84Y 1IMxYR

v

£E119¢

99/2 dx3

HONYY8 05V 11Nn

AINN §1V dvsp
817 SvIy3s

MARCH 29, 1965 50 CENTS .73: " 34TH YEAR

Broatcasting

THE BUSINESSWEEKLY OF TELEVISION AND RADIO

Convention produces hint of moderation in D.C. p35
LBJ's diplomatic choice for FCC: James Wadsworth. p36
AMST finds members making waves in CATV waters. p82
Heavy traffic, interest in color sparks TFE '65. p52

COMPLETE INDEX PAGE 7

-'Hl;-‘._-i‘-!;l"'.ﬂ.-'l'E--l'l-ll'l‘r.’l‘-il.l'l. b Tl L i
s OF
I

S e — . — —

/

HOW.BO YOU COUNT 77277777
JK. ) -
’/‘-‘f;; ’

(% -

IT'S JUST GOOD BUSINESS TO COUNT ON
THE STATION THAT IS INVOLVED WITH,
AND IN, THE COMMUNITY IT SERVES.

WCCO TELEVISION is that station in the Twin

City market. It is the only Twin City station,
for example, to AWARD AN ANNUAL FOUR-

YEAR SCHOLARSHIP; conduct the WCCO-

VIKING FAN CLUB; the WCCO-GUTHRIE
MATINEE PARTY; sponsor the annual MIN-
NESOTA SYMPOSIUM at the University of
Minnesota: and program aregularly-scheduled
PUBLIC AFFAIRS TV SHOW. In addition the
station is deeply involved with the ST. PAUL
WINTER CARNIVAL, the MINNEAPOLIS
AQUATENNIAL and the MINNESOTA STATE

FAIR—just to name a few.

COUNT ON WCCO TELEVISION to put your story across . . . the station which is
alrgady vitally invelved in, and accepted by, the Twin City Area of Minneapolis-St. Paul

WCCO

@

NOIBIARTIIL

Represented naticnally by: Peters, Griffin. Woodward. Inc.



WFMY-7V

wWInS
SCHOOL BELL AWARD
FOR
UNMPRECEDENTED
THIRD TIME

The North Carolina Education Association
has again presented its annual School Bell
Award to WFMY-TV, the only three-time
television station winner. The 1965 Award,
for “distinguished service in the interpre-
tation of education,” was made in recogni-
tion of WFMY-TV’s comprehensive cover-

age of issues and activities in the field of
education and, in particular, for the sta-
tion’s exceptional efforts in combating the
school “drop-out” problem.

WFEMY-TV . . . first choice for serving
the public and selling your product in 51
counties in North Carolina and Virginia.

WEMY-TV @

GREENSBORO / HIGH POINT / WINSTON-SALEM, N. C.

Represented notionolly by Harrington, Righter and Parsans, Inc.
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THE TOP 10 SCORE

KTVI leads with 5 shows
Station B follows with 3
Station C next with 2

THE TOP 20 SCORE

KTVI leads again with 10 shows
Stations B & C play to a
tie with 5 each

How about you? Been putting your money on
the winner in St. Louis?

T H E % .,-:<: ~: -;-:5 ? ¥

EXCITING ﬁ%ﬂ-, ]

*Source: ARB, Jan./Feb. 1965 NEW W gm@
based on total homes sT. LouisS @
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WHEN YOU CONSIDER
PRIME TIME SPOTS...

your first requirement is top homes delivered at the
most efficient cost.

IN THE DALLAS-FORT WORTH MARKET. ..

18 of the top 30 prime time shows are on Channel 4.*

CONSIDER KRLD-TV

with a new, cost efficiency rate card which makes every spot on
Channel 4 a top-rated buy 8 Ask your ADVERTISING TIME SALES
representative for complete details.

°ARB
Jan/Feb '€5

represented nationally by
Advertising Time Sales, Inc. E =

THE DﬁLLAS ’I'II\:'[EE HERALD STATIONS
OM 4 Dm—/-t WM Clyde W. Rembert, President

MAXIMUM POWER TV-TWIN to KRLD radio 1080, CBS outlet with 50,000 watts
BROADCASTING, March 29, 1965




Welcome surprise

Among broadcasters who know him,
there was much relief when James J.
Wadsworth was nominated last Thurs-
day to be FCC commissioner. They'd
feared President Johnson might pick
an educator with utopian views. But
Mr. Wadsworth is regarded by friends
as realist. As one network executive
who’s known him for 20 years put it:
If new appointee had been on com-
mission when it voted March 19 on
proposal to reduce network program
control, he would have voted against
it.

Senior U. §. Senator from Mr.
Wadsworth’s native New York state,
Republican Jacob Javits, was support-
ing anoather candidate for FCC va-
cancy, Dean Kenneth Bartlett of Syra-
cuse University, but Senator Javits
knows and likes Mr. Wadsworth and
will make no objection ta his appoint-
ment. Early last week Senator Javits
was told by White House that finalists
in FCC race were Dean Bartlett, Rich-
ard B. Hull of Ohio State University
and Mr. Wadsworth, whose name was
put inte FCC consideration only re-
cently.

New guessing game

With speculation ended as to whom
President Johnson would name to FCC
vacancy, new guessing game has
emerged in regard to chairmanship
now held by E. William Henry. In
some quarters it was thought that
President, who has prerogative of nam-
ing chairman from among qualified
members, might move after James J.
Wadsworth’s nomination is confirmed
by Senate (Commerce Committee has
scheduled hearing for April 13). Al-
though Ambassador Wadsworth is Re-
publican, this wouldn’t necessarily pre-
clude his designation as chairman.

There had been speculation earlier
that President Johnson might designate
Commissioner Lee Loevinger, former
assistant attorney general for antitrust
and close friend of Vice President
Hubert H. Humphrey, to chairman-
ship. Ir's expected President shortly
will renominate Conunissioner Robert
T. Bartley for third seven-year termn
on FCC. His present term expires
June 30.

Friendly fight

Despite disagreement among some
members of Association of Maximum
Service Telecasters on position it has
taken on full regulation of commu-
nity antenna services, there’s no talk

CLOSED CIRCUIT=

of their resignation. Group owners
at odds with AMST policy (see page
82) have stated they regard AMST
as performing excellent service in ali
other areas. Only resignation reported
is that of General Electric Co.’s WRGB
(Tv) Schenectady, and half-dozen new
members were said to have been lined
up during NAB convention last week.

Philadelphia sale

Agreement was reached last week
for sale of wymJ and wiMJ-FM (con-
struction permit) Philadelphia to Rust
Craft for in neighborhood of $650,-
000 (subject to customary FCC ap-
proval). Sellers are Patrick J. Stanton,
president and general manager, and
associates. WJmJ, which began oper-
ation in 1948, is on 1540 k¢ with 50
kw daytime. WJIMJ-FM is assigned to
104.5 mc with 20,000 w. Broker is
Richard Crisler Co., Cincinnati. Rust
Craft, multiple owner, has headquar-
ters in Steubenville, Ohio.

