has flown
5,000 hours, anincredible 200,000 man-
hours will have been spent on its care.

WORLD'S LARGEST AIRLINE [/ FIRST
Public retations personnel ready to serve you in New York, Chicago, Atlanta, LOs Angelas, tdontreal and Mexico City.
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The jet inspection that never end

During this time, every part has been
rigorously tested by expert technicians,
using the most delicate eauipment.
Accurate records, showing the complete
life history of every part, are constantly
examined. Replacements are made
automatically, long before the need for
such maintenance is ever apparent.

Continuous inspections and scientific

IN

maintenance are always there behind
the scenes. Smoothing the way every
moment for your greater enjoyment
of that world-famous service that is
France aloft—Air France!

If you'd like to find out more about Air
France maintenance. and the painstak-
ing way each crew is trained, a compre-
hensive booklet Is yours for the asking.

INTERNATIONAL PASSENGER EXPERIENCE

n



PETRILLO’S SUN SETS

40-year reign as head of Chicago AFM local ends
as political newcomer wins election by 95 votes

The colorful, often stormy career of
music union strong-man James Caesar
Petrillo is almost over.

The end was signalled in Chicago last
Wednesday evening (Dec. 5) as elec-
tion judges—exhausted from two days
of around-the-clock balloting and count-
ing labors—announced that a local so-
ciety band leader had defeated Mr.
Petrillo by a slim margin for the presi-
dency of Local 10 of the American
Federation of Musicians.

The winner is Bernard F. Richards
of suburban Evanston, Ill. He will take
office after the New Year as the head
of the AFM’s richest local, a post which
Mr. Petrillo had held tightly for four

decades and without opposition since
1933.

Mr. Petrillo, now 71, withdrew from
presidency of the national AFM in
1958 and was succeeded by Herman D.
Kenin, whom he supported.

Mr. Richards’s 1,690 votes topped
Mr. Petrillo’s by a margin of 95. Other
candidates running with Mr. Richards
on a slate called “Chicago Musicians
for Union Democracy” also defeated
nearly all Petrillo administration in-
cumbents, One of Mr. Petrillo’s sons,
James J. Petrillo, incumbent secretary-
treasurer of Local 10, was defeated
2,062-tc-1,209 by Ervin H. Trisko.

A general vote recount is expected.

Membership Rights = The Richards
group ran on a platform that promised
to return to-the rank-and-file member-
ship their rights to be heard when de-
cisions and- negouauons are made con-
cernmg their economic and working
welfare. Mr. Richards also promised
that employers of musicians would have
a chance to be heard when contracts
are negotiated, instead of merely being
“told” what wages they+would have to
pay. He indicated that through more
realistic policies he hoped to encourage
more use of live music.

The Richards group appears to be
principally composed of “jobber” musi-
cians who work short term or one-night
music jobs in the greater Chicago area.
They complained that when the union
“arbitrarily” raised the wage scale with-
out consulting either the musicians or
the prospective music buyers, the buy-
ers simply cut the size of bands they

ordered to keep costs in line and thus
i

Bernard F. Richards (with crossed arms) is surrounded
by cheering well-wishers as he claims victory in his fight
to unseat long-time AFM local president, James Caesar

Petrillo.

Mr. Richards, a society bandleader, won the
$26,000 a year post by a slim 95-vote margin.

James J. Petrillo (standing, 1) and his brother, Lee {sons
of James Caesar Petrillo) watch as an election worker
re-checks the vote in the Local 10, Chicago AFM election.
Results showed James C. out as president and James J.
defeated in race for secretary-treasurer.

N. D.; Minneapolis; Rochester, Minn.;
Sioux Falls, S. D.; Indianapolis; Green
Bay, La Crosse, Madison, Milwaukee
and Wausau, all Wisconsin; Champaign,
Ill.; Chicago; Davenport, Iowa; Fort
Wayne, Ind.; Peoria, Rockford and
Springfield, all Illinois; South Bend;
Detroit, Flint, Grand Rapids, and
Traverse City, all Michigan; Toledo;
Cleveland; Chico, Fresno, Sacramento,
Salinas, Bakersfield, San Francisco,
Santa Barbara, and San Diego, all Cali-
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fornia; Reno, Nev.; Phoenix; Tucson;
El Paso; Portland, Ore.; Seattle, Yakima
and Spokane, all Washington; Albu-
querque; Denver, Grand Junction and
Pueblo, all Colorado; Salt Lake City
and Honolulu). Also scld to Clairol
Inc., via Foote, Cone & Belding, New
York, for five markets: New York, Los
Angeles, Chicago, Detroit and San
Francisco. Other markets sold are
Washington, D, C.; Portland, Me.; Cin-
cinnati and St. Louis. In 53 markets.

Highway Patrol (Economee): Sold
to KBTV (TV) Denver; WAGA-TV
Atlanta; XETV (TV) San Diego; KTTS-
TV Springfield, Mo.; KALB-TV Alex-
andria, La.; KPLC Lake Charles, La.;
WSIX-TV Nashville, Tenn., and KODE-
TV Joplin, Mo. Now in 150 markets.

Sea Hunt (Economee): Sold to
WAVE-TV Louisville, Ky.; WPRO-TV
Providence, R. 1.; WOOD-TV Grand
Rapids, Mich.; WTVC (TV) Chatta-
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James Caesar Petrillo
40-year reign ends

fewer musicians had a chance to work.

Broadcast Policy = Mr. Richards said
he is not yet informed about terms of
Local 10 or National AFM contracts
in the broadcast field and did not have
any idea about what policy would be
followed. He said this question will be
the responsibility of the membership
to decide.

Mr. Richards said “We would like
very much to have Mr. Petrillo be our
friend. He has been our friend.” He
praised Mr. Petrillo’s contributions to
the growth of the union in the past but
said that he is “out of touch” now with
the daily working problems of the work-
ing musician.

Mr. Richards is 57 and has been a
member of Local 10 since he was 20.
He never before held office. The presi-
dency pays $26,000. Local 10’s treas-
ury reportedly tops $5 million.

Mr. Petrillo’s music career began
some 55 years ago in Chicago when
Jane Addams of Hull House gave him
a trumpet. He said he never learned
to play very well but it was “loud.” He
headed a local independent musicians’
union until defeat in 1917, his first and
only setback untii now. He then
switched over to the Chicago Federa-
tion of Musicians and became president
in 1922. He became head of the na-
tional AFM in 1940 and embarked
upon a series of running battles with
broadcasters, record companies and the
late President Franklin D, Roosevelt.

nooga, Tenn.; KMID-TV Midland-
Odessa, Tex.; KCTV (TV) San Angelo,
Tex.; KIVA-TV Yuma, Ariz.; KARD-
TV Wichita, Kan.; WWTV (TV) Cadil-
lac, Mich.; WCAX-TV Burlington, Vt.;
KTTS-TV Springfield, Mo. Now in
135 markets.

Bat Masterson {Economee): Sold to
KTNT-TV Tacoma, Wash.; CKLW-TV
Windsor-Detroit; WXEX-TV Richmond,
Va.; WPSD-TV Paducah, Ky.; WHEN-
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TV Syracuse, N. Y.; WHBF-TV Rock
Island, Ill.; XETV (TV) San Diego;
KXLY-TV Spokane, Wash.; WLOS-TV
Ashville, N. C.; KPLC-TV Lake Charles,
La.,, and KALB-TV Alexandria, La.
Now in 95 markets.

Ann Sothern Show (Economee):
Sold to WRCV-TV Philadelphia; WTAE
(TV) Pittsburgh; WHEN-TV Syracuse,
N. Y.; WPSD-TV Paducah, Ky.; KVAL-
TV Eugene, Ore.; WFRV (TV) Green
Bay, Wis.; KROD-TV El Paso, Tex.;
KVII (TV) Amarillo, Tex., and WOI-
TV Ames-Des Moines, lowa. Now in
65 markets.

Debbie Drake (Banner Films): Sold
to WEHT (TV) Evansville, Ind.;
WMAZ-TV Macon, Ga.; WKTV (TV)
Utica, N. Y., and WITN-TV Washing-
ton, N. C. Now in 94 markets.

Holiday Specials (NTA): Sold to
WWTV (TV) Cadillac and WLUC-TV
Marquette, both Michigan; WDSM-TV
Duluth, Minn.; WLUK-TV Green Bay,
Wis.; WHIZ-TV Zanesville, Ohio;
KGBT-TV Harlingen, Tex.; and WTAP
(TV) Parkersburg, W. Va. Now in a
total of 122 markets.

Cavalcade of the 60’s Group 11
(Allied Artists Tv): Sold to KBAK-TV
Bakersfield, Calif.; WFRV (TV) Green
Bay, Wis.; KHQ-TV Spokane, Wash.,
and KONA-TV Hoenolulu. Now in a
total of 21 markets.

Christmas in the Holy Land (MGM-
TV): Sold to KOMO-TV Seattle;
KVOO-TV Tulsa, Okla.; KROD-TV
El Paso, Tex.; WRBL-TV Columbus,
Ga.; WHYN-TV Springfield, Mass.;
WALB-TV Albany, Ga.; KFDA-TV
Amarillo, Tex., and WIMA-TV Lima,
Ohio. Now in 18 markets.

The Detectives (Four Star): Sold to
WKST-TV Youngstown, Ohio, and
KREX-TV Grand Junction, Colo. Now
in 19 markets.

The Law and Mr. Jones (Four Star):
Sold to WKST-TV Youngstown, Ohio,
and WJAR-TV Providence, R.1. Now
in 8 markets.

Target: The Corrupters (Four Star):
Sold to WKST-TV Youngstown, Ohio.
Now in 8 markets.

Stagecoach West (Four Star): Sold
to WKST-TV Youngstown, Ohio. Now
in 3 markets.

TV Concert Specials (Seven Arts
Assoc.): Sold to WWTV (TV) Cadil-
lac, Mich. Now in 31 markets.

Outlaws (NBC Films): Sold to
WTVC (TV) Chattanooga, Tenn.;
KSHO-TV Las Vegas, Nev.; WTEV
(TV) New Bedford, Mass.; KGGM-TV
Albuquerque, N.M.; KGUN-TV Tuc-
son, Ariz.; WOAY-TV Oak Hill, W.Va,;

WHIO-TV Dayton, Ohio; WIS-TV Co-
lumbia, S. C.; KTAL-TV Shreveport,
La.; WITVH (TV) Peoria, Ill., and
WSPA-TV Spartanburg, S.C. Now in
50 markets.

Seven Arts' Volumes 4 and 5 (Seven
Arts Assoc.): Sold to WTMJ-TV Mil-
waukee and KRDO-TV Colorado
Springs, Colo. KRDO-TV also bought
Volume 3, which is now in 86 markets.
Volumes 4 and 5 now in 40 markets.

Program notes...

Form Spanish division = A Spanish-
language division for the production of
commercials and programs has been
formed by Indopro Assoc., New York.
Indopro, specialists in creation of radio
and tv promotion for motion pictures,
also records a daily Spanish program
for WBNX New York.

New space completions = Ten new seg-
ments of Red Rocket, an animated
cartoon series for tv, have been com-
pleted by Space Age Productions, Los
Angeles. A total of 130 are planned
for a half-year’s supply. Plans call for
five 3%2-minute segments comprising a
complete story each week. The series
is also available in a 15-minute, once-a-
week format.

Editorial service formed = Sel Levy,
motion picture producer and editor, has
formed Films by Sel Levy Inc., New
York, a firm specializing in editorial
services. Located at 630 Ninth Ave.,
zone 36, Mr. Levy’s firm will also pro-
duce films for tv. Telephone is Circle
7-1520.

Program inspires book = The Years
Between: A Dramatic Look at the
Twenties and Thirties, a fully illustrated
209-page book developed from several
broadcasts of The Twentieth Century,
CBS-TV documentary series, was pub-
lished by Little, Brown & Co. Nov. 13.
The book, which retails for $6.95, was
written by Marvin Barrett.

New location = Don Meier Productions
Inc., Chicago, producer of new NBC-
TV Wild Kingdom series, has moved to
new office at 333 North Michigan.
Phone: Central 6-3786.

Free fiim = A new l16mm color film,
“Mexico Impressions,” just released by
American Airlines, is available to tv
stations on a free-loan basis through
Association Films Inc., New York. The
14% -minute travelogue is produced by
Audio Productions.

‘Shannon’ roles = Finlay Currie, Brit-
ish film actor, and Rod Taylor of U. S.
prominence will co-star in “The Ordeal
of Dr. Shannon,” now being filmed
and taped in England and Scotland for
Dec. 16 presentation on NBC-TV in
DuPont Show of the Week series. Pro-
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Videotape Productions of New
York Inc. last week announced the
addition of three new men as part of
a company reorganization prompted
by an increase in business volume
since the opening earlier this fall
of an additional large studio.

The Videotape center’s new per-
sonnel are Charles Adams and Don
Kyser, both named account execu-
tives in the sales department, and
Dick Rendely, who becomes the

firm’s sixth staff producer.

Mr. Adams was previously senior
account executive at MGM Tele-
studios, New York. Mr. Kyser was
formerly proeram and eastern sales

Mr. Kyser

Videotape Productions adds three new men

Mr. Adams

manager for the QXR Radio Net-
work. Mr. Rendely was executive
tv producer at Hicks & Greist, New
York, and vice president of produc-
tion and sales at William La Cava
Assoc., New York.

New assignments in the reorgani-
zation program include the shift of
Herb Hobler, formerly sales man-
ager, to director of production op-
erations. John B. Lanigan, vice
president and general manager, has
assumed Mr. Hobler’s former func-
tions. Phil McEneny and Hal Stone
have moved from sales into the pro-
duction department as staff pro-
ducers.

. | |
Mr. Rendely

gram, which is being co-produced by
NBC-TV and Associated-Rediffusion
and will be shown on commercial tv
in United Kingdom, is an adaptation of
A. J. Cronin’s Shannon’s Way novel
(AT DEADLINE, Oct. 15). Mr. Taylor
will be in the title role.

Directory of free films » Over 130
hours of film programming offered to
tv stations at no cost is described in the
new tv Programming Guide, being dis-
tributed by Sterling Movies U. S. A.
Inc.,, New York. The listings include
87 half-hour and 57 quarter-hour pub-
lic service programs.

Acquires series » Hoffberg Productions
Inc., New York, last week announced
it had acquired world release of a series
of 13 Morgantone News programs.
Each 10-minute segment features tv
comedian Henry Morgan in the news-
reel-style comedies.

Adds series » KMOX St. Louis has
bought The Shadow, a radio drama se-
ries syndicated by Charles Michelson
Inc., New York. The show is now in
23 markets.

Free film » Two films depicting the sci-
entific search for oil have been released

74 (PROGRAMMING}

by the Arabian American Qil Co. Titled
The Science of Oil and The Explorers,
both 16mm features are being distrib-

uted on a free-loan basis to tv stations
by Sterling Movies U. S. A. Inc., New
York. The Science of Qil is 20 minutes
in length; The Explorers, 27 minutes.

Musical drama cancelled » Leonard
Bernstein’s original modern musical
drama, which had been scheduled for
April 1, 1963, on CBS-TV, has been
cancelled because of the composer-con-
ductor’s “tremendously heavy sched-
ule.” The Ford Motor Co. had ordered
sponsorship of the special, along with
three other programs in the Leonard
Bernstein and the New York Philhar-
monic series. Those broadcasts will be
seen as scheduled.

Science fiction series « New science
fiction series, Stand-By, is being pro-
duced by Joe Stefano’s independent
company, Villa de Stefano, through
Daystar Productions for ABC-TV, with
the pilot filmed last week at MGM
studios in Hollywood. Leslie Stevens,
Daystar’s executive producer, directed
the pilot from a script co-written with
Frank Moss, CIliff Robertson, Jacque-
line Scott and Lee Philips starred.

NBC-TV daytime changes » NBC-TV
last week announced the following
changes in its Mon.-Fri. afternoon pro-
gram schedule, effective Dec. 31. They
are: The Match Game, a new game
show produced by Goodson-Todman,
to begin Dec. 31 at 4-4:25 p.m. EST.
NBC News Afternoon Report, a five-
minute news program, will move from
4:55 p.m. to 4:25 p.m. Make Room
For Daddy will move from 4-4:30 p.m.

to 4:30-5 p.m., as previously an-
nounced. Here's Hollywood, now
broadcast 4:30-4:55 p.m., will be

dropped Dec. 28.

Filmways to quit tv production in N.Y.
WEST COAST ACTIVITY TO CONTINUE, SAYS REPORT

Filmways Inc. has decided to get out
of the tv production field in the New
York area, it was disclosed last week
in the annual report of the company
for the fiscal year 1962 ended Aug. 31.
An agreement has been reached to lease
or sublease Filmways’ New York facili-
ties to Sutherland Assoc. Inc., New
York, but at the same time Filmways
will continue its west coast tv and fea-
ture film production. In tv, Filmways
is the producer of the highly popular
Beverly Hillbillies.

In a notice of the annual stock-
holders meeting, to be held in New
York Dec. 27, remuneration of officers
showed that Martin Ransohoff chair-
man of the board, received $67,600;
Will Cowan, vice president of the com-
pany and of Filmways of California
Inc., a subsidiary, and director of tv
commercials, $50,276, plus percentage

of the profits of the California sub-
sidiary and other emoluments; Rodney
Erickson, president, $42,300 (Mr.
Erickson resigned last month); Al
Simon, president of Filmways Tv Pro-
ductions Inc., a subsidiary, $46,674 plus
extras. Lee Moselle has been presi-
dent of the company since Nov. 12.

Consolidated revenues of Filmways
and subsidiaries for the fiscal year
reached $12,829,849, up 81% over
1961, but expenses were $13,105,709,
resulting in a net loss of $275,860. A
federal income tax credit of $150,000
reduced this loss to $125,860,

In the 1961 fiscal year, Filmways
revenues were $7,073,959; its net loss
was $288,466 reduced after federal in-
come tax credit to $152,966.

Working capital at the beginning of
the year was $964,712; this increased
by the end of the year to $984,455.
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* Special Tabulations from thousands of viewing records

ARB maintains viewing records of thousands of television families to serve an ever
increasing variety of special client needs. Cross-tabulations can quickly tap this vast
storehouse of audience data to aid in the buying and selling of television time for greater
precision and effectiveness.

Custom research—at its automated best—solves the specific problems of audience dupli-
cation, determines net versus giross homes reached, and provides a wide range of addi-
tional information for evaluating audience efficiency. AMERICAN

Your needs dictate the flexibility of special tabula- RESEARCH
tions from available data. Unexcelled processing BUREAU
techniques make them practical. B =gl Wy W ww, T

Help yourself fo an EXTRA MEASURE OF AUDIENCE. Write or call for a copy
of this ARB booklet describing the capabilities for special tabulation research.
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SPECIAL REPORT

Radio’s '61 net slips to $29.4 million

FCC FINANCIAL REPORT SHOWS ALSO THAT MORE STATIONS HAD LOSSES

Radio took a beating in two cate-
gories last year.

a Tts net profit before federal income
tax dropped to $29.4 million for 196}
(35.9% drop from 1960’s $42.9 mil-
lion), the lowest profit figure since 1939
when the radio industry slid to a total
of $23.8 million.

s More radio stations reported losses
for 1961 than for any year since the
FCC began compiling statistics on the
financial health of the broadcast indus-
try: Almost 40% of the 3,469 am and
am-fm stations operating for the full
year found outgo higher than income,
the highest proportion of stations re-
porting losses in any year since 1937
when the FCC began publishing finan-
cial data.

These are the two major conclusions
to be drawn from the 1961 radio finan-
cial data published last week by the
commission.

Radio revenues slumped 1.2% and
expenses rose 1.7%, which translates
into a revenue drop of $7 million and
an increase in expenses of $9.5 million
—or a total deficit of $16.5 million
from the figures in 1960.

Revenue-Income = QOverall, the total
revenues for radio in 1961 reached
$590.7 million, down 1.2% from 1960’s
$597.7 million.

Expenses for radio moved up 1.7%
—from $551.8 million in 1960 to
$561.3 million in 1961.

The FCC data, based on confidential
financial reports submitted yearly to the

government agency by all its licensees,
shows that overall the broadcasting in-
dustry, including both radio and tv,
almost reached the $2 billion mark in
1961. The whole panoply of broad-
casting-—am, fm, tv, program sales,
time sales, and, for fm, subsidiary serv-
ices—reached exactly $1,909,000,000,
up 2.3% from 1960’s $1,866,300,000.
Income before federal tax for the
entire industry was $266.4 million,
down 8.1% from 1960's $290 million.
Expenses were not only the villain in
radio, but also in tv for 1961. Tv ex-
penses moved up 5.5% in 1961, to
$1,081,300,000, from 1960’s $1,024,-
500,000. Tv figures were reported last

August (BROADCASTING, Aug. 20).
Continued on page 80

Top 50 national spot radio markets
1961 FCC REPORT
Dollars Dollars

Rank Market (in millions) Rank Market {in millions)

1.  New York $24.6 Top five 26. Portland (Ore.) 1475 Top 30

2. Chicago 11.5 markets got 27. Indianapolis 1.463 markets got

3. Los Angeles-Long Beach 9.9 30% of total 28.  Columbus (Ohio) 1.448 59.7% of total
4. Philadelphia 6.8 Naticnal 29. Albany-Schenectady-Troy 1.368 National

5. Detroit 6.2 Spot Dollars 30. San Diego 1.285 Spot Dollars
6. Boston 534 Top 10 31. Denver 1.284 Top 35

7. San Francisco-Oakland 529  markets got 32.  Memphis 1196 markets got
8. Cleveland 3.637 40.6% of total 33. New Orleans 1185 62.7% of total
9. St Louis 3.631 National 34.  San Antonio 1.156 National

10. Washington 3.2 Spot Dollars 35.  Providence-Pawtucket 1.128 Spot Dollars
11. Cincinnati 2.9 Top 15 36. Sacramento 1.100 Top 40

12.  Pittsburgh 2.6 markets got 37. Rochester (N. Y.)* 1.078 markets got
13.  Minneapolis-St. Paul 2.5 47.1% of totai 38. Omaha 994  65.3% of total
14. Buffalo 2.4 National 39.  Fort Worth 935 National

15. Baltimore 23 Spot Dollars 40, Jacksonville 933  Spot Dollars
16.  Hartford 2.040 Top 20 41. Tampa-St. Petersburg 926 Top 45

17.  Kansas City 2.012 markets got 42.  Syracuse .888 markets got
18. Houston 1937 52.1% of total 43, Richmond 869 67.5% of total
19.  Miami 1931 National 44,  Dayton .859  National

20. Dallas 1909 Spot Dollars 45,  Newark (N. J)) .837 Spot Dollars
21. Atlanta 1.855 Top 25 46. Charlotte 826 Top 50
22,  Seattie 1.648 markets got 47. Cedar Rapids .805 markets got
23. Milwaukee 1.567 56.2% of total 48. Birmingham 788  69.5% of total
24, Louisville 1.505 National 49. Oklahoma City 770 National

25. Des Moines 1501 Spot Dollars 50. Shreveport .703  Spot Dollars
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Daren F. McGavren Company is renamed McGavren reveals the secret of how to
McGavren-Guiid, Inc : succeed as a rep
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Salesmen selection and incentive plans Radio profit in '61 slips to $29.4 million,
result in high sales : FCC official report shows

DAREN: F/McGAVREN'CE LEBRATES ITS 10TH ANNIVERSARY
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Advertisement

McGAVREN CO. IS TEN YEARS OLD

M Radio representative company founded in San Francisco in 1952

B Company plans to devote itself virtually to major markets

M List size is not McGavren in building criterion station roster

The Daren F. McGavren Company cel-
ebrated ten years of service to the radio
industry last month. It was founded in
November, 1952, in San Francisco when
McGavren bought out Western Radio
Sales. Originally a regional radio repre-
sentative, the McGavren company has
grown in the past decade to one of the
leading national sales companies in the
industry.

Significantly, the company’s first sta-
tion is still on the client roster. This is
an example of the extremely low station
turnover through the years—an overall
satisfaction that is virtually unequalled
in the representative field.

Daren F. McGavren

With a major station in 21 of the top
markets, the McGavren company is be-
coming known as the major market rep-
resentative in the radio field. This is
part of Daren F. McGavren’s plans to
devote itself almost exclusively to major
market stations.

Plans for the next ten years include
becoming the top billing national radio
company—with an important station in
every major market.

“The objective,” says company presi-
dent Daren F. McGavren, “is not to build
up our station roster in terms of num-
bers. The goal is to sell a lion’s share
of the business of select stations.
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National staffing
leads to
national sales

In the four years since the Daren
F. McGavren Company became a
national representative, it had op-
ened eight regional offices—
manned 100 per cent by McGavren
employees. Moreover, each office
manager is a stockholder in the
company.

In order to maintain the same
spirit and philosophy of manage-
ment and sales in each McGavren
office, all branches are staffed by
salesmen with head office experi-
ence.

Offices are located in New York,
Chicago, Detroit, Los Angeles, San
Francisco, St. Louis, Atlanta and
Dallas—making the company fully
equipped and staffed in every area
that produces national volume,

BROADCASTING, December 10, 1962

Radio research provides essential services
McGAVREN DEVELOPS REVOLUTIONARY SRO FOR REACH

The Daren F. McGavren Company's
research and promotion department, un-
der the direction of Claire Horn, pro-
vides client stations with essential serv-
ices and information to aid in selling na-
tional spot.

One of the most recent McGavren in-
novations was SRO—Systematic Rota-
tion—designed to take advantage of phe-
nomenal reach that radio is capable of
delivering.

According to Mrs. Horn, SRO is =&
technique of taking advantage of a sta-
tion's cumulative audience based on a full
week’s listening in relation to average
quarter-hour ratings.

Because SRO is completely mathe-
matical, it is unrelated to personal listen-
ing habit patterns thus minimizing both
horizontal and vertical audience dupli-
cation.

The actual SRO pattern is based on
a turnover rate, which determines the
number of quarter hours that lapse be-
tween each spot. In this way stations
are able to deliver maximum cumulative

homes with a minimum number of an-
nouncements.

Said Daren F. McGavren: “This is the
way to buy circulation in radio. We think
it may revolutionize the industry.”

It takes all kinds of
stations to make a rep

There is no stereotype Daren F. Mc-
Gavren Company station. Each station
is different—in programming, in ratings,
in audience and in volume. The com-
pany represents “contemporary popular
music,” “better music,” “middle of the
road” operation along with prestige net-
work outlets and the first all news station.

By not being stereotyped, the Daren
F. McGavren Company is able to take
advantage of many campaigns that are
missed by representatives identified with
specialized programming. The advan-
tage is that the company has client sta-
tions that reach almost every kind of
audience—and the agencies know this.

There is no “McGavren-type” station,
only “McGavren-type” service.
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Continued from page 76

Network Health = The four radio net-
works and their 19 owned stations
moved from red ink to black as a group
in 1961—from losses of $3 million in
1960 to a plus of $206,000 in 1961.

The gain was due to a strong down-
hold on expenses during 1961 which
permitted the networks to show a profit.
Expenses declined $4.6 million (12%
from the year before).

The networks, including owned sta-
tions, for 1961, showed this picture:
Revenues hit $61.5 million, expenses
$61.3 million, leaving networks $206,-
000 in the black.

The networks’ profit actually came
from their stations; network operations
ran $3 million in the red. Even so,
revenues from network and station sales
dropped almost equally, $700,000 in
each category.

Independent Stations = The nation’s
3,591 am and fm stations not owned
by networks also showed a slight drop
in revenues, $522 million in 1961, a
decline of 1.3% from the 1960 total.
Expenses rose 2.7% to $490.2 million,
and income slumped 38%, to $31.8
million in 196!, compared to $5t.3
million in 1960.

Although more

stations reported

(SPECIAL REPORT: RADIO FINANCIAL FIGURES)
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losses for 1961 than in any year in the
last 25 years, two-thirds listed their
deficits as less than $15,000.

Interestingly, almost the same num-
ber, two-thirds, reported net income of
less than $15,000.

The average revenue for stations
operating a full year and reporting a
profit was $190,350. The average rev-
enue for stations operating for the full-
year and Teporting & loss was $110,057.

Time Sales » Income from radio time
sales in 1961 reached $617.2 million,
down from 1960’s $622.5 million which
was the highest in the last decade.

Radio stations got $35.8 million from
network sales in 1961; $197.35 million
from national spot, and $384 million
from local spot.

Local spot accounted for most of the
radio stations’ revenues: 62% of the
total. National spot accounted for 32%
of the total revenues, and network in-
come, 6%.

Overall, the top expense in radio was
in the general and administrative cate-
gory. This reached $197.4 million.
Programming was the second highest
figure in the expense ledger, $182.9
million. Selling ranked third, $101
million, and technical expenses were
last, $70 million.

This same ranking for expenses is

true for independent radio stations (non-
network owned), but a different listing
occurs for network expenses.

The networks’ highest expense was
for programming, $22.8 million. Pro-
gramming also was highest for the net-
works’ owned stations, $12 million.

Nineteen stations reported profits of
$500,000 or over—and all these re-
ported revenues of $1 million or more.
Twenty-nine stations showed income of
$250,000-3500,000; 20 of these re-
ported revenues of over $1 million, and
nine showed revenues between $250,000
and $500,000.

Four stations which showed revenues
of over $1 million reported losses. Two
lost between $100,000 and $250,000,
and two, more than $500,000.

Revenues were related to market size
like this: 131 stations which operated
for the full year in cities with popula-
tion of 2 million and over reported
average sales of $878,611 and average
income before federal tax of $203,733.

In areas with less than 2,500 people,
76 stations reported average revenues
of $56,547 and income of $7,677.

Leaders = New York continued to
lead the nation with total radio reve-
nucs of $32.8 million. Chicago was
second with $22.9 million and Los

Continued on page 82

Congratulations to the Daren F. McGauvren Co.

on their 10th Anniversary

WISN raDIO

BEAUTIFUL MUSIC, BEAUTIFUL AUDIENCE
BEAUTIFUL SALES RESULTS
IN MILWAUKEE
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Advertisentent

DFMcG NOW McGAVREN-GUILD, INC.

Ralph Guild, executive vice president, honored in name change,
as greater sales responsibilities are turned over to him

Daren F. McGavren, president of the
Daren F. McGavren Company, has an-
nounced that the company is changing
its name to McGavren-Guild, Inc.

According to McGavren, the name was
changed as a result of the significant
contributions made by Guild to the com-
pany’s sales efforts. “Guild, as executive
vice president in charge of national sales,
holds an important role in the develop-
ment of our sales functions and tech-
niques. The inclusion of his name is a
tribute to his accomplishments—and his
achievements are the accomplishments
of the company.”

With a greater responsibility in the
area of sales being turned over to Guild,
McGavren will concentrate his efforts
more toward administrative and new bus-
iness matters.

McGavren pointed out that the name
change does not invelve a company reor-
ganization. “It is the result of a tighten-
ing of various areas of operation, thus
enabling the company to function with
greater efficiency and results.”

Congratulations
DAREN F. MCGAVREN 0., INC.

on your tenth anniversary
We are proud of our association with you

WBAL-RADIO 1090

Maryland's Broadcast Center
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Continued from page 82
Angeles-Long Beach third with $21.1

million. . BROADCAST REVENUES, EXPENSES AND INCOME OF NETWORKS AND STATIONS OF
Revenues in the top 25 markets were RADIO? AND TELEVISION BROADCAST SERVIGES
all down except in these cases: 1960-61
They were up in Los Angeles-Long {in millions of dollars)
Beach (by $1.4 million), Denver (by P i
$1 million) and Washington (by $100,- Ci;cnegne
000). Kansas City retained the same Service 1961 1960 1960-61
sales picture as in the previous year.
Fm Still in Red = Total revenues Total Broadcast Revenues
for all fm stations were $10 million. Radio $590.7 $597.7 (1.2)
Of this, $7.1 million was taken by fm- Television 1,318.3 1,268.6 39
only stations not affiliated with a sister Industry Total $1,909.0 $1,866.3 23

am station; $2.9 million by adjuncts to

am stations. Total Broadcast Expenses

The independent fm broadcaster’s Radio $561.3 $551.8 1.7
revenues were up $1.3 million from Television 1,081.3 1,024.5 55
the 1960 figures. But expenses for Industry Total $1,642.6 $1,576.3 42

independent fm operators ran $9.7 mil-

lion, up $1.5 million from 1960. Broadcast {ncome (before Federal Income Tax)

Thus, independent fm broadcasters Radio $29.4 3459 (35.9)
suffered a loss of $2.6 million in 1961, Television 237.0 244.1 2.9)
compared with a loss of $2.4 million in Industry Total $266.4 $290.0 8.0
the previous year. { ) Denotes decrease.

As of Dec. 31, 1961, there were

3,507 am radio stations in operation
for the full year and 147 in operation NOTE: 1961 radio data cover the operations of 4 nationwide networks, 3,610

1Includes am and fm broadcasting.

. am and am-fm and 249 independent fm stations. Excluded are 44

for part of the year. This makes a total amtand amf-i{n‘é sttati(lmts z;nd twb ifxc%iependl%%a fm stations whose re-
5 5 H i ports were filed too late for tabulation. data are for 4 nation-

of 3’654 am radio stations mcmdmg the wide networks, 3,470 am and am-fm and 218 independent fm stations.
part-year operators. 1960 tv data cover the operations of 3 networks and 530 stations.

In fm, there were 938 commercial 1961 tv data cover the operations of 3 networks and 540 stations.
»

fm stations in operation. Of these, 689
are owned by am licensees.

To: DAREN F. McGAVREN

Our national volume of business at an all-time high
Seattle, Portland and Spokane Radlo is proud to hev;y
the DAREN F. MoGAVREN COMPANY as dts national |
representative. Congratulations and best wishes on
your tenth anniversary.

Lester M. Smith, Executlve Director
KJR Seattle, KXL Portland, '‘and KNEW Spokane
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A city-by-city look at radio’s financial health

1961: SELECTED REVENUE ITEMS AND BROADCAST REVENUES, EXPENSES AND INCOME! OF 3,610 RADIOZ STATIONS

No. re-
No. of porting Time sales:
stations $25,000 national and Local Total
in or more regional advertisers  stations Total Total Total
opera-  time advertisers and re- broadcast  broadecast  broadcast
ltem tion  sales8  Networks and sponsors¢  sponsors?  porting® revenuesS expenses incomel

‘United States Metropolitan Areas 1401 1336 $6,075,866 $173,186,409 $239,105,112 1388 $383,057,391 $355,406,672 $27,650,719
Non-Metro. Areas of

3 or more stations 282 268 606,768 4,659,944 21,021,226 280 26,218,116 26,638,709 420,593—
‘Non-Metro. Areas of

less than 3 stations 1934 1720 1,041,006 17,544,155 118492922 1905 139585474 132,382,265 7,203,209
Total United States 3617 3324 7,123,640 195,390,508 378,581,293 3573 548,860,981 514,427,646 34,433,335
‘Commonwealth & Poss. 37 32 693,083 1,961,108 1,737,582 37 3,947,517 3,319,932 627,585

GRAND TOTAL 3654 3356 98,416,723 $197,351,616 $380,356,842 3610 $552,808,498 $517,747,578 $35,060,920

U.S. Metropolitan Areas
Abilene, Tex. 4 4 2,915 71,522 434,411 4 522,223 478,333 43,890
Akron, Ohio 4 4 17,113 481,608 1,579,770 4 1,880,068 1,362,672 517,396
Albany, Ga. 3 3 55,787 230,634 3 81,147 280,600 547
Albany-Schenectady-Troy, N. Y. 104 9 57,701 1,368,913 1,332,945 9 2,380,050 2,487,886 107,836—
Albuquerque, N. M. 9 9 7,483 297,756 1,000,200 9 1,180,822 1,300,950 120,128—
Allentown-Bethlehem-Easton, Pa.-N.J. 8 8 5,239 326,000 1,222,397 8 1,532,543 1,394,069 138,474
Altoona, Pa. 5 5 3,861 109,253 420,304 5 520,136 633,955 113,819—
Amarillo, Tex. 6 6 10,260 222,512 727,187 6 890,531 960,397 69,866—
Ann Arbor, Mich. 3 3 495 82,545 277,184 3 354,308 432,932 78,624—
Asheville, N. C. 4 4 3,396 130,432 401,025 4 521,830 560,697 38,867 —
Atlanta, Ga. 18 18 90,936 1,855,341 2,633,863 18 4,103,867 4,189,052 85,185—
Atlantic City, N. J. S 5 2,837 118,259 402,387 5 511,416 555,781 44,365—
Augusta, Ga.-S.C. 8 8 6,783 167,031 665,314 8 850,397 916,775 66,378—
Austin, Tex. 5 5 2,041 310,231 652,287 5 903,081 942,940 39,859—
Bakersfield, Calif. 144 11 18,755 257,045 700,629 14 959,150 1,165,104 205,954—
Baltimore, Md. 15 15 280,909 2,272,570 3,942,438 15 5,655,355 4,891,589 763,766
Baton Rouge, La. 6 5 6,878 157,156 790,334 6 924,191 901,462 22,729
Bay City, Mich. 2 2 * * * 2 * * *
Beaumont-Port Arthur, Tex. 8 8 2,133 351,946 731,903 8 1,024,894 1,027,697 2,803—
Billings, Mont. 5 5 25,286 79,643 388,176 5 482,400 588,316 105,916—
Footnote explanations on page 96 Continued on page 84

Salutes the Daren F. McGavren Co.
on its 10th Anniversary

RY

PITTSBURGH’S

GOOD MUSIC STATION

BROADCASTING, Oecember 10, 1962 83




Continued from page 83

No. re-
No.of porting Time sales:
stations $25,000 national and Local
in  ormore regional advertisers
opera- time advertisers and
item tion sales3  Networks and sponsors#  sponsors#
Binghamton, N. Y. 4 4 18,292 199,037 574,740
Birmingham, Ala. 12 10 19,300 787,667 1,453,869
Boston, Mass. 17 17 107,138 5,341,350 5,034,272
Bridgeport, Conn. 2 2 * * *
Brockten, Mass. 2 1 > > *
Brownsville-Harlingen-

San Benito, Tex. 2 2 * - *
Buffalo, N. Y. 11 11 78,460 2,375,562 2,349,623
Canton, Ohio 5 5 36,943 400,201 533,143
Cedar Rapids, lowa 44 4 228 805,048 547,192
Champaign-Urbana, Il 2 2 * * *
Charleston, . C. 6 6 11,099 195,717 544,214
Charleston, W. Va. 6 6 13,772 228,797 702,326
Charlotte, N. C. 7 7 9,195 826,366 899,422
Chattanooga, Tenn.-Ga. 9# 9 8,824 159,672 1,148,151
Chicago, Il 27 25 84,976 11,519,024 12,328,669
Cincinnati, Dhio-Ky. 8 8 527,908 2,892,234 2,083,553
Cleveland, Ohio 9 9 128,047 3,637,671 3,038,721
Colorado Springs, Colo. 6 6 27,721 68,112 514314
Columbia, S. € 7 7 11,137 262,336 716,312
Columbus, Ga. 6 6 5,651 155,526 561,970
Columbus, Ohio 6 6 5,612 1,448,179 1,770,786
Corpus Christi, Tex. 6 6 8,326 452,642 533,698
Dallas, Tex. 12 2 32,199 1,909,926 3,029,323
Davenport-Rock-Island-

Moline, lowa-lll. 5 5 10,152 340,426 717,041
Dayton, Ohlo 5 5 6,944 858,858 1,585,091
Decatur, Il 2 2 * * o
Denver, Colo. 18 17 345,473 1,284,215 2,818,184
Des Moines, lowa 6 6 70,955 1,501,522 767,763
Detroit, Mich. 11 11 146,833 6,188,030 4,886,520
Dubuque, lowa 2 2 * * *
Duluth-Superior, Minn.-Wis. 9 8 13,586 339,804 681,200

Footnote explanations on page 96

Total
stations  Total Total Total
re- broadcast  broadcast  broadcast
portingd revenues®  expenses income?

4 781,502 852,150 70,648—
12 2,195716 2,334,422 138,706—
1; 9,473,278 8,170,§62 1,302,?16

2 * * *

2 L * *

11 4,172,048 4,282,016 109,968—

5 1,007,631 920,361 87,270

g 1,338,&13 1,234,§12 103,§01

6 726,508 699,090 27,818

6 903,849 996,982 93,133—

7 1,581,497 1,790,696 209,199—

9 1,278,610 1,367,966 89,356—
26 22,969,677 16,261,643 6,708,034

8 5,016,468 4,291,388 725,080

9 6,541,213 5,570,387 970,826

6 591,895 757,424 165,529—

7 970,719 906,036 64,683

6 733,042 746,115 13,073—

6 2,935,193 2,673,599 261,594

6 890,080 767,771 122,309
12 4,140,814 4,020,205 120,609

5 1,000,224 1,126,919 126,695—

g 2,251,996 1,965,971 286.?25
18 4,152,714 4,308,128 155,414—

6 2,091,808 2,214,623 122,815—
l; 9,555,212 7,510.§58 2,045,054

9 1,000,274 1,095,809 95,535—

Continued on page 88

Advertisement

HOW TO SUCCEED AS A REP

Sales profits, programming advice and research counsel,
are basic ingredients for McGavren’s continuous success

The first station signed by the Daren
F. McGavren Company when it was
founded in 1952 is still being represented
by the McGavren Company. Why? Be-
cause year after year the company has
provided it with sales profits, program-
ming advice and research counsel. These
are the foundations of growth—and that
growth has been extraordinary by any
standards.

In 1958, its first year as a national rep-
resentative, the company had but two
stations in the top 50 markets. Today it
has 21—but this figure is important only
because it represents top market stations.
The size of a rep’s list is not an indica-
tion of success.

Three years ago, the company cut its

list from more than 50 stations to 30
stations. As a result, the rep’s volume
soared 400 per cent. The McGavren
Company’s philosophy is that their suc-
cess is based on a small select list of
major market clients. Again this year
the company his reduced its client list
to concentrate even more heavily in the
major markets. This successful concen-
tration indicated ability not only to so-
licit stations but also to sell their time.

But in 1952, when McGavren took over
Western Radio Sales, a regional radio
sales organization, he discovered for
himself that a representative firm cannot
succeed by concentrating only on the sta-
tions which sell easily. By providing
sales results for even his smaller clients,

84 (SPECIAL REPORT: RADIO FINANCIAL FIGURES)

he was able to expand into a firm called
the Daren F. McGavren Company.