Waiting for the call

Walter Rogers (D-Tex.) thinks
FCC *“is going too far” with proposals
to limit network program ownership
(see page 60). Commission, he feels,
“is getting into an area better left to
the Justice Department.” At most,
“the commission should present rec-
ommendations to Congress” if it sees
need to regulate “monopoly” situation.

Mr. Rogers, chairman of Commu-
nications Subcommirttee of House
Comunerce Committee, says hearings
on proposed rules are not planned
now, but will be held “if a demand
develops.” Congressmen can beconte
very demanding when regulatory agen-
cies get frisky. Senator Vance Hartke
(D-Ind.) has already recorded his op-
position to commission proposal (see
page 62).

Quiz era ends

Abandonment of FCC panel quiz as
feature of NAB conventions won't
mean that regulatory agency people
will not participate in future conven-
tion programs. Panels have been tra-
dition for past 10 years, but concern
expressed over members of quasi-
judicial body subjecting themselves to
pot-shooting from floor resulted in con-
clusion that this year’s panel (see page
58) would be last. ' Thought is being
given to appearances of new commis-
sioners at future conventions or pos-
sibly of setting up second-echelon

panel of department heads involved in
broadcasting who would not be in-
hibited in answers because they are
not responsible for FCC policy.

Search for an angel

National Association of FM Broad-
casters, which is planning to put paid
staff back in New York office and
seek new president for association, is
looking to build up working fund of
$500,000. Source would probably be
sponsor who would buy time on all
member stations with monies being
returned to NAFMB to pay for staff.
Magnavox bankrolled similar cam-
paign two years ago and reportedly is
interested in doing so again. Results
of previous effort were said to have
been highly successful for Magnavox.

Date for CATV

April 14 was set by FCC last Fri-
day as date on which it will take ac-
tion on overall community antenna
policy. Expectation is that it will as-
sert general regulatory authority and
probably not limit itself to jurisdic-
tion over microwaves. By same tok-
en, it isn’t expected commission would
go for regulation of CATV services
as common carriers, thus preempting
field to exclusion of state regulatory
bodies.

CATV in New York

New York City’s position on appli-
cation of eight companies to operate
CATY systems there should come into
clearer focus within next two weeks.
Within that time, it’s reported, city’s
franchise bureau will have presented
board of estimate with report and rec-
ommendations on franchise petitions.
According to one city representative,
first franchise grant decision might be
made in late April or early May. Last
public hearing on CATV applications
was held by board of estimate Jan. 14
(BROADCASTING, Jan. 18).

Pocket demography

Peters, Griffin, Woodward is plan-
ning to announce on April 5 copy-
righted Radio Programing Efficiency
Index pocketpiece intended as aid to
radio advertisers and agency buyers.
Slide-rule device was developed by
PGW with Data Inc. Nearly year
elapsed before final pocketpiece
evolved from concept phase through
various designs and modifications.

Published every Monday, 53rd issue (Yearbook Number) published in January, by BROADCASTING PUBLICATIONS Inc.

1735 DeSales Street, N, W.,,

Washington, D. C. 2

0036. Second-class postage paid at Washington, D. C.,

and additional offices.




CLEVELAND
the ‘‘one-buy’ market

WallWW-T W

the one to buy!

In Cleveland, WJW-TV is BASEBALL, telecasting 46 Cleveland Indians games—plus golf, pius National League football,
pius tops in sports news. This is the sports programming that gets the action with the money-spending faction in Cleve-
land.With no fringe stationstaking a bite out of the viewers, Cleveland isthe “‘one-buy’ market. WIW-TVisthe one to buy.
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WEEK IN BRIEF

Humphrey says government should not dominate or
dictate but only regulate communications industry; Henry
claims there is little change since ‘vast wasteland.’ Presi-
dent appoints Wadsworth as new commissioner. See . ..

AN EASING OF CONTROLS... 35

James J. Wadsworth named as successor to Ford on
FCC. Johnson silent to last minute to avoid leak. New
commissioner considered top drawer by associates and
‘moderate-to-liberal Republican’ by himself. See . . .

.DIPLOMAT IS JOHNSON'S CHOICE ... 36

AMST members split over association’s hard line for
CATV regulation; Triangle’s Clipp calls board action
‘precipitious and ill-founded.” Newhouse, Cox and Broad-
casting Co. of the South join in dissenting. See ...

BREAKS IN ANTI-CATV FRONT ... 82

Broadcasters at NAB convention bought more than ever
before. Attendance was up at exhibits and record equip-
ment sales were made. Cameras, video tape and film
chains were big with buyers. See . ..

GEAR SALES BOOM ... 96

Ben Strouse blasts FCC’s 50% duplication rule for FM'’s;
not because of effect on him but because it comes ‘dan-
gerously close’ to censorship. Others say FM is becoming
mass medium. Support of FCC is also heard. See . ..

FM ARRIVES ... 88

Paramount's International Telemeter in Toronto moves
to Montreai; will be hooked into CATV (largest in North
America) there. Pay-TV outfit has been technical success,
financial disaster in Toronto. See . . .

TORONTO PAY TV ENDS ... 100

Humphrey's ‘not to dominate or dictate, but to regulate’
doctrine welcome sound to broadcasters. He says broad-
casters are ‘more than businessmen' and that added re-
sponsibility to citizenry is result. See . ..

REGULATION, NOT DOMINATION ... 76

NAB's Anello says entire complexion of broadcasting
may be changed in 20 years as result of CATV. Real
answer is that ‘there is no answer for telecasters in
secondary markets. NAB report due shortly. See . ..

CATV: BIG TOPIC... 83

FCC's panel discussion at convention draws blood on
both sides; 4 to 2 split vote on program control shown in
depth. Henry, Cox say FCC has right to say how frequen-
cies used; Loevinger: ‘none of our business.’ See. .,

SPLIT ON PROGRAM CONTROL ... 58

Film buyers make TFE '65 best ever. Color sought in
everything from cartoons to feature films. ABC Films’
‘Shivaree’ described as ‘hit of show' but other programs
receive wide notice. Traffic up at all intersections. See ...

WORK'S AHEAD ... 52

Broadeasting

Published every Monday. 53d issue
(Yearbook Number) published in

DEPARTMENTS
AT DEADLINE 9 INTERNATIONAL ..
BROADCAST ADVERTISING ......... 40 LEAD STORY
SIS (] =133 T — 40 THE MEDIA
CHANGING HANDS ..o 94 MONDAY MEMO ...

CLOSED CIRCUIT
COMMERCIALS IN PRODUCTION 50
DATEBOOK ...ovvirvrnniennnns 14
EDITORIAL PAGE ...

EQUIPMENT & ENGINEERING ... 96 y pation required. Regular issues 50

—— —— cents per copy. Yearbook Number
FANFARE ... 104 AMERICAN BUSINESS PRESS, INC. $5.00 per copy.

d dd

FATES & FORTUNES ...cccsrnrraee 106 :-T :ﬁ}&gﬁ?%‘i %‘l?"g;:f:,?ﬁgéf:
FILM SALES ..ot 56 g O P08, Db o Dl e
FINANCIAL REPORTS ...ooocosruern 106 : 2 h{@} changes, please include both old and
FOR THE RECORD ..o 112 ‘\‘%{uu__.:)" '4‘.“—“.“ front cover of magazine.

BROADCASTING, March 29, 1965

........................... mc
5 PROGRAMING ...
WEEK'S HEADLINERS
WEEK'S PROFILE ...

January by BROADCASTING PUBLICATIONS
Second-class Postage paid at
Washington, D. C.,, and additional
offices.

Subscription prices: Annual sub-
scription for 52 weekly issues .50,
Annual subscripuon includin g ear-
hook Number $13.50. Add $2.00 per
year for Canada and $4.00 for all
Subscriber’s occu-

other countries,




Ohio GoesA-GC-GO k

WITH GROUP ONE RADIO

RATED NO.1 § IMMEDIATE
NATION* ACCEPTANCE

ST IN PULSE Duyi‘on, 0.
IN HOOPER

Before WAKR |  After WAKR

{ Ownership Ownership PERCENT

Pulse, Akron Metro | Hooper Index, Akron NOV.-DEC. FEB.-MARCH INCREASE
Jan. 1965 Feb.-March 1965 1964 1965

44 | 594 B W 9.0 136
32 427 N 71

51%
187%

Represented Nationally by:

Represented Nationally by:

G
DAREN F. McGAVREN COMPANY McGAVREN-GUILD CO., INC.

NEW YORK * CHICAGO =+ DETROIT = ST.lLOUIS -
ATLANTA * LOS ANGELES * SAN FRANCISCO * BOSTON

ATLANTA « LOS ANGELES * SAN FRANCISCO * BOSTON
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Late news breaks on this page and on page 10
Complete coverage of week begins on page 35

AT DEADLINE
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Trip to Cape Kennedy
alters FCC meetings

Members of FCC are scheduled to
witness launching of Early Bird, syn-
chronous communications satellite, at
Cape Kennedy, on April 6.

Group has been invited by National
Aeronautics & Space Administration,
which will provide launch vehicle. Com-
missioners are scheduled to leave Wash-
ington April 5, return April 7.

Three staffers have also been invited
by NASA. They are Bernard Strass-
burg, chief, Common Carrier Bureau,
Asher Ende, head of Office of Satellite
Communications, and Fred Heister, en-
gineer in Common Carrier Bureau.

If successfully launched, Early Bird
will be first commercial communications
satellite. It will be operated by Com-
munications Satellite Corp., and will
provide telephone, telegraph and tele-
vision circuits between Europe and the
U. S.

If commission’s plans hold, scheduled
administrative conference with repre-
sentatives of multiple station owners,
now set for April 8, will have to be
changed. Commission is moving back
regular mecting set for Wednesday,
April 7, to April 8.

Administrative conference will deal
with commission proposal to amend 1%
rule as it applies to mutual funds and
other investment houses owning interests
in publicly held multiple owners.

N.Y. newspaper strike talks

Contract talks were scheduled to con-
tinue over weekend in effort to avert
strike of New York newspapers set for
Wednesday (March 31) by New York
Typographical Union No. 6. Union
has rejected publishers' offer of $10.50
weekly increase spread over two years.
New York printers’ strike in 1962 lasted
114 days through following March 31
and resulted in shut-down of major
dailies and expanded news coverage by
local TV-radio stations (BROADCASTING,
April 8, 1963).

Metromedia registers
126,950 share sale

Metromedia Inc. last Friday (March
26) registered for public sale 126,950
shares of common stock with Security
& Exchange Commission.

Seven stock owners plan to sell 116,-

500 shares of outstanding stock while
Guardian Life Insurance plans sale of
10,450 shares it will acquire through
satisfaction of warrants held. Price will
be current market figure, not to exceed
$43 per share. Metromedia closed Fri-
day at 39%4.

Massachusetts Mutual Life plans to
sell 37,500 shares; Mutual Life Insur-
ance plans to sell 15,000 shares; Mel
Stuart (former Wolper stockholder)
plans to sell 4,000 shares, and Axe-
Houghton investment firms are offering
60,000 shares while retaining 266,000.

N.Y. group puts spots
on Louisiana station

New York merchant group, Down-
town West Businessman’s Association,
said Friday (March 26) it placed 100
spots on WBoX Bogalusa, La., which
has been boycotted by local advertisers
because of reported involvement of
wBOX owner Ralph Blumburg in local
racial problems (BROADCASTING, March
22).

Commercials consist of readings of
preamble of Constitution five times daily
for 20 days, starting March 25. New
York merchant group said messages
would continue “as long as necessary."

Lawrence slated for CBS-TV

New one-hour, musical-variety taped
show, starring Steve Lawrence, is be-
ing announced today (March 29) for
next fall on CBS-TV Mondays, 10-11
p.m. Series, which will be produced
by George Schaitter, will originate in
New York, according to Michael H.
Dann, vice president, programs, at
CBS-TV.

Dutch settle ad problem

Commercials will be permitted
on Dutch television, new govern-
ment of Netherlands announced
Friday (March 26). Whether
their use will follow U. S. format,
or involve restrictions as to group-
ing and time of day, as in other
European countries, was not
stated.

Government of Premier Vic
Marijnen fell Feb. 26 because of
inability to agree on allowing ad-
vertising over nation’s two TV
channels (BROADCASTING, March
1).

Conn. PUC, House
will meet on CATV

Connecticut Public Utilities Com-
mission on Friday (March 26) said it
plans on April 26 to reopen hearings in
Hartford on community antenna televi-
sion applicants in that state, PUC asked
score of applicants for detailed estimates
of all costs, statements on stockholders’
financial conditions and estimated length
of time to construct proposed CATV
systems.

Also sought by PUC are such data as
“verified copies of all agreements per-
taining to the furnishing of funds” as
well as estimates of revenues and ex-
penses by applicant companies for past
10-year period. PUC said “public need”
is its prime consideration on CATV.
Observers note that on April 7 hearings
will be held in state legislature on pro-
posal to define CATV as public utility,
which if speedily brought to floor and
passed, conceivably could take effect as
PUC resumes its hearing.

Public hearing will be held April
7 in Hartford on house bill that would
make more formal and permanent au-
thority of Connecticut Public Utilities
Commission to regulate community an-
tenna television.

Measure, house bill, 3860, was filed
Feb. 23 in Connecticut General As-
sembly (BROADCASTING, March 8) by
Republican Representative Harry L.
Filer. Hearings on bill were announced
last week by Republican Representative
Ralph L. Brown, house chairman of
Joint Public Utilities Committee.

Effect of proposed legislation would
be to amend general statutes to make
CATV public utility along with power
companies and other utilities regulated
by state’s PUC.

PUC is currently operating under
1963 legislation that empowered it to
hold hearings on and grant applications
for CATV franchises but did not spell
out commission’s CATV authority be-
yond those areas.