As the company grew and more sta-
tions were added, McGavren decided to
open a Los Angeles office which woula
be manned by Don Quinn, who a short
time later became a partner—giving the
company the new name of McGavren-
Quinn. By 1958, it was obvious that the
company would have to go national, and
a New York Office was opened, to be
headed by Ralph Guild.

Shortly afterward Quinn left the com-
pany and is now national sales manager
of RKO National Sales. In 1959 Mc-
Gavren came to New York and the firm
once again became known as the Daren
F. McGavren Company.

_ BROADCASTING, December 10, 1962



KROY

can’t move
mountains

That’s why they don’t listen to KROY in San Francisco-Oakland, Santa Rosa, the Coast Moun-
tains, Chico, the Sierra Nevada Mountains, Stockton, Modesto or San Jose...BUT to the 1,181,500
people in the 11 counties of the Sacramento market KROY IS NUMBER ONE (according to both
Pujse and Hooper) and according to us DAREN F. McGAVREN IS THE NUMBER ONE REP!

KIRI0|Y

SACRAMENTO

s [ 4% 5 7 £y F 0l
= pa e 4 ket C25 57 rpe popumes P

-——v-——ﬂ'#. pea

HOUSTON \
LISTENERS

GO FIRST /
TO KXYZ /

\

/

FOR BEAUTIFUL MUSIC ¢« FOR NEWS ¢ FOR A PERSONALITY THEY CAN BELIEVE IN

and KXYZ goes First to DAREN F McGAVREN COMPANY for National Sales K XY Z

HOUSTON
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CONGRATULATIONS TO
DAREN F. McGAVREN COMPANY
ON ITS TENTH ANNIVERSARY

¢ top adult Negro circulation
in Greater Atlanta

® “liked best” by 51.2%
of adult Negro listeners

e "informs best’’ to 49.8%
of adu!t Negro listeners

. ..\ 3
‘ .
' L)
W A O K hﬁgi%:%::ﬁ%ﬁ > (from Pulse’s survey of the

Atl t G WTH B . “Adulr Negro Artritude
an a, a. (WOAK Management) - Towards Atlanta Radio Stati
Augusta, Ga. >

ons.”)

K-JOY STOCKTON,
DAREN F. McGAVREN'S
- FIRST STATION,
CELEBRATES
ITS 10TH YEAR
OF HAPPY
ASSOCIATION

e First in audience”™

® First in national spot

@ First in local advertising

® First in news coverage

® and lowest in CPM in the
Stockton Metropolitan Aree™*

*Based on 24 consecutive surveys
“*Pulse and Hooper
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Advertisement

RALPH GUILD, 34—BROADCAST VET

Executive vice president developed precedent-shattering
salesmen incentive program for the Daren F. McGavren Co.

Ar 34, Ralph Guild is a veteran of
18 years in broadcasting, beginning with
his own show on KLX Qakland while still
a senior at Oakland Technical High
School. During the ensuing years, he
worked as an on-the-air personality, sta:
tion sales manager, and general mana-
ger. But attending the University of the
Pacific had an important bearing on his
destiny—his best friend there was a
young, aggressive, dynamic redhead
named Daren F. McGavren. Both worked
on the campus stations,

In 1948 they both went to work for
KXOB (now KJOY) in their college
town of Stockton, Calif., as local sales-
men. After being there for two years,
Guild went to WNMP Evanston as an
account executive. While there he met
Calla Murphy, whom he had known in
Stockton. Several months later he re-
turned to California and with him was
a young lady named Calla Guild.

For the next six years, Guild was with
KXOA Sacramento, where by dint of his

seles tenacity, he rose to national sales
manager. During this time, however, he
also became deeply involved with station
management and in 1956 he accepted
the post of general manager of KROY
Sacramento.

During these years, McGavren was
building his rep firm and when McGav-
ren-Quinn became national in 1958, Guild
was recruited to head the New York op-
eration.

After McGavren came to New York
the following year, Guild continued to
kead the New York sales operations of
the company, instituting precedent-setting
salesmen incentive programs and mold-
ing one of the most powerful sales forces
in the industry. Two years later he be-
came vice president. With McGavren
becoming more and more active in ad-
ministrative affairs and new business so-
licitations, and with the company sales
function growing by geometric bounds,
the company became McGavren-Guild
the end of last month.

Ralph Guild

Incentive plans result in high sales

UNIQUE SALESMEN SELECTION GIVES STATIONS FAST, EFFECTIVE SERVICE

What makes an effective, successful
salesman? The Daren F. McGavren
Company not only found the secret, but
put it to work for their client’s stations.

But first you find a salesman. He
must not necessarily have rep or even
broadcast experience (although most
do), but he must know how to sell. Be-
cause of the company’s unique incentive
programs under which salesmen com-
pete only with rival firms, all McGavren
men must be acceptable to their col-
leagues as well as management. Each
salesman candidate is personally screened
by each member of the staff and each
recommendation or objection is heavily
weighed. The result is a close-knit, com-
patible sales team of young, aggressive
salesmen, with an average of eight years
selling experience behind them.

Through the continuous exploration of
sales techniques—not just rating analysis
techniques—and such familiarization pro-

BROADCASTING, December 10, 1962

grams as two weeks each year at a local
station by each salesman, the McGavren
sales team stays honed for peak per-
formance and results.

While getting the order is the ultimate
objective of any sales force, McGavren
works toward this goal by rewarding
good working habits. Each month, every
salesman receives 8 honus for perform-
ing five basic sales steps for each station.
This not only provides client stations
with faster and more accurate service,
but sets the salesman up for many other
substantial commissions and bonuses—
which amount to more than half of their
total income.

Each salesman strives to get the high-
est possible budget available for each
station, because he is rewarded com-
mensurately with the percentage of total
budget he obtains.

Another McGavren incentive is that
salesmen receive a commission hased on

the percentage of closures on the stations
pitched. The company also provides its
men with the highest profit-sharing plan
allowable by law.

The results of these incentives is that
McGavren salesmen earn their commis-
sions based on results of their individual
objectives. There is no bonus or com-
mission based solely on billing. In this
way, there is no internal competition for
agencies—and ALL stations receive the
same, hard-hitting emphasis.

Under these conditions, plus a high
base salary, and a company policy of
never hiring men for solicitation purposes
or effect, there is a very low turnover of
personnel—most salesmen have tripled
their income since joining the company
—and those who do leave only go on to
major positions.

At the Daren F. McGavren Company
they believe it’s the only way to run a
sales force—and sell!
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Continued from page 84

No. re-
No. of portine
stations  $25,000

in or more
opera- time
Item tion  sales?
Durham, N. C. 4
Ei Paso, Tex.
Erie, Pa.

Eugene, Ore.

Evansville, Ind.-Ky.

Fall River, Mass.-R.l.
Fargo-Moorhead, N. D.-Minn.
Fitchburg-Leominster, Mass.
Flint, Mich.

Ft. Lauderdale-Hollywood, Fla.
Fort Smith, Ark.

Fort Wayne, Ind.

Fort Worth, Tex.

Fresno, Calif.

Gadsden, Ala.

Galveston-Texas City, Tex.
Gary-Hammond-East Chicago, Ind.
Grand Rapids, Mich.

Great Falls, Mont.

Green Bay, Wis.
Greensboro-High Point, N. C.
Greenville, S. C.
Hamilton-Middleton, Okio
Harrisburg, Pa.

Hartford, Conn.

Honolulu, Hawaii

Houston, Tex.
Huntington-Ashland, W.Va.-Ky.-Oio
Huntsville, Ala.

Indianapolis, Ind.

Jackson, Miss,

Jackson, Mich.

Jacksonville, Fla.
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Footnote explanations on page 96

Networks

745
4,052
3,508
5,926
8,181

9,982
*
17,128
4418
18,310
33,597

27,286
20,328

17,299
6,§02

45410

Time sales:
national and
regional
advertisers
and sponsors#

169,931
252,768
255,868
160,352
195,757

309,698
340,869

377,066
2,040,546
72,249
1,937,842
217,945

1,463,300
234,953

933,218

Local
advertisers
and
sponsors#

361,371
818,014
505,077
487,034
514,?46

487,205

919,840
624,496
285,224
991,362
1,580,455
1,089,645
214,929
219,586
527,690
932,678
386,788
483,778
839,650
694,329

593,640
787,07
1,612,818
2,645,067
545,719
321,929
2,256,272
709,342

844,006

Total
stations

re-

porting®

—

—

Total
broadcast
revenues®

528,254
993,451
713,427
699,968
708,937

801,§19

1,187,304
723,205
349,093

1,530,022

2,283,661

1,627,302
300,113
311,466
661,073

1,450,822
529,073
644,178

1,049,013
974,?23

926,562
2,392,822

2,212,365
4,073,112

32,?36
1,662,076

Total
broadcast
expenses

512,151
1,028,165

735,396
755,149

793,718

1,274,112
811,898
320,219

1,244,815

2,223,491

1,694,132

778,850
2,076,656
2,422,120
3,696,579

38,904

356,317
2,945,238

768,?05

1,780,206

Total
broadcast
incomel

16,103

147,712
316,166

118,130—

Continued on page 91

'CONGRATULATIONS TO THE DAREN F. McGAVREN COMPANY
ON YOUR 10TH ANNIVERSARY FROM WIRL-WMAY

Mational advertisers own
Central Illinois with
WIRL PEORIA and WMAY
SPRINGFIELD
because both stations:
& are TOP RATED in their markets
# have the most aggressive
news operation
# gditorialize daily—and
circulate 2,000 reprints
# gffer the most dominant
coverage
* pperale 24 hours a day
HWe're happy to be represented
by the Daren F. McGavren Company

88 (SPECIAL REPORT: RADID FINANCIAL FIGURES)
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Advertisement

OUR RESPECTS to Daren F. McGavren, president, Daren F. McGavren Co.
“...where the fighting looks the thickest.”

Daren F. McGavren, Scotch-Irish in
name, but more Irish in philosophy and
temperament, is one of those people who
does many things well. Those who re-
member him as a vocalist with Stan
Kenton say he sings with fervor and
meaning. Those who remember him as
a track star at the University of the Pa-
cific say he ran with stamina and guts.
Those who have seen him in the broad-
casting marketplace say he sells with
dynamic excitement.

But tempered by generations of Cali-
fornia sunshine and 12 years in time
sales, the McGavren “Irish” is a mixture
of West Coast informality and Madison
Avenue sophistication. “McGavren sells,”
a client station owner said, “because he
mixes eloquence with humility; incisive-
ness with the subtle touch of blarney.”

With red hair—although no one calls
him “Red”—and a mien of youth and in-
nocence—no one calls him “kid” either—
McGavren has always fought a little
harder to get what he wants, and for
what he thinks is right.

In 1942, McGavren fought for a slot
as a band singer with Kenton. He was
young and looked even younger but he
got the job. After winning that fight,
McGavren found a bigger one—the war,
and spent the next three years in the
Air Force.

When he returned from war, McGav-
ren, who had attended the University of
the Pacific in pre-service days, wanted
to return to school. But now he had a
wife—the former Jean Parker of Co-
lumbus, Ohio—and two children. His
will, however, was greater than his fi-
nances, so McGavren competed for a

Mr. McGavren
BROADCASTING, December 10, 1962

field and track scholarship and won.
This, plus a dance band which he or-
ganized, provided the means to finish
his education. He even found enough
time to become president of the student
body.

Leaving the University, he went to
work for KXOB (now KJOY) in Stock-
ton as a local salesman. Within two
years he was national sales manager of
KXOA Sacramento, KXOB and KXOC
Chico. A short time later, he became
general manager of Western Radio Sales
and McGavren found his niche and
something even more important to battle
for.

After a series of rapid expansions, the
company became a national radio repre-
sentative called The Daren F. McGavren
Company. McGavren has an explanation
for the company’s meteoric success. “It
was simply a matter of applying local
techniques to the national field. Sales
locally are a question of beating out the
other stations in the market. Some na-
tional salesmen have a tendency to for-
get about competition and sell almost in
a vacuum. At our company we know
every station in our markets—their
strengths and weaknesses. We never for-
get the nature of the “enemy.”

Another tenet of his company’s philos-
ophy is that there is a wide gap between
quantity and quality. “There is only one
measure of a rep firm—gross billing.”

“The number of stations means noth-
ing if they spread you so thin that you
can’t properly service any of them. Here
we limit our clients to those stations we
can help and at the same time help us.”

Another reason attributed by MeGav-
ren to his company’s rapid growth is
sound planning. “Radio representation
is a highly competitive field requiring all
of our best efforts. We've had opportuni-
ties to acquire television clients, but we
felt we weren’t ready.”

McGavren said that his company will
enter tv in due time. “When that time
comes, we hope to develop the medium
on the same sound basis as we did with
radio.”

But with recognition coming at him
from many directions—he recently won
a “Silver Mike” award—McGavren has
one immediate business objective. “I
would like,” he says, “to represent a top
radio station in each leading market in
the country.”

His future ambitions depend upon
where the fighting looks the thickest and
the chances of success least appetizing.

Daren McGavren,
Darren McGavin,
Bobby Darin;
The evolution

of a name

in three parts

Several years ago, Daren F. Mec-
Gavren was asked by a collector of
Internal Revenue why he had never
reported his earnings as a dramatic
actor,

“That’s easy,” said McGavren. I
have no earnings as a dramatic actor.”

“Oh come, now,” said the agent.
“I’ve seen you on television.”

“That wasn't me,” the rep president
replied. “That was Darrin McGavin.”

“I see,” said the agent as he reached
for a tranquilizer.

This confusion has been part of
McGavren’s life since 1948 when a
drama student at the University of
the Pacific liked the appellation of
his classmate so well that he assumed
it as his professional name. The ac-
tor, whose original name was Bill
Richardson, was in a drama class
with McGavren at the university. Me-
Gavren was taking the course as a
prerequisite for his speech major.

Since that time, however, still an-
other, “Darin” has come into the na-
tional spotlight. He is Bobby Darin,
the singer, who admits he took his
name from Darren McGavin, the ac-
tor, who took his name from. ...

“I really wish he hadn’t of done it,”
says the original McGavren. “It can
sometimes be really inconvenient. My
mother had no idea when she picked
the old Irish name of Daren that she
was starting a show business dynasty.”




WILOF RADIO— FIRST UNDER THE SUN

WITH ENTERTAINMENT « NEWS « PUBLIC SERVICE « SPORTS
AND AMONG THE FIRST TO SAY HAPPY ANNIVERSARY TO THE DAREN F. McGAVREN CO.

95 ON YOUR DIAL, 5,000 WATTS
WLOF -ORLANDO HOWARD S, KESTER, VICE PRES., GEN. MGR.

€

WALT GIVES
YOU MORE

Audience—solid #2 in the market*

Merchandising—30 billboards,

150 POP displays, *“Walking Wait"' —
live in supermarkets now in use
Market—Population—1,573,200
Retail Sales—%2,008,457,000

for LESS

Costs—lowest of the market’s
five leading stations

THANK YOU AND CONGRATULATIONS
TO DAREN F. McGAVREN COMPANY
*August, 1962 Hooper Radio Audience Index

WALT TAMPA

BROADCASTING, December 10, 1962



Continued from page 88

stations §$25,000

Item

Johnstown, Pa.

Kalamazoo, Mich.

Kansas City, Ma.-Kan,
Kenosha, Wis.

Knoxville, Tenn.

Lake Charles, La,
Lancaster, Pa.

Lansing, Mich.

Laredo, Tex.

Las Vegas, Nev.
Lawrence-Haverhill, Mass.-N.H.
Lawton, Okla.
Lewiston-Auburn, Me.
Lexington, Ky.

Lima, Ohio

Lincoin, Neb.

Little Rock-N. Little Rock, Ark.
Lorain-Elyria, Chio

Los Angeles-Long Beach, Calif.
Louisville, Ky.-Ind.

Lowell, Mass.

Lubbock, Tex.

Lynchburg, Va.

Macon, Ga.

Madison, Wis.

Manchester, N. H.
Memphis, Tenn.

Meriden, Conn.

Miami, Fla.

Midland, Tex.

Milwaukee, Wis.
Minneapolis-St. Paul, Minn.
Mobile, Ala.

Monroe, La.

Montgomery, Ala.

Muncie, Ind.
Muskegon-Muskegon Heights, Mich.
Nashville, Tenn,

New Bedford, Mass.

New Britain, Conn.

New Haven, Conn.

New London-Groton-Norwich, Conn.
New Orleans, La,

New York, N. Y.

Newark, N. J.

Newport News-Hampton, Va.
Norfolk-Portsmouth, Va.
Norwalk, Conn.

Odessa, Tex,

Ogden, Utah

Oklahoma City, Okla,
Omaha, Neb.-lowa

Orlando, Fla.
Paterson-Clifton-Passaic, N. J.
Pensacola, Fla.

Peoria, [Il.

Philadelphia, Pa.-N.).
Phoenix, Ariz.

Pittsburgh, Pa.

Pittsfield, Mass.

Portland, Me.

Portland, Ore.-Wash.
Providence-Pawtucket, R.[.-Mass.
Provo-Orem, Utah

Pueblo, Colo.

Racine, Wis.

Raleigh, N. C.

Reading, Pa.

Reno, Nev.

Richmond, Va.

Roanoke, Va.

Rochester, N. Y.

Rockford, 11I.

Sacramento, Calif.
Saginaw, Mich.

St. Joseph, Mo.

St. Louis, Mo.-lll,

Salt Lake City, Utah

Footnote explanations on page 96
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Networks

5,396

58

36,781
»

14,784
608

4,973
2,&04

5,§70

*
*

3,664
*

44,?38

151,634

39.913

5,404
9.455
69.627

587,295

2,279
10.221

78,519
23,923
27,633

2,?33

30,213

104567

Time sales:
national and
regional
advertisers
and sponsors4

133,121
302,730
2,012,162

396,277

97,889
235,545
248,954

189,649

*
*

191,301

101,947
432,276

9,932,542
1,505,}38

155,020
60,835
211,139
335.347
168,395
1,196,991

1,931,867
86,664
1,567,589
2,549.546
260,710
90,530
258,§92

168,805
1,078,072

*

555,531
136,196
1,185,808

24,614,409

836.622
347.224
678,984

59,471

770,397
994,135
313,784

90,508
456,614
6,915,333
503,260
2,631,§44

241,124
1,475,983
1,128,670

19,986
82,292

557,566
134,798
87,970
868,538
198,508
1,078,516
224,130
1,100,199
155,758

Local

advertisers

and

sponsorst

454,646
645,808
2,445,§B3

1,063,198
323,939
447,061
750,§03

444,189

*
*

512,?53

557,613
589,§89

14,413,539

1,439,951

847,732
279,430
574,227
740,687
471,701
1,686,}60

2,904,581
255.646
3,038,514
3,235.701
653,772
312,060
505.Z71

325,684
1,655,922

*

948,577
339,956
1,639,605

11,827,020

1,620,413
453,312
1,318.179

355,381
299,998
1,527,787
1,712,505
976,?37

622,819
769,903
6,450,117
2,438,634
3,689,§24

488,570
1,877,041
1,657,173

198,400

274,1 13

514,953
567,296
360,856
1,316,698
605,303
1,182,555
621,960
1,163,219
405,335
373,969
3,859,170
1,396,418

—

—
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Total

broadcast
revenues8

580,053
926,604
3,929,999

1,462,022
408,278
677,168

1,000,143

598,970

*
»

709,209

658,144
992,132

21,146,500

2,663,}93

978,254
342,133
762,883
1,045,581
651,684
2,672,210

4,262,024
346,989
4,430,333
5,448,358
864,342
409,038
793,543

513,534
2,467,973

*

1,376,408
458,329
2,513,785

32,831,691

2,201,677
789,547
1,958,915

399,945
355,038
2,070,721
2,358,783
1,230,109

708,814
1,118,035

11,520,371

2,880,455
6,198,?93

726,913
3,278,328
2,547,177

254,933

396,849

1,043,023
662,916
443,531

2,133,452
783,862

1,989.760
830,145

1,971,879
526.340
465473

6,522,816

1,942,278

Total

broadcast
expenses

598,387
861,860
3,459,?40

1,565,025
420,080
592,766
731,037

688,955

*
»

733413

628,359
1,103,§72

17,812,160

2,859,177

832,992
324,938
780,929
1,039,551
647,982
2,543,981

4,034,200

874
3,772,358
5,273,155

999,816
380,157
759,221

468,490
2,575,'2.39

*

1,330,230

1,805,701
777,624
1,683,103

410,760
392,930
1,700,182
' y 70
1,228,?30

800,999
1,306,475

10,671,837

2,814,311
5,324,262

748,826
3,112,323
2,769,791

250,420

420,?27

1,017,259
568,645
466,211

1,840,402
778,319

2,012,181
849,373

2,054,622
511,030
429,460

6,586,365

2,051,298

Total
broadcast
incomel

23,504—

28,785
11 1,140—

3,334,340

195,984—

145,262
17,195
18,046—

6,030
3,702
128,229

227,824
21,115
657,975
175,203
135,474—
28.881
33.722

45,044
107,§65—

*

46,178

63,549—
109,020—

Coniinued on page 92
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Continued from page 91

Rem

San Angelo, Tex.

San Antonio, Tex.

San Bemardino-Riverside-
Ontario, Calif.

San Diego, Calif.

San Francisco-Oakland, Calif.

San Jose, Calif.

Santa Barbara, Calif.

Savannah, Ga.

Scranton, Pa.

Seattle, Wash.

Shreveport, La.

Sioux City, lowa

Sioux Falls, S. D.

South Bend, Ind.

Spokane, Wash.

Springfield, 15

Springfield-Chicopee-Holyoke, Mass.

Springfield, Mo.
Springfield, Ohio
Stamford, Conn.
Steubenville-Weirton, Ohio-W.Va.
Stockton, Calif.

Syracuse, N. Y.

Tacoma, Wash.

Tampa-St. Petersburg, Fla.
Terre Haute, Ind.
Texarkana, Tex.-Ark.
Toledo, Ohio

Topeka, Kan.

Trenton, N. J.

Tucson, Ariz.

Tulsa, Okla.

Tuscaloosa, Ala.

Footnote explanations on page %6

No. re-
No.of porting
stations $25,000
in or more
opera-  time
tion sales3
4 4
11# 10
234 21
9
19# 1

—
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HHit

Networks

3,064
79,716

Time sales:
national and
regional
advertisers
and sponsors#

43,766
1,156,850

480,566
1,285,098
5,296,435

256,955

105,826

195,594

288,447
1,648,240

703,044

108,591

130,671

252,705

643,786

113,792

286,187

184,1364

-
*

190,437
887,539
178,300
926,159

92,676

85,511
642,911
369,963
233,594
145,796
702,737

36,222

Local
advertisers
and
sponsors#

315,251
1,791,632

1,428,081
1,536,266
5,205,650
886,574
722,176
475,547
723,283
2,783,483
629,383
309,925
346,521
401,503
732,196
672,623
937,586
552,&51

*
*

483,595
1,416,671
291,435
1,890,370

Total
stations

re-

portings

1
2

o
oW

—

—_ =

—
MO W B LW LOANESNPROWWRWWWoO OO

4
1

1

Total
broadcast
revenues®

351,760
2,637,141

1,774,102
2,497,616
9,174,293
1,189,767
815,459
649,682
942,789
3,925,797
1,174,589
401,870
473,161
626,345

97,520

660,340
2,061,193
07,815
2,598,964
404,407
316,313
1,816,879
972,404
647,020
1,008,927
1,569,032
437,891

Total Total
broadcast  broadcast
expenses income!
337,603 14,157
2,711,060 73,919—
2,034,902 260,800—
2,689,661 192,045—
10,109,509 935,216—
1,156,270 33,497
759,118 56,341
700,623 50,941—
824,145 118,644
3,922,799 2,998
1,274,434 99,845—
368,813 33,057
419,406 53,755
580,114 46,231
1,290,485 27,023—
738,361 34,172
1,242,672 49,211—
660,514 37,006
* *
675,792 15,452—
1,887,453 173,740
03,652 4,163
2,701,600 102,636—
54,436 50,029—
327,471 11,158—
1,494,812 322,067
918,304 54,100
670,353 23,333—
1,149,844 139,917—
1,775,954 206,922—

426,439 11,452
Continued on page 94

ARIZONA'S MOST POWERFUL SALESMAN. . . KRUX - KTKT
SALUTES DAREN F. McGAVREN CO., THE REP INDUSTRY'S
MOST POWERFUL SALESMEN ON THEIR 10TH ANNIVERSARY
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Advertisement

Walter B.
Lake, vice pres-
ident and mana.
ger of the Los
Angeles office,
has been with
McGavren for al-
; most six years.

He began his
Mr. Lake broadcasting ca-
reer at KAGH Pasadena as an an-
nouncer in 1949, Following that he
became assistant manager at
KWEI, Weiser, Idaho. From 1952
through 1954 he was an account
executive at KSDO San Diego. Be-
fore joining the McGavren com-
pany he was regional manager at
KSDO Los Angeles in charge of
national sales. Lake served as a
major in the Air Force during the
second World War and holds a
bachelor’s degree from the Uni-
versity of Nebraska. He also at-
tended San Diego State College,
and the Pasadena Institute for Ra-
dio. He is married.

From estimating de-
partment to account
group member at Dan-
cer-Fitzgerald-Sample
in New York best de-
scribes the early drive
and accomplishment of
Ed Argow. That same
determination cata-
pulted him from New
York salesman to manager of the Chi-
cago office to New York sales manager
in 3% years. Holder of a degree in ad-
vertising from City College of New York.
While there he was an All-Metropolitan
outfielder, and later played profession.
ally in the Colonial League. He served
in Korea during that war as a Marine
corporal. He is married and has three
children.

Mr. Argow

Robert L. Williams started his sales
career as an insurance representative
with New York Life Insurance Co. Fol-
lowing that, he joined NBC.TV, and prior
to joining McGavren, he was with Bran-
ham. He is director of sales development
at the New York office. A former lieu-
tenant in the U. S. Air Force, he holds
a bachelor’s degree in psychology-philos-
ophy from Williams College. He is mar-
ried and has one son, Robert L., IIL

A former radio and television director
for Batten, Barton, Durstine & Osborne,
a professional singer, and a radio ac-
count executive for the Bolling Company,
Ralph C. Conner is now assistant sales
manager at McGavren. With experience

BROADCASTING, December 10, 1962
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that includes such productions as Hit Pa-
rade, seven years in the Special Services
branch of the U. §. Army, personal ex-
perience in clubs and television, Conner
has comprehensive knowledge of both
broadcasting and sales. He is married
and has three girls.

Claire Horn, direc-
tor of research and
promotion, has brought
rare insight and ex-
perience in broadcast
and media research to
McGavren. Dr. Sidney
Roslow of Pulse, Inc.,
has called her “the
most capable radio re-
search person in New York.” For six
years, director of research at WNEW,
New York, she then performed research
work at WOR-AM and FM in New
York. Formerly she had been associated
with McFadden Publications and West-
inghouse Broadcasting Company. She
has a six-year-old daughter and lives in
Ossining, New York.

Mrs. Horn

Comptroller Herbert J. Lacy, Jr., has
12 years accounting experience before
joining the company in July. He was
with Peat Merwick Mitchell & Co. for
five years, as a senior staff accountant.
Following that he was with Kenyon &
Eckardt rising from billing supervisor
to business manager of the marketing di-
vision. Married, he has three children.
He was graduated from Seton Hall Col-
lege.

Chicago office manager Robert D.
Mahiman had experience with two ad-
vertising agencies and one representative
before joining the company. He was
with Campbell-Ewald, Ralph Sharp
Agency, and Edward Petry Company. He
was recently manager of the Detroit of-
fice. He studied marketing at Wayne
State University, is married and has one
son, Robert, 2.

Recently promoted to manager of the
Detroit office, Harvey K. Glor has ex-
perience as both a buyer and seller of
time. He bought at Leo Burnett, and
sold for Adam Young and Knorr Broad-
casting at WSAM Saginaw, Michigan.
He was graduated from Principia Col-
lege and worked toward a masters of
fine arts at the Art Institute of Chicago.
A veteran of the U. S. Army, he is mar-
ried and has two sons.

Selling the Bay area as manager of
the San Francisco office is Alexander R.
Mackay, who brought long experience
in radio sales to the company. He has
sold time for KALT Pasadena, KLAC
Los Angeles and ABC at KGO San Fran-
cisco. Mackay served with the U. S.
Navy during the war and subsequently

won a pre-medical degree from the Uni.
versity of Southern California. He is
married and has one son.

Charles E. Hedstrom, southeastern
manager, has served the communications
industry all of his professional life.
Holder of a bachelor’s degree in com-
munication arts from Michigan State
University, he served as a communica.
tions specialist in the army. Hedstrom
has worked for WKAR-TV East Lansing
and NBC in Chicago. Married, he has
one son, Charles, Jr., seven months.

Manager of the St. Louis office, Thom-
as G. Sullivan has radio sales experience
on both the station and national level.
At one time an account executive with
WIW Cleveland, he then joined NBC
AM Spot Sales as an account executive.
A graduate from St. Bonaventure, with
a degree in government, he served with
the U. S. Navy during World War IL

Manager of the Dallas office, Charles
H. Boland has had sales, on-the-air, and
management experience with four Texas
stations. He began his career as a sports
announcer on KWTJ Waco and later
became sales manager there. He was
a sports announcer on KRLD Dallas:
manager of KIXZ Amarillo; and com-
mercial manager of KVIL Dallas. A
graduate of S.M.U., he formely was man-
ager of the Headley-Reed office in Dallas.
He is married and has four children.

On the air, on the local level, and on
the national scene, there is one adjective
that best describes Monte Lang—“sales.
man.” Lang, formerly on-the-air person-
ality and local salesman for WCAT
Athol, Mass., and WESO Southbridge,
Mass., has been with McGavren for 3%
years. A product of New York Universi-
ty, he was national sales manager for
Bob Dore Associates and a promotion
assistant at H-R. He is married and has
a son, Kevin, 214,

Michael E. Schwartz began his pro-
fessional career as a reporter for the
Long Island Daily Press. Shortly after-
wards he became a space salesman for
Ellis Publications. Holder of a joutnal-
ism degree from Ohio Wesleyan Uni-
versity, he is married and has one child,
Michael, 3. Schwartz is a saleman in the
New York office.

Ray G. Watson has account experience
with KVNI Coeur d'Alene, Idaho and the
American Broadcasting Company at
KGO San Francisco. At KVNI he also
served as a Sports announcer, newsman
and copywriter. He is now an account
executive, He served with the U. S.
Army and was graduated from Washing-
ton State University with a degree in ra-
dio-tv speech.

23



Continued from page. 92

Item
Tyler, Tex.
Utica-Rome, N. Y.
Waco, Tex.

Washington, D.C.-Md.-Va.
Waterbury, Conn.
Waterloo, lowa

W. Paim Beach, Fla.
Wheeling, W.Va.-Ohio
Wichita Falls, Tex.
Wichita, Kan.

Wilkes Barre-Hazleton, Pa.
Wilmington, Del.-N.).
Winston-Salem, N. C.
Worcester, Mass.

York, Pa.
Youngstown-Warren, Ohio

No. of
stations
in
opera-
tion

—

m-&#u‘-h:;mwmwww\lmm:s

1401

No. re-
orting
25,000

or more
time
salesd

4
7

2
17
3
3
7
4
3
6
6
4
5
4
4
b
6

133

Non-Metropolitan Areas of 3 or more stations

Anniston, Ala.
Decatur, Ala.
Dothan, Aia.
Selma, Ala.
Anchorage, Alaska
Flagstaff, Ariz.
Prescott, Ariz.
Yuma, Ariz.

Hot Springs, Ark.
Pine Bluff, Ark.
Eureka, Calif.
Merced, Calif.
Modesto, Calif.
Redding, Calif.
San Luis Obispo, Calif.
Santa Rosa, Calif.
Grand Junction, Colo.
Daytona Beach, Fla.
Gainesville, Fla.
Lakeland, Fla.
Ocala, Fla.
Sarasota, Fla.
Tallahassee, Fla.
Athens, Ga.
Gainesville, Ga.
Griffin, Ga

Rome, Ga.
Valdosta, Ga.

Hilo, Hawaii
Boise, [daho
Idaho Falls, Idaho
Pocatello, Idaho
Twin Falls, 1daho
Mason City, Towa
Bowhn%l Green, Ky.
Paduc

Alexandrla La
Lafayette, La.
Bangor, Me.
Salisbury, Md.
Greenville, Miss.
Hattiesburg, Miss.
Laurel, Miss.
Meridian, Miss.
Joplin, Mo

Butte, Mont.
Missoula, Mont.
Farmington, N. M.
Roswell, N. M.
Elmira, N. Y.
Fayetteville, N. C.
Goldsboro, N. C.
Kinston, N. C.
Rocky Mount N C.
Wilmington, N
Wilson, N. c.
Bismarck, N. D.-
Minot, N. D.

Footnote explanations on page 96
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Networks

2,208
20,176

50,982
5,166
6,876
2,694

162

11,113

6,075, 866

309

1,619
1,236
221

*

24,666

1,202

2,492
2,067
948
13,052
1,264
16,916
3,306

*

85
1,000

Time sales:
national and
regional
advertisers
and sponsors#

99,727
188.900

3,157,867
102,755

87,568 -

105,997
475,101
231,342
490,101
163,846
195,567
160,119
525,100
190,709
468,534
173,186,409

24,081
25,925
38,378
11,244
128,§50

*

45,457
25,728
31,984
41,183

93,330
32,093
52,184

57,333
52,808
53,571
51,222
29,?97

68,236
44,692
43,342
23,141
20,599

15,967
68,436

33.213
32,905

36,583
25,452
59,962
33,671
81,757
75,432
237.49%

Local
advertisers

and
sponsors4

283,796
600,283

5,305,611
355,033
422318
651,974
633.259
464,982

1,051,605
560.756
899.120
742:921
650,119
589,750

832,695

239,105,112

242,276
136,240
152,715
122,005
614,?32

*

174,901
148,377
247377
265,%22

445,413
186,874
225,688

302,167
246,957
276,502
261,604
217,244

227,626
280,217
301,567
179,255
329,488
176,100
136,287
368,112
205,178
188,070
236,297
313,131
253,355
209,420
359,385
348,972
274,480
233,259
186,199
232,250
260,636
274,646
264,407
176,027
262,126
241,240
282,314

238 089
257,181

Total
stations
re-
portingS

4
8

—

2
7
3
3
9
4

3
6
7
4
5
4
4
5
8

138
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Total
broadcast
revenues®

362,861
833,908

8,016,585
,864
501,242
782,128
1,017,142
650,235
1,409,507
911
1,054,263
908,001
1,111,417
737,423
1,279,718
383,057,391

263,394
161,321
190,630
132,418
815,928

W

239,079
173,711
271,227
308;157

539,363
226,835
278;993

391,583
291,970
340,535
311,245
246,940

299,447
350,231
359,579
202,855
367,450
223,639
160,410
491,378
286,174
238,971
288,358
402,094
283,861
268,083
429,087
383,556
418,663
330,021
216,082
294,274
300,443
335,169
299,035
257,334
309,324
276,134
312,029
328,146
467,228
319,206
270,397
281,752
344,174
275,960
439,478
322,338

Total Total
broadcast  broadcast
expenses income!
377,119 14,258—
887,378 53,170—
7,038,582 978,003
471,490 --, 45,626—
520,500 ,258—
813,706 31,578—
862,662 154,480
604,419 45,816
1,504,790 95,283 —
,884 45,973—
933,290 120,973
921,290 15,289—
1,173,902 62,485—
629,328 108,095
1,223,115 56,603
355,406,672 27,650,719
253,275 10,119
164,076 2,755~
160,588 30,042
126,216 6,202
765,312 50,&16
304,269 65,190—
207,511 33,800—
279,112 7,885—
3074996 ‘361
590,053 50,690—
273,301 46,466—
247,325 31,368
L] *h
389,439 2,144
306,114 14,144—
336,530 4,005
305,575 5,670
264;184 17*,§44—
322,945 23,498—
337,657 12,574
342 599 16,980
199150 3,705
358,262 9,188
242,111 18,472—
139,089 21,321
594,227 102,849—
301,894 15,720—
241,117 2,146—
288,515 157—
399,761 2,333
274,326 9,535
264,718 3,365
375,961 53,126
451,914 68,358—
392,387 26,276
329,868 153
218,009 1,927—
297,063 2,789—
291,109 9,334
355,342 20,183—
300,764 1,729—
275,416 18,082—
324,976 15,652—
243,900 32,234
305,578 6,451
290,766 37,380
474,044 6,816—
279,120 40,086
248,693 21,704
251,909 29,843
348,452 4,278—
251,868 24,092
438,789 RR9
320,604 1,734

BROADCASTING, December 10, 1962



Item

Klamath Falls, Ore.
Medford, Ore.
Pendleton, Ore.
Roseburg, Ore.
Salem, Ore.
Williamsport, Pa.
Florence, S. C.
Orangeburg, S. C.
Spartanburg, S. C.
Sumter, S. C.
Rapid City, S. D.
Jackson, Tenn,
Big Spring, Tex.
Burlington, Vi.
Charlottesville, Va.
Danviile, Va.
Bellingham, Wash.
Kennewick-Pasco, Wash.
Walla Walla, Wash.
Wenachee, Wash.
Yakima, Wash,
Clarksburg, W. Va.
Parkersburg, W. Va.
Eau Claire, Wis.
La Crosse, Wis.
Wausau, Wis.
Casper, Wyo.
Cheyenne, Wyo.
Totals

Commonwealth & Possessions
3 or more stations

Mayaguez, Puerto Rico
Ponce, Puerto Rico

Footnote éxplanations on page 96

No. re-

No. of portin
stations $25,00
in or more

opera-  time
tion sales8
3 3

4 4

3 2

3 3
44 3

3 3

3 3

3 2

3 3

3 3

3 3

3 3

3 3

3 3

3 3

4 4

3 3

3 3

3 3

3 3

4 4

3 3

3 3

3 3

3 3

3 3

3 3
44 2
282 268
5 5

5 4

Networks

11,677
6418

695
6,241
4,915
1,215

6,652

326
1,852
477
6,080
1,584
869

303
1,196
394
861
5,396
77

2,347

606,768

90,765
124,332

Time sales:

national and
regional

advertisers

and sponsors#

51,401
58,989

17,420
73,885
67,139
47,211

114,553
22,953
85,194
71,561
76,996
70,175
61,214
49,260
43,815
47,930
55,903
71,282

103.343
31,905
55,328

114,194
84,688

100,701
42,233

4,659,944

135,302
249,116

Local
advertisers
and
sponsors#

171,115
300,065

214,620
243,289
214,652
225,084

332,656
174,308
314,343
190,202
144,838
340,002
279,966
473,172
228,033
184,058
162,128
218,789
322,993
244,813
189,717
367,558
316,636
233,220
232,973

21,021,226

211,346
138,989

Total
stations

re-

porting5

3

4
3
3
4
3
3
3
3
3
3
3
3
3
3
4
3
3
3
3
4

3
3
3
3
3
3
3
0

2

o0

5
5

Total
broadcast
revenuesé

224,483
358,402

223,495
334,101
- 293,756
266;12 14

459,025
197,995
398,244
254,889
230,693
401,497
362,058
529,109
260,959
215,213
212,857
272,066
405,686
279,381
235,379
477,141
437,472
313,595
268';§94

26,218,116

383,284
492,280

Total
broadcast
expenses

246,312
393;268

233,175
374,079
289,497
254‘§33

457,696
199,941
408,083
235,613
235,026
404,359
374,120
470,456
302,030
220,385
212,788
298,339
433,035
350,298
275,781
446,080
412,887
270,152
28ﬂ;,§55

26,638,709

331,789
363,552

Total
broadcast
Income?

21,829—
35,566—

43,443
15*,§71—

420,593—

51,495
128,728

Continued on page 96

CONGRATULATIONS TO DAREN F. McGAVREN COMPANY ON THEIR TENTH ANNIVERSARY

1000 TIMES BETTER-IN PERSONALITIES -IN NEWS
-IN SPORTS COVERAGE-IN AUDIENCE LOYALTY

30,000 WATTS

WCFL

o THE VOICE OF LABOR
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Continued from page 95

No. re-
No.of porting Time sales:
stations $25,000 national and Local Total
in or more regional advertisers  stations Total Total Total
opera-  time advertisers and re- broadcast  broadcast  broadcast
Item tion  salesd3  Networks and sponsorst  sponsors?  porting® revenues®  expenses income!
San Juan, Puerto Rico 10 10 431,18717 966,162 973,058 10 2,048,682 1,640,158 408,524
Arecebo, Puerto Rico 3 3 5,539 87,339 104,211 3 190,818 163,355 27,463
Sub-totals 23 22 651,823 1,437,919 1427604 23 3,115,064 2,498,854 616,210
Other communities 14 10 41,260 523,189 309978 14 832,453 821,078 11,375
Totals 37 32 $693,083 $1,961,108  $1,737,582 37 $3,947,517 $3,319932  $627,585

8 Total revenues consist of total time sales less commissions plus
talent and program sales. R

# Not all stations in this market operated a full year during 1961.

* Data not published for groups of less than 3 stations. i

*¢ Data withheld to maintain confidentiality of individual station
figures.

DT’%':e corresponding figure published for 1960 ($91.591) was in
error. The correct figure for that year was $215423. This
change does not affect any of the other figures for this market.

1 Before federal income tax.

3 Excludes 249 independently operated fm stations.

*Stations with less than $25,000 time sales report only total
revenues and total expenses. Stations with total time sales of

000 or more, however, accounted for over 99% of the

roadcast revenues of the 3,610 reporting stations.

4 Before commissions to agencles, representatives and others.
Note: — denotes loss.

» Excludes data for 44 stations whose reports were not filed in
time to be included in this report.

Individual market revenues in top 25-1961 vs. 1960

No.
Reporting  Totall Total  Total TIME SALES
$25000 or 1961 1961 1961 (000 )
more in Rev-  Ex- In- Gain Gain Gain
time enues penses come2 Network or Spot3 or Local® or
Market sales (0000 (00O {000) 1961 1960 (Loss) 1961 1960 (Loss) 1961 1960 (Loss)
New York 30 32832 27435 5397 587 530 57 24,614 26,613 {1,999 11,827 11,826 1
Chicago 25 22970 16,262 6,708 85 149 (64) 11519 12,374 (855) 12,329 11,360 969
Los Angeles-Long Beach 29 21,147 17,812 3,334 152 294 (142) 9,933 9,241 692 14,414 13,2301,184
Phifadelphia 21 11,520 10,672 849 47 53 (6) 6,915 6924 9 6,450 6,448 2
Detroit 11 9,556 7,511 2,045 147 137 10 6,188 6,770 (582 4,887 5,693 (806)
Boston 17 9474 8171 1303 107 103 4 5341 5215 126 5,034 492 72
San Francisco-0akland 18 9,174 10110 {935 102 108 (3} 5286 5113 183 5206 5,679 (473)
Washington 17 8,017 7,039 978 51 54 3 3,158 3420 (262) 5306 5,007 299
Cleveland 9 6,541 5,570 971 128 141 (13) 3638 3438 200 3,039 3,476 {437
St. Louis 14 6,523 6,586 (64) 30 52 (22) 3631 3,744 (113 3,859 4,243 (384
Pittsburgh 20 6,199 5324 875 73 83 {10) 2,632 3,038 (406) 3,690 3,780 (90
Baltimore 15 5,655 4,892 764 281 174 107 2,273 2308 (39 3942 3911 3
Minneapolis-St. Paul 12 5448 5273 175 29 35 ()] 2,550 2,491 59 3,236 3,537 (30D
Cincinnati 8 5016 4,291 725 528 528 2,892 3,081 (189) 2,084 2,338 (254)
Mitwaukee 8 4430 3,772 658 47 68 21 1568 1,659 (91 3039 3,266 {227)
Miami 13 4,262 4,034 228 41 48 N 1,932 1,817 115 2,905 2,992 {87
Buffalo 11 4172 4282 (110 78 55 23 2376 2505 (129) 2,350 2,436 (86)
Denver 17 4153 4308 (155 345 172 173 1,284 1,322 (38 2,818 2,889 (71)
Dallas 12 4,141 4,020 121 32 47 (15) 1,910 1,872 38 3029 3,047 (18
Atlanta 18 4104 4,189 (85) 91 92 n 1,856 1,873 (18 2,634 2,939 {305
Houston 12 4073 3,697 377 115 122 7) 1,938 1,948 (10 2,645 2957 (312
Kansas City 9 3,929 3,459 470 37 56 (19 2,012 2000 (78 2,445 2488 (42
Seattle 17 3926 3,923 3 37 47 10 1,648 1,742 (94) 2,783 2854 (71
Indianapolis 6 3,400 2945 455 17 16 1 1,463 1577 (114 2256 2,286 (30
Portland {Ore.) 14 3,278 3,112 166 105 118 (13) 1,476 1,598 (122 1,877 1,998 (121)
h;;ﬁgt:}l 5“:;‘5‘-:-‘3., cg;:lseiss‘t of total time sales less commissions plus ?l?egéx:ofg;nlgsﬂss.slons to agencies, representaives and others.

1 Before federal income tax.

A 10-year track record on radio's finances
AM AND AM-FM RADIO FINANCIAL DATA1 1951-61

(Industry Totals)

. 2
A. Time Sales B. Broadcast Revenues, Expenses, and Income

{$ Millions)
National

. ( Jp'}gl 9 Netr!v_ork) Percent Spot Percent Local Percent I;g; R;‘:;; gs Ex$p52nlsess l;;ogmoe

ear $ Millions) {$ Miltions of Total ($ Millions)  of Total ($ Millions)  of Total 1960 591.9 543.6 183
1961 $617.2 $35.8 6% $197.4 32% $384.0 62% 1959 556.7 5107 440
1960 622.5 35.0 6 202.1 32 385.3 62 1958 520.6 4828 380
1959 582.9 35.6 6 188.2 32 359.1 62 1957 515.2 460.9 54.3
1958 541.6 46.5 8 1719 32 323.2 60 1956 479.2 4296 496
1957 536.9 50.6 9 169.5 32 316.8 59 1955 4523 406.0 46.3
1956 491.7 48.4 10 1455 30 297.8 60 1954 4488 406.3 425
1955 4565 64.1 14 1204 26 272.0 60 1953 4746 418.8 55.8
1954 4513 83.7 18 120.1 27 2475 55 1952 468.6 407.5 61.1
isgg g;% 13351; ;g 129.6 27 2495 52 1951 $449.2 $390.0 $59.2

9 I I 1237 2% 2396 51 .
151  $456.1  $1220  27%  $1196 26%  $A45  47%  spefore roneehacntly, ogmed fm stations
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First thing in the morning ...

. . . you'll have confidence in knowing that an ARB Overnight Survey team was on
the job the night before. The audience estimates you need will be on hand, ready for
those all-important decisions you'll face today.

ARB Overnight Surveys truly build this confidence. More and more regular clients
prove it. Telephone coincidentals are designed to give fast information to aid in the solu-
tions of your most pressing audience problems . . . such as checking the audience to a
new program or spotting an audience trend since the last regular ARB report. And they
provide this information quickly, because on short notice a large staff of trained and
experienced telephone interviewers is available, Whether it’s a current program rating
or a timely share of audience index, an ARB Overnight Survey is equally adept at
providing answers for key decisions in any U.S.
television market. AMERICAN

. o . ! RESEARCH
Consistently reliable audience estimates at a
practical price is an offer worth investigating. Call BUREAU
your ARB representative and discuss it today. PIVISION OF C-E-1-R INC.

For further information—Washington WE 5-2600 » New York JU 6-7733 » Chicago 467-5750 » Los Angeles RA 3-8536



How the radio networks and stations fared

COMPARATIVE FINANCIAL DATA OF 4 NATIONWIDE RADIQ NETWORKS AND 3,610 AM AND AM-FM STATIONS
1960-61
(in thousands of dollars)

% Change
from
4 Nationwide Previous
Item Networks Year
A. Revenues from the sale of time:
1. Network time sales:
a. Sale of major network time to advertisers $31,697 0.7)
b. Sale of regional network time .............
c. Sale of other network time .........
Total network time sales ....... . 31,692 0.7)
2. Deductions from network's revenue from saie
of time to advertiser: '
a. Paid to owned and operated stations 540 (17.7)
b. Paid to affiliated stations ..o 3,732 (13.9
Total participation by others (excluding
commissions) in revenue from sale of
network time ........cccce.... 4,272 (14.4)
3. Total retentions from sale of network time 27,420 1.8
4. Non-network time sales:
a. National and regional advertisers ............
b.. Local advertisers
Total non-network time sales ....................
5. Total time $ales ....cccomvviccneneceveesnissnsesenns 27,420 1.8
6. Deduct—Commissions to agencies,
representatives, etc. .. 4,707 2.3
7. Net time sales ) 22,713 2.7
B. Revenues from incidental broadcast activities:
2. Talent 6,978 (14.8)
b. Sundry broadcast revenues ...........coeceeerennn. 1,113 (11.0)
Total incidental broadcast activities ........ 8,091 (14.3)
- TOTAL BROADCAST REVENUES .. 30,804 (2.9
C. TOTAL BROADCAST EXPENSES .....ccovovcccrvmrirnne 33,814 (1200
D. BROADCAST INCOME (before Federal income tax) ($3,010) 4

! Amount differs slightly from that shown In Item 2.b because

of variations in accounting practices.

#Some small amount of network and nationa! non-network time

sales may be included here since stations with

less than

$25,000 time sales for the year do not report detailed revenue

breakdown.
' Less than one-tenth of one percent.

Total 4 Na-

19 Owned % Change % Change  tionwide % Change
and from 3,591 from Networks from
Operated  Previous Other Previous and 3,610  Previous
Stations Year Stations Year Stations Year
$ 4,041 5.0

2,301 9.7

1,529 40.9

$ 540 (17.9 7.877 5.8
540 (17.7) 7.877 58  § 35837 23
22,549 (5.2) 174,803 2.0) 197,352 (2.4
11,715 9.0 372,3382 (0.6) 384,053 10.3)
34,264 (0.8 547,141 (1.0 581,405 (1.0}
34,804 (1.1 555,018 (1.0) 617,242 0.8)
6,557 (3.8) 54,909 (0.6) 66,173 (.1)
28,247 (0.9 500,109 (1.0) 551,069 {0.8)
2,018 (17.2) 10,386 (14.9 19,382 (15.1)
468 (24.5) 11,580 3 13,161 2.1)
2,486 (18.7) 21,966 (7.6) 32,943 10.3)
30,733 (2.2) 522,075 (1.9 583,612 (1.4
27,517 (0.2 490,230 2.7 551,561 1.5

$ 3,216 (17.0  $ 31,845 (38.00 $ 32,051 (33.7)

+ Loss in 1960 was $6,895 thousand.

( ) Denotes loss or percentage decrease.

Note. Data for 1960 cover the operations of 4 nationwide net-

works, thelr 19 owned and coperated stations, and 3,451 other
stations.

Average radio station income by market size

AVERAGE FINANCIAL DATA FOR AM AND AM-FM STATIONS REPORTING PROFITS BY SIZE OF AREA QR
COMMUNITY IN WHICH STATION IS LOCATED?
[Stations Operating Full Year]

Average Time Sales Per Station Reporting Average Per Station Reporting
No. of Stations
Reporting Total National and
Time Sales of Regional Local Total Total Total Total
. 25,000 Advertisers  Advertisers Stations Broadcast Broadcast Broadcast
Population of: or More2 Networks ~ and Sponsors3 and Sponsors®  Reporting Revenues# Expenses Incomes
2,000,000 and over 131 $ 6,773 $534,282 $447,350 131 $878,611 $674,878 $203,733
1,000,000-2,000,000 86 14,267 271,003 295,505 86 519,004 420,950 )
500,000-1,000,000 141 8,486 141,959 193,690 143 306,080 256,341 49,739
250,000- 500,000 148 4,439 98,827 164,788 149 247,175 214,981 32,194
0,000- 250,000 62 1,907 57,410 140,359 63 191,008 166,369 24,639
150,000- 200,000 60 2,024 59,117 139,462 60 195,228 171,967 23,261
100,000- 150,000 84 4,497 47,423 118,228 85 164,125 146,766 17,359
50,000- 100,000 39 5171 25,901 105,723 39 132,789 116,065 16,724
25,000- 50,000 223 1,568 22,085 106,876 223 130,878 117,333 13,545
10,000- 25,000 411 1,055 14,455 84,921 415 99,290 85,859 12,431
5,000- 10,000 386 438 9,412 64,107 394 72,730 64,401 8,329
2,500- 5,000 217 372 4419 51,997 233 54,131 46,898 7,233
Less than 2,500 72 146 6,319 52,388 76 56,547 48,870 7,677
TOTAL 2,060 $ 2,830 $ 75,709 $128,823 2,097 $190,350 $158,954 $ 31,396

1Classified by population of Standard Metropolitan
fal;%as and cominunities outside SMSA's, Census of P

1Stations with total time sales of less than $25,000
required to report time sales separately.

98 (SPEGIAL REPORT: RADIO FINANGIAL FIGURES)

Statistical
opulation,

are not

3 Before commissions to agencies, representatives and others.

tTotal revenues consist of total time sales less commissions
plus talent and program sales.

¥ Before Federal income tax.

Continued on page 100
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NOW A PROFESSIONAL PHOTO LIGHT THAT FITS

THE PALM OF YOUR HAND...
SO SIMPLE ANYONE
CAN USE IT

COOLING VENTS
for instant
escape of heat.

-

ADJUSTABLE HEAD
tiits for bounce
lighting, is calibrated
30° below and S0°
above horizontal.
Control arm makes
it easy to tilt and
lock head at any angle.

SILICON RECTIFIER
LIGHT SWITCH
has dimmer control for
modeling and setup
lighting levels, is
canveniently located
on handle for
instant light control.

ORIGINAL, EQUIPMENT
ALSO INCLUDES:

FLOOD LENS
Dual-purpose lens af-
fords choice of 110°
X 48°% or 60° x 54°
beam for broader
light coverage of sub-
ject area.

PORTRAIT LENS
Made of specially
tempered glass for
close-up work. Soft-
ens light and reduces
contrast.

Optional accessories quickly
adapt SUN GUN Professional
Phata Light for every indoor

L lighting need.

Accessory holder. Adapts
SUN GUN Professional Photo
Light to accept the wide va-
riety of specialized optionai
accessories.

Daylight filter. Corrects
color temperature of basic
3400°K lamp to permit use
with daylight type coler film.
Eliminates need for conver-
sion filters on camera, re-
taining full efficiency of
expensive camera lenses.

sSnoots. Provide a finely con-
trolled beam for spet high-
lighting of small areas. Two
sizes—large, and special op-
tical ““Smiper Snoot.”

Super-Spread Lens. Spreads
beam to match field of extra-
wide-angle camera lenses.

BARN DOORS
of ruggedized aluminum
construction for
easy adjustment and
placement of light.

Large Barn Doars. Permit
horizontal control of light
beam to conform te specific
area lighting requirements
or to keep light out of cam-
era lens.

12.FOOT CORD

UNIVERSAL BRACKET
fits all cameras.
Special bi-posijtion
mounting hole allows
unit to be located at
the side or 30° to the

Special 3200°K filter. Con-
verts color temperature of
light for use with Type B
color film.

rear of camera,

SUN
GUN

PROFESSIONAL

PHOTOLIGHT

Ditfusing Filter. Spun-glass
scrim provides soft, even,
diffused light for close-up
work. Includes removable
spread lens.

duces 5000 watts of exposure at only 1000 watts’

electrical cost —does the work of much studio
lighting equipment easier and better.

Good? So good it won a 1962 Academy Award.
Want to know more about this new SUN GUN  ¢o1rying case. For conven-
Professional Photo Light? Ask your photo dealer  jent carrying of SUN GUN
—or mail the coupon below. and accessory lenses.

Here's the finest in professional photo lighting.
Professional photographers across the country
are using it to shoot their commercial produc-
tions —both movies and stills.

This SUN GUN®@ Professional Photo Light takes
the place of studio lights 10 times bigger, 10
times heavier, 10 times more expensive. It pro-

3 ;

A= g . Sylvania Lighting Products 2
\Uy MAIL THIS COUPON TODAY FOR MORE INFORMATION ’ : T n e sl Breptely e
. Please send me free technical information on the new 3

3 SUN GUN Professional Photo Light. :

E Name E

E Address .

. L)

SUsSI1DraRyY OF : City 70[19 Qfa'ﬁ :
GENERAL TELEPHONE £ ELECTRONICS &&) & ° T
1]
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Averages for stations reporting losses by market size

AVERAGE FINANCIAL DATA FOR AM AND AM-FM STATIONS REPORTING LOSSES BY SIZE OF AREA OR COMMUNITY IN WHICH STATION IS LOCATED?
[Stations Operating Full Year]

Average Time Sales Per Station Reporting

No. of Stations

Average Per Station Reporting

Reporting Total National and

Time Sales of Regional Local Total Total Total Total
$25,000 Advertisers Advertisers Stations Broadcast Broadcast Broadcast
Population of: or More2 Networks  and Sponsors3 and Sponsors®  Reporting Revenues? Expenses Losses®
2,000,000 and over 71 $6,956 $130,094 $202,783 72 $308,882 $393,888 $85,006
1 000 000-2,000,000 58 3,592 85,872 155,040 60 213,159 277,673 64,514
500,000-1,000,000 123 5,579 72,351 139,015 128 188,617 226,121 37,504
,000- 500,000 164 1,569 39,525 97,505 g 171 125,737 156,321 30,584
200,000- 250,000 46 1,574 32,532 95,186 50 116,627 136,752 20,125
150,000- 200,000 a4 1,236 23,627 91,639 44 114,452 129,957 15,505
100,000- 150,000 55 1,776 31,227 101,064 58 123,782 144,275 20,493
50,000- 100,000 31 1,959 19,959 81,084 32 97,804 109,768 11,964
25,000- 50,000 154 1,933 15,709 73,724 156 89,298 102,048 12,750
10,000- 25,000 228 1,155 10,887 66,818 243 74,453 84,077 9,624
5,000- 10,000 144 289 6,598 52,044 169 52,666 58,662 5,996
2,500 5 000 109 409 5,286 44,714 130 44,955 50,484 5529
Less than 2 500 41 5 10,839 41,179 59 40,364 47,767 7403
TOTAL 1,268 $2,033 $32,605 $ 89 595 1,372 $110 057 $131,761 $21,704

3 Classified by population of Standard Metropolitan Statistical Areas
and communities outside SMSA's, Census of Population, 1960.

S Stations with total time sales of Iess than $25,000 are not required
to report time sales separately.

3 Before cormissions to agencles, representatives and others.

¢ Total revenues consist of total time sales less commissions plus
talent and program sales.

5 Before federal income tax.

Report on revenue and expense of fm-only stations

BROADCAST REVENUES OF ALL FM STATIONS AND EXPENSES, INCOME, |NVESTMENT IN TANGIBLE BROADCAST PROPERTY AND EMPLOYMENT OF
249 FM STATIONS OPERATED BY NON-AM LICENSEES

A. Broadcast Revenues, Expenses, and Income

) 1961 1960
S Number of Amount Number of Amount
Item Stations (Millions) Stations (Millions)

Total Fm Broadcast Revenues

Fm stations operated by:
am licensees:

Reporting no fm revenues 405 337
Reporting fm revenues ... 284 $2.9 234 $3.6
Non-am licensees .......oeveee 249 7.11 218 5.8
Total fm stations ......e.... 938 10.0 789 9.4

Fm Broadcast Expenses
Fm stations operated by

non-am 1iCENSEES .ewecrversernes 249 $9.7 218 $8.2
Fm Broadcast Income (before federal
income tax)

Fm stations operated by

non-am licensees ... S 249 ($2.6) 218 $2.4)

B. Investment In Tangible Broadcast Property
1961
($ Millions)

Original Cost Depreciated Cost

$9.4 $7.0

C. Employment
(As of December 31, 1961)
Full Time Part Time

983 - 747

( } Denotes loss.

L1Of this amount $1.4 million was reported as incidental broad-
cast revenues including revenues from providing functional
music or other special services.

NOTE: In view of the difficulty In a joint am-fm operation in
allocating fm operation expense separately from am
station operatlon expense, licensees of such stations were
not required to report fm station expense separately.
As a result, industiry totals for expense and income
are not available Am-fm licensees, however, were re-
quested to report separately the revenues, it any, attrib-
utable to fm station operation.

Total
1,730

Revenue and ir'ig:ome of 91 metropolitan area fm-only stations

SELECTED REVENUE ITEMS AND BROADCAST REVENUES, EXPENSES AND INCGMEL OF 91 FREQUENCY MODULATION (FM) STATIONS OPERATED BY NON-AM
LICENSEES IN STANDARD METROPOLITAN STATISTICAL AREAS

Total
Standard Metropolitan Stations Total

Statistical Areas Reporting Time Sales?

Boston 3 $ 39,975
Chicago 15 753,805
Detroit 9 308,127
Houston 4 105,631
Los Angeles-Long Beach 20 690,506
Milwaukee 4 79,719
New York 4 172,334
Philadelphia, Pa.-N.J. 4 141,767
Providence-Pawtucket, R.1.-Mass. 3 55,423
Sacramento, Calif. 4 72,349
San Diego, Calif. 5 57,498
San Francisco-Oakland 10 249,284
Seattie, Wash. 6 111,035
Totat 91 $2,837,453

- 1 Before federal income tax,

2 Before commissions to agencies, representatives and others.
* 8 Includes revenues from providing functional music or other
special services.

,J00 (SPECIAL REPURT RADIO FINANGIAI. FIGURES)

Incidental Total Total Total

Broadcast Broadcast Broadcast Broadcast

Revenues3 Revenues+ Expenses incomel
$ 19,480 $ 79,806 $ 172,557 ($ 92751
391,708 1,168,055 1,180,276 (12,221)
33,250 381,210 528,481 (147,271
6,738 107,941 214,181 (106,240)
265,877 952,357 1,192,328 (239,971
7,729 99,749 118,579 (18,830
44,274 207,620 317,567 (109,947)
1,564 141,486 206,673 {65,187)
3,266 53,371 108,902 (55.531)
288 98,774 143,547 (44,773)
24,438 117,911 183,651 (65,740)
11,590 300,244 456,267 {156,023}
43,049 190, 064 326,003 (135,939)
$853,251 $3, 898 588 $5,149,012 ($1, 250, ,424)

4 Total revenues consist of total time sales less commissions plus
total incidental broadcast revenues.
() Denotes loss.
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ALL Package Courtesy of Lever Brothers Company

L™ actve

1- l""!

CONTROUED S00%

PRODUCE IT TODAY

SELL IT TOMORROW
ANYWHERE IN THE U'SA

5”' Anniversary
1927-1962 3=
first and finest Air Shipping service

Airtime comes only once per program. Priority handling of tapes, films and platters is a must . .. and it's assured
only when you insist on shipment by AIr ExPReSS. There is only one Air ExPress—the coordinated service of R E A
Express and all 38 scheduled U.S. airlines. it's top priority, right after U.S. mail and passengers, everywhere in
the U.S.A., Puerto Rico and Canada. 13,000 R E A Express trucks provide speedy door-to-door service. Cost? Low:
5 Ibs. travel 1,000 miles for $3.53. For shipping or receiving, specify AIR ExPRESs. It's as close as your phone.
CALL YOUR LOCAL REA EXPRESS OFFICE FOR AIR EXPRESS SERVICE
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GOVERNMENT

New wrinkle in hearings: withess hunt

FCC CIRCULARIZES OMAHA GROUPS TO BEEF UP PROGRAM INQUIRY

Over 100 organizations in and around
Omaha have been solicited by the FCC
as possible witnesses in the hearing
scheduled Jan. 28 on the local program
offerings of the three Omaha tv stations
(BROADCASTING, Nov. 26).

The FCC sent a letter to the groups
over the signature of Commissioner E.
William Henry, who will preside at the
hearing, telling the parties how to be-
come eligible as witnesses “if you are
interested in appearing and giving testi-
mony.” The letters went to all types of
organizations from the Campfire Girls
of America to Alcoholics Anonymous.

It was in direct contrast to FCC
preparations for a similar local program
hearing in Chicago last spring. At that
time,

(BROADCASTING, Feb. 26). Over 100
public witnesses appeared in Chicago.

No reason was given by the FCC for
the solicitation of witnesses in Omaha.
The Henry letter also enclosed copies
of the FCC hearing order and, as “back-
ground information,” the 1960 program
policy statement—used by the commis-
sion as justification for its field forays
into local programming.

The letter to Omaha groups begins
with the issues in the hearing on the
locally produced programming offered
by KMTV (TV), KETV (TV) and
WOW-TV and asks all those wishing to
testify to notifiy the agency by Dec. 19.
Such notifications are to be sent to the
attention of Martin E. Firestone of the
FCC’s renewal branch. The Omaha is-
sues include:

= “The efforts made by the Omaha tv
stations to determine the needs and in-
terests of the residents of Omaha in the
area of local live programming.

= “The effectiveness with which tv
stations in Omaha have met the needs
and interests of Omaha residents by
broadcasting local live programs.

= “The extent of public demand and
need, if any, for additional or different
types of local live tv programs than
those now broadcast by Omaha tv sta-
tions.”

A definition of a local live program
“for the purpose of this hearing” is in-
cluded in the Henry letter.

Advance Planning = Washington
counsel for the three Omaha stations
met with FCC attorneys last week to dis-
cuss a questionnaire sent to the stations
seeking information in advance of the
hearing. Lonnie Emerson, legal assist-
ant to Commissioner Henry, and Tom

102

the commission publicly dis-:
claimed any efforts to secure witnesses'

Commissioner Henry
He writes letters, too

Fitzpatrick of the hearing division will
be government counsel at the hearing.
They will be assisted by Mr. Firestone
and James Juntilla, assistant chief of the
Broadcast Bureau,

The stations, with the FCC agreeing
to accept a joint answer on this ques-
tion, were asked to submit a descrip-
tion of the Omaha audience including
overall population; pumber and size
of foreign language and minority groups;
size of agricultural population; number
and kinds of major religious organiza-
tions; educational facilities; recreational,
sports and cultural facilities; number of
newspapers; and the principal business
trades or industries in the area.

The second question of KETV,
KMTV and WOW-TV seeks a “detailed
statement describing the efforts and ac-
tivities by, or in behalf of, the station to

FCC's Christmas plans

A shuffled schedule of FCC
meetings has been arranged for
the next three weeks because of
the Christmas holidays and plans
of commissioners to be out of
town, The regular meeting next
week will be held Monday, Dec.
17, and there will not be a meet-
ing Christmas week.

The first 1963 meeting will be
held Thursday, Jan. 3, with the
commission returning to its regu-
lar Wednesday sessions the week
of Jan. 7.

ascertain the needs and interests of the
public served by the station for local
programs. This statement shall include

. and efforts (1) to make a canvas
of the listening public and (2) to con-
sult with civic leaders and others who
bespeak the interests of the commu-
nity . . .” Names and positions of the
individuals contacted in following areas
were asked for: public officials, edu-
cators, religious groups, agricultural or-
ganizations, charitable organizations,
professional associations, ethnic groups,
business organizations, labor groups,
“musical, dramatic, literary and other
similar entertainment or cultural organi-
zations” and others.

The stations are asked if they main-
tain a complaint file and, if so, the
number received on local programming
during the past year and the manner in
which they were resolved. Another ques-
tion asks about programming and adver-
tising standards or codes subscribed to
and station policies designed to imple-
ment such codes along with a copy
thereof.

Who Does What? = This question
follows: “Describe the facilities, staff
and equipment available for the develop-
ment, production and presentation of
local program material [including] avail-
ability of mobile transmitting equip-
ment; number of cameras and tape re-
corders, and name and occupational
title of each person (exclusive of man-
agerial officials) engaged in the develop-
ment, production or presentation of local
programs.”

Exact copies of station logs for the
month of October are requested by the
FCC; number of hours the station was
on the air; total hours of commercial
and sustaining network programs, syn-
dicated programs, feature films and total
of all other broadcast hours.

With respect to October local pro-
grams, the stations are asked to classify
and define them; day and time of broad-
cast, and whether “these programs were
developed by the station in cooperation
or consultation with, or to meet the
needs of, specific community organiza-
tions.”

Finally, the stations are asked for the
number of public service announcements
broadcast during October and “any ad-
ditional material which will assist the
commission in understanding the policies
and practices of the station in serving
the needs of its community in the area
of local programming.” '

-BROADBCASTING, “December 10, 1962



v oneee. NO Echo

Magnetic Recording Tape
is 8 ways better!

Lower print-through — Revolutionary

Greater tensile strength — new Bur-

F \\‘ Burgess dispersion processes great- gess processes and formulas make
X_L\ ly reduces the possibility of Burgess tape ‘tough' tape. Ten-
p. \'X'l L, | magnetic transfer from layer sile strength is important

to layer. There is “NO wherever tape is given
ECHO" with Burgess rough handling, as in
tape, even after schools and col-
months of leges.
storage.

Higher frequency response, greater sensitivity
—Burgess uses only acicular oxide particles
(and disperses them evenly) to achieve finer
sensitivity and top frequency response. Bur-
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Will the IRS pick up the Voice’s 10U?

VOA DIRECTOR LOOMIS LOOKS FOR A WAY TO REIMBURSE STATIONS

The Voice of America, caught in a
promise-vs.-performance squeeze of its
own is hoping the Internal Revenue
Service will help it make good on the
Voice’s commitment to the 10 radio
stations which served the government
for three weeks during the recent
Cuban crisis.

VOA director Henry [oomis, who
told the stations they would be paid if
they wished to be, was obliged to in-
form station officials at a meeting in
Washington last week that his budget
doesn’t include funds for such uses.

But he agreed the Voice could ask
the IRS for a ruling on whether the sta-
tions could take tax deductions to
recover their VOA-connected expenses.
This alternate solution was reportedly
suggested by several of the participants
at the closed meeting, and Mr. Loomis
said later that “most” of the station

officials welcomed it.
The actual query to the IRS will be
made by Edward R. Murrow, director

=SS
B
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of the U. S. Information Agency, of
which the Voice is a part. Mr. Loomis
explained that this high-level approach
is appropriate in view of the “unpre-
cedented” nature of the proposat.

Stations Helpful = Regardless of the
IRS ruling, the pressure on the Voice
is eased by the attitude of the stations.
WSB Atlanta and KAAY Little Rock
have already said they won’t seek reim-
bursement, and officials of other sta-
tions reportedly indicated at the meet-
ing they may follow suit.

In addition, Mr. Loomis said it was
the sense of the meeting that, in the
event of an adverse ruling from IRS,
“very few of the stations” will ask the
VOA to reimburse them for lost ad-
vertising revenue.

Mr. Loomis said advertiser coopera-
tion helped keep losses down. He said
some stations were able to switch spon-
sored programs pre-empted by the
Voice from am to an fm affiliate.
Others reportedly were able to move

sponsored programs from the VOA
portion of the schedule to other open
time slots.

Mr. Loomis met with the station
officials Tuesday after President Ken-
nedy and Mr. Murrow in a White
House ceremony thanked them person-
ally for their service to the Voice (see
story page 105).

Mr. Loomis said nothing definite was
decided at the meeting, that it was
“an exploratory conference to deter-
mine ground rules” for reimburscment.
He said no further meetings are plan-
ned, and that future negotiations will
be carried on by correspondence.

The 10 stations—eight standard wave
and two short wave—contributed large
segments of their broadcast day during
Oct. 22 to Nov. 17. Mr. Loemis didn’t
give any cost estimates, but he said
the standard wave stations broadcast a
total of 2,000 hours and the short wave
outlets, a like amount.

Loomis Handled Details = Mr.

&
e L

President Kennedy personally thanked 10 broadcasters
for turning over their stations for “dusk to dawn” broad-
casts of Voice of America programs into Cuba during the
tense days beginning Oct. 22 with the President’s block-
ade speech. Each broadcaster received an individual
certificate of commendation from the President at a
ceremony in the Rose Garden of the White House. To the
President’s right is Edward R. Murrow, director of the
USIA. The others are (I to r): Thomas R. Bishop, KAAY
Little Rock; Ralf Brent, WRUL New York (shortwave);
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Frank Gaither, WSB Atlanta; Leonard Reinsch, Cox Sta-
tions and chairman, U. S. Advisory Committee on Informa-
tion (behind Mr. Gaither); Newton N. Minow, FCC chair-
man; John M. Spottswood, WKWF Key West; Robert
Bowman, KGEl Belmont, Calif. (shortwave) (behind Mr.
Murrow); Rev. Aloysius B. Goodspeed, S.J.,, WWL New
Orleans; Charles H. Topmiller, WCKY Cincinnati; James
E. Nobles Jr.,, WMIE Miami {partially hidden by the Presi-
dent); George B. Storer Jr., WGBS Miami; Milton Komito,
WCKR Miami, and Henry Loomis, director, VOA.
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Loomis handled the detailed arrange-
ments, and was advised to ignore finan-
cial considerations in “getting the job
done,” that is, getting Voice broadcasts
into Cuba by standard wave radio.

Mr. Loomis said there was apparent
agreement at the meeting that reim-
bursement should include costs in these
three categories:

1. Additional expenses incurred in
broadcasting for the Voice, such as
overtime pay and the cost hiring of
extra employes.

2. The actual costs of operating the
stations while they were broadcasting
for the Voice.

3. Advertising revenue lost through
VOA pre-emptions of the stations’
sponsored programs.

Mr. Loomis said he would ask the
stations to provide these figures after
the IRS submits its ruling. “If these
costs are not deductible,” he said, “we’ll
have to find the money. But I don’t
know where.”

Problems Ahead = But even a favor-
able ruling from IRS won't constitute a
complete solution. Two of the stations
already enjoy a tax-exempt status
through their licensees—WWL New
Orleans, owned by Loyola U., and
KGEI Belmont, an international short-
wave station owned by Far East Broad-
casting Co., a non-commercial firm
financed through contributions. Mr.
Loomis said tax deductions wouldn't
help one or two other stations which
repott being “in the red.”

Meanwhile, five of the stations are
still carrying some VOA programming
—WWL; WMIE and WGBS, both
Miami; WKWF Key West; and WRUL
New York, an international short-wave
radio station.

But the costs for the four standard-
wave stations do not pose a problem.
Mr. Loomis said that the VOA is pro-
gramming on them during time seg-
ments normally purchased by anti-
Castro groups for broadcasts into Cuba,
and that the groups are continuing to
bear the costs. WGBS, WKWF and
WWL had been part of the network
operated by the Cuban Freedom Com-
mittee (BROADCASTING, June 4) until
the Voice pre-empted the group’s time
on Oct. 22.

FTC cites Westinghouse

The Federal Trade Commission for-
mally complained last week that West-
inghouse Electric Corp. advertising has
misrepresented rebuilt television pic-
ture tubes as new, when in fact they
contain used patts.

Westinghouse immediately denied the
charge and said it would “prove there
is no deception.”

Westinghouse has 30 days to file a
formal answer to the government
complaint.
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THE CRISIS IN RETROSPECT

10 stations which carried Voice broadcasts to Cuba
honored by President in White House ceremony

The significance of radio and the
patriotism of broadcasters were stressed
last week when 10 broadcasters re-
ceived the thanks of their country at
the White House. President Kennedy
presented each one of them with certifi-
cates attesting to their patriotric coop-
eration in broadcasting Voice of Amer-
ica programs to Cuba during the Cuban
crisis (BROADCASTING, Oct. 29 et seq.).

The broadcasters were honored at
a ceremony in the White House rose
garden last Tuesday morning. In ad-
dition to President Kennedy, Edward
R. Murrow, director of the United
States Information Agency, also voiced
his thanks.

President Kennedy said:

“I want to express our thanks to the
radio stations who were so helpful and
contributed such an important national
service to us during the difficult days
that have just passed .. ..”

After telling how the stations were
contacted and how all volunteered their
services, the President added:

“We are very grateful to them. I
think they showed two things; first, how
significant radio is in getting across a
message beyond national boundaries;
and secondly, they showed how patri-
otic were those men who ran these
stations. We are glad to have them
here today.”

Mr. Murrow expressed the thanks
of USIA, and said he is “grateful to
these gentlemen for using their trans-
mitters in the interest of truth.”

Lines Laid = A bit of broadcast his-
tory was disclosed earlier the same day
by Pierre Salinger, news secretary to
the President, when he recounted how
the government had ordered ‘“un-
beknownst to these stations” telephone
line patches for a hookup between the
Voice and the stations. He also told
how he called each owner or manager
at the 10 stations and how each “with-
out hesitation” immediately volunteered
the services of his station from “dusk
to dawn.” Mr. Salinger said the VOA
broadcasts began with the President's
speech the evening of Oct. 22 and con-
tinued for three or four weeks.

As soon as each station agreed to
carry the government broadcasts, Mr.
Salinger related, he nodded to his sec-
retary who was on an open line to
Henry Loomis, director of the VOA.
Mr. Loomis immediately ordered the
telephone company to close the circuit
linking the station with the VOA.

_ There was no inference of the gov-
ernment ordering the stations to coop-
erate, Mr. Salinger emphasized.

“In each case I called the manager
or the owner and I said I was speak-
ing in behalf of the President. I told
them we were about to embark on
what would be a very difficult period
in our relations with Cuba, and we felt
it was imperative to get the American
message into Cuba; that their station
had a very strong signal in Cuba and
I asked them to cooperate. . .

“There wasn’t a single instance where
they did not agree on the spot to co-
operate,” he said.

Donald M. Wilson, deputy director
of USIA, was given credit by Mr.
Salinger as having been the ‘“key devel-
oper” of the scheme of using regular
medium wave broadcast stations to
saturate Cuba.

GO-AHEAD IN MOLINE

Moline Tv gets FCC approval
to begin ch. 8 construction

Moline Tv Corp. got an FCC go-
ahead last week to begin constructing
a tv station in Moline, Ill. on ch. 8.
Moline received the ch. 8 grant last
spring but construction was stayed un-
til finalization of then-pending rule-
making involving that channel and ch.
2 St. Louis (BROADCASTING, May 21).

When it shifted ch. 2 from Spring-
field, Ill., the FCC also moved ch. 8
from Peoria, IIl., to Davenport-Rock
Island-Moline. The ch. 2 move was
remanded to the commission by the
courts because of off-the-record repre-
sentations but the action was affirmed
by the FCC in July (BROADCASTING,
July 23), clearing the way for re-
moval of the Moline stay.

Moline received the ch. 8 grant on a
3-2 vote after a stormy period between
FCC instructions to its staff and the
final grant, during which the case was
discussed in the U. S. House of Repre-
sentatives. Principals of the winning
applicant include Frank P. Schreiber
(president-10%), Richard Stengel
(9%), Francis J. Coyle (122%),
Victor B. Day (10%), David Parson
(10% ) and some 15 others. Mr. Schrei-
ber is a former director of the Mutual
Broadcasting System and spent 15 years
with WGN-AM-TV Chicago.

The losing applicants ‘for ch. 8 in-
clude Community Telecasting Corp.
(which had been favored in an initial
decision and received the votes of Com-
missioners Frederick W. Ford and John
S. Cross), Tele-Views News Co., Mid-
land Broadcasting Co., and Illiway
Television Inc.



LAND MOBILE RADIO PROS AND CONS

FCC gets comments on plan to use uhf channels 14 and 15

The FCC received over 30 comments
last week to a proposal by a group of
communications companies, seeking ex-
panded frequency availibility for land
mobile radio users, that uhf chs. 14 and
15 be reallocated for that purpose.

Seeking reallocation of the two chan-
nels is the Land Mobile Section of the
Electronics Industries Assn. (BRoaD-
CASTING, Oct. 1). In making the pro-
posal the Land Mobile Section acted in-
dependently of EIA or of the EIA In-
dustrial Div. of which it is a part.

However, the Consumer Products
Div. of EIA does not agree with the
association’s Land Mobile Section—
marking the first time in EIA history
that two groups within the organiza-
tion have opposed each other (BroaDn-
CASTING, Dec. 3).

The Consumer Products Div. told
the commission that reallocation of chs.
14 and 15 would be “in opposition to the
will of Congress” as expressed in the
all-channel receiver law. The law re-
quires that all television sets manufac-
tured for interstate commerce be capa-
ble of receiving all 82 channels, so
that better utilization of the total vhf
and uhf portions of the spectrum may
be realized.

Great financial burdens would be
placed on the 11 tv stations authorized
on ch. 15 and the five on ch. 14, if
they were required to make a channel
change, the Consumer Products Div.
said. Expense would also fall on the
viewing public that would need to have
changes made in its sets, or forego re-
ception of these stations, it added.

Double Dialectic = Among the com-
panies represented in the Land Mobile
Section are General Electric, Philco and
Motorola—all of which are also heavily
interested in selling tv receivers and are
members of the Consumers Products
Div. RCA, a member of the Land
Mobile Section, is opposed to the pro-
posed’ rulemaking.

The National Assn. of Broadcasters
told the FCC that the reallocation pro-
posal should be denied “as having no
support in fact and based on pure spec-
ulation.” The NAB said that the Land
Mobile Section disposed of the financial
burden that would be thrust upon chs.
14 and 15 stations “in a rather cavalier
manner” and that “such a ‘Balkaniza-
tion’ of the spectrum is not in the best
interests of frequency conservation.”

Rather than reallocating two of the
most desirable uhf channels, the NAB
suggested that the commission consider
forming a broad band, common car-
rier operation such as is used by tele-
phone exchanges, to alleviate the
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crowded facilities of mobile radio serv-
ices. Deletion of any channels “would
be a crippling blow to the future de-
velopment of uhf service” the associa-
tion charged.

To defend the desirability of lower
uhf channels over the higher, the NAB
referred to engineering data included
in comments by the Assn. of Maximum
Service Telecasters. The engineering re-
port, prepared for AMST by A. D.
Ring & Assoc., Washington, D. C,,
engineering consultants, studied the
availibility of the nearest low uhf chan-
nels to which existing stations on chs.
14 and 15 could move.

Ideals and Realities = The AMST
report said that ideally the “actual field
strengths delivered on the uhf channels
are predicted to increase with increas-
ing frequency.” However, the report
said, to make this possible a flat ter-
rain is needed, and mountains to sup-
port highly elevated antennas. Such
areas are not readily available and
shadowing effects are caused by rolling
terrain, trees, etc. Other facts sup-
porting use of the lower uhf bands
were supplied, such as greater receiver
noise (approximately 1 db higher for
the upper uhf spectrum) and antenna
wave length which decreases directly
as the frequency increases, delivering a
weaker signal to the receiver. .

The Committee for Competitive Tv
told the FCC that “Enough bad things
have happened to uhf television al-
ready.” It would make sense in terms
of where the need is to reallocate vhf
chs. 12 and 13 to land mobile use, CCT
argued. The committee said that mo-
bile radio users already have available
to them, frequencies near and com-
parable to that currently occupied by
chs. 14 and 15.

The National Assn. of Manufacturers
urged that reallocation action be taken
immediately, before the all-channel re-
ceiver bill takes practical effect. NAM
said the Land Mobile Section’s petition
deals with only a small fraction of the
television spectrum. A group headed
by one or more commissioners should
be formed to survey mobile radio needs,
NAM suggested, but it should result
in action and not merely be a means
of “sweeping the present problem under
the rug.”

Other Voices = A number of police,
fire department and forestry groups told
the FCC that it is necessary for proper
service and safety for the public that
the two uhf channels be reallocated
for mobile radio users. This view was
backed by Motorola Inc., in a filing
separate from that of the Land Mobile
Section. The company said that it will

Minow speech on KTTV

Address of FCC Chairman
Newton Minow at the Town Hall
of Los Angeles meeting Dec. 18
will be broadcast by KTTV (TV)
Los Angeles from the Biltmore
Hotel, 1-1:30 p.m. Highlights
from the speech will be re-broad-
cast at 10:30 p.m., that evening.

Station also offered to give
sight-and-sound coverage to the
Los Angeles chapter meeting of
the Academy of Television Arts
& Sciences the evening of Dec.
19 at the Hollywood Palladium,
at which Mr. Minow is to par-
ticipate as one of an eight-man
panel to discuss “What's Right
and What’s Wrong with Tele-
vision.” (See DaTeBook for list
of participants). ATAS, how-
ever, rejected KTTV’s offer.

be the public that loses if the change
is not made.