Films for theaters, TV

Group of feature films is scheduled
to go into production shortly in Eng-
land by Harmony Films Ltd., London,
and Embassy Pictures, New York, for
release theatrically and within two years
to television. Robert Maxwell, Harmony
president, told news conference in New
York that Harmony is considering pilot

e e ey e ey more AT DEADLINE page 10
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James J. Wadsworth, former U. S.
ambassador to United Nations, ap-
pointed by President Johnson (subject
to advice and consent of Senate) as
seventh commissioner on FCC, filling
vacancy caused by Frederick W. Ford’s
resignation to become president of Na-
tional Community Television Associa-
tion (BROADCASTING, Jan. 4).

William R.
Hesse, president,
Benton & Bowles,
New York, elect-
ed chief executive
officer of agency,
effective April 15.
He succeeds Rob-
ert E. Lusk in
that position. Mr.
Lusk continues as
B&B board chair-
man. Mr. Hesse
joined B&B in 1956 as VP account
supervisor. Mr. Lusk has been with
B&B since 1933. He was elected ex-
ecutive VP of agency in 1950 and has
been chief executive officer since 1956.

Mr. Hesse

Alvin E, Unger, VP in charge of sales
at TV Personalities, New York, returns
to Independent Television Corp., same
city, as VP for syndication, post he
previously held before joining TVP.
Cy Kaplan, VP and general sales man-
ager at 1TC, promoted to VP in charge

WEEK’'S HEADLINERS

of special projects. Irving Klein, VP
for creative services, named VP and
executive assistant to ITC’s president,
Abe Mandell.

Mr. Mumford Mr. Orr

Ralph 0. Briscoe, controller of CBS
Inc. since February 1963, appointed
VP-finance for company. He succeeds
Edmund W. Pugh Jr.,, who joins Lever
Bros. Co., New York, as administrative
VP and director. Milton C. Mumford,
chairman and chief executive officer of

Lever, announced election of David A.
Orr as president and appointment of
Mr. Pugh.

Ben H. Holmes,
VP in charge of
radio division of
Edward Petry &
Co., station rep-
resentation firm,
elected executive
VP of company.
Under President
Martin Nierman
he will have op-
erating responsi-
bilities in both
television and radio, and will also con-
tinue to supervise radio division. Bob
Koppinger, VP of Metro Radio Sales,
will join Petry radio April 5 as eastern
sales manager, post currently vacant,
and Bill Steese, Petry VP in charge of
radio promotion and research, will assist
Mr. Holmes in administering radio di-
vision affairs. Mr. Holmes was national
sales manager for Griffin group of sta-
tions before joining Petry as TV sales-
man in 1956. He formerly worked with
number of stations and, after four years
in Naval Air Force during World War
II, rose from special events director to
manager of KoMa Oklahoma City, then
member of Griffin group. He is stock-
holder of Petry firm and member of its
board and executive committee.

Mr. Holmes

For other personnel changes of the week see FATES & FORTUNES
T P Y P T e W g T Rt T

production in England on TV program
series aimed for U. S. and worldwide
audiences. Also announced is formation
of Raybert Productions to produce TV
film series for Screen Gems and feature
films for Columbia Pictures was an-
nounced Friday (March 26).
Principals in Raybert are Berton
Schneider and Robert Rafelson, who
have resigned from Screen Gems as vice
president-treasurer and as executive pro-
ducer, respectively, to form new com-

pany.

Fox hits peak earnings

Twentieth Century-Fox more than
tripled its revenues from film series
made especially for television, from
$3,815,000 in 1963 to $13,077,000 in
1964, while theatrical and TV film
rentals of feature motion pictures rose
by $4,144,000—to $97,196,000, it re-
ported Friday.

Total 1964 revenues for major movie-
TV producing firm reached $114,954,-
000 from $102,941,000 in 1963, while
net earnings for 52 weeks ended Dec.

10

26, 1964, reached dramatic $11,487,-
000 ($4.17 per share) compared to
$9,115,000 ($3.31) in 1963.

Only two years ago company re-
ported $39 million loss.

Mrs. Peterson urges
more protection

Expanded federal programs of con-
sumer education and information are
to be recommended today (March 29)
by Esther Peterson, special assistant to
President for consumer affairs. But no
mention is being made of advertising.

Report, based on four regional con-
ferences last year, cites need to fill in-
formation gaps on credit, grading, pack-
aging and labeling, and in performance.

Report concludes that consumers
want and clearly need more adequate
information about products and serv-
ices to permit “rational consumer
choices.” Also criticized is govern-
ment’s failure to communicate with
consumers about interrelationships of
services between governmental agencies.

Color, CATV are factors
Erickson tells students

Advertisers must begin to take into
consideration influence of color and of
community antenna systems in select-
ing programs and stations to be used
in their TV campaigns.

Rodney Erickson, senior vice presi-
dent and marketing director of Amer-
ican Research Bureau, suggested these
considerations in talk to University of
Virginia Graduate School of Business.

He also said television is becoming
more segmented medium, and available
research should be utilized to reach
advertiser’s target audience. '

His talk stressed changing factors
that must be evaluated in pursuing ef-
ficient advertising buys on TV.

Applies for Anchorage TV

Willis R. Harpel, president of KHAR
Anchorage, Alaska, has applied to FCC
for license to construct television sta-
tion on channel 13 in that city.

BROADCASTING, March 29, 1965



Ina 1o Station markel,
Why does WBAL oel more

lian 1oul of every 4
Baltimore radio dollars ?*

IResults !
AHer all, more peopi
listen (o WBAL than
“loany ofher
Baltimore radio Station.**

good s0UNd radio

Maryland’s only 50,000 watt station/NBC affillate/ Nationally @ represented by Daren F. McGavren Co. Inc. /or call 301-467-3000
"8ASED ON LATEST AVAILABLE FCC REPORTS **HOLLANDER REPORT, 1964; NCS NO. 3
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THE BEST YEARS OF OUR |
Myrna Loy, Fredric March, Hoagy €

AMERICA
COMES HOME TO
GOLDWYN

It happened overnight. “The Goldwyn Touch”
came to television —and viewers in New York,
Philadelphia, Chicago, St. Louis, and Los Angeles
began coming home to Goldwyn. CBS-owned stations in
these five cities, showing their first Goldwyn film —
“The Secret Life of Walter Mitty,” with
Danny Kaye — found they averaged better than
50 percent share of audience!
Proving to television what motion pictures always knew:
that Goldwyn fare is family fare. Great stories.
M. & Great stars. Great entertainment for the whole family.
These are the Goldwyn greats. Pictures that made “The Goldwyn Touch”
meaningful. Now, the Goldwyn Library of 50 films is available
for your station’s use.
For details, write or call: Samuel Goldwyn Productions—2 West 45th Street, i
New York, New York 10086 (YUkon 6-5872); s
Samuel Goldwyn Studios — Hollywood, Calif. 90046 el d
(HOllywood 9-6161)

i
i
i
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UP IN ARMS
Danny Kaye

THE MOST
HONORED
NAME IN
ENTERTA]NMENT!

ALY 4 [

THE HURRICANE
Dorothy Larmour, Jon Ha



THE WESTERNER THE MASQUERADER THE PRINCESS AND THE PIRATE THE BISHOP'S WIFE
Gary Cooper Ronald Colman Bob Hope, Virginia Mayo Cary Grant, Loretta Young

&

" 5 1 ==
THE LITTLE FOXES THE DARK ANGEL BARBARY COAST THE PRIDE OF THE YANKEES
ette Davis, Herbert Marshall Fredric March, Merle Oberon Edward G. Robinson, Miriam Hopkins Gary Cooper, Teresa Wright

THE GOLDWYN FOLLIES TELLA DALLAS O‘UR VERY OWN THE SECRET LIFE OF WALTER MITTY
Barbara Stanwyck, Anne Shirley Farley Granger, Ann Blyth Danny Kaye

A SONG IS BORN RAFFLES THE KID FROM SPAIN WUTHERING HEIGHTS
Danny Kaye David Niven, Olivia de Havilland Eddie Cantor Laurence Olivier, Merle Oberon
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In the spring of 1965, more
and more thoughts are
turning to CATV ... And
when one thinks of CATV
. ..one automatically
thinks of the recognized
leader, Ameco, * CATV
can make pleasant think-
ing once you have entered
the field. So why not stir
up the gray matter and
start thinking along this
line? % If an Ameco repre-
sentative can answer any
of the questions all this
thinking creates . . . just
drop us a line, or give us a
collect call.

2
3
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P. ©. BOX 11326

2949 WEST OSBORN RD
PHOENIX, ARIZONA
TELEPHONE (AC 602) 252-6041

14

-A calendar of important meetings and

events in the field of communications.

mIndicates first or revised listing.

March 20 — Alfred I. duPont Radio and
Television Awards dinner featuring Sir
Charles Moses, retiring head of Australian
Broadcasting Corp. Mayfiower hotel, Wash-
ington.

March 29-30—Spring convention of Pacific
Northwest CATV Association. Panels on
pole line agreements, ETV, translators.
Equipment exhibits. Wayne McNulty, gen-
eral manager, KXLY-TV Spokane, Wash,,
speaks March 29. Closed business session
with Robert D. L'Heureux, general counsel,
National Community Television Association,
March 30, Davenport hotel, Spokane. Con-
tact H. W. McClure, secretary-treasurer,
Box M, Toledo, Ore., phone 336-2057.

March 29-31 -~ Canadian Association of
Broadcasters annual convention. Bayshore
Inn, Vancouver, B, C.

March 29-April 1—Association of Electronic
Manufacturers Inc. first national convention.
Hilton hotel, New York.

March 30—American Society of Composers,
Authoys and Publishers (ASCAP) semi-an-
nual East Coast membership meeting at
2:30 p.m. in Starlight Ballroom of Waldorf-
Astoria hotel, New York.

March 30-April 2—Hearings by House gov-
ernment information subcommittee on
“freedom of information™ bhill. Washington.

mMarch 31—Frederick W. Ford, president of
National Community Television Association,
and Morton Leslle, acting chairman, Tele-
vision Accessory Manufacturers Institute,
debate community antenna television on
question "Resolved: CATV Is an Opponent,
Not an Opportunity” at meeting of the Na-
tional Electronics Distributors Assoclation.
New York Hilton hotal,

March 31-April 1—New Business Forum to
be co-sponsored by the National Electronic
Distributors Assoclation and the Electronic
Industry Show Corp. during National Elec-
tronics Week. Community antenna televi-
sion will be among items discussed. Hilton
hotel, New York.

APRIL

April 1—"My Favorite Moment In Televi-
sion,” a forum presented by the New York
Chapter of The National Academy of Tele-
vision Arts and Sciences. Filmed excerpts of
Television Academy members’ favorite
moments will be introduced and screened
by participants including Warren Bush,
Lillian Gish, Lucy Jarvis, Eddy Manson,
James Nelson, George Schaefer, Saul Turell
and Shelley Winters. Judson Hall, 180 West
57 Street, at 8:00 p.m.

Aprll 1—FCC deadline for comments re-
garding frequency allocations and technical
standards of its proposed rules governing
the lcensing of microwave radio stations
used to relay TV signals to community an-
tenna television systems

April 2 — The Publicists Guild, awards
luncheon, Beverly Hills hotel, Beverly Hills,
Calif.

April 4-7 — Association of National Adver-
tisers 18th annual West Coast meeting,
Santa Barbara Biltmore hotel, Santa Bar-
bara, Calif. Panel discussions and speeches
including presentation on fee system re-
cently entered into by BBDO with several
of its cllents, by BBDO President Thomas
Dillon; presentation of new media evalua-
tion studies by E. W. Seay, manager, cor-
porate marketing communications, Westing-
house Electric Corp.

April 7—Luncheon of International Radio
& Television Society. Gail Smith, director

DATEBOOK
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of advertlsing and market research for Gen-
eral Motors Corp., scheduled to speak. New
York.

April 7-9—Meeting of National Community
Television Association board of directors.
Mountain Shadows, Scottsdale, Ariz.

April 8 — Cox Broadcasting Corp. first an-
nual stockholders meeting. Cox Broadcast-
ing offices, White Columns, Atlanta.

April 8-3 — Sixteenth annual Atlanta Ad-
vertising Institute will have Mike Wallace
and Robert Sorenson, vice president and
assistant to the chairman of the board of
D’Arcy Advertising, as.speakers. Dinkler
Plaza hotel, Atlanta.

April 8-9—Fourth annual Collegiate Broad-
casters conference and the second annual
College Majors conference combined into
one meeting under sponsorship of Inter-
national Radio & Television Foundation of
International Radio & Television Soclety.
John C. McArdle, vice president and general
manager WNEW-TV New York, is chairman.
Hotel Roosevelt, New York.

mApril 9—Deadline for media excellence
awards, Chicago Federated Advertising Club.

April 8§ — Hollywood area Emmy awards
luncheon, Sheraton-West.

April 9-10 — Intercollegiate Broadcasting
System’s 26th annual national convention
on campus of New York University at Uni-
versity Heights.

April 8-10—Spring meeting of West Vir-
Einia Broadcasters Association. Press Club,
Charleston.

April 10—Georgia Assoclated Press Broad-
casters meeting. Atlanta Press Club, Atlanta.

April 10—West Virginia Associated Prnl
Broadcasters meeting, Charleston.

April 10—TFinancial seminar on commun!ty
antenna television (participants to be an
nounced) in conjunction with Nldonu
Community Television Association board of
directors meeting. Mountain Shadows,
Scottsdale, Ariz,

April 11-12—Annual spring convention of
Texas Association of Broadcasters. Speak-
ers include, Howard H. Bell, director, Na-
tional Association of Broadcasters Code Au-
thority. Shamrock Hilton, Houston.