Comments were also received from
bus, trucking and business interests that
said that they felt it was necessary for
the promotion of the country’s economy
that the reallocations be made and that
the well-financed and influential broad-
casting interests should not be promoted
over the economy’s needs.

Impersonation issue
raised in am contest

One day after the hearing examiner
had closed the record in an am com-
parative hearing, the FCC’s Review
Board added an issue to determine if
the president-50% owner of one of the
applicants falsely represented himself
as an official of the federal government
to obtain information.

Bolling Branham, trading as Douglas
County Broadcasting Co., made the
charge against Sid Williams of Five
Cities Broadcasting Co. Mr. Branham
is seeking 1520 kc in Douglasville and
Five Cities, the same frequency in near-
by Austell, both Georgia.

Mr, Williams allegedly represented
to Theodore Matthews that he was a
federal official when he quizzed Mr.
Matthews about the transmitter site the
latter had leased to Douglas County
Broadcasting. In an affidavit, Mr.
Matthews said that he believed- Mr.
Williams to be a government official
when the Five Cities official requested
permission to inspect the proposed
Douglas County transmitter site,

The Review Board placed the burden
of proof on Douglas County but re-
fused to add an issue on that ap-
plicant’s character qualifications if it
fails to prove the charge against Mr.
Williams.
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NEW SMALL BUSINESS TV HEARING?

House unit asks study of option time, discount structure

A House Small Business subcommit-
tee has asked for new hearings in the
next Congress on charges television sta-
tions and networks restrict the oppor-
tunity of small businessmen to adver-
tise on their facilities.

The recommendation was made in a
report to the full subcommittee last
week from Subcommittee No. 6, which
held a hearing on the subject a year ago
(BROADCASTING, Dec. 11, 1961).

The unanimously approved report
said the record of the hearing “amply
indicates there is substance” te com-
plaints that such practices as option
time and television discount rates pre-
vent small businessmen from promoting
their products on television.

The report said there was a lot of
testimony “concerning what was de-
scribed as a growing monopoly of the
airwaves by large national advertisers
which is placing the small businessman
at a disadvantage.”

Consequently, the report said, the
subcommittee thinks the committee
should order “a comprehensive survey
of current time-selling practices by indi-
vidual broadcasting stations, indepen-
dent as well as affiliated,” in the 88th
Congress.

‘Paramount Importance’ » The re-
port, which asserts the ability to adver-
tise on television is of “paramount im-
portance” to the small businessman,
said such a survey would show whether
new laws are needed to give relief to
small businessmen who say they meet
trouble in trying to buy tv time.

The report noted that the FCC has
declined to act on the ground it has
no authority to require “an equitable
distribution of time.”

The subcommittee wants to look into
option time in particular and affiliate-
network relationships in general. Testi-
mony at the hearings, the report said,
“was virtually unanimous that the use
of the option-time clause in affiliation
contracts has been a substantial factor
contributing to the growing shortage of
available time for local and regional
programs.”

The subcommittee noted complaints
of “glaring inequities” in tv discount and
rate structure policies of stations and
networks. “The gist of these complaints
is that the frequency rate structure is
weighted in favor of the large purchaser
and thereby aggravates the problem of
limited-time availability, especially in
prime-time periods.”

The report added that there is docu-
mentary evidence as well as testimony
indicating that the discrimination is not
the fault of the local station “but has
come about through economic pressures
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exerted by large national advertisers.”

Disagrees With FCC = The FCC
view expressed at the hearing—that an
increase in uhf channels would alleviate
the situation by making more tv adver-
tising time available—was not shared by
the subcommittee. “It appears that even
in the intermixed markets where uhf
stations have network affiliations, adver-
tisers . . ., commonly prefer secondary
time on the vhf to their regular time”
on the networks' uhf affiliates, the re-
port said.

The subcommittee, which examined
radio as well as television practices,
feels that radio poses no small business
problem, “with the possible exception
of discount practices.” The report said
“inequities in the rate schedules . . .
have had an adverse effect on small
business and will grow worse if not
corrected.”

In discussing radio, the subcommittee
expressed concern “that in some quar-
ters” that medium is considered to be
for the small advertiser and television
for the large. This subcommittee con-
cern was heightened by the testimony
of Kenneth Cox, FCC Broadcast Bu-
reau chief, that the most desirable night-
time audience has been [ost by radio.

If additional hearings are held, they
will be conducted by a new chairman.
Rep. Dale Alford (D-Ark.), who
headed the unit in the 87th Congress,
gave up his House seat to make an un-
successful try for the governorship.

ACLU asks proscription
of ‘political’ oaths

The American Civil Liberties Union
has asked the FCC to stop broadcasters
from using “political affidavits” in hir-
ing performers, noting the case in which
NBC refused to air the Weavers, a folk-
singing group, on the Jack Paar Show
last Jan. 2.

John de J. Pemberton Jr., executive
director of ACLU, said in a letter to
Chairman Newton N. Minow released
last week that the issue is not whether
a station licensee should carry the
Weavers or any other particular pro-
gram, but whether a station or network
should apply a political test or qualifica-
tion to determine who may perform.
It would not be censorship for the com-
mission to outlaw such affidavits as
contrary to the public interest, the
ACLU said.

The Weavers had refused to sign an
affidavit denying present or past mem-
bership in the Communist Party. They
appealed to the commission, but their
protest was rejected on the grounds
that FCC interference would constitute
illegal censorship.
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HEW’s tv-and-children study ‘set to go’
EXPERTS WILL RECOMMEND RESEARCH PROJECTS

A long-range study project to deter-
mine the effects of television on chil-
dren is “all set to go.” This was the
word last week from the project’s spon-
sor, the Dept. of Health, Education &
Welfare.

Bernard Russell, deputy special as-
sistant to HEW Secretary Anthony Cele-
brezze, said that “15 or 20” social sci-
entists will be invited to a two-day
conference in February to recommend
specific research projects.

Mr. Russell, who is chairman of the
project’s steering committee, said the
social scientists have already received
background material and are being
checked for agreement on a date for
the conference. He said the meeting
“probably” will be held in New York.

Although HEW is the sponsor, fi-
nancing of the research studies is ex-
pected to be provided by segments of
the television and advertising indus-
tries, as well as by the government and
private foundations.

Representatives of these interests will
be invited to a second conference—
once the social scientists have made
their recommendations -— to decide
which studies they want to underwrite.

Tv Cooperation Expected » Mr. Rus-
sell said HEW is confident of full sup-

port from the television industry. He
noted that representatives of three tv
networks, as well as Westinghouse
Broadcasting Co. and NAB, served on
the steering committee with him and
Dr. Ralph Gary, of the Foundation for
Character Education (BROADCASTING,
July 9).

Dr. Gary, who is on the faculty of
Boston U., is also a consultant to the
Senate Juvenile Delinquency Subcom-
mittee.

Sen. Thomas J. Dodd (D-Conn.),
chairman of that subcommittee, urged
HEW last summer to sponsor the
project. The recommendation came in
the midst of Sen. Dodd’s hearings on
the effects, if any, of television sex and
violence on children.

Last July, in announcing plans for
organizing the study, former HEW Sec-
retary Abraham A. Ribicoff said *‘we
are sponsoring this project with no pre-
conceived ideas but with a sincere de-
sire to find out what we can about the
relationship between television and the
behavior of children in relation to the
various other influences on their be-
havior.”

He also noted that “a variety of
claims and counter claims surround the
medium” and that the department hopes

A prospective applicant for a new
am station in Greenville, S. C., last
week asked the U. S. Court of Ap-
peals in Washington to order cancel-
lation of the planned Jan. 7-8 FCC-
NAB conference on alleged over-
population of radio stations.

Fleet Enterprises told the court
the conference probably would se-
verely prejudice its rights, but that
if the meeting is allowed to proceed,
then the court should direct the FCC
to allow Fleet Enterprises to partici-
pate.

When the FCC refused to recon-
sider its freeze on new am stations,
it also returned as unacceptable the
Fleet Enterprises application at
Greenville, along with those of two
dozen other prospective am appli-
cants (BROADCASTING, Oct. 15).
Fleet and many of the others turned
down have appealed to the court.

In asking last week that the pro-
posed “shirtsleeves working confer-
ence” be canceled by court order,
Fleet maintained the FCC has no
statutory authority to engage in such

Court asked to stop overpopulation talks

a meeting to adopt new standards for
am broadcasting. Such a conference
with spokesmen for only one point
of view cannot serve as a substitute
for formal rulemaking required by
the Communications Act and FCC
rules, the petitioner said.

Fleet said the NAB represents less
than one-third of the am stations
and none of the parties frozen out
by the commission. The meeting is
likely to result in rulemaking which
will be “effectively prejudged and
decided, even before the proceedings
are commenced,” Fleet charged.

The South Carolina company said
that it has written FCC Chairman
Newton N. Minow, who described
the upcoming meeting as “a very
major conference,” asking that Fleet
be allowed to participate. The chair-
man has not replied, Fleet told the
court, and maintained the confer-
ence will be on an off-the-record
basis even though it is public.

Fleet Enterprises is owned by
Thomas C., Jane H. and John H.
Fleet.
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that “we can separate the fact from
the fancy.”

Both the government and the tele-
vision industry representatives have
agreed that the findings of the research
studies will be made public.

Notice rulgs cited
by bureau in am case

On charges that proper public notices
were not made, the commission’s Broad-
cast Bureau recommended last week
that the FCC dismiss the application of
Garo W. Ray for a new am station
(1530 kc, 250 w-D) in Seymour, Conn.

Mr. Ray made but one publication
of his application. Commission rules
require that two publications be made
twice a week for two weeks. The bureau
said Mr. Ray also failed to give such
required data as transmitter location,
antenna height and power; and the
notice was made four months late, it
was claimed. Mr. Ray wrote to the
FCC and reported that he had made
“notices” when in fact only one was
made, the bureau said.

The Broadcast Bureau also charged
that when Mr. Ray’s application was
designated for hearing, he once again
failed to publish proper notices. Rules
require an applicant to list all other ap-
plicants, their proposed facilities and
the issues to be heard.

The bureau charged that Mr. Ray’s
violations amounted to an almost com-
plete disregard for the public notice
rule and necessitate dismissal of his
application.

There are two other applicants for
the same frequency — Continental
Broadcasting Co. (1 kw, directional,
daytime) in Hamden and Connecticut
Coast Broadcasting Co. (10 kw, di-
rectional, daytime) in Bridgeport, both
Connecticut.

Bribe try alleged
in WMOZ renewal case

A WMOZ Mobile, Ala., disc jockey
charged last week that an employe of
WGOK New Orleans tried to bribe him
to withdraw or retract an affidavit sup-
porting the Mobile station’s efforts to
win a license renewal.

Jordan Ray Jr. told the FCC in a
supplementary affidavit Dec. 4 that he
was approached in Mobile on the week-
end of Dec. 1 by Lester Foster who
told him he would go to the penitentiary
“because they were going to sue me if
I did not withdraw or retract the state-
ment that I had already made.”

Mr. Foster worked for WMOZ until
August 1962. .

The Ray statement was the latest
in a series of charges and. counter-
charges involving the management and
staffs of WMOZ and the OK station
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group, owned by Jules Paglin and
Stanley W. Ray Jr. (no relation to
Jordan Ray).

Edwin Estes, WMOZ owner, told the
FCC in a petition to reopen the record
last month he is the victim of a “plot
or conspiracy to acquire the station’s
frequency (BroaDcasTING, Nov. 19).
Hearing Examiner Herbert Sharfman
recommended in May that WMOZ’s
renewal request be denied and Mr.
Estes’s license for WPFA Pensacola,
Fla., be revoked.

Three employes of the OK station
group, of which WGOK is a part,
stated Mr. Estes’s charges, contained in
affidavits filed in mid-November, were
false (BROADCASTING, Nov. 26).

Examiner cites deceit
in finding on WIXI

A “propensity for deception” and
repeated examples of unreliability by
the owner of record compel the FCC
not to grant a license to WIXI Iron-
dale, Ala.,, Hearing Examiner H. Gif-
ford Irion ruled last week in an initial
decision.

The examiner found that W. D.
Frink, who received a grant for WIXI
on Oct. 12, 1960, had concealed agree-
ments to relinquish management of
WIXI and showed a “continuous lack
of candor in dealing with the FCC.

Mr. Frink, who contracted in 1959
with Dorsey E. Newman stipulating
that Mr. Newman could in the future
buy 50% of WIXI, in 1958 made an
agreement with Thomas Whitley, then
general manager of WYDE Birming-
ham, and Hal Byrnes, which gave them
an option to buy 49% of the station
if they would invest in it and assume
its management. Messrs. Whitley and
Byrnes, Mr. Irion stated, were “solely
responsible for the hiring and firing
of personnel and the payment of sal-
aries” from December 1960 to March
1961.

After Mr. Whitley’s attorney advised
him to withdraw from the manage-
ment of WIXI, copies of the Whitley-
Byrnes-Frink contracts were filed with
the FCC.

Mr. Frink in March found two
veteran broadcasters, Dean R. Upson
and Harold W. Falter, and signed a
contract with them providing that they
were to assume management of WIXI
and that they would be offered first
chance to buy the station if Mr. Frink
should decide to sell. They were not
aware of the Frink-Newman agree-
ment, Mr. Irion said, and Mr. Newman
throught that Messrs. Upson and Falter
were simply employes. Mr. Upson
had complete control of WIXI, Mr.
Irion found, and at that time Mr.
Frink rarely visited the studio. Mr.
Upson was at WIXI until November
1961, and Mr. Falter left a month later.
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Firm admits challenged ad may be misleading
BUT CONTINENTAL WAX DIFFERS WITH FTC ON NAME

A floor-wax maker conceded to the
Federal Trade Commission last week
that there may be some basis for a hear-
ing examiner’s finding that radio-tv and
newspaper advertising misrepresented
its product.

But Continental Wax Corp., of Mt.
Vernon, N. Y., said there is no basis
for the examiner’s order to the com-
pany to stop using the trade name
“Six-Month Floor Wax.”

The company was appealing an initial
decision requiring it to stop claiming
its liquid wax will last six months and
to stop using the term *“six months"” in
the trade name.

Attorney Milton Bass, representing
the company before the full commis-
sion last week, said the claim implying
the waxed floor would retain its beauty
for six months “might” be deceptive.
But he said there is no evidence that
the wax won't give floors protection for
siX months.

The trade name itself is not in issue,
he said, adding that the complaint dealt
only with the advertising claims. Thus
the name must be made an issue, and
the commission must submit reasons

why the name, “an important company
asset,” should be discontinued.

FTC Attorney John T. Walker ar-
gued that specific inclusion of the trade
name in the complaint is not necessary.

The complaint was filed Jan. 6, 1959,
and the initial decision was issued last
June 4.

KRNM-TV, KBAS-TV
deleted by FCC

The FCC canceled the construction
permits and deleted the call letters of
two tv stations last week.

KRNM-TV Roswell, N.M., was de-
leted for failure to prosecute. New
Mexico Telecasting Co. was permittee
of the ch. 10 station, granted in
February 1960.

The other station deleted was KBAS-
TV Ephrata, Wash. (ch. 16), granted
Feb. 15, 1957. KBAS-TV was owned
by Cascade Broadcasting Co., which
requested the cancellation. Cascade
owns KIMA-AM-TV Yakima, KEPR-
AM-TV Kennewick - Pasco - Richland,
KWIQ Moses Lakes, all Washington,
and KLEW-TV Lewiston, Idaho.

INSTRUMENTS
for AUDIO
MEASUREMENTS

MODEL 410 DISTORTION METER

o Measures audio distortion, noise level and AC
voltages * Also a versafile vacuum tube voltmeter.
o Distortion levels as low as .1% can be measured
on fundamental frequencies from 20 to 20,000 cps,
indicates harmonics up to 100,000 cps * Distortion
measurements can be made on signal levels of .1
volt to 30 volts rms * The vacuum fube voltmeter

+i

Model 2]-.0
Model 410
provides an accuracy of ==5% over a frequency range
from 20 ¢ps to 200 KC. For noise and db measure-
ments, the instrument is calibrated in 1 db steps
from 0 db to —15 db, the built-in attenuator pro-

vides additional ranges from —b0 db to 50 db
in 10 db steps.

MODEL 210 AUDIO OSCILLATOR

o Provides a sine wave signal from 18 cps fo
100 ke « Output level within =1 db when working
into 600 ohms (referenze 5 kc)  Power output,
variable to above 150 mw < Hum and noise, —70

db at 5 volts cutput = Distortion is less than 2%
at 5 volts output from 50 to 20,000 cps, slightly
higher at higher output and frequency extremes.

These instruments are supplied with many B.C. statien installations
for FCC Proof-of Performance tests.

BARKER & WILLIAMSON, Inc.
Radio Communication Squipment Gtnce 1932

BRISTOL. PENNSYLVANIA * S8Tillwell 8.5581
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Are radio race results valuable to bookies?
DETECTIVES SAY YES AT WCLM REVOCATION HEARING

Two expert witnesses for the FCC
Broadcast Bureau testified before a
commission examiner last week that
broadcast horse race results are of aid
to illegal gambling operations regardless
of how long they may be delayed before
being aired.

The witness indicated, however, that
the value does diminish with the pass-
ing of time, particularly the period be-
fore the next race, and whether or not
faster alternate communication system
is available.

The expert opinion was presented in
Chicago before Chief Hearing Exam-
iner James D. Cunningham during the
commission’s hearing on the order to
WCLM (FM) Chicago to show cause
why its license should not be revoked.
Among the issues in the case is one in-
cluding possible aid to gambling.

WCLM’s broadcasting of United
Press International race wire results on
a multiplex subchannel as a portion of
a “newspaper-of-the-air” type service to
commercial subscribers has been under
investigation. The special service was
supplied by a firm called Newsplex Inc.,

headed by William G. Drenthe, who re-
signed in September as manager of
WCLM. The station is owned by others
in his family. WCLM contends that it
as well as UPI observed all laws on
delaying broadcasts of race results, in-
cluding that of the FCC.

Results Help Gamblers = One wit-
ness, Sergeant Clark P. Gordon, head
of the gambling unit of the Chicago
Police Department’s inspectional serv-
ices division, said broadcast race results
are of help to gamblers no matter when
aired, but the value of the information
does fade as the delay lengthens. He
said value also depends in part on
whether bookies can get their results
earlier by some other means such as
over the telephone.

Under cross-examination by WCLM’s
counsel, Robert M. Booth Jr., Sergeant
Gordon said he enjoys going to the
races on occasion and conceded people
may be interested in horse race results
even if they do not bet.

The other expert witness, Thomas B.
Cecil, group supervisor, U. S, Treasury
Dept., Louisville, Ky., said broadcast

The syndicated tv program Let’s
Go to the Races has received an un-
official okay from the FCC as not
being a lottery as long as participat-
ing sponsors do not require viewers
to make a purchase to obtain con-
test blanks based on the program.

Although the commission refused
a request by WDXI-TV Jackson,
Tenn., to issue a declaratory ruling
on the program, the agency noted
the courts already have ruled, and
the FCC’s rules provide, that no con-
sideration is involved—and therefore
no lottery—when free contest entry
blanks are provided. “No useful
purpose would be served” by amend-
ment of the FCC’s lottery rules, as
WDXI-TV also had requested, and
no declaratory ruling is necessary,
the FCC told the station,

Walter Schwimmer, Chicago, pro-
ducer of Let’s Go to the Races, said
last week he is “delighted” with the
FCC ruling which “dispels once and
for all” any doubts as to whether the
program is a lottery. A commission
attorney agreed with Mr. Schwim-
mer’s interpretation of the FCC let-
ter—so long as sponsors of Races
do not require a purchase as a con-
dition for becoming eligible to win
a prize.

Mr. Schwimmer, president of the

‘Races’ show no lottery, FCC indicates

company bearing his name, said he
is going into immediate production
of Let’s Go to the Races, a half-hour
program featuring films of actual
horse races (BROADCASTING, April
16). In the week preceding the
broadcast, viewers pick up cards
from participating merchants giving
various numbers for each race. The
viewer whose card has numbers cor-
responding to those of the winning
horses on the program wins mer-
chandise prizes.

The commission refused WDXI-
TV a declaratory ruling last spring
on the ground the agency then would
be flooded with similar requests for
rulings. WDXI-TV asked for recon-
sideration and the latest FCC state-
ment that no ruling is necessary fol-
lowed. Chairman Newton N. Minow
and Commissioner Robert T. Bartley
dissented.

Mr. Schwimmer also is producer
of Championship Bridge, Champion-
ship Bowling and World Series of
Golf. He is president of Radio
Features Inc., syndicator of the radio
quiz show Tello-Test. The last pro-
gram has been on the air over 15
years and was ruled not a lottery by
a federal court after such charges
had been lodged against the Tello-
Test by the FCC.
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results are of definite aid to gamblers
at any time, but cited the most critical
time as that between one race and the
following one.

During cross examination, Mr. Cecil
said he did not recall ever hearing a
radio operating at the several hundred
places he has investigated.

Gambling Raids a Broadcast Bureau
attorneys Patrick Valicente and William
Secrest also presented city and county
police officers who testified about eleven
gambling raids in the Chicago area, all
but one earlier this year. In ten cases
they said they found Newsplex Inc.’s
special receivers. In the other case
Newsplex service did not begin until a
year after at the address involved.

Testimony showed that in ten cases
the courts quashed the evidence or
otherwise failed to convict. One case
still pends. In three cases the WCLM
records showed the addresses as the
sites of Newsplex installations. In the
seven other cases it appeared that the
receivers had been taken there from
other locations without the station’s
knowledge.

No Written Confract = Mr. Drenthe
testified the Newsplex service began
about a year ago to supply all types of
news material to special subscribers and
ended when he resigned at WCLM this
fall. He said there was no written
agreement between WCLM and News-
plex as of Jan, 1, 1962, and hence it
could not have been filed as the FCC
charges it should have been in the
revocation order. He explained that
WCLM’s local attorney (not MTr.
Booth) had the “understanding” out-
lined in his working notes at that time
but there was no formal agreement.
Later the agreement was supplied to
the FCC.

FCC grants WRSV (FM),
denies WFMT (FM) plea

The FCC last week granted a license
to WRSV (FM) (98.3 mc) in Skokie, Il
At the same time, the commission
denied the opposing petition of WFMT
(FM) Chicago, operating on 98.7 mc,
which claimed interference (BRroAD-
CASTING, July 16) and a petition of
the North Shore Fine Arts Committee.

The fine arts group had requested
that the commission deny WRSV a li-
cense con the grounds that the new sta-
tion was causing harmful interference to
the WFMT outlet which provides
quality music. The group claimed that
WFMT was the only cultural station
serving their area and charged that in-
terference from WRSV constituted a
deprivation of a cultural service and
an invasion of their property rights—
the right to use their fm sets in receiv-
ing fine arts programs without inter-
ference. .

Chairman Newton Minow dissented.
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The U. S. Supreme Court agreed
last week to review a Louisiana
murder’ conviction in which the de-
fendant claims a television broadcast
prejudiced the jury.

KPLC-TV Lake Charles filmed
and broadcast three times in Febru-
ary 1961 an interview between
Calcasieu Parish Sheriffi Henry A.
Reid and Wilbert Rideau, the de-
fendant.

Mr. Rideau, under sentence of
death, contends he was denied a
fair trial for several reasons, includ-
ing the trial judge’s refusal to dis-
miss three jurors for cause although
they told the court they had seen
the interview in question. Seeing

Supreme Court to review ‘tv prejudice’ case

the broadcast did not affect their
impartiality, the jurors said.

A pre-trial motion to move the
proceeding to another locality where
the broadcast had not been seen
was dismissed.

Mr. Rideau was convicted of
robbing a Lake Charles, La., bank
of $14,000, and kidnapping and
murdering a bank employe.

The interview in which Mr.
Rideau described his role in the
crime was filmed by Donald G.
Johnson, KLPC-TV film director.
Mr. Rideau was questioned at length
by Sheriff Reid and made certain
admissions which he contends led
to his conviction.

OVERCOMMERCIALISM?

FCC may limit tv commercials
to code standards—Minow

“Many, many, many” television sta-
tions are exceeding the NAB code
limits on the maximum number of
commercials, FCC Chairman Newton
N. Minow charged Dec. 2 on CBS-TV’s
Youth Wants to Know. He said the
commission has “preached, we've
pleaded, we've done everything that we
could to encourage the industry to
straighten out its own standards.”

Chairman Minow told his questioners
and a nationwide audience that he
feels strongly about the number of
commercials on the air and that if the
industry does not enforce the code,
then “we’ll have to enforce it for them.”
He noted that all countries except the
U. S. have placed official ceilings on the
quantity of broadcast commercials.

The FCC chairman is one of three
commissioners who voted to ask for
comments on proposed rulemaking to
adopt into the FCC rules the NAB
codes on the number of radio and tv
commercials permitted (BROADCASTING,
Dec. 3, CLosep CirculT, Nov. 26).

Speaking of live, international tv, Mr.
Minow said that “eventually” commer-
cials may be a part of satellite com-
munications. He said the government
should “never get into censorship” of
programming sent overseas by com-
mercial broadcasting.

Sec. 315 of the Communications Act
“has got to be changed,” Chairman
Minow stressed in pointing cut that the
FCC has “a lot of troubles” with the
equal time provisions. He said the sec-
tion is “a little out of touch” with
present day realities but, at the same
time, adequate protection must be af-
forded to all political parties. “I don't
know the answer,” he commented.
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The chairman again made a plea for
higher-quality children’s programs on
tv. One of the principal obligations of
tv is to offer children something “which
will stretch them a bit, which will en-
large them a bit,” he said. “Constant
exposure to the idea that the solution
to a problem is a kick in the belly
or a slap in the face is certainly not
very desirable.”

On all types of programming, the
chairman said, “we’re seeing a much
better level of performance all the
time.” The basic trouble is that too
many broadcasters underestimate the
cultural and educational wants of their
audience, he maintained. However, he
said, there still are “many, many higher
levels to be reached in television.”

Chairman Minow decried the *“un-
fortunate consequences where we’ll find
that two programs or three programs
that you want to see are all on at the
same time. I've asked the networks if
they wanted some help from us to try
to arrange this to let us know, but so
far they have not responded.”

WSPA-TV can stay on

Paris Mt, untit March

WSPA-TV Spartanburg, S. C., which
has been ordered by the FCC to re-
move its transmitter from Paris Moun-
tain (BROADCASTING, Dec. 3), was given
temporary authority to continue operat-
ing from that site until March 10,
1963. The station has an application
pending to move to Caesar’s Head
Mountain, 15 miles northwest of the
Paris site.

At the time of its original applica-
tion, WSPA-TV proposed a transmitter
on Hogback Mountain but received a
modification for Paris before the sta-
tion was built. If the Caesar's Head
site is not approved, WSPA-TV would
be left with the original authorization
for Hogback Mountain.

DO YOU HAVE
ONE OF THESE
CLIENTS ...

o DAIRY « POTATO CHIPS
o BOTTLER  » PACKAGED MEATS
o BAKERY « SUPER MARKETS

o DRUG CHAIN « FROZEN FOODS
o CANDY » GAS STATIONS

They need the
SSELL" in

JUNIOR
AUCTION

GHTED

~JUNIOR AUCTION

Now- in 32. markets!
Your market may
“be open...contact

MIKE FADELL CO,, Inc.

603 SECOND AVE. SOUTH
MINNEAPOLIS 2, MINN, + FE 3-3416

AteTION
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Rahall defends format changes in tv case
THEY DENY THEY CUT QUALITY AFTER WINNING GRANT

Executives of WLCY Tampa-St.
Petersburg defended changes in the
station’s program format last week dur-
ing an FCC hearing on whether those
changes were cause for reconsidera-
tion of a television grant to the owners
of WLCY.

The FCC stayed a January grant of
ch. 10 Tampa-St. Petersburg to WTSP-
TV Inc. and ordered the record re-
opened for an examination of WLCY
programming and the character qualif-
ications of WTSP-TV Inc. The corpora-
tion is principally owned by Sam G.,
N. Joe and Farris E. Rahall, who also
own WLCY.

Sam G, Rahall, general manager of
WLCY and president of WTSP-TV
Inc., said last week WLCY’s format
had been modified to emphasize news,
discussion, information features and
entertainment in the spring of 1960.

Losing applicants contended WLCY
“beefed up” its public affairs program-
ming for WTSP-TV Inc.’s presentation
in the ch. 10 hearings and dropped
the programs after the hearing record
closed.

Pure Coincidence = .The program
changes were coincidental, Mr. Rahall

Easy
As

Finding the circumference of WSBT-
TV's new grade B contour is a breeze
for engineers. But of more interest o
advertisers, we now. cover an 8,000 sq.
mile "area in northern Indiana and
southern Michigan* . . . have a poten-
tial audience of 1.3 million! It's
axiomatic — WSBT-TV has created a
new South Bend market with its new
tower-power combination. Get the
facts and figures from Raymer or
WSBT-TV, South Bend.

*FCC Contour Maps.

WSBT TV

Paul H. Raymer, Nationol Representative

Channel 22
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said. He testified WLCY had been
known earlier as a local St. Petersburg
station and he sought to serve Tampa
and outlying areas as well. Changes
included termination of an MBS af-
filiation and elimination of “block pro-
gramming” (programs of greater than
five minutes in length). Open Mike, a
nightly telephone-interview-discussion
program, is offered in partial satisfac-
tion of public affairs programming,
WLCY said.

Hearing Examiner Millard F. French
refused to admit tape recordings of
WLCY programming submitted by
Florida Gulfcoast Broadcasters Inc., a
losing applicant. Florida Gulfcoast in-
tended to show WLCY’s log classifica-
tions of a 1962 FCC composite week
were improper and were therefore
grounds for a challenge to WLCY pro-
gram classifications made by WTSP-
TV Inc. in the ch. 10 hearings.

Many WTSP-TV Inc. public service
program proposals were based on
WLCY programs no longer on the air.
Mr. Rahall argued, however, that Open
Mike properly served as an adequate
substitute for the omitted programs.

The Losers s Other losing applicants
participating in the hearing: City of
St. Petersburg (WSUN-AM-TV), Sun-
coast Cities Broadcasting Corp., Tampa
Telecasters Inc. and Bay Area Telecast-
ing Corp.

The hearing resumes today (Mon-
day) with the City of St. Petersburg’s
presentation of up to 20 witness to
bolster its charge that WLCY’s pre-
hearing programming was “a sham de-
signed primarily to obtain a preference
in this proceeding.”

Miami v fights moves
of v’s in Palm Beach

A Miami television station asked a
federal court in Washington last week
to prohibit two West Palm Beach, Fla.,
tv stations from moving their antennas
nearer to Miami and thus putting a
Grade B signal into that city.

WTV] (TV) Miami argued that
WPTV(TV) and WEAT-TV, both West
Palm Beach, should have moved their
antennas northward in order to serve
what the Miami station said were un-
served people. WTVJ attorney J.
Roger Wollenberg also claimed that
the two Palm Beach stations had con-
ducted no survey to determine Miami
program needs.

At issue was an FCC grant last Feb-
ruary to the West Palm Beach sta-
tions authorizing them to move their
antennas 12 miles southwest of Palm
Beach, increase the height of their an-

By popular demand

Final recommendations by the
Office of Network Study to the
FCC, published execlusively in
BROADCASTING a week ago, have
been made available to news media
by the commission. Part I of the
staff’s final report, stamped *‘not
for public inspection” was released
because of so many requests for
the document following its publi-
cation in BROADCASTING, a com-
misston spokesman said.

tennas and boost their powers (BroaD-
CASTING, March 5).

Defending the FCC's action, FCC
attorney Ruth V. Reel contended that
the stations are still considered Palm
Beach outlets and thus there is no
requirement to survey Miami program
needs. She also maintained that the
moves by the Palm Beach stations en-
tailed no loss of service to anyone.

The argument was heard by District
of Columbia Circuit Judges Wilbur K
Miller, Walter M. Bastian and J.
Skelly Wright.

House unit urges priority
to commercial satellites

A subcommittee of the House Science
& Astronautics Committee has recom-
mended that the government give
priority to development of commercial
rather than military communications
satellites.

The subcommittee on Applications,
which held five days of hearings during
September and October on the status
of various communications satellite
programs, said in a report last week
that “the overwhelming advantage lies
in the commercial satellite.”

The subcommittee said it understood
the military’s need for a communica-
tions satellite of its own. But, the re-
port added, “The testimony presented
. . . did not indicate that [the Dept.
of Defense’s] plan can be justified on
a cost effectiveness basis.”

The Defense Dept. plans outlays of
$475 million over the next four years
to develop a medium-altitude satellite
and to begin work on a follow-up high-
altitude synchronous system, which is
generally regarded as superior.

But the report noted that Syncom,
a high-altitude satellite being developed
under contract to the National Aero-
nautics & Space Administration, is
scheduled for trial in January. For the
military to embark on a medium- alti-
tude satellite project at this time, the
report added, seems unwise.

The report also said that developing
a new satellite when such NASA-sup-
ported or associated projects as Relay,
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Telstar and Syncom “would be available
with modification (except for trans-
mitting tube of proper frequency) ap-
pears to be disregarding the develop-
ment that has been carried out by
others.”

FCC asked to okay

Golden Meadow plan

John A. Egle and KLFT Radio Inc.
have jointly asked the FCC to
grant Mr. Egle the vacant 1600 kc fre-
quency in Golden Meadow, La. (BRoAD-
CASTING, Aug. 6) and dismiss the KLFT
application, allowing reimbursement up
to $3,100 to the latter.

Both parties ask the KLFT dismissal
and will support Mr. Egle's request for
an “immediate grant” of his application.
Payment would be made to KLFT Ra-
dio Inc. (Clerville Keif Sr. and Edward
T. Diaz) not to exceed $3,100. Ap-
proval of the final figure would be made
by the FCC and should the commission
decide against reimbursement KLFT
agrees to continue request for dismissal.

The Golden Meadow frequency was
vacated when the FCC revoked the li-
cense of Leo Joseph Theriot for KLFT
(BROADCASTING, March 19) because of
repeated technical violations and mis-
representations to the commission.

Uhf group favored
as vhf applicants

FCC Hearing Examiner Forest L.
McClenning issued an initial decision last
week which looked towards granting the
application of South Texas Telecasting
Co., and denying that of Nueces Tele-
casting Co. for a new tv station on
ch. 3 in Corpus Christi, Tex.

South Texas which had operated
KVDO-TV on ch. 22 in Corpus Christi,
which has been dark since Aug. 19,
1957, but still authorized, was deemed
“the superior in broadcast experience,
in integration of ownership and manage-
ment, and past broadcast record” by
Examiner McClenning, The examiner
said the aggregate qualification of South
Texas tended to assure that it could
effect proposals advanced in applying
for the channel change. These factors
outweighed the minor preferences given
Nueces in its proposed programming
and studios, the examiner said.

South Texas had agreed that contin-
gent upon the grant of its application
Clinton D. McKinnon would buy an ad-
ditional 192 shares of stock increasing
his interest from 3.8% to 77.7%.

Nueces is owned by Jack C. Vaughn,
Grady H. Vaughn Jr.,, Cecil L. Trigg,
and Jack Ryvan (each 25%). Messrs.
Vaughn and Trigg have interest in KVII-
TV Amarillo, KROD-AM-TV El Paso,
KOSA-TV Odessa, all Texas, and
KRNO San Bernardino, Calif.
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A special question and answer
session has been scheduled by the
FCC for tomorrow (Tuesday) to
help licensees in preparing replies
to the commission’s questionnaire on
political broadcasting. The ques-
tionnaires began going into the mails
last week and FCC staff represen-
tatives will be available tomorrow at
10 a.m. at Room 7134 Post Office
Bldg., to answer questions about the
questionnaires.

FCC offers tutelage for questionnaires

Licensee replies to the requested
information on the 1962 primary
and general election campaigns are
due at the commission by Dec. 28.
The FCC also has warned licensees
that the Senate Subcommittee on
Freedom of Communications (watch-
dog) may ask further questions of
all stations. Therefore, broadcasters
were told to retain their records on
political broadcasting for at least
six months.

Competing application
dismissed in Austin case

Austin Broadcasting Co. moved a
step closer toward a grant of ch. 24
Austin, Tex., when the FCC's Review
Board granted a joint petition for the
dismissal of competing applicant Capi-
tol Telecasting Co. fortnight ago. Austin
Broadcasting (Willard Deason, presi-
dent and 99% owner) paid Capitol
$2,500 as partial reimbursement of ex-
penses in prosecuting the ch. 24 appli-
cation. Capitol, owned by Dalton
Homer Cobb, listed actual expenses of
$3,809.

The Deason application was retained
in hearing status to resolve a remaining
question—a request for waiver of the
commission’s rules specifying the mini-
mum signal required over the principal
city to be served. The only commercial
tv station presently operating in Austin
is KTBC-TV (ch. 70).

FCC okays transfer
of WCKT to Sunbeam Tv

Another ex parte case was dropped
from the FCC books last week when
the commission approved an agreement
for Sunbeam Tv Corp. to acquire the
physical assets and programming rights
of ch. 7 WCKT (TV) Miami, owned
by Biscayne Tv Corp., for $3.4 million
(BROADCASTING, Nov. 26).

Over a year ago, the FCC set aside
the 1956 grant to Biscayne because of
off-the-record contacts with former
Commissioner Richard A. Mack prior
to the grant and awarded ch. 7 to Sun-
beam. In last week’s order, Biscayne
was told to cease operations of WCKT
no later than Jan. 4, 1963, and au-
thorized Sunbeam to begin ch. 7 opera-
tions immediately after Biscayne ceases.

Sunbeam, principally owned by
Miami businessman Sidney D. Ansin,
was given a four-month license on ch.
7. It was ordered by the FCC to file a
renewal application by next April 12
and the commission announced that
competing applications would be ac-
cepted between April 12-June 12, 1963.

Biscayne also is selling WCKR-AM-
FM Miami to James M. Cox interests
(which along with Niles Trammell and
John Knight interests presently own
Biscayne) for $500,000. No action was
taken on the radio transfer by the
commission last week.

Sunbeam and Biscayne were ordered
by the FCC to file, within one week,
a copy of the agreement and the FCC
order with the U. S. Court of Appeals
in Washington which retained jurisdic-
tion over the case. Biscayne also has
agreed to withdraw its eourt appeal of
the FCC's 1961 decision upon approval
of the Sunbeam agreement.

CONTINENTAL'S 50 KW

PART 1: rerrormance

With a big, c¢lean sound that
is comparable to an ¥M broad-
cast, Continental's 317B 50 kw
AM transmitter is satisfying
demands of progressive radio
stations everywhere, Years-
ahead features and quality
construction provide un-
matched performance.

Write for details today.

Continental
Electnonica
MANUFACTURING COMPANY

BOX 17040 +« DALLAS 17, TEXAS
477 Subsidiary of Ling-Temco-Vought, {nc.
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FINANCIAL REPORTS

Complaints swamp IRS on tax tab plan

CAPLIN CAPITULATES ON SOME ITEMS, SAYS REST WILL BE ‘FAIR

A battery of Internal Revenue Serv-
ice and U. S. Treasury men were on
the receiving end of two days of op-
position, argument, contention, warn-
ings and doom-laden prophecies on
the effect of the proposed rules for
treating travel, gift and entertainment
expenses for tax purposes on business
and the national economy.

Even before the widely heralded
hearing (BROADCASTING, Dec. 3) got
underway, Mortimer M. Caplin, in-
ternal revenue commissioner, bowed
to a whirlwind of opposition and an-
nounced some liberalizations in the
proposed rules.

Most of the actions announced by
Mr. Caplin will lessen the burden of
record keeping.

Throughout the two days, spokes-
men for national trade associations,
national industries, small businesses
and individual businessmen charged
and counter-charged that the proposed
regulations were onerous and bur-
densome. They attacked also the $10
ceiling for entertainment allowances
which would not require documenta-
tion on tax returns.

The rules were drawn up by the IRS
to put into effect the 1962 tax law,
passed by Congress last summer. One
of the major changes, backed by the
administration, was an attempt to
tighten up tax deductions for enter-
tainment and travel, both of which
are important in broadcasting and
advertising circles.

At the conclusion of the Washington
hearing last Wednesday, Mr. Caplin
said that the IRS does not want to
interfere with legitimate expense ac-
count deductions. He promised that
the rules as finally issued—and they
must be out by Jan. 1 for the new tax
year—“will achieve a basically fair

and sound approach consistent with
the intent of Congress.”

Receipts, Receipts » Under the rules
as originally announced, taxpayers
claiming business deductions of $10
or more would have had to document
them with bills, receipts and other
memoranda justifying their relation to
the conduct of their business.

The rule also noted that any gift
costing $25 or more could not be de-
ducted as a business gift. The top for
promotional material, which includes
the name of the donor business, was
set at $4.

Among other provisions, business
luncheons would have to be justified
with names of guests, nature of the
business discussions, hours of the
lunch, name of restaurant, etc. Similar
record keeping would be required for
travel, and in part for convention enter-
taining costs.

The whole intent, Mr. Caplin stated,
is to cut down on the amount of ex-
pense account living.

In announcing revisions in the rules,
Mr. Caplin anticipated some of the ob-
jections rajsed during the hearing.

The rules will require less detail on
expenses claimed as business deduc-
tions. Instead of having to list sepa-
rately taxi fares, local telephone calls,
gasoline for a car, and parking fees,
a business traveler will be able to
lump them all into a major item. Simi-
larly, he will not be required to name
the restaurant where he dines alone.
Tips may be included as part of basic
expense, not listed separately as origi-
nally required.

Also modified were other provisions
requiring the taxpayer to give the time
of a business meal and a detailed break-
down of the use of club and other
facilities. Other revisions did away with

United Press International news produces!
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the requirement that names of business
conferees be given where a luncheon
takes place during a meeting, if some
of those at the meeting do not attend
the lunch.

Mr. Caplin said that IRS is giving
strong consideration to raising the pro-
vision requiring itemization for ex-
penditures of $10 or more.

Most of the witnesses who spoke at
the hearings urged that this figure be
raised to $25 or $50.

Others proposed that the IRS ac-
cept company accounting measures as
proof of the bona fides of expense
account deductions.