April 12-13—Legal seminar, conducted by
National Community Television Association
General Counsel Robert D. L’Heureux, Reg-
istration ($35) begins 6 p.m. Saturday, April
10. Briefing gession begins 11 a.m. Sunday,
April 11, especlally for those who have not
attended seminars in the past. Primarily
for lawyers, but non-lawyers representing
CATYV systems  permitted. Mountain Shad-
ows hotel, Scottsdale, Ariz.

April 12-15—National Educational Televi-
sion Network’s spring meeting of station
managers, Sheraton Plaza and WGBH(TV)
Boston.

April 13-15—Institute of Electrical and
Electronics Engineers Region Six Annual
Conference. Las Vegas Convention Center,
Las Vegas.

April 14-25 — MIFED, International Film,
TV film and Documentary market, annual

NAB CONFERENCE SCHEDULE

Dates and places for the National
Association of Broadcasters spring
radio program clinics:

= May 17-18—Atlanta,

® May 20:-:21—New York.

8 May 24-25—New Orleans.

& June 7-8—Denver,

& June 10-11—Los Angeles,

BROADCASTING, March 28, 19865
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2“To affect the

,( quality of the day,

( that is the highest of arts”

In his beloved Walden, Henry David Thoreau phere and medium through which we look,

wrote: ‘I know of no more encouraging fact which morally we can do. To affect the quality
than the unquestionable ability of man to of the day, that is the highest of arts.”
elevate his life by conscious endeavor. It is Quality radio and television do not just
something to be able to paint a particular pic- mirror what exists—they are active forces
ture, or to carve a statue, and so striving for the common welfare.
to make a few objects beautiful; WG N WGN'’s stations try to affect
but it is far more glorious to the quality of the day...as any
carve and paint the very atmos- IS dedicated citizen would.

CHICAGO

the mast respected call fetters in broadcasting
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You come into
billions in the
Golden Triangle

e

[

:rhe WSJS Television Market
No. 1 in North Carolina

WSS

TELEVISION @ [
WINSTON-SALEM
12

GREENSBORO
HIGH POINT
Represented by Peters, Griffin, Woodward

The most critical
listener we have —

is US...

We listen a lot to hear our-
selves as others hear us. We in-
vite listener comments ... we
compare theirs with ours ...
and do you know we sound bet-
ter. .. to more people (includ-
ing advertisers) all the time!

WONOERFUL ISLE OF DREAMS
610 XC - 5000 WATTS
MIAMI, FLORIDA

National Representative
GEDRGE P. HOLLINGBERY

COX BROADCASTING
CORPORATION

WSB AM-FM-TY, Atlanta
WHIO AM-Fm-TV, Cayton
WSOC AM-FM-TV. Charlotte
WI0D AM-FM, Miami
KTVY , San Francisco-Oakland
WIIC TV, Pittsburgh

16 (DATEBOOK)

spring meeting in Milan, Kaly. Information
from MIFED Largo Domodossola 1 Milano
(Italy). Telegrams: MIFED-Milano.

April 15—New deadline for comments on
the FCC’s inquiry and proposed rulemaking
to amend its TV translator rujes to permit
licensing to regular TV stations and others
upon a special showing of translators using
up to 100 w power output to operate on
unoccupied VHF and UHF channels now
assigned to communities in the TV table of
assignments. Former deadline was March 15.

April 15—Southern California Broadcasters
Association iuncheon. Compton Advertising,
Los Angeiles, guesl. agency. 12 noon. Michaeis
Hestaurant, Hottywood.

mAprit 19—-Annual meeting and luncheon of
the Associated Press. Michigan Governor
George Romney will be the speaker at the
annual AP luncheon at the Waldorf-Astoria,
New York. a

April 21 — Annual meeting of stockholders
of General Telephone and Electronics Corp.
Sheraton-Boston hotel, Boston.

April 21—Luncheon of International Radie
& Television Society. Senator John O. Pas-
tore (D-R. 1.) will speak. Waldorf Astoria,
New York.

April 22-23—Third meeting of the execu-
tive committee of the FCC's Advisery Com-
mittee for Land Mobile Radio Services. The
two-day session will include a tour and
inspection of land mobile operations in the
Los Angeles area with Orange and Los An-
geles county public safety officlais as hosts.
1y a.m., Los Angeles County Hall of Ad-
ministration, 500 west Temple Street.

April 22-24—1965 annual meeting of Ameri-
can Association of Advertising Agencies,
The Greenbrier, White Sulphur Springs,
W. Va.

mApril 23—15th annual radio-television con-
ference sponsored by the Radio-Television
Guild of San Francisco State College. Pierre
Salinger, featured speaker. For information,
contact Steve Tolin, promotions and pub-
licity director, SFSC, 1600 Holloway Avenue,
San Francisco, 94132,

April 23—Alabama Associated Press Broad-
casters meeting. Montgomery.

April 24—American Women in Radio and
Television Educational Foundation—AWRT
New England Chapter Seminar, Boston
University, Boston.

April 28—Louisiana Association of Broad-
casters meeting. Lafayette,

April 286—New deadline for reply comments
on the FCC’s inquiry and proposed rule-
making to amend TV translator rules to
permit licensing to regular TV stations and
others upon a special showing of translators
using up to 100 w power output to operate
on unoccupied VHF and UHF channels now
assigned to communities in the TV table of
assignments. Former deadline was March 25,

April 26—New deadline for comments on
the FCC’s notice of inquiry amd proposed
rulemaking relating to mutual funds and
other investment houses that are in techni-
cal violation of the commission's multiple-~
ownership rules. Original deadline for com-
ments was Nov. 23, 1864, but was extended
to Feb. 23 at urging of 15 group owners.
Latest deadline set by FCC is result of
further request for extension, this time by
Insurance Securities Inc., San Francisco.

April 26-28 — Communications Research
Seminar sponsored jointly by Temple Uni-
versity of Philadelphia and Department of
Health, Education and Welfare. Temple
University, Philadelphia.

April 28-30—National Press Photographer’s
Association fifth annual television newsfilm
workshop. University of Oklahoma, Norman.

April 27—Business and Professional Wom-
en’s Club meeting. Speaker: Krin C. Holz-
hauser, southwestern area VP, American
Women in Radio and Television. Oklahoma
City.

April 27-30 — Audio Engineering Society

convention. Hollywood Roosevelt hotel,

Hollywood.

April 27-30—Alpha Epsilon Rho National
Convention. University of Houston will be
the host. Hotel America, Houston.

April 28-May 7--House Judiciary Copyright
Subcommittee begins hearing on HR 4347,
copyright law revision bill, with Abraham
L. Kaminstein, registrar of copyrights, first
witness.

April 28-30—International Advertising As-
soclation’s 17th annual World Congress,
Paris.

April 20—International Radio & Television
Society’s radio commercials workshop, 9
a.m.-2 p.m., Jade Room of Waldorf-Astoria
hotel, New York.