KQED income tops
expenses for year

Educational tv station KQED (TV)
San Francisco had income of $426,600
during its fiscal year which ended June
30. Expenses amounted to $425,000,
leaving a “profit” of $1,600. Accord-
ing to General Manager James Day,
however, a deficit of $52,000 remains.

In his report to the membership
meeting in San Francisco Nov. 19, Mr.
Day reported 14,867 dues-paying mem-
bers. Dues run at $12.50, $14.50 and
$17.50 yearly, dependent on what the
viewer considers his “fair share” to
support the operations of the ch. 9 etv
outlet.

Elected a director of the Bay Area
Educational Tv Assn. at the meeting
was Norris Nash, vice president of
Kaiser Industries Corp. and a local civic
leader. Two honorary directors were
named: Dr. Clark Kerr, president of
the U, of California, and Dr. Glenn
S. Dumke, chancellor of the California
State College System. Re-elected di-
rectors for four-year terms: Mortimer
Fleishhacker Jr., president of the etv
association; John L. Merrill, president,
Merrill Co.; Mrs. Benson B. Roe; Dr.
Harold Spears, superintendent of
schools, San Francisco; and Caspar W.
Weinberger, attorney and moderator of
KQED’s Profile: Bay Area.

Financial notes . ..

AT&T dividend » AT&T directors de-
clared a dividend of 90 cents per share
to stockholders of record Nov. 30, pay-
able Jan. 2, 1963.

Warner Bros. dividend  Warner Bros.
declared a dividend of 124 cents per
share pavable Feb. 5, 1963, to stock-
holders of record Jan. 11, 1963,
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EQUIPMENT & ENGINEERING

A plan to triple the number of vhf outlets
SCIENTIST ESTIMATES 1,300 STATIONS POSSIBLE

A National Bureau of Standards sci-
entist last week unfolded a plan to triple
the number of channels in the vhf band
of television frequencies.

R. S. Kirby, of the Central Radio
Propagation Lab. in Boulder, Colo., pre-
sented his plan to a packed luncheon
meeting of the Assn. of Federal Com-
munications Consulting Engineers in
Washington Dec. 6.

Five of the seven FCC commission-
ers were present at the luncheon.

Basis of the new plan is four-fold:
(a) the use of 100-mile minimum sepa-
ration between co-channel stations
(compared to 170-mile co-channel sepa-
ration now in use); (b) use of alter-
nate polarization; (c¢) precision offset
of transmitting antennas, and (d) use
of directional receiving antennas.

Under the plan, the number of cities
with six services would increase from
the present 10 to 102 in 416 markets;
the number of cities with five services,
from 10 to 135; the number of cities
with four services from 35 to 166; the
number of cities with three services
from 68 to 221; the number of cities
with two services from 128 to 280 and
the number of cities with one service
from 289 to 400.

The plan is predicated on the dele-
tion of only two channels—both in
existing seven-station markets (New
York and Los Angeles).

Among the top 10 markets, an ad-
ditional channel would be added to
Chicago, Detroit, San Francisco, St.
Louis; two additional channels would
be added to Pittsburgh, and three to
Philadelphia. Boston and Washington
would retain the present four channels
now in each city.

800 More = Instead of the present
500-0odd vhf stations on the air, Mr.
Kirby estimated that over 1,300 sta-
tions could be operating under his plan.

In a mathematical delineation of the
present minimum 170-mile separation
between co-channel stations, Mr. Kirby
estimated that the median separation
among operating stations is actually
207 miles. Under the proposed NBS
plan, he calculated, the median separa-
tion would be 120 miles.

Adjacent channel separation could
be lowered to 37 miles, he figured; this
is 23 miles shorter than the existing 60
mile minimum.

Mr. Kirby also estimated that exist-
ing stations should be able to maintain
almost their present service areas un-
der the proposed plan, using the grad-
ing system established by the Television
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Allocations System Committee (Grade
1, excellent picture; Grade 2, good pic-
ture, etc.). This would require, he
agreed, higher powers and taller towers.

The Boulder scientist sent shivers
down the spines of government and
outside engineers when he suggested
that a test might be undertaken to see
whether co-channels stations could not
be fitted in between existing stations.

One of the examples he showed
would be the use of two channels in
Peoria, Ill., which is 100-odd miles
from co-channel stations in Chicago
and St. Louis.

The proposed plan, Mr. Kirby said,
makes better and more efficient use of
the spectrum than the present FCC
plan.

Present as head table guests were
FCC Commissicners T, A, M. Craven,
Rosel H. Hyde, Frederick W. Ford,
Robert T. Bartley and E, William
Henry.

RCA introduces new
tv-tape recorder

A new television tape recorder, com-
pact in design and readily convertible
to color operations, has been introduced
by RCA.

Scheduled for delivery beginning in
January, the new TR-2 recorder will be
available in two models for either stu-
dio or mobile installations.

For studio installations, the recorder
is contained in three 84-inch-high racks,
while the mobile version uses four 66-
inch racks to accommodate vehicle
mounting. Either model is capable of
color operation with the addition of a
color playback accessory.

The TR-2 is reported to perform vir-
tually all the functions of standard-size
tv tape recorders due to pre-wiring the
machine to accept a variety of acces-
sories. These include such optionals as
two-speed operation (7%2 or 15 inches
of tape per second), linelock for lap
dissolves, automatic timing corrector,
and air bearing headwheels.

Conversion Possible » RCA also has
announced that its tv tape recorders
can be converted to half-speed opera-
tion for color as well as for mono-
chrome programs, resulting in a 50%
saving in tape.

RCA Broadcast & Communications
Products Div. earlier this year devel-
oped equipment for converting record-
ers handling black-and-white program-
ming to half-speed operation. Subse-
quent tests now have confirmed that the

conversion equipment also handles color
programming, “with no discernible dif-
ference in quality.”

First shipments of the new conver-
sion kits have been sent to NBC, the
Anaheim, Calif., public school system
and the South Carolina etv network.

RCA said that in addition to reduc-
ing tape usage by one-half, broadcasters
and other tv tape recorder users also
will realize savings in tape storage space
and in shipping costs.

Republic's purchase off

Directors of Republic Corp. have
voted to terminate proceedings for the
acquisition of America Corp., Victor M.
Carter, Republic chairman, announced
last week. Republic is studying other
properties for possible acquisition, he
said. He attributed the dropping of the
America deal chiefly to “long and costly
legal delays” stemming from Govern-
ment antitrust action. Republic’s in-
terest in Consolidated Film Industries
and America’s in Pathé Labs (which
together were said to handle 40% of
the nation’s film processing) aroused
government fears that a combination
would produce a monopolistic situation
in restraint of trade and the antitrust
action resulted.

CONTINENTAL'S 50 KW
SOUND OF QUALITY

.
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PART 21 DRIVER STAGE

for Continental’s 317B 50 kw
transmitter is the 315B 5 kw
transmitter which can be in-
creased to 10 kw (316B) or
50 kw (317B) simply by add-
ing the various power groups.
Write for details today.
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NASA-RCA to launch Relay satellite

WHILE U.S. AND RUSSIA PLAN CO-OP SPACE EFFORTS

Relay, the National Aeronautics &
Space A-iministration’s medium altitude
space communications satellite, built by
RCA, is scheduled for launching this
week.

A 30-minute, trans-Atlantic exchange
of Christmas greetings has been ar-
ranged between a committee headed by
Shad Northshield, NBC News producer
and the European Broadcasting Union
(AT DEADLINE, Dec. 3).

In other space communications de-
velopments reported last week:

= The U. S. and the Soviet Union
announced they have agreed to coop-
erate in peaceful use of space for com-
munications, weather and geomagnet-
ism programs. The experimental space
communications system using Echo II,
which the U. S. plans to launch next
year, may be developed along with the
U.S.S.R. and other countries.

The agreement was worked out by
Dr. Hugh L. Dryden, Deputy Admin-
istrator of NASA, and A. A. Blagon-
ravov, a Soviet scientist during talks
at New York and Geneva.

= Despite the failure of a medium-
angle camera on Tiros VI Dec. 1, the
satellite’s wide-range camera continues
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to work, according to NASA. A simi-
lar situation occurred July 5 in Tiros
V, the U. S.’s other operating wcather
satellite.

= NASA’s Automatic Picture Trans-
mission Subsystem, designed to send
local cloud cover pictures from meteor-
logical satellites to inexpensive ground
stations, passed initial ground-based
checkout tests, the agency said. The
system relies on a technique “similar in
principle to the method now used to
transmit radio news photographs,”
NASA reported.

= A fifth foreign communications
point for Telstar was approved by the
FCC Dec. 5 when the agency okayed
modification of AT&T licenses for com-
munication with Companhia Radio In-
ternacional do Brasil at Rio de Janeiro.

Ampex unveils portable
Videotape recorder

Ampex Corp., Redwood City, Calif.,
introduced a portable tv tape recorder
for non-broadcast use at a special show-
ing in New York last week. The new
VR-1500 is a basic closed circuit tv
recording system specifically designed
for applications in education, military
training, industry, medicine, sports and
other areas.

The VR-1500, including the Video-
tape recorder, camera and receivers,
will be available for delivery after
July 1963 at a price of $11,900, or
approximately one-fourth the cost of
previously available systems, Ampex
announced. The suitcase-size recorder
is also about 1/20th the size of previ-
ous Videotape recorders, which Ampex
introduced to commercial tv in 1956.

Automated tv camera
developed by CBC

A completely automatic television
camera has been tested for a year at
CBXT (TV) Edmonton, Alta., by the
Canadian Broadcasting Corp. The cam-
era performs all the normal functions
of zooming, panning and tilting with-
out the use of a cameraman.

The camera was produced for CBC
by Evershed Co. of England. It uses
a single Taylor and Hobson lens with
variable focal length from 50 to 200
mm and is housed in a 20 by 30 foot
studio. Camera operation is controlled
from the video switching location in
the transmitter booth by one operator.
A completely transistorized servo mech-
anism developed by CBC staff at Mon-
treal, Que., is used. The camera is use-
ful as a labor saving device, the station
using a skeleton staff of only a techni-

cian and booth announcer for late news,
signoff news, flash announcements and
station promotions.

Both camera positioning and lighting
requirements are maintained on a fixed
basis. This necessitates rigid control
over staging and lighting in the studio
area. As a result a high quality picture
is transmitted while allowing producers
a controlled and smooth camera move-
ment to meet production needs.

Lighting levels are set uniformly and
camera movements do not affect any
variance in video levels. The entire
studio area is provided with back and
key lighting, which required consider-
able experimentation before usable re-
sults were obtained.

General Electric reveals
new laser development

General Electric scientists have suc-
cessfully produced visible, coherent
light from electrified semiconductor
crystals. H. Brainard Fancher, general
manager of GE’s Semiconductor Prod-
ucts Dept. in Syracuse, N. Y. an-
nounced last week.

GE said that the light beam is bril-
liant red in color, and the wavelength
can be varied by changing the chemi-
cal composition of the crystal.

Lasers are electronic devices that emit
a sharply beamed coherent light pat-
tern of a single frequency. The light
is called “coherent” because it occurs
in a regular succession of waves of the
same length. Lasers are considered im-
portant because they can be used to
produce coherent light waves in the
extremely high frequencies which po-
tentially can carry vast amounts of in-
formation.

Single-channel uhf converter

Domestic Electronic Corp., North
Hollywood, Calif., has put a single-
channel convertor on the Los Angeles
Market (model 34-6). It is factory
tuned to receive KMEX (TV) ch. 34
when the set is tuned to ch. 6, which
is not allocated to Los Angeles.

The unit, smaller than two cigarette
packs joined, runs on a seven-cent pen-
light battery and retails for under $10.
Special adhesive panels attach the con-
vertor to any tv set. Installation instruc-
tions are printed in both English and
Spanish to aid set-owners in converting
their vhf receivers to the uhf signals of
the all-Spanish programming of KMEX.

Technical topics...

New pamphlet « RCA Semiconductor
& Materials Div. has made available a
new pamphlet on design of wideband
transistor amplifiers, which describes
the design considerations for using the
RCA 2N697 and similar types in wide-
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band transistor amplifier circuits. Copies
of the RCA Application Note SMA-7
can be obtained free from RCA, Com-
mercial Engineering, Somerville, N. J.

New tape cartridge = Unireel Inc.,
Boonton, N. J., announces the avail-
ability of a new continuous loop tape
cartridge which features, according to
the company, positive tape braking and
simplicity of reloading. The cartridge,
available in all standard lengths from
25 to 562 feet, contains Teflon bearing
for extra long life and Styrofoam pres-
sure pads to insure proper hard wrap.

Purchase agreement = Litton Industries
Inc., Beverly Hills, Calif., has agreed
to purchase Emertron Inc., Silver
Spring, Md., a subsidiary of Emerson
Radio & Phonograph Corp., and co-
ordinate its operations with Litton’s
Radcom Div.,, with headquarters in
College Park, Md. Emertron makes
electronic systems, mostly for defense.

KHOL-TV installation = A Chrono-log
STEP System has been installed at
KHOL-TV Kearney, Neb. The STEP
System automates the video and audio
switching during the station break pe-

INTERNATIONAL

riod. In addition, STEP controls the
preroil of film projectors and the ad-
vancing of slides.

New RCA tubes delayed

RCA announced Nov. 30 that
shipments of its shorter, 90-degree,
round color tube originally planned for
next spring will be delayed because of
“technical difficulties encountered dur-
ing pilot production.”

Elsctron tube division has advised tv
set manufacturers RCA will be unable
to ship shorter tube for about 9 to 15
months.

VENEZUELAN TV TO EXPAND

$1.5 million plan will add seven stations
giving tv coverage to 97.5% of population

Radio Caracas Tv has undertaken a
$1.5 million expansion program which
officials say will expand its reach to
97.5% of Venezuela’s population.

Details of the project, to be com-
pleted within 18 months, were reported
last week by NBC, which since 1960
has owned a 20% stock interest in the
company and which is taking a leading
role in the expansion program.

Officials said the company, now on

Mr. Graham
Cites Radio Caracas success

ch. 2 in Caracas, will become a net-
work using ch. 3 at Sabana Larga, ch.
10 at E! Tigre, ch. 2 at Ciudad Bolivar,
ch. 3 at San Felix, ch. 3 at Barquisi-
meto, ch. 10 at Curimagua and ch. 7
at Trujillo. A number of repeaters also
will be employed.

Microwave links, NBC authorities re-
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ported, include one of the longest such
hops in the world, totaling about 200
miles, between Caracas and Barcelona.

The construction program also pro-
vides for 27,000 square feet of studio
space.

When completed, the network will
carry 15 hours of programming daily,
with more than half originating live in
Caracas.

George A. Graham Jr., chairman of
the board of NBC International, said
that “Radio Caracas has proved, in less
than a decade, its success as a station
in the realms of programming, technical
know-how and commercial competition.
The decision to become a network on

~ a nationwide basis is encouraging to

broadcasters everywhere who believe
that the medium can reach its full po-
tential only when it reaches its maxi-
mum audiences.”

Russians increase
global broadcasts

A sharp increase in the amount of
Soviet Union international broadcast-
ing, apparently as a result of the Cuban
crisis, was reported by the U, S. In-
formation Agency last week.

The agency said total U.S.S.R. in-
ternational broadcasting as of Dec. 1
amounted to 1,205 hours a week, a
13% increase since Jan. 1 and the
highest rate of expansion that has been
recorded since 1956.

The agency noted that most of the
increase coincided with the crisis in the
Caribbean. It also said that the ex-
panded Soviet schedule included a
100% increase in Spanish language
broadcasts to Latin America.

The report said the number of hours

devoted to these broadcasts jumped
from 45 hours and 30 minutes to 101
hours and 30 minutes, of which 70
hours were beamed specifically to Cuba
for the first time.

Other areas receiving increased at-
tention from Soviet broadcasters were
Africa and the Far East.

The report said the new U.S.S.R.
total puts it further ahead of the rest
of the world in international broadcast-
ing, Red China is second with 780
hours a week and the USIA’s Voice of
America third, with 740 hours a week.

CONTINENTAL’S 50 KW
SOUND OF QUALITY
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PART 3: ameriFier tor
Continental's 317B 50 kw
transmitter is a high efficiency
linear stage using the “Weldon
Grounded Grid*” circuit which
provides high overall effi-
ciency, extreme stability and
the absence of critical neutral-
izing and tuning adjustments.

Write for details today.
*Pat. No. 2.836.665
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Gross sales of U. S. film and
tape programs abroad in 1963
should rise to $55 million from
about $45 million this year, John G.
McCarthy, president of Television
Program Export Assn., told the trade
group’s board of directors at its an-
nual meeting last Monday (Dec. 3).

Mr. McCarthy called his figures
“conservative” and stressed that the
removal of barriers could increase
sales substantially. He pointed out
that currency problems in Latin
America are expected to be counter-
acted by favorable moves in other
countries in 1963. He cited Japan
where dollar restrictions may be lift-
ed, as an example (see story below).

Highé'r sales expected for U.S. shows overseas

“Only as foreign barriers are sur-
mounted and then kept constantly
under surveillance can full markets
be established for our programs re-
gardless of their obvious entertain-
ment value,” Mr. McCarthy advised
the TPEA board. “Nationalistic at-
titudes, censorship and government
subsidies limit American salesman-
ship.”

During 1962, he said, the Italian
allocation of dollar exchange for the
importation of U. S. tv programs has
tripled, adding $500,000 a year to
companies’ revenues from this mar-
ket. Similar advances, Mr. Mc-
Carthy said, were made in West
Germany and Japan.

Rules changed for
Cannes tv-film fest

Changes affecting television film en-
try rules for the Tenth International
Adpvertising Film Festival (June 17-22,
1963 in Cannes, France) have been
announced by the executive committee
of the Screen Advertising World Assn.
meeting in Paris.

Television categories have been in-
creased to 11. Entry lengths have been
modified as follows: “15-45 seconds”
and “over 45 seconds” become *up to
20 seconds,” “from 20-40 seconds” and
“over 40 seconds.”

Increasing the size of the jury panel
which will judge entries “permits equal
representation between the cinema and
television groups,” the association said.

Further arrangements will be dis-
cussed at a January meeting.

Uhf etv planned in Toronto

Toronto, Ont., probably will be the
first Canadian city to have a uhf edu-
cational television station, when the
Metropolitan Education Television As-
sociation of Toronto applies for a ch.

19 license. The Canadian Board of
Broadcast Governors has stated that it
would reserve ch. 19 for educational
purposes. META officials plan to ap-
ply for the license in the near future
with the station to cost about $300,000
and on an annual operating budget of
$250,000.

Japan seen raising
film imports quota

The television division of the Motion
Picture Export Assn. of America last
week told its membership there are in-
dications the Japanese dollar ceiling
on tv film imports will be raised from
$3.3 million this year to $7 million in
1963.

The association quoted a dispatch
from Rengo Tsuschin, a Japanese news
agency, which said the Japanese Fi-
nance Ministry will approve an increase
in the importation of foreign tv films
next year and the currency allotment
is expected to be raised from $3.3 mil-
lion to $7 million. The Japanese Tv
Broadcasters Assn., the dispatch said,
will ask the Finance Ministry to allo-
cate the amount of dollars to each sta-
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tion, as is customary. The next fiscal
year begins April 1, 1963.

The number of registered:tv sets in
Japan has risen to almost 11.8 million
as of Sept. 30, the association reported.
During November approximately 22%
of the air time of the four Japanese
commercial tv stations was devoted to
film, 9% imported tv films.

CBC criticized by
Canadian group

The Canadian Broadcasting Corp. is
spending too much on expansion of
facilities and its own film production,
the Glassco Royal Commission On Gov-
ernment Organization stated in its re-
port released Nov. 27 at Ottawa.

The commission suggested that the
CBC should have at least one-third of
its filmed television production done
by private enterprise. This, it said,
would represent an annual saving of
about $1 million. The commission re-
ported that CBC now spends about
$42.5 million annually on film and
video-tape production. It was also crit-
ical of the CBC'’s self-sufficiency policy
which it said has retarded development
of facilities to serve the private enter-
tainment industry.

The commission also urged a careful
government review of CBC plans to
build large plants at Toronto and Mon-
treal for program production.

ITC's overseas film sales

Independent Television Corp., New
York, reports new sales totalling $269,-
000 in Mexico and Central America.
The contracts represent more than
2,000 half-hours of programming, ac-
cording to John E. Pearson, vice presi-
dent in charge of international sales,
ITC.

New sales by country are: El Salva-
dor (Fury, Lone Ranger, William Tell,
Ramar of the Jungle, Beachcomber,
Sgt. Preston of the Yukon, Supercar,
The Pursuers, Ghost Squad, Four Just
Men, Mystery Is My Business); Nic-
aragua (Lone Ranger, Fury, Lassie,
Four Just Men, Gale Storm Show);
Panama (Lassie, Fury, Cannonball);
Honduras (Broadway Goes Latin,
Supercar); Guatemala (Supercar, Best
of the Post); Mexico (Fireball XL 5,
Best of the Post, William Tell, Count
of Monte Cristo, Sgt. Preston, New
York City Confidential, Cannonball,
Susie, Adventures of Charlie Chan).

BBC plans color tv in 1964

BBC-TV plans to transmit its first
regular celor programs before the end
of 1964 with two hours of color tv a
week in the London area. By the end of
1965 BBC-TV hopes to cover 60% of
the country with about two hours of
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color programs an evening.

Leonard Miall, secretary of the
BBC’s television extension committee,
said that it is not certain whether BBC-
TV would use the American color sys-
tem or one developed in France. BBC
is experimenting with these systems,
both of which are compatible.

Mr. Miall said, “We don’t want to
postpone the decision on the method
of transmission any longer than we
have to . . . We want that decision
taken soon. Qur target is to start a
color service before the end of 1964.”

NBC aids Jamaican tv

NBC International is providing tech-
nical, financial, management and pro-
gramming help in the establishment of
a television service for the newly-inde-
pendent Govt. of Jamaica, W. L
(BROADCASTING, Nov. 26). NBC In-
ternational also assisted in the establish-
ment of tv stations in Kenya and
Gibraltar. Sierra Leone and Sudan will
initiate tv in 1963 under the aegis of
NBC International.

Abroad in brief...

Film sale = Canadian Broadcasting
Corp. has sold films of a number of
its television productions to the Aus-
tralian Broadcasting Commission. In-
cluded in the late 1962 sale was a two-
hour production of the comic opera
The Barber of Seville, Gilbert and Sulli-
van operettas H.M.S. Pinafore and The
Pirates of Penzance, 18 half-hour epi-
sodes of the musical show While We're
Young, and 12 half-hour documentary
programs St. Lawrence North.

New station s CFDR is the call letter
of a new 5 kw station on 790 kc at
Dartmouth, N. S., which began opera-
tions on Dec. 1, General manager is
Sydney C. Pilkington and program man-
ager Cyril G. Lynch. Station is repre-
sented by Radio Representatives Ltd.,
Toronto.

CBS series sold = Two new CBS-TV
series, The Beverly Hillbillies and True,
have been sold to the Nihon Television
Network Corp. in Japan. CBS Films is
now sold out in Japan in all new and
current production it has available for
overseas distribution.

New Zealand sale = Eight tv series,
including four currently on NBC-TV,
have been sold by NBC International
to the network of the New Zealand
Broadcasting Commission. The series
are Dr. Kildare, Dick Powell Show,
Bonanza, Loretta Young Show, 87th
Precinct, Hopalong Cassidy, Shirley
Temple Specials, and The Americans.

Frequency-power change = Capital
Broadcasting Co. of Bermuda an-
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nounced change in frequency and pow-
er of their radio station ZFB-1, from
910 kc and 55 w to 960 kc and 1 kw.
Monty Sheppard, general manager, said
the change was necessitated by the in-
terference received from U. S, stations
during peak long-range reception pe-
riods. ZFB-1 has also initiated 24-hour
broadcasting.

Alberto-Culver’'s selection = Alberto-
Culver Co., Chicago (toilet goods), has
appointed Cockfield, Brown & Co. Ltd,,
Toronto, Ont. to handle advertising in
Canada. Campaigns have not yet been
announced, but company’s advertising
director, Charles A. Pratt, has stated
all advertising will be on television.
Alberto-Culver has a plant at Oshawa,
Ont.

Exclusive rights secured = General
Production Services, Canadian radio
producer-distributor, has secured exclu-
sive distribution rights in Canada for
The World of Fashion, two-minute ra-
dio series usually broadcast five times a
dav, Alfred Davidson, fashion consult-
ant who is the program’s producer and
commentator, announced. Series will
be carried on about 100 stations in the
U. S. and Canada as of Jan. 1, Mr.
Davidson said.

Canadian office » Doyle Dane Bern-
bach, New York, is opening a Canadian
office in Montreal, with Mike A. Rak-
mil. formerly of Stanfield, Johnson &
Hill Ltd., Montreal, as manager.

CTV adds two = CTV Television Net-
work Ltd., Toronto, Ont.,, has added
two rebroadcasting stations to its nine
station national network. CIJSS-TV
Cornwall, Ont., on ch. 9, now rebroad-
casts all CTV network programs of
CIOH-TV Ottawa, Ont., following sale
of the station to CJOH-TV. In western
Canada, CHAB-TV Moose Jaw, Sask.,
has built a ch. 9 satellite station with
140 kw video and 75 kw audio power
at Regina, Sask., which was expected
to be on the air by Dec. 1.

BBC gets ‘Hedda Gabler’ first

British viewers will get the first look
at the $300,000 Anglo-American pro-
duction of Hedda Gabler starring Ingrid
Bergman. CBS last week gave the BBC
permission to telecast the taped 90-
minute Ibsen play on Dec. 28, while
CBS-TV continues to seek sponsorship
before setting a date for U. S. showing.

CBS reportedly has found an adver-
tiser for one-half sponsorship, but the
commitment hinges on the signing of
an advertiser for the other half. The
program, taped in London earlier this
year, was produced by CBS Talent
Assoc.-Paramount Ltd. and the BBC. A
simultaneous telecast in England and
the U. S. had been originally planned.
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FATES & FORTUNES

BROADCAST ADVERTISING

Edward J. Maroney and Robert H.
Cremin elected vps of Chicago office
of McCann-Erickson. Mr. Maroney,
with M-E for eight years, heads com-
mercial production department in Chi-
cago office. Mr. Cremin, with agency
for two years, is supervisor of Bruns-
wick Corp. and Helene Curtis Industries
accounts.

Ray Freedman, with Sander Rodkin
Adv. Agency Ltd., Chicago, for three
years, elected vp and member of execu-
tive planning board.

Gene E. Bryson elected vp of Mc-
Cann-Erickson, Los Angeles. Mr. Bry-
son joined M-E in March 1957 as ac-
count executive and was promoted to
senior account executive in 1961,

Ralph M. Bryant, account executive
at Donahue & Coe, New York, elected
vice president.

Haroid L. Strauss, with North Adv.
since 1955, elected vp in charge of finan-
cial administration of agency's New
York office.

Walter J. Phillips, director of pr and
advertising for National Car Rental Sys-
tem Inc., St. Louis, elected vp in charge
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of advertising and pr. Mr. Phillips was
manager of passenger service for Ameri-
can Airlines before joining National
Car in 1955.

Jack G. Crockett, marketing research
manager of The Nestle Co., White
Plains, N. Y., promoted to special as-
sistant to vp-marketing. Mr. Crockett
joined Nestle in 1954,

Ann Coyle, vp and
member of manage-
ment committee of
Lilienfeld & Co., Chi-
cago, promoted to vp-
secretary. Miss Coyle
joined agency as crea-
tive director in 1955.
Earlier, she was with
Tatham-Laird.

Miss Coyle

William R. Walker, former advertis-
ing and pr manager of The Fluor Corp.
Ltd., international engineering-construc-
tion company, Los Angeles, appointed
general manager and financial relations
specialist of Los Angeles office of
Harshe-Rotman & Druck, pr firm.

Jerome (Jerry) McCauley, former di-
rector of sports sales for ABC-TV, joins
H-R Television, New York, as senior ac-
count executive.

E. William Dey Jr. and Theodore N.
Williams, account executives at Foote,
Cone & Belding, New York, promoted
to account supervisors.

Frank McMann, former research
manager of Lynn Baker Inc., New York
advertising agency, appointed director
of research for Radio Advertising Bu-
reau. Mr. Baker also served as project
director at Mogul, Williams & Saylor
and in similar post at Institute of Moti-
vational Research.

Bennett Ades joins Sander Rodkin
Adpv., Chicago, as account executive.

Helen Gurley Brown, account exec-
utive with Kenyon & Eckhardt, Los
Angeles, resigns to go on lecture tour,
filling request for speeches that have fol-
lowed publication of her book, Sex and
the Single Girl,

Robert B. Clark, assistant advertising
manager of Sunkist Growers, Los An-
geles, promoted to advertising manager.
William E. Tyson named manager of
merchandising department. Mr. Clark
has worked in both sales and advertising
divisions of Sunkist since 1937,

W. Stephen Dietz, senior vp of
Kenyon & Eckhardt, elected president
of American Youth Hostels for 1963.

Lee Ross, former advertising man-
ager of Savarin Coffee; John Troy, for-
merly with Clairol Inc.,, and DeWitt
Taylor, previously with Colgate-Pal-

molive, join Kastor, Hilton, Chesley,
Clifford & Atherton, New York, as ac-
count executives, New members of
agency’s traffic department are: Wil-
liam Campbell, formerly of Hicks &
Greist, and James R. McCartney, for-
merly of J. Walter Thompson. Added
to production department are: Samson
Tauber, Albert Schott and Marjorie
Wicht,

Charles R. Kelley, formerly with ad-
vertising and mechandising departments
of The Kroger Co. (grocery and meat
products), Cincinnati, named assistant
to director of advertising for Interstate
Bakeries Corp., Kansas City, Mo.

Rand Oslund, for past two years
writer-producer in radio-tv department
of D. P. Brother & Co., Detroit, ap-
pointed supervisor of agency's audio-
visual services. Earlier, Mr. Oslund had
been with WWI-TV Detroit.

Grover Allen, tv producer with Wade
Adpv., Chicago, for past five years, pro-
moted to newly created position of di-
rector of tv production. Mr. Allen's re-
sponsibilities will include assignment
and direction of other radio-tv pro-
ducers and supervision of all commer-
cial production for Wade.

Kay Shelton appointed media manager
of Botsford, Constantine & Gardner,
San Francisco, replacing Edith Curtiss,
who resigned.

Herbert Amster, formerly with Grey
Adv., McCann-Erickson and Ben Sack-
heim Inc., joins advertising department
of Baumritter Corp., New York furni-
ture manufacturer,

Natalie Gutman, formerly with Sudler
& Hennessey and Kudner Inc., both
New York, joins Impact Adv., Washing-
ton, D. C,, as copy chief, replacing Lor-
raine Kachulis, who goes on maternity
leave.

Frank L. Kurtz named copy chief of
Allen & Reynolds, Omaha advertising
agency.

Harold A. Strofel, Clinton E. Frank
Inc., and David A. Evans, McCann-
Erickson, join copy staff of George H.
Hartman Co., Chicago.

Estes Jones, former pr director of
Lippincott & Margulies, joins N. W,
Ayer & Sons, New York, in pr depart-
ment.

THE MEDIA

John E. Erickson, manager of Chi-
cago office of Spot Time Sales, elected
president of New York-based station
representative firm, succeeding William
T. Heaton, who resigned. Carleton F.
Loucks, east coast sales manager,
was elected vp.
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Howard L. Wheeler,
account executive with
ABC Radio in Los
Angeles, elected exec-
utive vp and general
manager of KGB-AM-
Ao FM San Diego, effec-
- tive Dec. 17. He suc-
e ceeds Marion R. Har-
Mr. Wheeler ris, former owner and
manager of KGB until its sale to Wil-
let H. Brown (AT DEADLINE, May 14),
for whom Mr. Wheeler worked at Don
Lee Div. of RKO General from 1948
to 1958 in various sales capacities. Mr.
Wheeler was general sales manager of
KHIJ-TV Los Angeles when he left
organization.

;

Don Edlund, director of advertising
for Volkswagen in San Francisco, named
general manager of KCIN Victorville,
Calif. Other new KCIN appointments:
Denslow Woods, sales manager; Glenn
Darwin, program director; and Neil
Linder, news editor.

Edgar R. Smith appointed local sales
manager of WOKR (TV) Rochester,
N. Y.

Wharton (Chip) Green, former air
personality and salesman of WTLB
Utica, N. Y., joins WBVM, that city, as
sales manager and newsman.

Richard Gassaway,
local sales manager
of KIMA-TV Yakima,
Wash., named national
sales manager of Cas-
cade Broadcasting Co.
(KIMA-AM-TV Ya-
kima, KEPR-AM-TV
Mr. G Kennewick-Pasco-

r. bassaway  pichland, KWIQ
Moses Lakes, KBAS-TV Ephrata, all
Washington, and KLEW-TV Lewiston,
Idaho). Mr. Gassaway has been with
Cascade for five years. Robert DiPietro,
with Cascade for three years, promoted
to local sales manager, succeeding Mr.
Gassaway.

John D. Kelley, account executive
with H-R Television for past two years,
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appointed to similar post in New York
office of BTA Div. of Blair Television.

William Mulvey, assistant to sales
manager of WNHC-TV New Haven,
Conn., joins WFIL-TV Philadelphia, in
similar capacity. Both stations are li-
censed to Triangle Publications Inc.

William P. Rogers, senior partner of
Royall, Koegel & Rogers, New York
and Washington law firm, and former
Attorney General of United States
(1957-61), elected to beard of directors
of The Washington Post Co. and will
serve on its executive committee. Mr.
Rogers has been legal advisor of News-
week, Art News and Portfolio, which
are owned by The Washington Post Co.
He will now serve as legal advisor for
these magazines, as well as for Post-
Newsweek Stations (WTOP-AM-FM-
TV Washington and WIXT [TV] Jack-
sonville, Fla.).

Mr. Fields

Mr. Reith

Harry W. Reith, general manager of
WKST New Castle, Pa., assumes added
duties of general manager of sister sta-
tion, WKST-TV Youngstown, Ohio, re-
placing Philip J. Richtscheidt, vp and
general manager, who resigns. Herman
(Sonny) Fields, local sales manager of
WIRZ Newark, N. J., promoted to di-
rector of sales for Newark outlet. Both
stations are owned by Communications
Industries Corp., New York.

Leonard A. Doughty appointed assist-
ant supervisor of Travelers Broadcast-
ing Service Corp. transmitter in Avon,
Conn., according to Harold A. Dor-
schug, director of engineering for WTIC-
AM-FM-TV Hartford, Conn., Travelers-
owned stations.

Robert Wickhem named chief engi-
neer of WKOW-AM-TV Madison, Wis.

James Wilkie, former air personality
with WWOD-AM-FM Lynchburg, Va,,
joins WDMS, that city, as chief engineer
and staff announcer. Barbara Jean ap-
pointed WDMS women’s director.

Lee Allan Smith, assistant manager
of WKY Oklahoma City, re-elected
president of Assn. of Independent Me-
tropolitan Stations (AIMS) at annual
meeting in New York fortnight ago.

Jerry Gabriel, research and develop-
ment engineer on president’s long-range
planning staff at Jack & Heintz Div. of
Lear Siegler Inc., Cleveland, leaves that
post this month to become vp for opera-
tions of Home Entertainment Co. of
Los Angeles, which holds pay-tv fran-

chise for city of Santa Monica, Calif.,,
Los Angeles coastal suburb. Jack Orbi-
son, former CBS-TV director, will be
HECLA program director.

Cecil M. Sansbury,
general manager of
WHP -AM -FM -TV
Harrisburg, Pa., since
September 1959, elect-
ed executive vp and
member of board of
directors of WHP Inc., & 0
licensee of stations. As ™ Mr. - ——
well as serving as chief r. Sansbury
executive officer of corporation, Mr.
Sansbury will continue as general man-
ager. He is former general manager of
WSEE (TV) Erie, Pa.

Robert C. Wisnewski appointed to
newly created position of director of
program operations for WIS-TV Colum-
bia, S. C. Mr. Wisnewski, former sen-
ior producer-director of WRDW-TV
Aupgusta, Ga., joined staff of WIS-TV
in October 1961.

Dave Overton, staff announcer of
WSM Nashville, Tenn., appointed as-
sistant program director.

Denny Bracken, radio personality for-
merly with KFMB San Diego, joins
KNX Los Angeles, assigned to cast of
Story-Line, station’s Monday-Friday,

12:30-5 p.m. multi-feature show.
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A. Louis Read of WDSU-TV New
Orleans last week was elected chair-
man, board of delegates, NBC-TV
Network Affiliates, and Lyell Brem-
ser of KFAB Omaha was elected
chairman of NBC Radio Network
Affiliates executive committee. Elec-
tions of officers for both radio and tv
affiliate groups were held in conjunc-
tion with the annual NBC Affiliates’
convention in New York (see story,
page 52).

Mr. Read succeeds Jack Harris,
KPRC-TV Houston, who remains on
the board of delegates in an ex-officio
capacity. Otto Brandt, KING-TV
Seattle, and Richard 0. Lewis,
KTAR-TV Phoenix, elected vice
chairman; Marcus Bartiett, WSB-TV
Atlanta, secretary-treasurer; Charles
Batson, WIS-TV Columbia, S. C.,
continues on board, and Owen Sad-
dler, KMTV (TV) Omaha, re-elect-

NBC Affiliates’ election results

ed to board for two-year term. New
members to board: David Baltimore,
WBRE-TV Wilkes-Barre; George
Comte, WIMJ-TV Milwaukee; Gor-
don Gray, WKTV (TV) Utica;
James Schiavone, WWJ-TV Detroit,
and Willard Schroeder, WOOD-TV
Grand Rapids.

Mr. Bremser succeeds William
Grant, KOA Denver, as executive
committee chairman of NBC Radio
Affiliates. Thomas Carr, WBAL Bal-
timore, was elected secretary; Rex
Preis, WOAI San Antonio, and Bob
Kelley, KCRA Sacramento, were
named to committee. Others on the
affiliates executive committee: John
Tansey, WRVA Richmond, vice
chairman; Thomas Barnes, WDAY
Fargo; Les Biederman, WTCM
Traverse City; Gustav Brandborg,
KVOQO Tulsa, and Robert Rich,
WDSM Duluth, Minn.

William G. Hune-
feld Jr., general sales
manager of KPIX
(TV) San Francisco,
joins WDAU-TV
Scranton, Pa., as sales
manager. Mr. Hune-
feld, who joined
KPIX sales staff in
1953, formed Los An-

Mr. Hunefeld
geles office of Television Advertising
Representatives in April 1959,

Bob Dixon, former CBS-TV announc-
er and WCBS-TV New York personal-
ity, joins KVOA-TV Tucson, Ariz., as
host of station’s new Bob Dixon Show.

James Grant, public affairs director
of WTCN Minneapolis, joins WFBM-
AM-FM-TV Indianapolis, assigned to
special Town Hall Meeting project de-
signed to bring eminent speakers on
national and international affairs to
Indianapolis.

George Berkley, former news direc-
tor of WAAB-AM-FM Worcester,
Mass., and special assignment editor for
WCOP-AM-FM Boston, named news
secretary of Governor-elect Endicott
Peabody of Massachusetts.

Ed Hardy and Van Kirkwood ap-
pointed news directors of WXYZ-AM-
FM and WXYZ-TV Detroit, respec-
tively.

Dave McGhee, former news director
of WKNX-AM-TV Saginaw, Mich.,
joins news department of WFBM-AM-
FM-TV Indianapolis. Jim Green ap-
pointed WFBM statehouse reporter, re-
placing Jim McManus, who resigned.

Zeke Segal, assistant editor-reporter
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for CBS NeWs, appointed New York
city editor.

Henry S. Ross, producer of news pro-
grams for WPIX (TV) New York. ap-
pointed to new post of assistant news
director. Prior to joining WPIX, Mr.
Ross served with CBS-TV as assistant
director of news programs,

Curtis Blank, former production man-
ager of NBC-TV, joins WINS New
York as business manager.

Robert Cummings appointed produc-
tion manager of WDAU-TV Scranton,
Pa.

Robert P. Irving, assistant traffic su-
pervisor of WGN Chicago and with
Chicago Tribune organization for 27
years, appointed director of industrial
relations for WGN-AM-TV. Stations
are owned by Tribune Co.

David E. Kenney,
manager of Triangle
Publications’ WNHC-
FM New Haven,
Conn., joins WADS
Ansonia, Conn., as
general manager. Mr.
Kenney succeeds Sid-
ney E. Byrnes, who
resigned to become
president and general manager of WSOR
Windsor, Conn. -

Mr. Kenney

H. Blake Chatfield appointed senior
publicist at KTTV (TV) Los Angeles,
succeeding Ted Krec, who resigned to
become pr director of Memorial Hos-
pital of Long Beach.

Douglas Lovelace, regional member-
ship executive in Louisville for Asso-

ciated Press, named special broadcast-
ing membership executive in New York.

Ed Bailey joins news photography
staff of WIIC (TV) Pittsburgh.

Donald E. Lowstu- [0F
ter, assistant research |
director of Mutual
Broadcasting System,
promoted to research
director. Prior to join-
ing network in 1960,
Mr. Lowstuter served
with A. C. Nielsen
Co., New York, for
five years, and earlier as circulation re-
search specialist for Hearst magazines.

Mr. Lowstuter

Joseph W. MacConkey, executive di-
rector of news and special events for
KTVH (TV) Hutchinson - Wichita,
Kan., appointed executive secretary of
Sen. James B. Pearson (R-Kan.),
effective Jan. 2, 1963. )

Keith Allen, formerly with KMYC-
FM Marysville and KXOA Sacramento,
both California, joins KOOL-AM-FM
Phoenix as disc jockey.

Michael McNally,
manager of. Chicago
office of Daren F. Mc-
Gavren Co., national
radio station repre-
sentative, joins ABC-
owned WBKB (TV)
s e Chicago as  account
. = Sl executive. Previously,

MighiciNally Mr. McNally was
manager of McGavren’s St. Louis office
and before that he had been with The

‘Coca-Cola Co., San Francisco, for more

than eight years.

H. Blake. Chatfield, publicist former-
ly with NBC-TV and Young & Rubi-
cam, joins publicity staff of KTTV
(TV) Los Angeles.

PROGRAMMING

Harold L. Danson, director of pr and
educational program sales for Indepen-
dent Television Corp., New York, ap-
pointed general sales manager for syn-
dication. Mr. Danson joined ITC in
1961 as sales executive. He has also
served as home office sales executive
for NTA and Ziv-TV,

Jerry Briskin, former Screen Gems
producer, rejoins production company
as assistant to Harry Ackerman, vp and
executive producer.

John H. Louis, former midwestern
spot sales manager of Ziv-UA (now
United Artists Television}, joins Official
Films, New York, as eastern sales man-
ager. Mr. Louis also served with
WCPO-TV and WLWT-TV, both Cin-
cinnati.

Donald F. Williams, formerly with
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Fred Astaire Studios in New York in
sales-promotion, appointed sales director
of Paragon Productions, Washington.

Bud Haley, actor-announcer, named
production supervisor of The Singers
Inc., producers of musical commercials.
Firm has moved to new offices at 1549
N. Vine St., Hollywood. Telephone:
469-1346.

Merwin Gerard, former creator, pro-
ducer and packager of Alcoa Presents
and One Step Beyond series, signed by
Four Star Television to produce hour-
leng Robert Taylor series set for airing
next season on ABC-TV. Production of
new series, as yet untitled, is scheduled
to begin early in 1963.

Murray Golden, director currently
filming “The Way of Aaron,” segment
of NBC-TV’s Bonanza series, has signed
with General Artists Corp. for repre-
sentation in all fields. GAC plans to
package tv series from original story,
“The Wish” written by Mr. Golden,
with William Bendix as star.

Paul Blustain, producer-director for
three years with McCann-Marschalk,
New York, and before that with Young
& Rubicam, that city, joins New York
staff of Fred Niles Communications
Centers Inc. as executive producer.

EQUIPMENT & ENGINEERING

Richard M. Blanco appointed director
of sales for New York motion picture
division and military sales division of
Technicolor Corp., Hollywood.

New Pioneer president

Sidney A.
Wood, board
chairman of Wil-
bur B. Driver
Co., Newark,
N, J., manufac-
turer of electri-
cal and elec-
tronic alloys, was
elected president
of de Forest Pioneers Inc., New
York, succeeding Dr. Allen B.
DuMont, New Jersey industrialist
and electronic scientist. The de
Forest Pioneers Inc. was organ-
ized in 1952, and according to
their by-laws, “for the express
purpose of bring together the men
who worked and associated with
Dr. de Forest, to perpetuate the
memories of those days and to pay
tribute to his transcendent genius.”
Dr. de Forest, the famed inventor
of the three-element vacuum tube
and often referred to as the father
of radio and electronics, died in
June 1961 at the age of 86.

Mr. Wood
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E. Bruce MCEvoy, distribution sales
manager for electronic tube division of
Sylvania Electric Products, New York,
appointed assistant to vp-marketing.
William T. Buschmann, Pacific regicnal
sales manager, succeeds Mr. McEvoy as
distributor sales manager.

John J. Shenk, former marketing
manager for CBS Electronics’ special
products and recently responsible for
sales of special components and assem-
blies of Varo Inc., Garland, Tex., named
research and development sales admin-
istrator for Raytheon Co.’s industrial
components division in Newton, Mass.

John W. Thornton, vp in charge of
marketing of Joy Manufacturing Co.
(heavy machinery), Pittsburgh, joins
Blaw-Knox Co. (steel products), that
city, as product planning manager, new-
ly created post.

ALLIED FIELDS

rn.‘ B
A :m A%

Mr. Miller Mr. Mehlig

John C. Miller, president of Berlin-
Chapman Co. (bleachers and grand-
stands, heat exchangers, special process-
ing equipment), Berlin, Wis., elected
chairman of board of directors of
Broadcast Clearing House, centralized
billing company, New York. Lee P.
Mehlig, BCH executive vp and co-
founder two years ago, elevated to pres-
ident and chief operations executive,
replacing John E. Palmer, who has re-
signed. Promotions in New York office:
Donald A. Norman to general sales man-
ager; Harold F. Walker to eastern sales
manager, and Jock Flournoy to adminis-
trative manager. James D. Bowden re-
mains midwest sales manager of Chica-
go office as does Frank W. Crane in
Los Angeles. Prior to formation of
Broadcast Clearing House, Mr. Mehlig
was general sales manager of KGMC
Englewood, Colo. (see BRoADCAST AD-
VERTISING story, this issue).

INTERNATIONAL

Karl Steeves, former market research
and sales development director of Paul
L’Anglais Ltd., station rep firm, Mon-
treal, and director of tv sales depart-
ment of Canadian Assn. of Broadcasters,
Torento, elected vp and director of
media for McConnell, Eastman & Co.
Ltd., Toronto.

Dr. B. K. Byram, general manager of
CHFI-AM-FM Toronto, Ont., appointed
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chairman of research and development
committee of Bureau of Broadcast
Measurement, that city.

Michael Yeates and Robert Otto
join staff of London bureau of Ameri-
can Radio News (ARN) Inc., voice
news agency, New York. Mr. Yeates
has been with British Broadcasting
Corp. Mr. Otto was formerly ARN’s
Auckland, New Zealand, correspondent.
Pierre Jeffrier, ARN Paris correspond-
ent, named associate bureau chief of
voice news agency’s Central European
bureau. Don Rockwell, formerly with
WCOL-AM-FM Columbus, Ohio, ap-
pointed Berlin, Germany, correspond-
ent for ARN, under Bureau Chief Kurt
Jager Jr.

DEATHS

Sanford Helt, 55, founder and presi-
dent of Radio Engineering & Mainte-

nance Corp., Lexington, Ky., died Nov.
22 in that city. Mr. Helt built WIRE
Indianapolis in 1923 and two years later
moved WLAP, then located in Louis-
ville, to Lexington, Ky. He served as
WLAP’s chief engineer until 1948 when
he left station to form his own engi-
neering firm.

Henry E. Abt. 58,
president of Brand
Names Foundation,
New York, died Nov.
29 of heart attack in
Minneapolis. Mr. Abt,
who had been execu-
tive head of Brand
Names since 1945, ~
was previously head Mr. Abt
of group relations department of Na-
tional Assn. of Manufacturers. He was
member of board of Advertising Federa-
tion of America.

FANFARE °©

WRAL-TV Raleigh popcorn
provided for every pot

Aware that popcorn, the old movie
theatre mainstay, has become just as
popular alongside the family television
set, WRAL-TV Raleigh, N. C., distri-
buted 7¥2 tons of the stuff in 50,000
self-pop containers to viewers in eight
cities within its coverage area to pro-
mote ABC-TV’s Sunday Night Movie.

Boy Scouts delivered the corn and
program schedules and earned $2,500
for their projects fund. The distribution
was to families in Raleigh, Durham,
Wilson, Rocky Mount, Goldsboro,
Fayetteville, Clinton and Burlington.

KCBS cited for polio work

San Francisco’s Bay Area Medical
Assn. Committee for K.O. Polio Pro-
gram has written 700 area advertisers
and agencies drawing attention to
KCBS San Francisco’s role in selling

James W. Christopher, 50, president
of J. W. Christopher Adv. Agency,
Pasadena, Calif., died Nov. 30. Mr.
Christopher was past president of Ad-
vertising Assn. of the West and Pasa-
dena Advertising Club.

Robert Kerr, 40, station relations co-
ordinator of Canadian Broadcasting
Corp., Ottawa, Ont., died Nov, 30. Mr.
Kerr represented CBC in discussions
with its affiliated stations and with polit-
ical parties.

ira Dilworth, 68, former director of
program evaluation for Canadian Broad-
casting Corp., died Nov. 30 at Van-
couver, B. C. Mr. Dilworth joined CBC
in 1938 as British Columbia regional
director, became director of its inter-
national service in 1946, Ontario re-
gional director in 1953 and director of
English-language networks in 1956.

a polio vaccine immunization program
this fall. The letters cite KCBS’s “splen-
did coverage” and call attention to the
station’s ‘“community-spirited effort”
and “ability to move a mass audience.”
More than 2.5 million persons were
treated during the two days of the
campaign, the committee said.

Drumbeats ...

Color presentation « WGN-TV Chi-
cago’s 1,700 hours of color program-
ming this year and the extensive on
and off air promotion of color by the
independent station are detailed in a
presentation sent to advertising execu-
tives fortnight ago. Brochure accents
color growth generally too, including
prediction all tv will be 100% color in
10 vears.

Pin one on me = KNBR San Francisco
is reminding the trade that it has
changed calls from KNBC by circulat-
ing diapers imprinted with the call

) 52 weskly issues $7.00

i SUBSCRIPTION APPLICATION"
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1735 DeSales Street, N.W., Washington 6, D. C,
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letter information and held together by
a large safety pin to which a note is
attached stating, “Unpin for the big
change.”

Road code plug = WIW-TV Cleveland
has begun a “Live in COURTesy, Not
in Court” campaign by prowling Cleve-
land streets in a safety patrol car
painted florescent green. The patrol car
driver mentions one courteous woman
driver on the air daily. Weekly winners
are awarded an installed set of seat
safety belts.

Record album presentation « ABC Ra-
dio has released a new presentation for
affiliates and potential advertisers which
combines 33%5 rpm records with print.
The presentation is an illustrated book-
let containing three vinyl records of per-
sonalities, programs and news taken off
the air.

City song = WNOX Knoxville, Tenn.,
has dedicated “Song of the City,” a
45 rpm recording, to its home town.
The song and four other numbers were
composed and arranged by Allyn Fer-
guson and produced by Archer Produc-
tions, Hollywood.

Retail sales contest = WMCA New
York supplied the prizes Nov. 16 for
advertiser B. Meter & Son, a New York
food broker who conducted a retail di-
vision sales contest for Broadcast Meats
products. The salesman with the largest
volume of sales in the contest period
won an expense-paid weekend at the
Waldorf-Astoria Hotel. Runners-up re-
ceived a transistor radio, two seats to a
Broadway play and record albums.

Gracias = WSB Atlanta, Ga., is circulat-
ing a flyer thanking its listeners for their
indulgence during the Cuban emergency
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when the station was cooperating with
the government in broadcasting the
Voice of America during night hours.
The flyer written in Spanish with Eng-
lish translation reminds listeners of re-
sumption of normal night scheduling.

$250 WFBM stipend = WFBM-AM-FM-
TV Indianapolis has named Janet M.
Santilli, a senior at Indiana U., as the
station’s first winner of a $250 award
intended to “encourage outstanding stu-
dents ., . . to seek careers in radio or
television.” Miss Santilli was selected for
her work in public affairs. The WFBM
stations also cooperate with the uni-
versity by offering summer internships.

Seeks mutts-of-the-month = Tennessee
Ernie Ford is championing non-pedi-
greed dogs with his “The First Annual
O’ Ern All-Mutt Contest” which ends
Saturday, Dec. 15, Limited to Califor-
nia dogs of undeterminable origin, the
contest requires owners not older than
10 years to submit a photograph taken
with his or her mutt. Winner will ap-
pear on the Ernie Ford Show (daily
at noon, ABC-TV).

Louisiana-bound? = Visitors to Louisi-
ana will be issued brochures which list
the call letters, frequencies, channels
and home towns of radio and television

KMEX-TV los Angeles’ all-
Spanish language uhf station is rais-
ing its rates next month (see cut),
but no one could honestly say the
station hadn’t warned its advertisers
it would do so.

The new station’s Golden Charter
plan gave its first customers sub-
stantial discounts when they pur-
chased non-cancellable twe-year con-

No secret: KMEX-TV’s rates are going up

tracts (BROADCASTING, Sept. 24).

Now with the rate hike imminent,
KMEX’s Torero is flashing the news
on an outdoor sign at 4202 Wilshire
Blvd. where it’s intended to catch
the eyes of agency-client commuter
traffic. Other KMEX billboards fea-
ture the cartoon figures, too, but
they are directed primarily at the
consumer market.

stations, courtesy of the Louisiana
Assn. of Broadcasters, the state motor
hotel association and the state tourist

FOR THE RECORD

bureau. The LAB is seeking reaction of
broadcaster members to determine
whether the idea ought to be continued.

STATION AUTHORIZATIONS, APPLICATIONS

As compiled by BRoADCASTING Nov. 29
through Dec. 5 and based on filings,
authorizations and other actions of the
FCC in that period.

This department includes data on
new stations, changes in existing sta-
tions, ownership changes, hearing cases,
rules & standards changes, routine
roundup of other commission activity.

Abbreviations: DA—directional antenna. cp
—construction permit. ERP—effective radi-
ated power. vhf—very high frequency. uhf
—ultra high frequency. ant.—antenna. aur.—
aural. vis.—visual. kw—kilowatts. w-watts.
mec—megacycles. D—day. N—night. LS—
local sunset. mod.—modification. trans.—
transmitter. unl.—unlimited hours. ke—kilo-
cycles. SCA—subsidiary communications au-
thorization. SSA—special service authoriza-
tion. STA—special temporary authorization.
SH—specified hours. *—educational. Ann.—
Announced.

Existing tv stations
i CALL LETTERS ASSIGNED
DW;’NA-TV Tuscumbia, Ala.—Elton H.

arby.

WGHP-TV High Point, N. C.—Southern
Bestrs. Inc.

WIBF-TV Jenkintown, Pa—William L.

Fox.
WSEW (TV) 0il city, Pa.—Great Lakes
Tv Co.

CP CANCELLED

KRNM-TV Roswell, N. M.—N. M, Tele-
casting Co. Deleted call letters and can-
celled cp, as modified, which authorized
new tv on ch. 10 in Roswell. Principals:
Perry C. Maxwell, Penrod Toles and
Clarence E. Hinkle, Action Dec. 3.

LICENSE CANCELLED

KBAS-TV Ephrata, Wash.—Cascade Bestg.
Co. Deleted call letters and cancelled li-
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cense as modified for tv of ch. 16 in

Ephrata. Action Dec. 3.
APPLICATION
WOAY-TV Oak Hill, W. Va—Request
waiver of Sec. 3.652(a) of rules to identity

itself as Oak Hill-Beckley, W. Va. Ann.
Nov. 29.

New am stations

ACTIONS BY FCC

Deer Lodge, Mont.—Powell County Bestg.
Co. Granted c¢p for new am to operate on
1400 ke, 250 w. P.O. address c/o James R.
Wheeler, 402 N. Second St., Douglas, Wyo.
Estimated construction cost $9,500; first
year operating cost $18,000; revenue $30.-
000. Princl%als: James R. Wheeler (99%
plus) and Elizabeth L. Wheeler & M. K.

Daniels (each less than 1%). Mr. Wheeler
is radio engineer; Mrs. Wheeler is house-

wife; Mr. Danlels s attorney. Action
Nov. 28.
Canton, N. C.=Vernon E. Pressley.

Granted new am to operate on 920 ke, 500
w-D, P.O. address 34 Pearl St.,, Canton.
Estimated construction cost $16,150; first
year operating cost $36,000; revenue $40.-
000. Mr. Pressley is salesman WSKY Ashe-
ville. N. C. Condition: must curb any ob-
jectionable interference to WWIT Canton.
Action Nov. 9.

Existing am stations
CALL LETTERS ASSIGNED
WEZQ Winfield, Ala.—John Self.

KKCM Jacksonville, Ark.—Jacksonville
Bestg. Inc.
KEKQ Kealakekua, Hawali—Maunaloa
Boestg. Inc

WJTO Bath, Me—Winslow T. Porter.

&

EDWIN TORNBERG

COMPANY, INC.

Negotiators For The Purchase And Sale Of
Radio And TV Stations
Appraisers o Financial Advisors

New York—60 East 42nd St., New York 17, N. Y. « MU 7-4242

West Coast—1357 Jewell Ave., Pacific Grove, Calif. « FR 5-3164
Washington—711 14th St., N.W., Washington, D.C. - DI 7-8531
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Changed from WMMS.

WJICO Jackson, Mich.—Tv Corp. of Michi-
gan Inc. Changed from WRST.

WEKJR Muskegon Heights, Mich.—Mus-
kegon Heights Bestg. Co.

WYKP Ocean City—Somers Point, N, J,
—Bi-States Bcestrs.
WBNQO Bryan,

Bestg. System.
KGTN Georgetown,
Bestg. Co.
KBAT San Antonlo, Tex.—Texas Star
Bestg. Co. Changed from KENS.

Chie—Williams County

Tex.—Georgetown

KGRS Pasco, Wash—Century Bocstg.
Corp. Changed from KPKW.
APPLICATIONS

KEZY Anaheim, cCalif.—Cp to increase

power to 5 kw-N and 10 kw-D from 1 kw;
change from DA-1 to DA-N; install new
trans.; operate trans. by remote control
gom 4.st.udio location daytime only. Ann.
ec. 4,

KAOR Oroville, Calift—Cp to Increase
daytime power to 1 kw from ¢ w and
install new trans. Ann. Dec. 3.

KFTW Fredericktown, Mo.—Mod. of ¢
(as modified, which authorized new am
to increase daytime power to 1 kw from
250 w and change type trans. Ann. Nov. 28.

New fm stations

ACTIONS BY FCC

Bradenton, Fla.—Sunshine State Bestg.
Inc. Granted cp for new class C to oper-
ate on 103.3 me, 26 kw. Ant. height above
average terrain 135 ft. P.O. address Box
1038, Brandenton. Estimated construction
cost $18,832; first year operating cost $6.550;
revenue $9,345. Principals: Robert R. Nel-
son (56.2%), Edgar E. Unsworth (15.1%),
Wilber E. & Randolph C. Schonek (each
85%), Walter H, Wyar Raymond S.
Perrine (each 5.8%) and Bette F. Nelson
(.1%). Sunshine owns WBRD Bradenton.
Ann. Nov. 28,

Portsmouth, N. H—Knight Bestg. of N, H.
Inc. Granted cp for new class B fm to
operate on 100.3 me, 20 kw. Ant. height
above average terrain 210 ft. P.O. address
490 Commonwealth Ave. Boston, Mass.
Estimated construction cost $23,000; operat-
ing cost and revenue will be jointly with
WHEB Portsmouth. Prineipal: Norman
Knight (100%). Mr. Knight also owns
WHEB Portsmouth; WEIM Fitchburg, Mass.;
WGIR Manchester, WTSL Hanover and
WTSV-AM-FM Claremont, all New Hamp-
shire. Action Dec, 5.

Cookeville, Tenn.—Helen L. Cunningham.
Granted cp for class A to operate on 94.3
me. 3 kw. Ant. height above average ter-
rain 105 ft. Mrs. Cunningham sole owner.
Action Nov. 30.

Cookeville, Tenn.—WHUB Inc. Granted
cp for new class A fm to operate on 98.3
me, 150 kw. Ant. height above average
terrain 400 fi. P.O. address 523 Spring St.,
Cookeville. Estimated construction cost $12,-
175; first year operating cost $15.000: reve-
nue $15.000. Princicals: M. L. Medley (60%)
and Martin L. Medley Jr. (40%). Apoli-

cant owns WHUB Cookeville. Action
Nov. 30.
Existing fm stations
CALL LETTERS ASSIGNED
KNJO (FM) Thousand Oaks, Calif.—
Thousand Oaks Bestg. Co.
WWOG (FM) Boea Raton, Fla.—Boca

Raton_Bible Conference Grounds Ine.
WMVJ-FM Miami Beach, Fla.—Com-
munitl‘sjI Service Bcestrs. Inc. Changed from

-FM.
*WVIS (FM) Terre Haute, Ind.—Indiana
State College Board.
WMT-FM Cedar Raplds, Iowa—WMT-TV

Ine.

WLRW (FM) Champaign, IlI.—Modern
Bestrs.

*WVIK (FM) Rock Island, Ill.—August-

ana College.
*WPHS (FM) Warren, Mich.—Warren
Minn.—Central

Consolidated Schools.
WCTS-FM Minneapolis,
heological Seminary.
arlotte, N, C.—Carolina

Conservative Bagtist
WIOD-FM C
Bestg, Co. Changed from WSOC-FM.
WCLV (FM) Cleveland, Ohio—~Janssen
Bf.;’vstg.l Co. Changed from WDGO (FM).

S-FM Bluefleld, W, Va.—Daily Tele-
graph Printing Co.

APPLICATION

WOXR (FM) Oxtord, 0hio—Cp to change
frequency to 97.5 me, ch. 248, from 97.7
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me, ch. 249; increase ERP to 20 kw from
600 w; change ant. height above average
terrain to 210 ft. from 150 ft.; install new

trans. and ant.; change studio location;
glpera;g trans. by remote control. Ann.
ov. 29.

Ownership changes

ACTIONS BY FCC

WMFC Monroeville, Ala.—Granted assign-
ment of license from William M. Stewart
éloo%). d/b _as Monroe Bestg. Co., to Mr.

tewart (97%), Carolyn H. Stewart (2.8%)
and Ralph L. Jones (.2%), tr/as Monroe
Bestg. Inc. No financial consideration, as
assignment of shares to Mr. Stewart's wife
and attorney and incorporation is for tax
purposes. Action Nov. 30.

KTCS Fort Smith, Ark.—Granted assign-
ment of license from B. M. Salyer Jr.,
Jerry J. Salyer, and Omar C. Thompson
(each 25%), Paul A, Keesee and Leon C.
Nance (each 10%) and Lovelle Morris
(5%) d/b as KTCS Radico Co., to Mr. Thomp-

son (3%%), Mr. Morris and Bill Harper
(each 25%), Messrs. Nance and Keesee
(each 10%), tr/as Big Chief Bestg. Co.

Consideration $40,000. Action Dec. 5.

KPIX-TV San Francisco, Calif.—Granted
assignment of license from Westinghouse
Bestg. Co. (Calif.) to Westinghouse Bestg.
Co. No financial consideration, as assign-
ment is to facilitate liguidation of Calif.
lcé)mpaarsy. wholiy-owned by WBC. Action

ov. 30.

WLAW Lawrenceville, Ga.—Granted ac-
quisition of positive control of licensee cor-
poration, Radic Gwinnett Inc.,, by Stephen
B. McGarity (335%, now 100%) from
Eathel Holley and Leslie E. Gradick Jr.
{)each 33313%). Consideration $39,000. Action

ec. 5.

KTRG Honolulu, Hawaii—Granted trans-
fer of contrel of licensee corporation from
Maurice J. Sullivan (36.3%); Alister W,
Macdonald & John E, Porter {each 11.7%);
Henry Chun Hoon, John H. Fujieki, Takeshi
Yokono, Richard Fujieki, Frederick H.
Shintaku & Clarence Chun Hoon (each
2.8%); Albert T. Teruya, Frank J, Hata &
Minoru Hata (each 5.9%): and Wallace
Teruya (5.8%)., d/b as Ala Moana Bcstg.
Inc., wholly owned by Hawaiian Pacific
Inc., to same persons tr/as Hawaiian Para«
dise Park Corp. sole owner of Hawaiian
Pacific Inc. No consideration, as transfer
is for business reasons. Action Dee. 5.

WKYW Louisville, Ky.—Granted assign-
ment of license from Radie Kentucky Inec.
(ownership not available) to The Polaris
Corp. (50%), Merchants’ National Bank
and Trust Co., Indianapolis, Ind. (trustee
for 37.2%) and Ferris E. Traylor (12.8% and
votes shares of Merchant National Trust)
d/b as Producers Inc. Consideration $305,-
300. The Polaris Corp. is data processing
firm. Shares in Producers voted by John
H. Kelly. Mr. Kelly is 50% owner WFOX
Milwaukee, Wis. Mr. Traylor is 47% owner
WTVW (TV) Evansville, Ind. Action Dec. 5.

WWMT (FM) New Orleans, La.—Granted
acquisition of negative control of licensee
corporation, Custom Electronics Ine., from
George R. Montgomery, Peter H. Walmsley
and Macy O. Teetor Jr. (each 3315%) bK
Messrs. Montgomery and Teetor (eac
50%). Consideration $19,689. Action Dec. 4.

KATL Miles City, Mont.—Granted trans-
fer of control of licensee corporation to
Robert J, Scanlan (81.16%), son and execu-
tor of estate of Sarah M. Scanlan (de-
ceased). No financial consideration in-
volved. Mr. Scanlan is vp, general manager
and publisher of Miles City Star, daily news-
paper. Action Nov. 30.

WUSM Havelock, N, C.—Granted assign-
ment of license from Jack S. Younts
(100%), d/b as Radio-Marine, to Mr.
Younts (30%), E. S. Younts (12.5%), Sand-
hlll Community Bestrs. Ine. (42.5%) and
others, tr/as Friendship Bestrs. Inc, Con-
sideration $9,000. Mr. Younts is majority
stockholder in Sandhill, licensee of WEEBRB
Southern Pines, N. C. Action Nov. 30.

KVKM-TV Monahans, Tex.—Granted as-
signment of cp and license from John B.
Walton, J. B. Walton & J. Ross Rucker
(each 3313%), d/b as Tri-Cities Bestg., to
John B. Walton (100%), tr/as Tri-Cities
Bestrs. No financial consideration involved,
ag J. B, Walton, father of John B. Walton,
plans to receive assets of corporation in
Heu of debt it owes him and transfer as-
sets to son as gift. Messrs. Walton, Walton
& TRucker are also owners of KVKM
Monahans (see below). Action Nov. 30.

KVKM Monahans, Tex.—Granted acquisi-
tion of positive control of licensee corpora-
tion, Monahans Bcstrs., by John B. Walton
(100%, presently 32%) from J. Ross_Rucker
(36%) and J. B. Walton (32%). No financial
consideration involved, as J. B. Walton,
father of John B. Walton, plans to receive
assets of corporation In lieu of debt it
owes and_ transfer assets to John B.
Walton as gift. Messrs. Walton, Walton
& Rucker are partners in KVKM-TV Mona-
hans (see above). Action Nov. 30.

KEYE Perryton, Tex.—Granted assign-
ment of license from Carl Ellis, Jessie
Stewart & Virby Conley (each 82 shares) -
and Irvin R. Buchanan (4 shares), d/b as .
Great Plains Bestg. Co. (250 shares lissued),
to Dossie Marion Wiggins & Frank Junell
(each_35%), T. D. Wiggins (20%) and Wil-
liam J. Wallace (10%), tr/as Perryton Radie
Inc. Consideration $160,000. Action Dec. 5.

KCTV-TV San Angele, Tex.—Granted ac-
quisition of positive control of licensee
corporation, Westrex Tv Co., by Big Sprin
Bestg. Co. (49.42% before transfer, 98.84%
after) through purchase of stock of B. P.
Bludworth and Roy Simmons (each 25%).
Houston H. Edward H. Harte (each
48.32%) and A. L. Hall (3.36%) own Big
Spring Bestg. Consideration $226,000. Ac-
tion Deec. 5.

WAGE Leesburg, Va.—Granted assign-
ment of license from James H. & Valeria
H,. Symington (69% jointly), and A. V.
Tidmore & John R. Gill (each 15.5%), d/b
as WAGE Inc., to same persons in same
percentages tr/as Radio WAGE 1Inc. No
consideration, as change is for corporate
reasons. Action Dec. 5.

APPLICATIONS

WBMG (TV) Birmingham, Ala.—Seeks
acquisition of positive control of permittee
corporation, Birmingham Ty Corp. from
H Balaban Corp. (50%)., owned b
Harry and Elmer Balaban through stoc
and trusteeships, to Winston-Salem Bestg.
Inec. (50% before transfer, 100% after),
large compahy with no majori stock~
helder. No financial consideration involved.
Winston-Salem owns WTOB-AM-FM Wins-
ton-Salem, N. C., WSGN Birmingham and
VYLOW Portsmouth, Va. Ann. Nov. 29.

WABT Tuskegee, Ala.—Seeks assignment
of license from Elizabeth S. Wilder (100%),
d/b as Radio Tuskegee Inc., to Madison
Davis Jr. and Jean D. Davis (each 50%),
tr/as Maco Bestg, Inc. Consideration $39,-
000. Mr. Davis is past employe of WOWL-
TV Florence, Ala.; Mrs. Davis is housewife.
Ann. Dec. 3

KAIL (TV) Fresno, Calif.—Seeks assign-
ment of cp from B. L. Golden, Elbert H.
Dean and L. W. Fawns (each 3313%) to
Mr. Golden (6635%) and Mr. Fawns
(3314%). Consideration $9,000. Ann. Dec. 4.

KCHU (TV) San Bernardino, Calif.—
Seeks transfer of control of permittee
corporation from Norman H. Rogers (100%).
d/b as KCHU Tv Inc. to The Sun Co. of
San Bernardino, Calif.,, large corporation
with no majority owner, though James A.
Guthrie controls majority interest through
trusteeships. Consideration $196409. Sun
Co. owns Daily Sun, Evening Telegram &
Index, and Sunday Sun-Telegram, San Ber-
nardino newspapers. Ann. Dec. 3.

KBAY-FM San Francisco, Calif.—Seeks
assignment of license from Rogan Jones
(41.41%). d/b as KGMJ Inc., and others to
Kaiser Industries Corp., large corporation
with no majority stockholder. Kaiser owns
KHVH-TV Honolulu and KHJK (TV) Hilo,
both Hawail, and has applied for ch. 44 in
1S):-m F:;rancisco. Consideration $75,510. Ann.

ec. 3.

KSPA Santa Paula, Calif.—Seeks assign-
ment of license frem Franklin and Christie
Palmer James (100% as joint tenants) to
Mr. James (100% individually). No finan-
cial consideration involved. Ann. Dee. 5.

WILZ St. Petersburg Beach, Fla.—Seeks
transfer of control of licensee corporation,
Holiday Isles Bestg. Co., from Charles W,
Mackey & Richard L. Marsh (584% in
privity), Willam D. Mangold (23.9%),
George 8. Saltsman (9.7%), Jack Faulkner
(3%) and estate of Charles L. Spence
(7.6%) to Mr. Mackey (85.9% individually),
Mr. Marsh (26.5% individually) and estate
of Mr. Spence (7 . Consideration $23,-
442, Messrs. Mackey and Marsh own 70%
and 30% respectively of WGGG Gaines-
ville, Fla. Ann. Dec. 5.

WPLO-AM-FM Atlanta, Ga.—Seeks as-
signment of license from Plough Bestg.
Company, Inc¢., wholly owned by Plough
Bestg, Inc, to latter company. No finan-
cial consideration involved. For other in-
formation see -AM-FM Memphis ap-
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PROFESSIONATL CARDS

JANSKY & BAILEY
Offices and Laboratories
1339 Wisconsin Ave., N.W.
Washington 7, B.C. FEderal 3-4800
Member AFOOE

JAMES C, McNARY
Consulting Engineer
National Press Bldg.

Wash. 4, B. C,

Telephone District 7-1205

Member AFCOR

—Established 1926—
PAUL GOBLEY CO,
Upper Montclair, N. J.
Pilgrim 6-3000
Laboratories, Great Notch, N, J.
Member AFCCE

GEORGE C. DAVIS

CONSULTING ENGINEERS
RADIO & TELEVISION
527 Munsey Bldg.
STerling 3-0111
Washington 4, B, C.
Hembar AFCCE

COMMERCIAL RADIO
EQUIPMENT €O.
Everett L. Diliard, Gon. Mut.
Edward F. Lerentz, Chief Exgr.
INTERNATIONAL BLDG.

Bl 7-1319
WASHINGTON 4, B. C.

. Momnbor 4FCOEB

A. D. Ring & Associatas
41 Years' Experience in Radio
Enginaaring
1710 H 5t., N.W. 298-6856
WASHINGTON 6, B. C.
Momber AFOCE

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS

930 Warner Bldg. National 8-7757
Washington 4, D. C.

Member AFOOE

Lohnes & Culver
Munsey Building  District 7-8215
Washington 4, B, C,
Member AFCCE

RUSSELL P. MAY

711 14th St., N.W. Sheraton Bldg.
Washington 5, D. C.
REpublic 7-3984

Member AFOCE

L. H. Carr & Associates

Consulting
Radio & Televisien
Engineers
Washingten 6, D, C, Fert Evans
1600 Conn. Ave. Leesburg, Va.
Member AFCCE

KEAR & KENNEDY

1302 18th St., N.W. Hudson 3-%000
WASHINGTBN 6, D. C,

Member AFOCE

A. EARL CULLUM, JR.
CONSULTING ENGINEERS
INWOOD POST OFFICE
DALLAS 9, TEXAS
MEirose 1-8360
Mombsr AFCOR

GUY C. HUTCHESON
P.O. Box 32  CRestview 4-8721
1100 W. Abram
ARLINGTON, TEXAS

SILLIMAN, MOFFET
& KOWALSKI
1405 G St., N.W.
Republic 7-6646
Washington 5, B. C.
Member AFCOE

GEO. P. ADAIR ENG, CO.
CONSULTING ENGINEERS
Radio-Television
Communications-Electronics
1610 Eye St., N. W.
Washmgton, D. C.
Executive 3-1230 Executive 3-5851
Member AFOOE

WALTER F. KEAN
CONSULTING RADIO ENGINEERS
Associate
George M. Sklom

19 E. Quincy St.  Hlckory 7-2401
Riverside, 1ll. (A Chicago suburb)

Member AFCCE

HAMMETT & EDISON
CONSULTING RADIO ENGINEERS
Sox §8, International Airport
San Francisco 28, Califorais

Diamend 2-5208
Momber AFCCE

JOHN B. HEFFELFINGER
9208 Wyoming Pl. Hiland 4-7010

KANSAS CITY 14, MISSOURI

JULES COHEN
Consulting Electrenic Engineer

617 Albee Bldg. Executive 3-4616
1426 G St.,, N.W.
Washington 5, B. C.
Member AFCOE

CARL E. SMITH
CONSULTING RADIO ENGINEERS

8200 Snowville Road
Cleveland 41, Ohic

Phene: 216-526-4386
Member AFCOE

——

J. G, ROUNTREE
CONSULTING ENGINEER
P.@. Box 9044
Austin 17, Texas
Glendale 2-3073

VIR N. JAMES
CONSULTING RAPIO ENGINEERS
Applications and Field Engineering

232 $. Jasmine St.

Phene: (Aras Code 303) 333.5562

DENVER 22, COLORADO
Member AFOOR

JOHN H, MULLANEY
and ASSOCIATES
A Division of Multronics, Inc.
2000 P 5t., N.W.
Washington 6, D. C,
Columbia 5-4666
Membder AFOCGH

A. E. Towne Assocs., Inc.
TELEVISION and RADIO
ENGINEERING CONSULTANTS
4208 Taylor St.

San Francisco 2, Calif.

PR 5-3100

PETE JOHNSON
Consulting am-fm-tv Engineers
Applications—Field Engineering

Suite 601 Kanawha Hotel Bldg.
Charleston, W.Va. Dickens 2-6281

MERL SAXON
CONSULTING RADIO ENGINEER
622 Hoskins Street
Lufkin, Texas
NEptune 4-4242 NEptune 4-9558

WILLIAM B. CARR
Censulting Engineer

ERNEST E. HARPER
ENGINEERING CONSULTANT

RAYMOND E. ROHRER
& Associates
Censulting Radio Engineers
4356 Wyatt Bidg.
Washingten 5, D, C.

Phone: 347-9061
Member AFOCE

E. HAROLD MUNN, JR.

BROADCAST ENGINEERING
CONSULTANT
Box 220
Coldwater, Michigan
Phone: BRoadway 8-6733

AM—FM—TV AM EM TV
o N erware 2414 Chuckanut Shers Rd.
Fort Worth 18, Texas Bellingham, Waeshington
BUtler 1-1551 Telephone: Regent 3.4198
To be Seen ,000°
SPOT YOUR ro."“::"n il .:..';"".233.;.:5....""'..
n W
FIRM'S NAME PO i e e
cinns—mllcun for nu. fm, tv
HERE... and

SARB Continulag lep Study

Service

Directory

COMMERCIAL RADI®
MONIT@RING CO.
PRECISI®ON FREQUENCY

MEASUREMENTS
AM-FM-TV
183 §. Market St.,
Lee’s Summit, Mo.
Phene Kansas City, Laclede 4-3777

CAMBRIBPGE CRYSTALS
PRECISION FREQUENCY
MEASURING SERVICE
SPECIALISTS FOR AM-FM-TV

445 Concord Ave,,
Cambridge 38, Mass.

Phene TRewbridge 6-2810

cenfact
BREABCASTING MAGAZINE
1735 Belales B. NW.
Washington 8, P. €,
for availablilties
Phene: ME 8-1822




ON AR
Lic. Cps.
AM 3,742 52
M 1,030 32
v 523 53

VHF
Commercial 485
Non-Commercial 47

Licensed (all on air)

Cps on air (new stations)
Cps not on air (new stations!
Total authorized stations

Applications for new stations (in hearing
Total applications for new stations

Applications for major changes (in hearing)
Total applications for major changes
Licenses deleted

Cps deleted

SUMMARY OF COMMERCIAL BROADCASTING
Compiled by BROADCASTING, Nov. 28

OPERATING TELEVISION STATIONS
Compiled by BROADCASTING, Nov. 28

COMMERCIAL STATION BOXSCORE
Compiled by FCC Oct. 31

Applications for new stations (not in hearing)

Applications for major changes (not in hearing)

Includes 3 stations operating on unreserved channels.

CPS TOTAL APPLICATIONS
Not on air For new stations

129 550

155 166

78 124

TOTAL
UHF W

91 576

21 68"

AM ™ v
3,727 1,017 512
66 46 85
126 146 73
3,919 1,209 658
205 13 61
298 152 48
503 165 109
59 3 10
345 98 45
404 101 55
0 0 0
1 0 2

plication below, Ann. Dec, 5.

KLIC Monroe, La.—Seeks assignment of
license from estate of Dr. Frank P, Cerniglia
(100%), to Mrs. Marie Z. Cerniglia (100%),
administratrix of Dr, Cerniglia’s estate.
go ﬂ;xancial consideration involved. Ann.

ec, 3.

KANE New Iberia, La.—Seeks transfer of
control of licensee corporation. New Iberia
Bestg. Inc., from George H. Thomas (50%)
to Charles W. & Joan Thomas Brakefield
(50% jointly); other stockholders are J. J.
Davidson Jr. (30%) and D. H. Castille Sr.
& Donald Bonin (each 10%). Consideration
$62,000. Mr., Brakefield Is insurance agent.
Ann. Dec. 5.

WCOP-AM-FM Boston, Mass.—Seeks as-
signment of license from Plough Bestg.
Corp., wholly owned by Plough Bestg. Inc.,
to latter company, large corporation of
more than 50 stockholders. o financial
consideratlon involved. See WMPS-AM-FM
Memphis below for other information. Ann,
Dec. 5

WMOX Meridlan, Miss.—Seeks assign-
ment of license from Birmey Imes Jr.
(100%) to Mr. Imes (100%), d/b as Lauder-
dale Bestg. Inc. No financial consideration
involved. Mr. Imes {5 also owner of WCBI
Columbus, WELQO Tupelo and WNAG
Grenada, all Mississippi. Ann, Dec. 3.

KHUB Fremont, Neb.—Seeks assighment
of license from H. C. and Leroy L. Snyder
(each 50%), d/b as Snyder Enterprises, to
H, C. Snyder (100%). tr/as KHUB Inc.
Consideration $17,786. Ann. Dec, 5

WDHA-FM Dover, N. J—Seeks assign-
ment of license and cp from Peter L,
Arnow (93%) and his mother & father
(each 1%). d/b as Drexel Hill Assoc., to
same Dparties tr/as Drexel Hill Assoc. Ine.
No financial consideration. Ann. Nov. 30.

WHAM & WFAM (FM) Rochester, N. Y.
—Seeks assignment of license from Wil-
liam ¥. Rust Jr. (775%) and Ralph
Gottlieb (225%). d/b as Genesee Boestg.
Corp., to same persons in same percentile
tr/as Rust Bcestg. Inc. No finanefal con-
sideration Involved, as purpose of assign-
ment Is to liquidate Genesee. Rust also
owns WKBR-AM- Manchester and
WTSN Dover, both New Hampshire, and
WAEB-AM-FM  Allentown, WNOW-AM-
FM York & WRAW Reading, all Pennsyl-

128 (FOR THE RECORD)

vania, and is applicant for ch. 13 in Dover.
Ann. Dec. 3.

WEKET-FM Kettering, Ohio—Seeks as-
signment of license from Joe Speidel III
{90%) and Thomas D, Catherine B.
Johnson (each 5%), d/b as Speidel Bestg.
Corp. of Ohio, to Mr. Speidel (83.333%).
George-Busdicker (16.666%) and
Jean W. Speidel (.001%), tr/as Speidel
Bestg, Corp. No financial consideration
involved. Speidel Corp. owns WOIC Co-
lumbia, S, C.; Mr. Speidel is majority
owner of WPAL Charleston WYNN
Florence, both South Carolina; Mr, George-
Busdicker has minority interest in WJOT
Lake City, S. C. Ann. Dec. 4.

WGPA-AM-FM Bethlehem. Pa—Seeks
assignment of license from Pauline H.
Adams & Girand Trust Corn Exchange
Bank (77%), trustees, B. Ellis Service (10%),
Donald 8. Taylor (9%) and John Stroh-
meyer (4%), d/b as Bethlehem’'s Globe
Publishing Co., to same persons tr/as
A. B. E, Bestg. Co, No financial considera-
tion, as assignment is to facilitate business
dealings. Ann. Nov. 30

WICU-FM-TV Erie, Pa.—Seeks assign-
ment of license from Gilbraltar Enterprises
Ine. to Dispatch Inc.,, owned by Edward H.
Lamb family. No flnancial consideration
involved, as assignment is corporate change
only. Ann. Dec¢, 3.

WAGG Franklin, Tenn —Seeks acquisi-
tion of positive control of licensee ¢orpora-
tion, Williamson County Bcstg. Inc.,, from
Ann R, Ormes (19% before transfer, 6.89,
after} by William R. Ormes (50% before,
I!zrzc.,l%zgafter). Consideration $3,200. Ann.

v. 29,

WLAF La Follette, Tenn.—Seeks acquisi-
tion of positive control of licensee corpo-
ration, La Follette Bestg. Inc., from James
B. Childress (36.46% before transfer. 3.12%
after) by David A, Rawley Jr. (36.46% be-
fore, 69.80% after). Consideration $17,900.
Ann. Dec. 3,

WMPS-AM-FM  Memphis. Tenn.—Seeks
assignment of license from WMPS Inc.,
wholly owned by Plough Bestg. Inec.,, to
latter company, large corporation with
more than 50 stockholders. No financial
consideration involved. Also see applica-
tions of WCOP-AM-FM Boston and WPLO-
AM-FM Atlanta; in addition, Plough owns

WJIJD-AM-FM Chicago and WCAO-AM-FM
Baltimore. Ann. Dec. 5.