April 29-May 8—Fifth iInternational con-
test for the Golden Rose of Montreux
Awards for TV entertainment programs,
Montreux, Switzerland, organized by the
town of Montreux in cooperation with the
Swiss Broadcasting Corp. and under the
patronage of the European Broadcasting
Union. Entry deadline for 'V organizations
is Aprll 1.

April 29-30—Pennsylvania Associated Press
Broadcasters annual meeting, Allenberry, a
resort in Boiling Springs, near Harrisburg.

April 29-30—Spring meeting of Oregon As-
sociation of Broadcasters. Speakers include
Douglas A. Anello, general counsel. National
Association of Broadcasters. Village Green,
motor hotel, Cottage Grove.

April 30 — 1965 American TV Commercials
Festival awards luncheon. Walter Weir,
chairman of executive committee at West,
Weir & Bartel, heads 1985 council of judges.
Waldorf-Astoria, New York.

April 30-May 1—Spring meeting of Kansas
Association of Radio Broadcasters. Featured
speakers are Vincent Wasilewski, president,
National Association of Broadcasters, Ben
Waple, secretary of the FCC, Daren Mc-
Gavren of McGavren-Guild, New York, and
Kansas Governor William Avery. Baker
hotel. Hutchinson.

mApril 30-May 1—Spring meeting of Missis-
sippi Broadcasters Association. Speakers in-
clude Willlam Carlisle, vice president for
station services, National Association of
Broadcasters. Buena Vista hotel, Biloxi,

MAY

May 1—California Associated Press Radio-
TV Association annual meeting. Riviera
hotel, Palm Springs.

May 2-3—American Wonien in Radio and
Television board of directors meeting, New
York Hilton hotel, New York.

May 3—FCC deadline for reply comments
regarding frequency allocations and tech-
nical standards of its proposed rules gov-
erning the licensing of microwave radio
stations used to relay TV signals to com-
munity antenna television systems.

EMay 3-5—Association of Canadian Adver-
tisers will have its 50th annual meeting at
the Royal York hotel, Tcronto.

mMay 3-5—Spring meeting of Kentucky
Broadcasters Association. Featured speakers
include FCC Commisstoner Lee Loevinger
and Vincent Wasilewski, president, National
Assoclation of Broadcasters. Brown hotel.
Louisville.

May 4—American Women in Radio and
Television Educational Foundation’s board
of trustees meeting, New York Hilton hotel,
New York.

May 4—Annual stockholders meeting of
RCA, Chicago Opera House, 20 North Wack-
er Drive, and linked to New York via
closed-circuit, two-way color TV hookup at
Peacock Studio in Rockefeller Center, 10:30

mindicates first or revised listing.
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Don’t Overlook WWVA’s Rich
GOLDEN CIRCLE MARKET
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WWVA’s rich 67-county Golden Circle Market
boasts a population of over 614 million people
with a whopping total income of over $1315,
billion . . . yes, BILLION! Food sales amount
to over $2 billion annually, with retail sales
totaling more than $8 billion. WWVA's 19.
county Golden Valley alone is the nation's
44th market with a population of 667,000.

You're sure your advertising dollars deliver
coverage and audience when you put them
to work in WWVA's 67-county .50mv contour
area. This is one of the nation's richest mar-
kets (WWVA Radio is the only 50,000 watt
network station in the Pittsburgh-Wheeling
Tri-State Area). Get your share of Golden
Circle Market dollars on WWVA!

Above statistics from FEBRUARY '65 SRDS

Represented Nationally by Blair Radio

BROADCASTING, March 29, 1965
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Nobody sleeps when psychologist Joyce Brothers tells her
listeners ‘'"How to Avoid Insomnia at Night.”” And you can bet
they’re wide awake when the topic is ‘“How to Tell If a Husband is
Lying.”” Personal subjects like these—discussed with candor
and good taste--are heard regularly on The Dr. Joyce Brothers
Radio Show. For two years, Dr. Brothers—famous as a TV and
newspaper personality, has kept a vast audience of listeners
eager for each 5-minute radio program.

Even pleased with eachcommercial message.

So wake up to the profit possibilities of Dr. Joyce Brothers

(you may sleep better at night). For full information, write or call
Mr. Marvin Grieve, The ABC Radio Network, Special Program
Features, 7 West 66th Street, New York, N.Y. 212 SU 7.5000.

/‘
THE BR. JOYCE BROTHERS PROGRAM. A PRODUCT OF THE [t J NETWORK

BPECIAL PROGRAM FEATURES DEPT.

“There’s many a slip "twixt
the cup and the lip. You
need a steady hand or .a
funnel.”

Big Aggie channels your advertising dollars into a
farm-rich five-state area. No cup-slipping here. You
can reach over three million customers! Many of these
WNAX listeners have grown up with Big Aggie over
the last 43 years. They know her and they trust her.
See your Katz man for all the details about how to
avoid slipping cups and wasted advertising dollars.

= -t wex  PEOPLES BROADCASTING
- CORPORAT!ON
S m

- WNAX, Yankton, S. Dak.
E KV¥TVY, Sioux City, lows

- WGAR, Cleveland, Ohio
WRFD, Columbus-
Worthington, Ohio

(DATEBOOK)

am. CDT In Chicago and 11:30 am. EDT in
New York.

mMay 4-5 — Spring meeting of Missouri
Broadcasters Association. Speakers include
Douglas A, Anello, general counsel, National
Association of Broadcasters. University of
Missouri, Columbia.

May 5-6—Annual general conference of
CBS-TV affiliates at Beverly Hills, Calif.,,
and at three locations: the Beverly Hilton,
the CBS Studio Center and Television City.

May 5-89—American Women in Radio and
Television National Convention, New York
Hilton hotel, New York.

May 6-8 — Meeting of Iowa Broadcasters
Association. Fort Des Motnes hotel, Des
Moines.

May 6-8 — Spri.ng meetmg of Montana
Broadcasters A jation. Speakers include
Sherril Taylor, vice president for radio, Na-
tional Association of Broadcasters. Execu-
tive motel, Missoula.

May 7 — Virginia Associated Press Broad-
casters meeting, Washington.

May T7—Annual meeting of International
Radio & Television Society. New York.

May 7—California AP Radio-TV Associa-
tion annual meeting. Biltmore hotel, Los
Angeles.

May T—National Academy of Television
Arts & Sciences, Hollywood chapter, annual
ball. Beverly Hilton, Beverly Hills, Calif.

May 7-8—Florida Associated Press Broad-
casters annual meeting. Landmark motor
lodge, Winter Haven and Cypress Gardens.

mMay B-9—Kansas Associated Press Radio-
Television members meeting, hotel Muehl-
bach, Kansas City.

May 10 — Connecticut Associated Press
Broadcasters Association meeting. Yankee
Silversmith iInn, Wallingford.

May 11 — Annual stockholders mesting,
Communications Satallite Corporation,
Shorsham hotel, Washington,

mMay 12-1& — Spring meeting of Ilinois

Broadcasters Assoclation, Speakers inciude

Vincent Wasilewsiti, president, National As

soclation of Broadcasters. Holiday Inn East,
Springfield.

aMay 13-14—Spring convention of Ohio As-
sociation of Broadcasters. Imperial House
South, Dayton.