KJIM-AM-FM Fort Worth, Tex.—Seeks
transfer of control of licensee corporation,
Trinity Bestg. Co. (13,023 shares issued),
from James M. Stewart, Paul E, Taft &
Milton R, Underwood (each 2,630 shares),
Willlam D. Schueler {2,503 shares), Ann
Johnson Mitsch (519 shares), F. Kirk John-
soh Jr. (518 shares) and F. Kirk Johnson
(1,593 shares) to W. €. Windsor Jr. Con-
sideration $300,000, Mr. Windsor owns film
production company. Ann. Nov. 21.

KOL-AM-FM Seattle, Wash.—Seeks trans-
fer of control of licensee corporation,
Seattle Bestg. Co., from Archie Taft Jr.
(55%), Marie Storm Taft (20%) and W. L.
Simpson (25%) to Mark Goodson and
William S. Todman (each 50%), tr/as F-V
Productions Inc. Consideration $850,000.
Messrs. Goodson & Todman have wide in-
terests in broadcast fleld, including Good-
son & Todman Productions, producer of
network tv shows. Ann, Nov. 30

Hearing cases

INITIAL DECISIONS

» Hearing Examiner Forest L, M¢Clenning
issued initial decision loocking toward grant-
ing application of South Texas Telecasting
Inc. to change facilities of station KVDO-TV
Corpus Christi, Tex., from ch. 22 to ch. 3,
and denying application of Nueces Telecast-
ing Co. for new tv station to operate on ch.
3 In Corpus Christi, Action Dec. 4,

s Hearing Examiner H. Gifford Irion is-
sued initial decision looking toward denying
application of W, D, Frink, tr/as Jefferson
Radio Co., for license to cover cp for station
WIXI Irondale, Ala., which had been desig-
nated for hearing on issues concerning mis-
representation and concealment of material
facts, transfer of control and other matters.
Action Dec. 4,

» Hearing Examiner Jay A. Kyle issued
initial decision looking toward granting ap-
plication of Cherryville Bestg, Inc, for new
am station to operate on 1590 ke, 500 w, D, in
Cherryville, N, C.: condition and pre-sunrise
operation with daytime facilities precluded
pending final decision in doc, 14419, Action
Dec. 4.

DESIGNATED FOR HEARING

Coastal Becstrs, Inc,, Virginia-Potomac
Bestg., Corp., Colchester Bestg. Corp., Hern-
don, Va., WPRW. Prince Willilam Bestg.
Corp., Manassas, Va., WEMD, Easton Bestg.
Co., i:aston, Md.—Designated for consoli-
dated hearing applications for new daytime
am stations to operate on 1440 ke with DA
of Coastal with 1 kw, Virginia-Potomac, 5
kw, and Colchester, 1 kw, and for change
of operation on 1460 k¢ of WPRW from 500
w, D, to 5 kw, U, DA-2, and WEMD from
500 w, DA, D, to 500 w-N, 1 kw-LS, DA-2;
made WKCW Warrenton, Va,, and WPRW
with respect to latter’s existing operation,
and Burlington Bestg. Co., Burlington, N. J.,
Burlington County Bcstg. Co. and Mt. Holly-
Burlington Bestg. Co., Mount Holly, N. J.,
latter three applicants for new am stations,
parties to proceeding; denied requests by
Coastal and Virginia-Potomac for condi-
tional grants. Action Dec. 5.

The Prattville Bestg, Co., and Billy Walk-
er. Prattville, Ala.—-Designated for consoli-
dated hearing applications for new daytime
am stations to operate on 1330 kc—Prattville
Bestg. Co. with 1 kw, DA, and Billy Walker
with 500 w; Issues include See. 3.35(a) mul-
tiple ownership determinations concerning
Prattville application. Action Dec. 5,

Rockdale Bestrs,, Rockdale, Tex.—-Desig-
nated for hearing application for new day-
time am station to operate on 1510 ke, 500 w;
made KSTV Stephenville and KGTN George-
town, Tex., parties to proceeding. Action
Dec. 5.

a By memorandum opinion & order, com-
mission designated for hearing, at time and
place to be determined later, applications
for assignment of licenses of stations WAVY
& WAVY-TV (ch, 10) and aux., Portsmouth,
Va., from Tidewater Teleradio Inc. to WAVY
Inc., subsidiary of Gannett Inc., newspaper
and broadcast interests. It denied related
petitions by Beachview Bestg. Inc., losing
applicant for ch. 10, and disapproved pro-
posed agreement for Tidewater to reimburse
Beachview $98,750 for ‘“out-of-pocket” ex-
penses in connection with their competitive
hearing. Comr. Lee not participating; Comrs.
Craven and Henry dissented. Action Nov. 28,

OTHER ACTIONS

» Commission granted applications of Pur-
due University for two new uhf tv transla-
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tor stations to operate temporarily on chs.
79 and 83 to serve Chicago, Ill., by rebroad-
casting programs of its airborne experi-
mental educational stations KS2XGA and
KS2XGD at Montpelier, Ind. At present
time, viewers in Chicago area are unable to
adequately receive direet signals. Translator
stations will serve estimated population of
four million persons and will enable Chicago
viewers to receive satisfactory pictures of
airborne transmissions. Grant is conditioned
to cessation of these translator operations if
applications are made and granted for regu-
lar operation. Comrs. Bartley and Craven
dissented. Action Dec. 5.

u By memorandum opinion & order, com-
mission reconsidered its Nov. 8 report and
order in doc. 13860 to extent of assigning
ch. 67 to Independence and ch. 70 to Ottawa,
Kans., which cities were deprived of their
only channels in that report which made
various channel changes in Kansas and
Nebraska. Action Dec. 5.

WCBT Roanoke Rapids, N. C.—Granted
increased daytime power on 1230 ke from
250 w to 1 kw, continued nighttime opera-
tion with 250 w; remote control permitted;
conditions.

WKRC Cincinnatl, Ohio—Waived Secs.
3.188 (d) and 3.189 (b) of rules and granted
authority to install new trans. and change
theoretical parameter's of DA system. (Is li-
censed on 550 ke, 1 kw-N, 5 kw-1.S, DA-2).
Action Dec. 5.

*WVHC (FM) Hempstead, N. Y.—Granted
cp to change trans, of noncommercial educa-
tional fm station and increase ERP from 10
io 22% W, remote control permitted. Action
Dec. 5.

wn By letter, commission denied request by
Central Bestg. Co. (WHOQ), Des Moines, Iowa
for waiver of Sec. 3.21 (a) (1) of rules and
returned, without prejudice, its tendered ap-
plication to increase power to 750 kw. Its
request for waiver of Secs. 1.354 and 3.24 (g)
of rules are moot due to commission’s deci-
sion not to authorize operation with power in
excess of 50 kw at this time. Commissioner
Lee dissented. Action Dec. 5.

m By letters, commission (1) dismissed as
unacceptable for filing under May 10 am
partial freeze order applications for new
daytime am stations of Dover Bestg. Co. to
operate on 1070 ke, 5 kw, in Richmond, Va.,
and Gulf South Bestrs. Ine. to operate on
1110 ke, 1 kw, in Houma, La., and (2) closed
record in docs, 14488, 14705. Action Dec. 5.

a By letter, commission (1) denied amend-
ment filed July 12 by Wendell-Zebulon Radio
Co. seeking to further change DA system
proposed in its application to increase
power of WETC Wendell-Zebulon, N, C,, and
returned amendment as unacceptable for
filing under May 10 am partial freeze order
and (2) denied its Sep. 25 “supplement” re-
questing return of its Jan. 24 amendment
and acceptance of July 12 amendment, Ac-
tion Dec. 5.

a By letter, commission returned as un-
acceptable for filing under May 10 am partial
freeze order amendment filed by Abaceca
Radio Corp. to increase power of proposed
operation of station WWWW Rio Piedras,
P. R, from 500 w to 10 kw. (Station WWwWW
has pending application to change facilities
from 1520 ke, 250 w, U, to 1190 ke, 500 w,
DA-2, U). Action Dec. 5,

w» Commission granted request by Spartan
Radiocasting Co. and extended special tem-
porary authority to March 10, 1963, to oper-
ate station WSPA-TV (ch., 7) Spartanburg,
S. C., from Paris Mountain, pending com-
mission consideration of and action upon its
pending application to move trans. to site
on Caesar's Head Mountain. Action Dec. 5.

s By memorandum opinion & order, com-
mission granted application of Radlo Skokie
Valley Inc. for license to cover ¢p of its new
class A fm station WRSV (98.3 mec) Skokie,
Ill., and (1) denied opposing petitions of
Gale Bestg, Ine., licensee of #m station
WFMT (58.7 mc) Chicago, which claimed
interference, and of North Shore Fine Arts
Commitiee alleging deprivation of cultural
service resulting from interference to or
substitution of WFMT signal by that of
WRSV. Chairman Minow dissented and is-
sued statement. Action Deec. 5.

m By order, commission deleted condition
that no construction be commenced prior to
further order, which was attached to order-
ing clause of commission’s May 16, 1962, de-
cision granting application of Moline Tv
Corp. for new tv station to operate on ch,
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8 in Moline, Ill., and denying competing ap-
plications of Community Telecasting Corp.,
Tele-Views News Inc., Midland Bestg. Co.,
and Illiway Tv Ine. condition shall be of no
further force and effect. Chairman Minow
and Comr. Craven not participating; Comr.
Ford dissented. Action Dec. 5.

w By order, commission denied applica-
tions by Kennett Bestg. Corp. (KBOA),
Kennett, Mc., and Broadcast Bureau for
review of Review Board's Sep. 25 refusal
to add programming and misrepresentation
issues in proceeding on application of Boot-
heel Bestg. Co. for new am station in
Kennett. Action Dee. 5.

» By order, commission approved agree-
ment by Biscayne Tv Corp. and Sunbeam
Tv Corp. to resolve outstanding matters in
Miami, Fla, tv ch. 7 proceeding. Under
agreement (1) Sunbeam buys physical as-
sets of Biscayne now used in latter’s opera-
tion of tv station WCKT, and its rights
under certain film licensing agreements, for
$3,400,000; (2) Biscayne dismisses its pend-
ing appeal in Court of Appeals, and (3)
grant of ¢p is now made effective previously
awarded to Sunbeam on Aug. 3, 1961, which
set aside Jan. 18, 1956, grant to Biscayne. By
separate action, commission (1) authorized
Sunbeam to operate temporarily on ch. 7,
upon cessation of operation of WCKT on
that channel by Biscayne, for period ending
Feb. 4, 1963; (2) ordered Sunbeam to file
application for renewal of license on ch. 7
by April 12, 1963, and (3) further ordered
that ch. 7 be available for filing competing
applications between April 12 and June 12,
1963. Above actions were taken on Dec. 5 by
Comrs. Minow (chmn.), Bartley, Lee and
Ford; Comrs. Craven and Henry present
but not participating.

WFRL Freeport, Ill.—Granted renewal of
license. Chairman Minow abstained from
voting. Action Nov. 28.

® By memorandum opinion & order, com-~
mission denied application by Friendly
Bestg. Co. for remission or mitigation of
$4,000 forfeiture ordered by commission on
June 20 for willful or repeated violations _of
Communications Ac¢t and commission rules
by operating fm station WCUY Cleveland
Heights, Ohio, with new trans. making
equipment tests without notifying commis-
sion and ¢commencing program tests without
authorization. June 20 action reduced by
half original $8,000 assessed in Dec. 8, 1961,
notice of apparent liability., However, in
considering licensee’s application for mitiga-
tion or remission, commission found no co-
gent reason for further reducing amount of
penalty. Commissioner Hyde abstained from
voting. Action Nov. 28.

n By second report, memorandum opinion
& order, commission terminated that part of
fm allocations proceeding which considered
possible reduction in power or ant. height
of certain frm stations authorized before
July 25, 1962, Commission has concluded not
to apply these limitations to existing sta-
tions generally, though new stations and
changes in existing stations will be required
to conform. It was concluded that tremend-
ous losses in existing service which would
result outweigh the possible gains. Action
Nov. 28.

Routine roundup

ACTIONS BY REVIEW BOARD

s By memorandum opinfon & order in
consolidated proceeding on applications of
Wide Water Bestg, Ine. and Radio Voice of
Central New York Inc. for new am stations
in East Syracuse and Syracuse, respectively,
both New York, in docs. 14669, 14671, denied
petition by Radio Voice for review of ad-
verse ruling of Examiner denying admission
of its engineering exhibit as surrebuttal
evidence. Board Member Nelson not par-
ticipating, Board Member Slone issued con-
curring statement. Action Dee. 5.

m By memorandum opinion & order in
consolidated proceeding on applications of
Five Cities Bestg. Inc. and Douglas County
Bestg, Co, for new am stations in Austell
and Douglasville, respectively, both Georgia,
in docs. 14738-7, granted petition by Douglas
County and enlarged issues to determine
whether Sid Willlams, president, director,
and 50% stockholder of Five Cities did on
Oct. 1, 1962, falsely represent himself to
Theodore T. Matthews of Douglasville as
being representative of federal government
while endeavoring to obtain information
concerning application before FCC, or made
representations which reasonably led Mat-

thews to believe that Williams was such
representative, and, if so, whether Five
Cities possesses character qualifications to
be licensee of FCC; further directed that
burden of proof and of going forward with
evidence with respect to this issue is upon
Douglas County. Action Dee. 3.

» By memorandum opinion & order in
proceeding on application of WBUX Bestg.
Co. to increase power of station WBUX
Doylestown, Pa., from 1 kw to 5 kw, with
continued operation on 1570 kc, DA, D, (1)
denied petition by Interstate Bestg Ine.
(WQXR), New York, N. Y., to enlarge is-
sues, and (2) denied WBUX motion to strike
WQXR petition. Action Dec. 3.

n Scheduled oral argument for January 4,
1963, in proceeding on application of Pioneer
States Bestrs, Inc. for new am station in
West Hartford, Conn. Action Nov. 30,

n Granted petition by Broadcast Bureau
and extended to Dec. 4 time to respond to
joint petition for ap]in‘oval of agreement
filed by Progress Valley Bestrs. Co. and
Shakopee Bestg. Co., applicants for new am
stations in Shakopee, Minn. Action Nov. 30.

x By memorandum opinion & order, com-
mission in consolidated proceeding on am
applications of Rockland Bestg. Co., Blau-
velt, Rockland Radic Corp. and Rockland
Bestrs. Inc., Spring Valley, all New York, in
doces. 14510-3, (1) denied untimely filed mo-
tion by Broadcast Bureau for enlargement
of issues and (2) on own motion, enlarged
issues to determine (1) whether Sidney Fox
{(a partner of Rockland Bestg. Co.) misap-
propriated and/or entered into conspiracy
with others as result of which they misap-
propriated from American Cyanamid Co.
certain confidential information and materi-
als pertaining to production of wvarious
pharmaceuticals and converted such confi-
dential matter to their own use and for sale
to others including foreign firms, in breach
of Fox's employment contract with Ameri-
can Cyanamid, and (2) whether Rockland
Bcestg. Co. possesses requisite character qual-
ifications to be licensee. Board Member Nel-
son not participating. Action Nov. 30.

n Granted petition by Potomac Bestg. Inc.
and extended to Dec. 10 time to respond to
petition by Keyser Bestg. Corp. for recon-
sideration and stay of processing of Poto-
mac's application for new am station in
Keyser, W. Va. Actlon Nov. 29.

s Granted petition by Pinellas Radio Co.
and extended to Dec¢, 3 time to file its oppo-
sition to motion of Cherry Bestg. Co.
(WDBOQ), Orlando, Fla., to enlarge issues in
praoceeding on Pinellas’ application for new
Ia\rm st%tion in Pinellas Park, Fla. Action

ov. 29.

w Granted petition by Broadcast Bureau
and extended to Nov. 26 time to file reply
to joint request for approval of agreement
filed by Eastern Bcstg. System Ine., Colonial
Bestg. Co.,, George F, O'Brien and Fairfield
Bestg. Co., in proceeding on their applica-
tions for new am stations in Brookfield,
New Milford and Easton, all Connecticut,
respectively. Action Nov. 28.

ACTIONS ON MOTIONS

By Hearing Examiner Basil P, Cooper

w In accordance with agreements reached
at Nov. 8 hearing in proceeding on applica-
tions of Five Cities Bestg. Inc. and Douglas
County Bestg., Co. for new am stations in
Austell and Douglasville, Ga., respectively,
received in evidence Five Citles Exhibit 3
and closed record, and ordered proposed
ﬁndinags to be filed by Jan. 11, 1963, Action
Dec. 3. .

By Hearing Examiner Thomas H. Donahue

» Upon agreement of parties at Nov. 28
prehearing conference in proceeding on am
application of WBUX Broadcasting Co.
(WBUX), Doylestown, Pa., scheduled cer-
tain procedural dates, and hearing for Dec.
20. Action Nov. 29.

By Hearing Examiner Arthur A. Gladstone

n Continued Feb. 11 hearing to Feb. 28,
1963, in proceeding on applications of Serv-
ice Bestg. Corp. and Z-B Bestg. Co. for new
am stations in Kenosha, Wis., and Zion, Ill.,
respectively. Action Nov. 29.

By Hearing Examiner Isadore A. Honlg

s On own motion, scheduled hearing con-
ference for Dec. 7 in proceeding on applica-

Continued on page 135
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Help Wanted—(Cont’d)

Help Wanted—(Cont'd)

Help Wanted—Management

Announcers

Announcers

Station-sales manager midwest 500,000 mar-
ket. Personal and industxx resume Wwith
photo, please. Box 469R, BROADCASTING.

Ohio daytimer needs experienced small sta-
tion manager who knows full operation as
ggékinz manager. Box 491R, BR ADCAST-

Detroit . . . sales management, with proven
record of sales, who loves the challenge of
selling. Excellent opportunity with top in-
dependent. Complete resume please. Box
584R, BROADCASTING.

Experienced manager for a growing re-
ional station in a solid mid Atlantic mar-
et. Emphasis on sales. Forward compleie
resume and references. Box 586R, BROAD-
CASTING.

Sales

Commercial manager for top rated am-fm
in 50M Texas City. Should be creative, sub-
stantial citizen of management quanty
Guarantee plus commission. Benefits. Full
iiﬁtéils first letter. Box 421R, BROADCAST-

East coast metropolitan market. No. 1 sta-
tion has opening for strong professional
radio salesman. Should be capable of bill-
ing $10,000 per month, draw against 15%.
gvr&up benefits. Box 448R, BROADCAST-

Sales-announcet combination wanted for
1,000 watt network station in southeast.
Good job for a good man in a progressive
market. Box 532R, BROADCASTING.

Top rated good music station in southern
California coast market of over 200,000 has
opening for experienced aggressive stable

salesman. aaryﬁ)us 35% over monthly
?li‘uéng of $2,000. Box 561R, BROADCAST-

Wanted: Salesman for central Texas day-
timer. Salary and commission. KTON, Bel-
ton, Texas.

This may be your big chance t{o really do
something bi% in radio—to move forward
into a top notch position with a top notch
operation. Radio one in Waco is looking
for a salesman who can sell against ag-
gressive competition. Our 10 kw station
has the sound, it's the undisputed leader,
The fastest g'rowing station the great
southwest. And it's more than &iadmpled
sales during the last year. Wi

what you need is ability and desire to
sell. We'll give a good protected account
list, pay a guarantee against commissions.
Write or phone on Wednesday Thursday, or
Friday: Bill Dahlsten, General Manager,
m‘ggA. Bex 432, Waco, Texas. Phone PL

Suburban Chicago. Permanent position ex-
Banding organization, Original ownership.

AM-180 kw FM. 20% commission—
advance. Complete details. Wheeler, WEAW,
Evanston, Ilifnois.

We have a top production team, we are
ood music station only. We are the only
and am station in a market wim over
680% of the homes fm and over 20% fm ex-
clusive. We need a self starting salesman
and one that can close!l We offer a top
guarantee plus commission the right
man. Send full resumes to director of sales,
Box 5, Ann Arbor, Michi:an. or phone area
code 313-, NO 3-0569.
Good ulesmen needed! Many openings
uf Employment Service,
Oth Ave So. Minneapolis 17, Minne.
sota. Write today for free application.

ggressive modern operation needs sharp,

ngmg disc-jockey who knows produc-
tion and can comply with format Policy.
Air mail audition tape, ackground letter,
references Box 714P, BROADCASTING.

Top fiight R & B Jock for traffic times. Top
northern market. Must pass rigid personal
investigation, Good opportunity for right
man. Tape and resume. Box 208R, BROAD-
CASTING.

Announcer, with 1st ticket, male or female,
for New Hampshire smooth-sound day-
grAnseE‘ 5100 weekly. Box 326R, BROAD-

Wanted: announcer with tight board, good
production. $175.00 per week. Send un-
edited half hour air check. Box 441R,
BROADCASTING.

Announcer-engineer. Ohlo station needs a
ﬁ.rst phone who i3 sharp on maintenance.
Send full detaus and tape to Box 481R,
BROADCASTIN

Ohio daytimer needs announcer with first
slass ticket. Experience unnecessa but
Jesirable. Box 490R, BROADCAS G.

Five kw within 100 miles of Chicago wants
announcer with several years of staff ex-
gerience and proved news_ writing ability.
ersonal interview required List age, edu-
¢cation, experience in detail. Do not send
tape. Box 517R, BROADCASTING.

Announcer wanted by South Carolina 1,000
watt network station. Good operation in
friendly cit% Send full details including
references. Box 531R., BROADCASTING.

Mature, authoritative deejay who wants to
oW with solid upstate New York station.
e have a new proven format for local

radio. Excellent working conditions. If

you're ambitious and sincere about a real
radio future, rush a tape, picture and coms-
plete background summary now. Box 541R,

BROADCASTING.

Sports(caster) all of it, any of it. Radio and
tv, experience, recog’nition even college
gradua e. Let's move up. write now. Box
544R, BROADCASTING

Georgia daytimer——good pay tor first ticket
combo man. Bright, enthusiastic air, capa-
tﬁ{TeGengineeﬂng Box 546R, BROADCAST-

Announcer-salesman, Salary & commission.
School trained beginner OK 1if you can
gell.lAdu.lt music. KGHT, Hollister, Cali-
ornia.

Sports{caster), all ot it, any of it. Radio
and tv, expérience, recognition even col-
lege graduate. Let’s move up, write how.
Box 544R, BROADCASTING.

Gulf coast 5 kw quality good music station
needs quality announcer with first phone.
Send photo, resume, character and financial
references and audition tape. Box 0068R,
BROADCASTING.

Combo announcer—first phone for num-
ber one station In medium Michigan mar-
ket. Air work only—mo maintenance.
Modern formula experience desired. Ex-
cellent opportunity work with sh Crew.
Unusually attractive salary. Rush tape,
snapshot, present income to Box S573R,
BROADCASTING.

Need mature morning man, $450 per month
to start. Tape and resume to KBRZ,
port, Texas,

Need immediately pleasant voiced, fast-
paced announcer wP 1st ticket, capable
ot production-type work. Station is num-
ber one in four station market of 125,000.
Staff is pleasant and capable, we need a
good man to join us. Air mail tape, resume,
requirements: Hugh Barr, P.D.,, KIL.O, Box
1499, Ogden, Utah.

Wanted—staff announcer fast paced  good
music station. Resume and tape to NT,
Davenport, Iowa.

Chicago suburban, first phone. Permanen
immediate, experienced. Tape please an
detailed letter. WEAW, Evanston, Illinois.

Announcer with first class ticket. WAMD,
Aberdeen, Maryland.

Morning man, experienced for 5000 watt
full-time station near Philadelphia. Must
have good sound and board ow-how.
Profit-sharing ﬁlan and fringe benefits.
wWCOoJ, Coatesv le, Pennsylvania.

DJ with 1st phone top 40 experience. $115
per week. 112 overtime, double pay holi-
days. In St. Louls area, contact Chuck Nor-
man, WGNU, Granite City, Illinois.

Opening soon. New clear channel radio
station serving Granite Falls, Hickory and
Lenoir, N. C. Now accepting applications
for experienced armouncers, engineers,
salesman and copywriter. Good salary. Ex-
cellent working conditions. Paid hospitaliza-
tion ard life insurance. Good opportunity
with growing ?‘ up organization. Member
“Childress Stations’ group Send complete
resume to: Robert S. Culler, Manager,
uMWKJK, Box 135, Granite Falls, North Caro-

Modern formula Storz-WLS type mornin
deejay for number one pulse rated 5,
watt station. Must know pop music and
have production ex%aerience Want real pro
to Jjoin g‘ingT tion, part of growing
prestige cha dollar for top man.
Send tape resume. photo, recent earnings
fo Skip Knight, WTRU, Muskegan, Michi-
gan.

Md.: Resort area seeking engineer-
announcer with #first ticket. Talent and
ability more essential than experience.
Send tape-resume. WPTX, Lexington Park,

D.J. Comedy! Professional package now
$2.50. Box 92, Kansas City, 41, Mo.

Announcers heeded! Get set for tomorrow’s
opportunity today. Free application. Broad-
cast Employment Service, 4825 10th Ave.
So. Minneapolis 17, Minn.

Technical

Experienced young man with first class
ticket to be chief engineer for top-notch

lvania small market kilowatt opera-
tion, ectional at night. Excellent oppor
tunity for right man. Salary starts at $100.
Be your own boss. Box 430R. BROADCAST-

.

Chief B inggr—Ohio daytimer. Complete
rﬁm ty for maintenance of modemrn
W red station. Must be capable
of ng modest amount of air time.
Send resume, salary re%tﬁivrements and tape.
Box 480R, BROADCAS' G.

New Duytime 500 watt directional Salina,
Kansas, needs chief engin

installa

eer who can also
tion. Send background and
salary requirements. Box 534R, BROAD-

CASTING.
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Help Wanted—(Cont'd)

Situations Wanted—(Cont'd)

Situations Wanted—(Cont’d)

Technical

Management

Announcers

Combination play by play man and chief
engineer, Must be good at both., Great
Plains state. Box 554R, BROADCASTING.

Gulf coast 5 kw directional station wants
good audio engineer capable of maintenance
and administrative work. Not afraid to get
hands dirty. Experience with directional
antenna systems helpful. Send resume,
photo, financial and character references.
Box 569R. BROADCASTING.

Engineer-——some announcing. Kilowatt day-
timer. Limited experience accepted. KVMA
Magnolia, Arkansas.

Kick the snow habit. Live a little in the
fabulous Southwest. Moderate climate, blue
skiles, skiing from Thanksgiving to Easter
only two hours away at playground high
in mountains. Excellent school system.
Work with dominant station in state’s sec-
ond largest market. SCA. Poor
housekeepers but wonderful bunch of peo-
ple, all adults, with record of low turnover,
want to keep it that way. Position open for
engineer, prefer man with ability to learn
if experience is lacking. Help maintain and
install some SCA iInstallations. Write
KBIM, Box 910, Roswell, New Mexico,

Chief engineer, announcer, 5 kw da—new
RCA transmitter. Must be well qualified and
ambitious. Good pay to right man. Present
chief called to active duty in military.
Leaves about January first, 1963. Call WION,
Phone 2-300 or write Box 143, Ionia, Michi-
gan.

Chief engineer—news station, Chicago area.
KW fm.am directional. State experience
and l’a'l.nry WNSH, Box 1430, Highland Park,

Techniclans, let us find you that better job.

Free Application. Broadcast Employment

lS'Ieirvin::e, 4825 10th Ave. So., Minneapolis, 17
nn.

Production—Programming, Others

Trafic manager for Philadelphia area re-
gional radio operation. Forward resume
and salary desired to Box 520R, BROAD-
CASTING.

Owners—is Your general manager just a
salesman? That's not enough to make your
station good! Buy knowledge of laws, pro-
cedures, administration and genuine love
for radio. If you already have a sales man-
age, but need someone to take care of the
store. Box 564R, BROADCASTING.

Top flight manager available due to change
of ownership. Mature, heavy sales, fifteen
vears major market experience. Excellent
p&l and public relations background. and
ﬁroven ability for building ratings to mar-
et dominance. Box. 566R, BROADCAST-
ING.

Age 37, radio-tv, 12 year experience includes
manager radio, plus radio-tv sales manage-
ment, program director, former college prof
—outstanding record. Desires management
or sales management. Box 526R, BROAD-
CASTING.

Announcers

First phone personality, showmanship ma-
turity, college, 5 years experience, No. 1
ratinq{s draft free. Available immediately.
Box 743P, BROADCASTING.

Negro Disc Jockey announcer, Tight board,
excellent news, refreshing dj style. Tre-
mendous potential. Top 40 or good music.
Box 203R, BROADCASTING.

Radio-tv announcer seeks position in east.
Married. One child. Box 450R, BROAD-
CASTING.

Announcer/dj. Swinging production. Con-
vincing commercials. Cheerful. Youthtful.
Experienced. Reliable. Box 488R, BROAD-
CASTING .

Negro disc Jockey. Announcer, tight board.
Steady, dependable. No floater. Box 513R,
BROADCASTING.

Indiana, Kentucky, Ohio! 24, college grad-
uate, 2' years dj,'l year continulty. Pix,
resume with tape. Box 523R. BROAD-
CASTING.

Available now. Announcer, dj. Pleagant
volce, go anywhere, draft exempt. Box
524R, BROADCASTING.

Combination program director-news editor.
Qualified local news reporter and rewrite
ﬁ%ity. Midwest. Box 535R, BROADCAST-

Newsman—Present newsman leaving for
metro market, Need “radio pro” dedicated
to sound, ethical journalism. Must be able
to write, gather, and air news in a factual,
authoritative manner for 5000 Watt midwest
independent that has earned reputation as
P e news station. Resume, references,
photo, and tape required first letter. Box
571R, BROADCASTING.

Newsman wanted immediately coverage
local news. Good salary, permanent, Ap-
rox. 60 miles from New York City. Box
91R, BROADCASTING.

Newsman to gather, write, and air local

news. Must have mature judgment and su-

;ﬁ%ﬂt’:ﬂve delivery. WSMI, Litchfleld,
ofs.

RADIO

Situations Wanted—Management

Manager. Documented sales ability. Thirteen
years guccessful management. Top character
and owner references. Box 391R, BROAD-
CASTING.

Have attache case.,.will travel, The at-
tache case is loaded, ready to fire a barrage
of selling ideas, and it’s automatic, not
just a single shot. Over twenty years of ad-
vertising sales experience. urrently and
for five years sales manager of medium
market radio station. Ready for one of the
first markets. Knowledge and experi-
ence in all media. Can furnish resume
together with top recommendations. Box
§63R, BROADCASTING.

Attention east or pacific northwest. Will
raduate from college in August. Looking
or employer with long range plans. Ex-
perienced in sports, production, Program-
ming, and announcing. Box 527R, BROAD-
CASTING.

Newsman. Talented writer. Background in
publications, radio, tv. Seeks position at
restige news operation, emphasis on writ-
g£-ga hermgs. Currently employed as news-
caster. Box 528R, BROADCASTING.

Attention southeast radio-tv stations: Want
an announcer that'll be an asset from the
very beginning? I have flve years com-
mercial experlence in_radio plus collefe
degree In radio-tv. Currently employed
as announcer-program director. Would like
opportunity to work into tv. What can you
offer? Box 53R, BROADCASTING.

Country dise jockey, announcer, available.
Tape and resume on request. Box §72R.
BROADCASTING.

Gott a be movin. Early bird dj-mornin man.
Experienced program director-sales man-
ager. Married vet, This eager earner seeks
larger market. Bigger reward. All inquires
answered promptly. Presently employed.
Box §74R, BROADCASTING.

Top flight announcer seeking opportunity
to manage small market radio or p.d. with
view to same. 33, college degree, excellent
references, 7 years with present employer.
Box 57TR, BROADCASTING.

Besides doing a well paced dj show with
excellent production I have experience and
know how in all phases news, including
rewriting, 2 years experience but sounds
like more. This non floater needs $100
minimum. Box 579R, BROADCASTING.

Announcer, d.j. Experienced, mature au-
thoritative delivery, tight board, production.
Will relocate, Box 580R, BROADCASTING.

First phone announcer with sense of humor,
production know how and lightning fast
board. Box 581R, BROADCASTING.

Wait—Stop—announcer, dj,
4 years experience, swingin
board, Real pro, wants goo
582R, BROADCASTING.

newsman p.d.
bright, tight
market. Box

Announcer, 2% years experience AFRS,
all phases, 3rd phone, excellent references.
Box 589R, BROADCASTING.

Announcer — ATS broadcasting graduate.
Sales ex&xerience. tight board, draft free,
Tape and resume on request. After 5 call
LA 8-4686 or write, Al Reisman, 115-72
231 Street, Cambria Heights 11, New York.

Announcer, experience, first phone, A.T.S.
announcing school graduate. New York or
California area. Tape and resuine on re-
uest. Week days call JU 6-6000 ext 341.
fter six weekends PL 7-9475 or write Bob
Stone, 403 West 54th Street, New York,
New York.

Announcer. Three years experience. Write
copy. Some selling. Hugh Price, Homer
Louisiana.

Announcer-d.J. Young, married, 2 years
limited experience, willing to work, relo-
cate anyWhere. Seek full time, advance-
ment, permanency. Del Barnes, Box 1022,
USL, Lafayette, Louisiana.

Go first class all the way! ﬂArs?ollshed pro-
fessional mike man with FCC_lcense
seeks solid spot. Dependable family man
in late twenties. Telephone 312-328-7650,
now!

Women’s continuity writer, smooth com-
mercial voice, sales, . . . West Coast pre-
ferred. Box 545R, BROADCASTING.

Wants work. Disc jockey, announcer. Good
board, well tralned, sincere. Box 548R,
BROADCASTING.

Warm personable relaxed announcer de-
sires matching location. 5 years experience.
Box 552R, BROADCASTING.

9 years major eastern Seaboard, Resonant
voice. Available immediately. Box 3553R,
BROADCASTING.

Radio-t.v. News and sportsman desires
southwest location. 5 years in midwest mar-
ket. Quality play by play and vast news
experience. Box 558R, BROADCASTING.

Announcer with formal trainin
perience needs first job. W
Box 56TR, BROADCASTING.

but no ex-
ing worker.

D.J. announcer, mature, experienced moder-
ate top 40. Relocate. Frank Sacks, 20557
Stout, Detroit 19, Michigan. KE 5-8680.

SOLD-SOLID Adult morting man seeks
challenging opportunity and permanence
responsible station with advancement pos-
sibilities. Seven years radio, year television.
Family—veteran. Northeastern states. Jerry
Anthony, 62055P West Washington, Brad-
ford, 368-6503, Pennsylvania.

D-j, hard worker, 22, married, 3 years ex-
perlence all flelds of music, Tight board, 1
year college, draft free, available Immedi-
ately. Boyd Magers, 715i¢ E. Bridge, Black-
well, Oklahoma.

Combo-man. January 1lst. 8 years experi-
ence, 4 here. PD, dj, sales. Modern radio,
top rated jock. Married, family. Prefer
west. Jack Teiken, 1319 Jefferson. Gales-
burg, Ilinols. Phone 343-9776.

BROADCASTING, December 10, 1962

13



Situations Wanted—(Cont’d)

TELEVISION

Situations Wanted—(Cont’d)

Help Wanted—Sales

Technical
First phone, no experience. Willing to
learn. Prese;xtly radio operator. Married,

draft exempt. Prefer south central. Box
338R, BROADCASTING.

First phone. Chief. combo experience. Will
relocate. Box 503R, BROADCASTING.

Top announcer—chief engineer. Combo. 5
years experience. $600. §22-4118. Ocala,
Florida. Box 593R, BROADCASTING.

Engineer. Desires position as engineer or
chief. Experienced installing 5 kw direc-
tional. No drifter, married. honest, present-
ly employed. Box 560R, BROADCASTING.

Chief-combo, Wilmington, Delaware, Olym-
pia 6-6611. Room 415, mornings only.

Engineer, 1st class, 41 years old, wishes to
relocate, Current station going remote.
Avallable immediately. Reply to Robert
Benninger, ¢/o WDBC, 600 Ludington Street,
Escanaba, Michigan.

Production—Programming, Others

Newsman on number one clear channel in
sixth US market desires new sition.
Avallable February 1, 1963. Top references.
Top local and reglonal reporting, writing.
For tape, resume, write, Box 387TR, BROAD-
CASTING.

Hard hitting newsman’s newsman. Colorful
brilliant style. Decade's experience. College
journalism. My news makes money. Box
435R, BROADCASTING.

First rate newsman, now doing morning
news for 50,000 watter in top 20 market.
I dig, write and air news and documen-
taries. Leadership ability. Aggressive. Qual-
ity volce. Family. Interested? Box ¢42R,
BROADCASTING.

News director. Extremely capable and well
experienced journalist. Background in-
cludes radio, television, newspaper, edi-
torial writing, documentaries, and public
relations, College education. Now em-
ployed in major rarket. Seek position
with dprestige station that is vitally con-
cerned with news and community affairs.
Box 53TR, BROADCASTING.

Are you looking for a2 good experienced dj,
newsman, production idea, man, reliable
man? I would like to make a_ rmove the
first of the year. 12 years experience. Per-
sonality dj, program director. Run my own
board. Desire a position with future man-
agement possibilities. Interested in town
about 50,000 to 100,000 population. Married,
age 38. Send replies to Box 538R, BROAD-
CASTING.

Some kind of a nut ... on an adult level.
Experienced in all ghases of broadcasting.
Presently top rated in medium market.
Original, imaginative, steady, family. Pre-
fer morning show and/or pd position with
secure adult station. Box 540R, BROAD-
CASTING.

30, draft exempt, have good dj job re-
cently acquired, But a fish out of water.
Want news, Can air same with quiet
authority. Also editorialize and copy write.
4 ilea.rs college, 3 years regortlng. Mature
volce, outlook. Want west or mid-west
local. (Not California). Box 542R, BROAD-
CASTING.

Programming operations. For station that
truely wants efficlency and effectiveness,
Top alr promotion, music, people. Format
or softer. Top experience, education, ref-
erences. Larger, markets. Box 557R,
BROADCASTING.

Do you need complete local news, inter-
views? Experienced college graduate, draft
exempt. hard worker. Box 559R, BROAD-
CASTING.

Is there a sports job now anywhere? Wil
consider only sports director or assistant
director. Five full years radio, permanent,
Box 586R. BROADCASTING,

Local—salesman wanted for station in 500,
000 plus set midwest market. Man we want
must love sellinﬁ. Must have television
experience. Excellent protected Ilist. In-
come in flve figure bracket, Pro’s only
apply. Once In a lifetime opportunity for
right man. Box 493R, BROADCASTING.

Sales manager for television station. Un-
usual opportunity for Yyoung aggressive
salesman with good radio or television ex-
erience to Join dynamic organization. Box
02R, BROADCASTING.

TV time salesman for major Chio VHF
market. Excellent sales climate. Good ac-
counts and grosglect list. Salary and com-
mission, profit sharing. Send omplete job
history including sales volume. Only men
with good competitive experience and de-
siring more than 10,000 annually, please.
Box 590R, BROADCASTING.

Announcers

New, progressive channel 21, in all UHF
Fresno area market, has two openings for
free lance men, or salesman-announcers.
One hour, prime time rate $90.00. Inde-
pendent station specializing in local sports
and special community salutes, with live-
remote facilities, Teenage bandstand show
also savailable. High commissions or net
amount of your total billings. Resume and
ics to Harold Gann, KDAS-TV, Box 321,
anford.

Technical

Announcers

Leading tv mnewscaster, major northeast
metropolitan market seeking greater oppor-
tunity. Writer, lecturer and top government
and industrial narrator. Thorough broad-
casting background. Minimum—$12,000. Box
439R, BROADCASTING.

Lookinf1 for television announcing opening.
Currently in St. Louis radio. Full command
of broadcasting basies. Can write. Will re-
ig?éte anywhere. Box 485R, BROADCAST-

Veteran broadcaster radio/tv wishes to
make change after January 1. Total 17
vears all phases. Presently employed in
saIes-announcingaproduction. Have station
management and ownership background.
Prefer southwest or Colorado. Box 52IR,
BROADCASTING.

Age 37, radio-tv, 12 year experience in-
cludes manager, radio, plus radio-tv sales
management program director, former col-
lege prof.—outstanding record. Desires
management or sales management. Box
326R, BROADCASTING.

Employed, quality tv announcer with 8%
years successful experience. Last 3% years
at CBS outlet servicing 1% million viewers.
Strong on news, weather, commercials and
variety shows. I CAN SELL! if looking for
man of excellent character on way up,
write to Box 556R, BROADCASTING.

Technical

Technical director desires production, di-
rection position. First phone with engi-
neering background., Experienced in pro-
duction and direction, is looking for a
chance to prove ability in this field. Small
or medium market. Box 519R, BROAD-
CASTING.

Immediate opening permanent position
g}ant technician eastern major market. TV

ansmitter experience required. IBEW
agreement. Box 522R, BROADCASTING.

Wanted experienced tv studio engineer,
Must have 1st phone. State experience and
salary requirements letter. Box 78R,
BROADCASTING.

Immediate opening permanent osition
plant technician eastern major market.
transmitter experience required. IBEW
agreement. Box 522R, BROADCASTING,

250 Klilowatt uhf has need for engineer.
Strong on maintenance, must have suffiei-
ent experience to assume full responsibili-
ties for maintenance shift. Salary open. Wire
or phone M. J. Lamb, WIMA, Television,
Lima, Ohio.

Immediate opening experienced tv engi-
neers. Expanding two station operation,
for maintenance and operation studio, re-
motes and video tape equipment, Send
complete resume to Chief Engineer, WMVS,
Milwaukee 3, Wisconsin.

Production—Programming, Others

Midwest tv station needs experienced c¢on-
tinuity writer. Send samples, photo, resume,
suaq!éry expected. Box 358R, BROADCAST.-

Top rated station in large southern market
reorganizing art department. Will hire two
art tv experience preferred, but not
necessary. Write immediately, no samples,
first letter. Box 547TR, BROADCASTING.

TELEVISION

Situations Wanted—Management

Experienced in managing local and national
sales, heavy in both. Excellent New York
agency, advertiser, network contacts. Hard
sell with natfonal representative., Excellent
Ytogrammmg experience. Salary secondary.
0 years broadcast, 36 years old, married,
eXcellent references. Available immedi-
ately. Box 370R, BROADCASTING.

Production—Programming, Others

Top producer-director of number one sta-
tion In top-ten market available after first
of year. College graduate. During past ten
years, have worked In several top markets.
Interested in sports or a position as pro-
duction director. Have written, produced,
directed programs of all types. Box 376R,
BROADCASTING.

Director, asst. producer. Currently produc-
tion staff member at large midwest station.
Experience in writing and directing—seek
position with challenge, opportunity and
future. Salary secondary, rather gain crea-
tive experience, young, single, college, Will-
ing to relocate and/or travel. Box 344R,
BROADCASTING.

Writer. Knows his stuff and knows tv.
Male. Best In the business. Box 436R.
BROADCASTING.

TV newsman—on air daily northeast. Nine
Years experience all phases including radio
?ﬁ'((l} newspaper. Box 440R, BROADCAST-

Network and local experience in all phases
of production. Assistant directer seeks job
with future. Commercial or educational.
College grad. Single. Will relocate. Box
$33R, BROADCASTING.

Film director—Graduate, motion pictures
U.CL.A. Experienced in TV film editing,
production, etc. Desire more creative go -
tlon than present station offers. West Coast
ialx:‘eé preferred. Box 549R, BROADCAST-

Producer-director,
Trade hard work,
germanent opportunity anywhere.
S0R, BROADCASTING,

Program director, production manager,
producer, director, account executive, seeks
permanent program director assignment.
Medium market. Exeiting 10 years tv back-
ground, mature, able and qualified. Prefer
K]e_(s}t or midwest. Box 573R, BROADCAST-

11 years tv, married.
minimum salary for
Box

Production assist. FCC 1st phone. Experi-
ence in film, summer stock 10oking to apply
expeérienceé in tv. Hane A.A.S. degree in
radio & tv production and programming.
Send for resume. Prefer northeast local. Box
578R, BROADCASTING.
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WANTED TO BUY

BUSINESS OPPORTUNITY

Instructions—(Cont’d)

Equipment

Wanted—5,000 watt am transmitter not
over 10 or 12 years old. Meet FCC specifi-
cations. Box 322R, BROADCASTING.

Immediate second hand 5 kw transmitter,
RCA, Collins, or Gates (no composite),
audio console, three (3) turn tables, micro-
phones, ete. Reply to Box 587R, BROAD-
CASTING.

Six sections of 63 inch 76 ohm teflon

transmission_line and six 6% inch flanged

80¢ elbows. Please state condition and price

in replies. Write George R. Townsend,

_\Jfg;”l.él;. P.O. 2210, Springfield, Mass., or call
-1201.

Wanted console, must be in good condition.
State condition and full details. Box 588R.
BROADCASTING.

Wanted by our clients. B & W Distortion
Meters and Oscillators, also other measur-
ing and test equipment. Ariel Electronics,
Box 725, Sag Harbor, New York.

For Sale

Equipment

For sale;: WE 1 kw fm transmitter and GE
frequency meter. Best offer. Box 562R,
BROADCASTING.

RCA BC-10A Remote console, four months
old, used less than 25 hours. $814
Make offer. Box 543R, BROADCASTING

VTR's. 7 quarter-hours and 4 half-hours.
Like new. Sell all or part. Make offer. Ray
McCay Agency, Inc., 322 Peachtree Road
N.E., Atlanta 5, Georgia. Tel. CE 3-1198.

Collins tape cartridge machines like new
$240.00. 4 for $899.00. Box 123, Lafayette
Hill, Pennsylvania.

500 watt AM transmitter with spare trans-
formers. Beautiful condition, reliable. 7
years old. Gates 500 GY. Box 525R, BROAD-
CASTIN

A 5500 selection standard radio transcrip-
tion library, like new; one Rek-O-Kut Im-
perial portable disc recorder. Give-away
rices! Chief engineer, KDBC, P, O. Drawer
40, Mansfield, Loulsiana.

Mobile remote broadcast BC-604 converted
surplus equipment, good condition. Three
12-volt mobile units, 50 watt transmitters
with control heads, mikes, antennas. Ote
base station with power su;t)iply Frequency
26.31 MC. Equip base station and

cars for $700.000 KMMO, Marshall, Missouﬂ

WE RD100 program dispatching system.
Right and lefp t turrets including 10WE 185-1
monitor selector switches, each 20 points.
Six fndividual line control panels. Three
WE ASR75076 metering panels and 17 WE
48—218A Jackstrips. Will consider any rea-
sonable offer beginning at $1000. Box 592R.
BROADCASTING

Needed immediately $3,000. Return in two
years at rate of 10%. Box 551R. BROAD-
CASTING.

Radlo syndicate being formed, have doc-
tors, dentists and lawyer with FCC back-
ground. Minimum $5,000. Box 576R, BROAD-
CASTING.

Will sell all or part of Texas radio CP to an
experienced radfo man. Box 583R, BROAD-
CASTING

Miscellaneous

Christmas Comedy is featured in the De-
cember issue of "Days, Dates, and Data.”
Contains patter. ags promos, ‘and a Santa
Interview $3.00 Show-Biz Comedy Service
(D eﬁ 65 Parkway Court, Brooklyn
35, New York.

Station managers: Will write and tape your
commercials, Also avaflable feature shows.
Network  wtriter-announcer. Box 303R,
BROADCASTING.

30,000 Professional Comedy Lines! Topical
laugh service featuring deejay comment.
introductions, Free cata]og Orben Comedy
Books, Atlantic Beach,

Special rates to religious broadcasters 6 to
9 a.n. daily. WMDE, Greensboro, North
Carolina.

“Deejay file.” Quotes, kickers, liners, record
info, hints. Complete program package for
deejays and P.D.'s. $10.50, Del Mar Radio
Features, P. O, Box 61, Corona Del Mar,
California.

INSTRUCTIONS

FCC first phone license preparation by
correspondence or i(n resident classes.
Grantham Schools are located in Hollywood,
Seattle, Kangas City and Washington. Write
for our free 40-page brochure. Grantham
School of Electronics, 1505 N. Western Ave.,
Hollywood 27, California.

FCC first phone license In six weeks,
Guaranteed instruction in theory and
laboratory methods by master teachers.
G. I. approved. Request free brochure.
Elkins Radio License School, 2603 Inwood
Road, Dallas, Texas.

Elkins Radio License School of Chicago—
Six weeks quality instruction in laboratory
methods and theory leading to the F.C.C.
First Class License. 14 East Jackson St.,
Chicago 4, Illinois.

Elkins training now in New Orleans for FCC
First Class License in 6 weeks. Nationally
known for top quality theory and labora-
tory instructions. Elkins Radio School, 333
Saint Charles, New Orleans, Louisiana.

San Francisco’s Chris Borden School of
Modern Radio Technique. Graduates all
over the country. 1st phone, DJ instruction,
placement. Free illustrated brochure. 258
Geary St.

Raytheon 1000A $1,500. Gates remote control
$700. Gates modulation monitor $425. Doo-
little frequency meter— $150. W.E. limiter
—=$150. Whole package—$2,650. Box 108, West
Branch, Michigan.

Am, fm, tv equipment including transmit-

ters, orthicons, iconoscopes, audio, moni-
tors, cameras. Electrofind, 440 Columbus
Ave.,, NY.C.

Xmission Line; Teflon Insulated, 1%~ rigid.
51.3 Ohm flanged with bullets and all hard-
ware. New-—unused. 20 foot length for
$40.00. Quantity discounts. Stock list avail-
able. Slerra-Western Electric, 1401 Middle
Harbor Road, Oakland 20, California. Tem-
plebar 2-3527.

Train now in N.Y.C, for FCC first phone
license. Proven methods, proven results.
Day and evening classes. Placement assist-
ance. Announcer Training Studios, 25 W.
43rd, N. Y. OX 5-9245.

Announcing programming, conscle opera-
tion. Twelve weeks intensive, practical
training. Finest, most modern equipment
avatlable. G. I. approved. Elkins School of
%roadcastlng, 2603 Inwood Road, Dallas 35,
exas.

Jobs waiting for first phone men. Six weeks
gets you Iicense in only school with op-
erating bBkw station. One price iIncludes
ever g, even room and board. American
Academy of Electronics, 303 St. Francis
St., Mobile, Ala.

Be prepared. First class F.C.C. license in
six weeks. Top quality theory and labora-
tory training. Elkins Radio License School
of Atlanta, 1139 Spring St., N.W. Altanta,
Georgia.

Since 1946. Original course for FCC first
phone operator license in six weeks. Over
420 hours instruction and over 200 hours
gulded discussion at school. Reservations
required. Enrolling now for class starting
January 9, April 24. For information, refer-
ences and reservations, write William B.
Ogden Radio Operational Engineering
School, 1150 West Olive Ave, Burbank,
California.

RADIO

Help Wanted—Announcers

ANNOUNCER |
WANTED

Major market fm station; must
be experienced in news report- |
ing, with some knowledge classi-
cal music; college degree re-
quired. Send tape and resume
only if qualified.

Box 516R, BROADCASTING

Sales

GROWING FM
GROUP

Operation needs qualified salesmen.
Salary and commission; unique oppor-
tunity for management. Please state all

details first leHer.
Box 515R, BROADCASTING

RADIO

Situations Wanted

Production—Programming, Others

PROGRAM DIRECTOR-ANNOUNCER
Experienced, creative and re-
sponsible. Good rating history
with three major chains in major
markets. Very hot on promo-
tion. Versatile. Varied back-
ground includes all phases auto-
mation. Married, two children,
veteran.

Box 530R, BROADCASTING
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RADIO

For Sale—(Cont’d)

Sitnations Wanted—Announcers

Stations

bread. All replies confidential.

ATTENTION: ABC, Crowell Collier, Bolaban, Metromedia, Westinghouse,

Ben Strause, Storer and other quality station owners . . .

TOP NIGHTTIME PERSONALITY
AVAILABLE! ! !

Want results plus sales? That's mel!! If you are looking for a great voice, forget it. I
guarantes to deliver the teenagers in your market, plus carry the adult segment. Currently
employed in very large market, and proving my point. Will move for the right deal. Will

consider top markets only. Please don't amswer if you aren't prepared to part with some

Box 585R, BROADCASTING

TELEVISION

For Sale

Help Wanted—Technical

WANTED: Experienced Transmitter
operator for VHF station WPRO.TV.

This position is permanent and requires
experienced,

sober, reliable man who

can follow inatruction with a minimum
of supervision. Top salary scale. Send
resume 10

Ralph T. Voigt

Chief Engineer

WPRO-TV
24 Mason Street
Providence, Rhode Island

Stations

SN THEIN NIRRT | CITE
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FLORIDA KILOWATT
for sale in fast growing medium mar-
ket—$120,000 net, 25% down, balance
over 10 years at 6%. No payments
for 90 days—interest payments only
for first 6 months—$17,500 net profit
for 1961.
Box 539R, BROADCASTING
S HEHIEIRIRI E UREI U CI NN LN
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WANTED TO BUY

Stations

1 L O o
WANT TO BUY

Medium to small market radio station
with good earnings record. Midwest
preferred. No brokers.

Box 535R, BROADASTING
ﬂ A T 0 0 L O 152

11 0O T
7

OWNERSHIP OR ACTIVE

CONTROL

amnll market station, Long record of
:_1:5 losers into profit class. Now semi
reti but too much eénergy to quit
Lets talk

work. Confidential. it over.

Lots of the old timers know me.
Doc Pournelle
Anacortes Motel
Anacortes, Washington

FOR SALE

5 kw OAK DUMONT UH.F. T.V.
STATION CH. NO. 27
WITH COMPLETE STUDIO EQUIP.

LESS CAMERAS.
WILL ENTERTAIN TERMS.

MILEX ELECTRONICS
460 Jericho Turnpike
Mineola, New York
Phone: Plioneer 7-3302

DEBT FREE 30,000 WATT
FM in Southwest, all new equip-
ment, $18,000. Terms 1/3rd cash
balance over three years. Less
for all cash.

Box 443R, BROADCASTING

FOR SALE 1,000 WATT

daytime, with excellent frequency in

prosperous West Texas. Single station

market. Owner in other businesses, will
sell for less than $100,000. Write:

Box 565R, BROADCASTING

MIDWEST FULLTIMER
Excellent facility with coverage
of almost 400,000 population.
$350,000 with not more than
29% down and good terms.

Box 500R, BROADCASTING

GUNZENDORFER
CALIFORNIA DAYTIME eartier growing
market. $150,000 terms.

ARIZONA FULLTIMER for ow‘ner-mana‘er.
Asking 870,000 with 810,000 down.

PACIFIC STATES TELEVISION. Asking
$300,000.

FM's 865,000, $100,000, $200,000.

WILT GUNZENDORFER

AND ASSOCIATES
Licetised Brokers Phone OL 2-8800
864 Se. Robertson, Los Angeles 38, Calif.

To buy or sell Radio and/or TV prep-
erties contact.

PATT McDONALD CO.
P. O. BOX 9266 - GL 3-8080
AUSTIN 17, TEXAS

Ky. single daytime § 68M  terms
Ariz.  small fulltime 70M 10|
Ala.  medium fulltime  125M 29
Fla, medium daytime 25M 35
N.Y. medium fulltime 230M 50M
N.C. metro davtime 125M terms
Pa. metro  daytime 195M terms
and others:

CHAPMAN COMPANY
1182 W, Peachiree Si.. Atlanta 9, Ga.

STATIONS FOR SALE

PACIFIC NORTHWEST. Exclusive daytime
station. Doing $36,000. Profitabie. Asking
$33,000. 299% down. [llness causes sale.
EAST SOUTH CENTRAL. Daytime. Exclusive
market. Absentea owned. Gross exceeds
000 a month. Very profitable. Asking
5000 including real estate. Terms.

JACK L. STOLL & ASSOCS.
Suite 600-601 6381 Hollyw'd Bivd.
Los Angeles 28, Calif. HO 4.7279

For Best Results
You Can’t Top A
CLASSIFIED AD
in
EEMANEBROADCASTING

THE BUSINESSWETKLY OF TTLEVISION AND RACIO
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Continued from page 129

tion of Dixie Radlo Ine. for new am station
in Brunswick, Ga. Action Nov. 29.

By Hearlng Examiner H. Gifford Irion

m Granted motion by Miami Television
Corp., Miami, Fla, for leave to amend its
application to show additional estimated ex-
penditures for ant. system, credit, deferred
payments, and other items, In Miami tv ch.
10 proceeding. Action Nov. 30.

By Hearing Examiner Jay A. Kyle
m Pursuant to Nov. 30 prehearing confer-
ence, scheduled further conference for Jan.
28, 1963, and continued Dec. 28 hearing to
Feb, 25, 1963, in proceeding on applications
of Continental Bestg. Co. for new am sta-
tion in Hamden, Conn,, et al. Action Nov. 30.

a In accordance with proceeding at Nov.
30 prehearing conference, dismissed as moot
motion by Northern California Educational
Tv Assn. Inc. to default Redding-Chico Tele-
vision Ine., competing applicant in Redding,
Calif.,, tv ch, 9 proceeding; scheduled pre-
hearing conference for Dec. 17, and con-
;irnue%o Dec. 3 hearing to Jan. 9, 1963. Action

ov. 30.

s Scheduled prehearing conferences and
hearings in following proceedings on dates
shown: Jan. 2 in Washington, D, C. and
Feb. 4, 1963, in Cumberland, Md.: Wellers-
burg Tv Inc. and People’s Community Tv
Assn. Ine. for new vhf tv translator sta-
tions to serve Wellersburg, Pa.,, and Cum-
berland, Md., respectively. Action Nov. 29.

» On own motion, scheduled further pre-
hearing conference for Nov. 30 in Redding,
Calif., tv ch. 9 proceeding. Action Nov. 29.

s Granted request by applicant and con-
tinued Dec. 17 date for exchange of exhibits
to Jan, 28, 1963, and Jan. 7 hearing to Feb.
18, 1963, in proceeding on am application of
Progress Bestg. Corp. (WHOM), New York,
N. Y. Action Nov. 28.

s On own motion, rescheduled Jan. 14
hearing for Jan. 15, 1963, in proceeding on
applications of Jupiter Assocs. Inc., Somer-
set County Bcestg. Co. and Radio Elizabeth
Inc. for new am stations in Matawan, Som-
merville, and Elizabeth, all New Jersey. re-
spectively. Action Nov. 27,

By Hearing Examiner Chester F.
Naumowicz Jr.

m Granted request of applicant and ex-
tended from Nov. 30 to Dec. 10 date for
informal exchange of exhibits, and left un-
changed other procedural dates specified in
Hearing Examiner’'s Oct. 30 order in pro-
ceeding on application of Cannon Bestg. Co.
for new am station in Woodbury, Tenn.
Action Nov. 30.

By Hearing Examiner Herbert Sharfman

m Granted petition by Broadcast Bureau
and extended from Nov. 30 to Dec. 10 time
to file initial proposed findings and from
Dec. 10 to Dec. 20 for replies in proceeding
on am applieations of Asbury Park Press
Inc. (WJLK), Asbury Park, and City of
Camden (WCAM), Camden, both N. J. Ac-
tion Nov. 30.

m On request of Rockland Bestrs. Inc.
continued Dec. 10 hearing to Dec. 20 and
extended from De¢. 3 to Deec. 17 time for
exchange of proposed exhibits In proceed-
ing on Rockland’s application for new am
gtation in Spring Valley, N. Y., which is
consolidated for hearing in docs. 14510 et al.
Action Nov. 29.

By Hearing Examiner Elizabeth C, Smith

s Granted joint motion by applicants and
extended from Dec. 3 to Dec. 17 time to file
proposed findings and from Dec. 21 to Jan.
4, 1963, to file replies in proceeding on appli-
cations of Seven Locks Bestg, Co. and Tenth
District Bestg. Co. for new am stations In
Potomac-Cabin John, Md., and McLean, Va,,
respectively. Action Dec. 3.

» Granted petition by Valparaiso Bestg.
Co. and advanced Feb. 11 hearing to Feb, 8,
1963, in proceeding on its application, et al.,
for new am stations in Valparaiso, Ind. Ac-
tion Dec. 3.

BROADCAST ACTIONS
by Broadcast Bureau
Actions of Dec. 4

WTRE (FM) Greensburg, Ind.—Granted
SCA on sub-carrier frequency 67 kc.

WBGM (FM) Tallahassee, Fla.—Granted
SCA on sub-carrier frequencies of 67 and 42
ke; condition.

WWMT (FM) New Orleans, La—Granted
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renewal of license of fm station and SCA.

WOOD-TV Grand Rapids, Mich.—Granted
licenses covering changes in tv station (main
trans. and ant., and aux. trans. and ant.).

WTUP Tupelo, Miss,—Granted mod. of
license to change studio location; remote
control permitted; condition.

WRAL-FM Raleigh, N. C—Granted mod.
of SCA to change program service on sub-
carrier frequencies of 41 and 67 kec.

KO09EC, KI11EI, K13DY Ferry, Wash.—
Granted cps to replace expired permits for
new vhf tv translator stations.

KO02BD Scottsburg, Ore.—Granted mod.
of cp to change frequency from ch. 3 to ch.

WCOC-TV Meridian, Miss.—Granted mod.
of cp to change ERP to 211 kw vis. and
0.963 kw aur., and change type irans.

K74BD, K80AW, K82AL Dubuque, Iowa—
Granted mod. of cps to make changes in
ant. system for uhf tv translator stations.

KBBI (FM) Los Angeles, Calif.—Granted
mod. of cp to change type trans. and type
ant.

» Following stations were granted exten-
sions of completion dates as shown: WCOC-
TV Meridian, Miss., to June 4, 1963; WDOL-
FM Athens, Ga., to June 12, 1963; KDES-FM
Palm Springs, Calif., to March 3, 1963,

Actions of Dec, 3

WMUS-FM Muskegon, Mich.—Granted
SCA on multiplex basis.

KFLY Corvallis, Ore.—Granted license
covering increase in daytime power, instal-
lation of new trans. and change in studio
location.

Kennett BEestg. Corp, Kennett, Mo—
Granted cp and license for new low power
station.

Television Improvement Corp. Satellite
Beach, Fla.—Granted cp for new uhf tv
translator station, on ch. 82, to translate
programs of WLOF-TV (ch. 9} Orlando, Fla.

WONE-FM Dayton, Ohio—Granted cp to
decrease ERP to 14.5 kw.

WJBK-FM Detroit, Mich.—Granted cp to
install aux. trans. and change ERP to 3 kw.

WRBL-FM Columbus, Ga.—Granted c¢p
to increase ERP to 16.5 kw.

KVIL-FM Highland Park-Dallas, Tex.—
Granted cp to change type trans.

WJEF Grand Rapids, Mich,—Granted cp
to make changes in ant. system; condition.

WTSV-FM Claremont, N. H.—Granted cp
to install new trans. and new ant.

Actions of Nov. 30

*WJSC-FM Wilberforce, Ohio—Granted
extension of completion date to Dec. 31.

a Granted renewal of license for following
stations: *KANW (FM) Alb}u&uerque, N.
Mex.; KAUS Austin, Minn.; OI, KBOI-
FM and SCA, Boise, Idaho; KDXU St.
George, Utah; KHBR and aux., Hillsboro,
Tex.; KILE Galveston, Tex.; KMBL Junc-
tion, Tex.;, KMFM (FM) and SCA, Corpus
Christi, Tex.; KOKE Austin, Tex.; KOVO Pro-
vo, Utah; *KSTE (FM) Emporia, Kans.; KSVP
Artesia, N. Mex.; KSYL Alexandria, La.;
KTOK and aux., Oklahoma City, Okla.;
KUPD, KUPD-FM and SCA, Tempe, Ariz.;
KWRD Henderson, Tex.; KXIV Phoenix,
Ariz.; KXYZ and aux.,, Houston, Tex.;
WBEE and aux., Harvey, Ill.; K80AD, Lone
Pine Television Inc., Lone Pine; KCEY Tur-
lock; KEZY, KEZR (FM), Anaheim; KGER
Long Beach; KGMS and alternate main,
Sacramento; KGB and aux. and alternate
main, KGB-FM San Diego; KLIV San Jose;
KPOD Crescent City; KWAC Bakersfield:
KOFY, San Mateo, all California.

WRJIC Mauston, Wis.—Granted license for
am station.

*KUMD-FM Duluth, Minn.—Granted mod.
of license to change main studio location
and remote control point.

KZUN Opportunity, Wash.—Granted cp
to make changes in ant. system (increase
height).

Tri-City Improvement Corp. Bessemer,
Ramsey and Wakefield, all Michigan—
Granted ¢ps for new vhf tv translator sta-
tions, on chs. 10 and 8, to translate programs
of KDAL-TV (ch. 3) Duluth, Minn. and
WDSM-TV (ch. 6) Superior, Wis.

WZZM-TV Grand Rapids, Mich.—Granted
mod. of cp to change type ant, specify
studio location, make changes in ant. sys-
tem, change ant. height to 1000 ft.; ERP
295 kw vis. and 148 kw aur.

WGEBEB Freeport., N. ¥.—Granted mod. of
cp to change type trans. and redescribe
trans. location.

WKBX Kissimee, Fla.—Granted mod. ol
cp to change type trans.

High Rock Television Assn. Inc.,, Keyser,
W. Va—Granted cp for new vhi tv trans-
lator station, on ch. 11, to translate pro-
grams of WIJAC-TV (ch. 6) Johnstown, Pa.

Frostburg Community TV Inc.,, Frostburg,
LaVale and Cresaptown, all Maryland.—
Granted cp for new uhf tv translator sta-
tion, on ch. 82, to translate programs of
WJIAC-TV (ch. 6) Johnstown, Pa.

Actions of Nov, 29
Westinghouse Bestg. Co., Baltimore, Md.
—Granted cp and license for new low power
station.

K12AH Big Piney, Wyo.—Granted cp to
change trans. location, type trans., type
transmitting ant., and make changes in ant.
system for vhi tv translator station.

KO0SBW Timber Lake, 8. D.—Granted
mod. of cp to change principal community
to Timber Lake, Glencross and Trail City,
S. D., ERP to 13.8 w, type trans., and make
change in ant. system for vhf tv translator
station.

KO09CB Roy, Mont.—Granted mod. of cp
to include Horse Ranch Area, Mont. In
principal community, and change type trans.

Actions of Nov. 28

WOIC Columbla, S. C.—Granted Increased
daytime power on 1320 kc, from 1 kw to §
kw, continued nighttime operation with 1
kw (DA-N), and installation of new trans.;
conditions.

KTEM Temple, Tex—Granted Increased
daytime power on 1400 kc, from 250 W to 1
kw, continued nighttime operation with 250
w, and Installation of new trans.; conditions.

KVOW Riverton, Wyo.—Granted in-
creased daytime power on 1450 k¢, from 250
w to 1 kw, continued nighttime operation
with 250 w, and installation of new trans.;
conditions.

WRVC (FM) Norfolk. Va.—Granted cp
to change frequency to 1029 mc; condition;
remote control permitted.

» Granted renewal of license for following
California statlons: KACL, Santa Barbara:
KAGR Yuba City,; KBEE Modesto; KCOY
Santa Maria; KCRA snd aux. and alternate
main, Sacramento; KDAY and aux., Santa
Monica; KDB-AM-FM Santa Barbara; KEAP
Fresno; KERN Bakersfield; KFAX San Fran-
cisco; KFI snd aux., Los Angeles: KFrv
Modesto;: KGBS and aux., Los Aneeles:
KGEE Bakersfield; KHSL _Chico: KIBS
Bishop: KINS Eureka; KIOT Barstow: KITT
(FM) and SCA, San Diego; KKIS Pittsburg;
KLAN Lemoore; KMAK (aux. and alternate
only) Fresno; KMBY Monterey; KMY-AM-
FM Fresno; KOGO and aux., San Diego;
KOWN Escondido; KOXR Oxnard; KPAY
Chico; KPMC Bakersfield: KRCK _Ridge-
crest;; KRDU Dinuba; KRNO San Bernar-
dino: KSCO-AM-FM Santa Cruz; KSMA-
AM-FM and SCA, Santa Maria; KSUE
Susanville; KTIM-AM-FM San Rafael: KTOB
Petaluma: KTRB and aux., KTRB-FM Mo-
desto: KUBA and aux., Yuba_ Citv; KUDE-
AM-FM and SCA, Oceanside: KUZZ Bakers-
field; KWG and aux., Stockton; KWSD Mt.
Shasta: KAAR (FM) and SCA, Oxnard;
KCAL-FM Redlands; KFBK-FM Sacramento;
KFMX (FM) San Diego; KGGK (FM) Gar-
den Grove: KMAX {FM) Slerra Mardre;
KNBB (FM) Newport Beach: KNORB (FM}
Long Beach: KPRI (FM) and SCA, San
Dieen; KRKD-FM and SCA, Los Anegeles:
KSRF (FM) and SCA, Santa Monica; KWME
(FM) Walnut Creek: KYA-FM San Fran-
cisco; *KEBS (FM) San Diego; *KEMR
(FM) Loma Linda; KEYT (TV) Santa Bar-
bara; *KQED (TV) San Francisco; KBAY-
FM and SCA., San Francisco; KBCA (FM)
and SCA, Los Angeles; KBCO (FM) and
SCA. San Francisco; KCBH (FM) Los
Angeles; KCRA-FM Sacramento; KDFC
(FM) and SCA, San Francisco; KDUO (FM)
and SCA, Riverside; KFAC-FM and 2 auxs,
and SCA, Los Angeles; KFMU (FM) and
SCA, Los Angeles; KFMW (FM) and SCA,
San Bernardino; KHJ-FM Los Angeles;
KOGO-FM and SCA, San Diego; KPEN
(FM) and SCA, San Francisco; KRFM (FM)
Fresno; KSBW-FM and SCA, Salinas; KBIQ
(FM) ({alternate main and aux.) Avalon;
KRKC King City.

WMBO-FM Auburn, N. Y.—Granted_c¢
to install new trans. and ant., increase ER!
to 47 k'w, and change frequency to 106.9 mc;
condition.

Capital Cities Bestg. Corp., Providence,
R. I—Granted cp and license to change
power to 0.1 w and type trans. for low
power station.
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PURPOSE

To preserve individual human dignity, to foster the spirit of
brotherhood and to aid financially those broadcasters who
cannot help themselves.

RESOURCES

A fund has been established to carry out this worthy purpose,
through individual and corporate gifts (tax deductible), with pro-
ceeds from the Annual Mike Award Banquet and via other
means now being developed.

RESPONSIBILITY

After four decades and through the good work of Broadcast
Pioneers and its charity arm, The Broadcasters Foundation,
Inc., our industry is now able to care for and attend to the
practical welfare of those who have contributed to its great-
ness and are in need.

This 1s your opportunity. .. become a member of

AST PIONEERS

An organization dedicated to maintaining the great tradi-
tions of broadcasting and to the preservation of the many
historical documents and materials of early-day radio and
television for future generations to study.

ACHIEVEMENTS
* Broadcasters Hall of Fame + Annual Individual Awards
e Radio Oral History Project® ¢ Quarter Century Club

¢ Annual “Mike Award” ¢ Broadcasters Foundation, Inc.
*In cooperation with Columbia University.

MEMBERSHIP IS OPEN to all persons who have worked in the
field of radio for twenty years or more or in television ten
years or more.

JOIN IN THIS GOOD WORK NOW!
Send for your membership application blank to:

Edward Voynow

National Membership Chairman
c/o Edward Petry & Co., Inc.
400 North Michigan Avenue
Chicago 11, Illinois

Dues only $10.00 a year. (Add $5.00 with application for
silver Pioncer lapel insignia.)

Ward L. Quaal
National President

For mere information write:
BROADCAST PIONEERS
2501 Bradley Place
Chicago 18, lllinois
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OUR RESPECTS to Paul Henning Willis
His aim: full value for every ad dollar

When the Western States Advertising
Agencies Assn. selected Paul H, Willis,
vice president and advertising director
of Carnation Co., as its “Advertising
Citizen of 1960,” the WSAAA naturally
stressed his service to such organizations
as the Advertising Council, the Assn.
of National Advertisers, the Los An-
geles Ad Club and the All Year Club
of Southern California in honoring his
“overall contribution to the advertising
profession over a long period of years.”

A different view of Mr. Willis was
expressed last week by a longtime asso-
ciate. “Yes, Paul's a good citizen,” he
said, “and he’s also a good man to work
with. There’s no shilly-shallying, no
indecisiveness about him. You know
where you are all the time. He’s pri-
marily a hard-headed businessman, out
to get full value for every dollar his
company spends for advertising. But
he also has an appreciation of creative
talent that is rare among businessmen.”

His Own View = Mr, Willis has his
own explanation of his place in adver-
tising and at Carnation. “My father was
an ordained Methodist minister who be-
lieved in the individual’s responsibility
to his fellow men and I'd have a guilty
conscience if I didn’t do my part to help
improve advertising, Furthermore, it’s
P]ain common sense. A better advertis-
ing world is good for Carnation along
with every other advertiser and with the
responsibility for a budget of nearly
$15 million a year, I'd better be con-
cerned about how effectively it is spent.”

This concern undoubtedly explains
the placement of the major part of
Carnation’s advertising money in tele-
vision. Currently, two nighttime pro-
grams on NBC-TV (the 90-minute The
Virginian and the hour If's a Man's
World) and four daytime shows on
CBS-TV (As the World Turns, Art
Linkletter's Houseparty, Password and
To Tell the Truth) carry commercials
for Carnation Evaporated Milk, Carna-
tion Instant Nonfat Dry Milk, Coffee-
mate and Friskies Pet Foods. Carna-
tion also sponsors My Three Sons in
Canada and is heavy in spot tv.

Radio still plays an important role in
Carnation’s advertising picture, although
perhaps not as large as during the 20
years that the Contented Hour was a
network fixture. “We’re on more than
200 radio stations, mostly for evapo-
rated milk, with the commercials aimed
principally at Negro and Spanish-speak-
ing listeners and at the rural and small-
town audience,” Mr. Willis reported.
“We were a pioneer advertiser on Key-
stone’s home-town stations and, getting
back to tv, we were the first advertiser
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to sign up with Los Angeles’ new uhf
all-Spanish tv station.”

Tv Comes First » He listed network
tv as the company’s largest individual
medium, with magazines second, radio
third and spot tv fourth. This is a radi-
cal change from 50 years ago, when
outdoor boards blazoned the *‘cream
from contented cows” message and the
broadcast media had not yet been born.
The future may bring other changes
just as great in Carnation’s media mix,
he said, but he declined to try to guess
what they would be.

“Geriatrics is already having an
effect, with the production and adver-
tising of products designed especially
for our senior citizens,” he stated. “A
still shorter work week will also bring
changes in living and buying habits that
will affect advertising practices.”

Born in Clarendon, Tex., May 25,
1910, Paul Henning Willis was moved
at an early age to Chicago. At Hyde
Park High School, Paul was a class
officer, captain of the soccer team and
the male singing lead in the school op-
erettas. At the U, of Chicago, where
he majored in finance and banking, he
dropped his other extra-curricular ac-
tivities for a six-nights-a-week-and-
Sunday job as trouble shooter for a
large coal company.

A Soft Answer » “This was valuable
experience,” Mr. Willis commented.
“Once you've learned how to pacify a
woman whose house is ice cold because
the coal she’d ordered hadn't been de-
livered on time and her furnace had
gone out, and to keep her as a cus-
tomer, the most temperamental creative

Mr. Willis
Appreciates creative talent

artist is simple to handle.” He did not
say so, but this may explain his cordial
relations with George Burns and Gracie
Allen during the eight years their show
was on CBS-TV for Carnation.

“That was one of the most successful
transitions of a program from radio to
television,” he said. “It did a good job
for us and if Gracie hadn’t decided to
retire in 1958 we'd probably still be
sponsoring them. It was also the first
every-other-week sponsorship deal in tv
and we and our agency and CBS-TV
spent a lot of time and effort working
out the contract terms that set the pat-
tern for this type of sponsorship.”

Graduating from college in the midst
of the depression, Paul put in several
months of pavement pounding before
landing a job at Kraft Cheese Co. as
a tax specialist early in 1933, Six years
later he obtained a transfer to Kraft's
advertising department. After another
six years, while he acquired a liberal
education in national advertising tech-
niques, he joined Carnation in 1945 as
advertising manager.

At that time Carnation was a decen-
tralized operation. The general offices
were in Oconomowoc, Wis,; the exec-
utive office, where he was based, was in
Milwaukee. His chief concern was
evaporated milk advertising. In 1948,
Carnation moved all the key people of
all divisions to Los Angeles and all ad-
vertising was consolidated there, under
the supervision of Mr, Willis, who was
then general advertising manager.

In 1950, Mr. Willis was made an as-
sistant vice president and in 1955 pro-
moted to his present post of vice presi-
dent and advertising director. In 1953
he earned an AMP degree from Harv-
ard Business School, after taking two
13-week advanced management courses.
He is vice chairman, All Year Club of
Southern California; president, Adver-
tising Education Fund of the West;
member of the Ad Council’s tv and
radio committee, the ANA-AAAA com-
mittee for improving advertising con-
tent and the ANA advertising manage-
ment development committee; director,
U. of Chicago Club of Greater Los
Angeles; former director of the Ad Club
of Los Angeles and the ANA; member
of the American Academy of Advertis-
ing, the Westport Beach Club and Phi
Kappa Psi.

With his wife, Bettie Sullivan Willis,
daughter, Patricia (17) and son Paul
(13), Mr. Willis lives in a Bel-Air
house, complete with pool. (An older
daughter, Carolyn, is married and lives
in the East.) His hobbies are bridge,
singing, swimming and paddle tennis.
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EDITORIALS

Bait for the mousetrap

HE financial record of radio in 1961, which became

available last week, is bound to lend momentum to
the campaign to persuade the government to reduce the
number of radio stations. The FCC’s report shows that
nearly 40% of all am stations lost money in 1961. That
figure can be put to use by those who want the govern-
ment to protect stations against competition.

Undeniably radio had a relatively bad year in 1961. Not
only did a larger proportion of stations lose money than
had ever shown losses before, but total profits for the am
system were lower than they had been in 22 years. And
in that same 22-year period the number of stations more
than quadrupled. The case for reduction of competition
looks better now than it ever has.

But we suggest that broadcasters pause before joining
the rush to support the crusade for government protection.
What that crusade can easily lead to is a situation infinitely
more troublesome than the one broadcasters now face. If,
as clear-headed broadcasters have consistently argued, the
government begins weeding out stations for the purpose of
improving the economic status of those that are left, the
government must apply some kind of econcmic regulation
to the survivors. It cannot grant economic monopolies
without imposing restraints on the ways that those mono-
polies do business and on the profits they can make.

Forgetting economics entirely for the moment, it can
be said on considerable evidence that there are more sta-
tions now in business than there ought to be. In many
parts of the country the air is cluttered with signals that
interfere with one another—the result of a gradual erosion
of engineering standards under the pressure of broadcasters
to fit new stations into places where they cannot be com-
fortably accommodated. As we have said for years, there
is need for a return to engineering order in the am spectrum.

But to undertake a reappraisal of engineering standards,
and their deterioration, is cne thing, and to ask for a
reduction of stations on economic grounds is another. In
the leng-range interest of the broadcasting business it must
be hoped that the NAB and individual broadcasters who
participate in the forthcoming FCC conferences on station
“overpopulation” will keep that distinction firmly in mind.

A federation of broadcasting

F the NAB board of directors faces up to its responsibili-

ties when it meets in Phoenix next month, it will consider
a problem much larger than that involved in the fate of
LeRoy Collins as its president.

The NAB should consider policy as well as personnel.
The plain fact is that the NAB, because of basic conflicts
of interest among segments of its membership, is not or-
ganized or equipped to give effective leadership in the
broadcasters’ bread and butter issue—preservation of free
competitive broadcasting.

Recent events underscore these built-in conflicts. Presi-
dent Collins, for some inexplicable reason, sounded off
against cigarette advertising. The Radio Advertising Bureau,
whose job it is to create business for radio stations, had to
repudiate the head of the NAB. The Television Bureau of
Advertising found it painfully necessary to inform all inter-
ested groups that it did not agree. All networks, publicly or
privately, did likewise.

Now being organized, is a formidable group of regional
stations who oppose inroads into their technical coverage.
They are organizing because the NAB cannot take a posi-
tion in their behalf.
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In television, the Assn. of Maximum Service Telecasters
was formed to protect service to natural areas of coverage
by opposing drop-ins and short separations—the tv counter-
part of radio’s Clear Channel group.

There is the $500,000-a-year Television Information Of-
fice which operates outside of but in conjunction with the
NAB. The Station Representatives Assn. has operated for
years. The Fm Assn. was formed several years ago to
foster a new and now growing aural medium.

Broadcasters and related groups are shelling out perhaps
as much as $10 million a year in these various ‘“‘trade as-
sociation” activities. NAB itself takes in $1.7 million. Both
RAB and TvB are over the $1 million mark.

We have said before that what is needed is a new all-
inclusive policy, geared toward combining of forces in the
only area in which all segments have an indivisible interest
and that is the philosophy of free enterprise broadcasting.
Recent events point up the need for a “federation” of
broadcasting and a new concept of attack.

At the top would be a single unified organization. Its
area would be broad public policy. It would be the legisla-
tive lobby and it would handle nationwide public relations.
It would work with the state associations at the grass roots.

The “federation” would be responsible to a board repre-
senting every segment of the radio-tv arts. Each unit, as
now, would have its own director and staff. The networks,
which now have little if any voice, yet are the largest
entities, could become a separate unit. So too with TvB,
RAB, AMST, Fm Assn., state associations, SRA, film
syndicators, manufacturers and all others having a legitimate
stake in the welfare of broadcasting.

These affiliate organizations would contribute to the sup-
port of the federation. Each would pay its own way and
do its own job.

Who should head this federation? He should be a man
of proven ability and of stature—not necessarily a politician.
He should believe in what he is doing. He should be an
advocate ready to fight all attempts to impinge upon broad-
casting’s free estate whether by Congress, the FCC or by
private groups.

If the NAB board does not meet both the policy and
personnel issues next month, it may find itself presiding
over the gradual liquidation of the association through de-
fections in membership.

|
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Drawn for BROADCASTING by Sid Hix
“We're only getting 66 cents in our cutlery deal orders . . .
you held the price card upside down!”
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TV Camera of the Sixties!
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After five years of intensive development and two years of field testing, the TK-60 advanced
studio TV camera is here! Big picture 4%2” image orthicon pickup tube combines with stabilized
circuits, ease of camera set-up, and simplicity of operation to make it every inch the TV Camera
for the “sixties”. Here's a great new monochrome camera that's sure to be a success with
producers and station-men alike! The TK-60 produces pictures of sensationally new quality...ove
extended periods, without alignment delays. You can control contrast and mood as never before.
You can produce tapes and live commercials that show the client’s product in sparkling,

life-like detail, with effects not possible on any other camera. Where striking picture quality

can mean stepped-up product sales, this is the camera that “says it"” and “sells it"” best!

See the RCA Broadcast Representative for the complete story Or write RCA Broadcast

and Television Equipment, Building 15-5, Camden, N. J.

Distinctive silhouette of “TK-60",
television studio camera that's

years ahead in performance. THE MOST TRUSTED NAME IN TELEVISION
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Knowledge of a Markef is Important

John Cory, Ron Collins, Lou Hummell, Lloyd Griffin, Bill Wal-

ters, Don Roberts, Richard Nickeson (WISC-TV) and Bill Tynan
— PGW Colonels on the scene in a Madison Super Market.
E
M E E I S I I s Each PGW Colonel is well schooled on the Madi-

R E P S son mavrket. Frequent visits plus research in depth
furnished by WISC-TV enable each Peters, Grif-

fin and Woodward office and each Colonel to better
serve agencies and clients. They know first-hand
the full story of the wide coverage and popularity

of Channel 3 in Wisconsin, Illinois and Iowa.

W| sc v \% Represenled Nationally by Peters, Griffin, Woodward, /nc.

MADISON, WISC.