May 16-18—Catholic Broadcasters Associa-
tion of America will present Gabriel Awards
at annual convention and the first Catholic
Communications Seminar May 18. Waldorf-
Astoria. New York.

May 16-18—Spring meeting of Pennsylvania
Association of Broadcasters. Nittany Lion
Inn, University Park.

EMay 18—Bureau of Broadcast Measure-
ment, annual meeting, Westbury hotel, To-
ronto.

May 17-19—First eonvention of Advertising
and Marketing International Network. AMIN
is successor to Continental Advertising
Agency Network and embraces North and
South America, and West Indies. Pontchar-
train hotel, Detroit.

May 19-21 — Texas CATYV Association Inc.,
state convention. Dallas Marriott motor
hotel, Dallas.

EMay 19-22--12th Annual conference of the
National Association of Market Developers
at the Sheraton Jefferson hotel in St. Louis.

mMay 20 — Awards for media excellence,
banquet, Chicage Federated Advertising
Club, Great Hall. Pick-Congress hotel, Chi-
cago.

aMay 20—Spring meeting of New Jersey
Broadcasters Association. Woodlawn, Rut-
gers University, New Brunswick.
May 20—Frederick W. Ford, president of
windicates first or revised listing.
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C(%G)W do you judge a station ¢

Probably by using some time-saving aids to assist your own good judgment. Because stations
must be individually judged on their own merits, and it takes experienced media personne! to
determine the subtle, but important differences. And market activity — buying activity — can
make all the difference. The kind found in cities like Evansville, Fargo-Grand Forks, Pembina-
Winnipeg, Louisville, Santa Rosa, and Sacramento. Judge for yourself . . .



o read between these lines?

Reading between lines takes a deep understanding of the facts. It can add a new dimension to
the picture —and it does in Evansville, Indiana.

Because in Evansville the $6,528 effective buying income per household is more effective when
buying an eight-room home than in New York or San Francisco. And in Evansville one television
station, WTVW-TV, effectively reaches 50% of the 1%z billion dollar market daily. That's why so
many products sold in Evansville are sold on WTVW-TV. Why don't you make WTVW-TV the
new dimension in your media picture? “If it's seen on 7, it sells.”

POLARIS BROADCASTING / WTVW-TV

TELEVISION: wTvw, EVANSVILLE, IND. » KTHI, FARGO-GRAND FORKS, N.D. » KCND-TV, PEMBINA, N.D.
RADIO: wKyw, LOUISVILLE, KY. ® KPLS, SANTA ROSA, CALIF. ¢ KXOA AM-FM, SACRAMENTO, CALIF.



rom dala to data?

Computers can bury you in data-—about anything. Your favorite test market or even a new area
you'd like to open up. But chances are they can’t judge how much farther a dollar goes in North
Dakota than on Long Island. We know these and other things — from personal experience in
cities like Fargo-Grand Forks, North Dakota, the “Tall Tower Country.”

Fargo’s KTHI-TV has the world's tallest TV tower (2,063'). This giant broadcasts to 37 counties
in North Dakota and Minnesota...an area over 40,000 square miles. The new tower has increased
our share of prime time audience by 21% and net weekly circulation from 42,500 to 106,000 as
estimated by ARB. Put your sales message on KTHI-TV and reach these active consumers.

POLARIS BROADCASTING / KTHI-TV

TELEVISION: WTVW, EVANSVILLE, IND. * KTHI, FARGO-GRAND FORKS, N.D. ® KCND-TV, PEMBINA, N.D.
RADIO: wKkyw, LOUISVILLE, KY. ® KPLS, SANTA ROSA, CALIF. & KXOA AM-FM, SACRAMENTO, CALIF.



Cﬁgfarket analyst 4

This “analyst” works well with figures but needs help in applying them to a given station —
human help. Because only through the understanding of markets like Pembina, North Dakota,
and Winnipeg, Canada, can the facts be properly applied.

For example, the effective buying income per household in the Winnipeg area goes a lot farther
in buying food, entertainment and a home than in New York or Cleveland or Los Angeles. And
Winnipeg, with Canada's 4th largest retail sales, proves it. From the heart of the legendary Red
River Valley, KCND-TV reaches some 167,000 TV homes and treats advertisers now to a 30%
increase in 6:30 to 11:00 PM audience (latest Niefsen estimate). Cover this big buying market on
Pembina's KCND-TV, the station that provides viewers ABC's top entertainment plus NBC's “To-
day" and “Tonight" shows.

POLARIS BROADCASTING / KCND-TV

TELEVISION: wTvw, EVANSVILLE, IND. ¢ KTHI, FARGO-GRAND FORKS, N.D. ¢ KCND-TV, PEMBINA, N.D.
RADIO: wkyw, LOUISVILLE, KY. ¢ KPLS, SANTA ROSA, CALIF. & KXOA AM-FM, SACRAMENTO, CALIF.



@%dia informer?

This “informer” can generate some interesting facts numerically, but it can't give you the
whole market picture. Because a market is more than numbers, it's people. And in Louisville,
Kentucky, you reach a vital group of people on WKYW.

Pecple who like good things and have the money-power to get them. Because WKYW is
“Louisville’s only beautiful music station” it has attracted this selective group of listeners . . .
a group that makes a major contribution to more than $1 billion yearly retail sales. WKYW’s
News Department has increased its scope by doubling its coverage — with in-depth reports now
on the half hour. And Metropolitan Skywatch (from Louisvilie's only broadcast helicopter} is now
in its 2nd year of public service. Put your message on WKYW — and sell the people who buy.

POLARIS BROADCASTING / WKYW

TELEVISION: wTvw, EVANSVILLE, IND. ¢ KTHI, FARGO-GRAND FORKS, N.D. ¢ KCND-TV, PEMBINA, N.D.
RADIO: wKyw, LOUISVILLE, KY. ¢ KPLS, SANTA ROSA, CALIF. ¢ KXOA AM-FM, SACRAMENTO, CALIF.



Ratings deal in numbers —how many people listen to a particular station or program. But
media planning deals with people, the definite target market you're hoping to reach. And people
make more of a story for KPLS in Santa Rosa, California, than our Number One ratings tell
(Hooper estimate September, 1964).

In Santa Rosa the $7,302 effective buying income per household goes a long way. KPLS
radic is the way to reach Santa Rosa's largest radio audience ... an audience that lives and
plays in the rich Redwood Empire. By featuring “more music, more often,” it has become the
market’s best selling station. Let us do the same for you.

POLARIS BROADCASTING / KPLS

TELEVISION: wTvw, EVANSVILLE, IND. * KTHI, FARGO-GRAND FORKS, N.D. » KCND-TV, PEMBINA, N.D.
RADIO: WKYW, LOUISVILLE, KY. & KPLS, SANTA ROSA, CALIF. & KXOA AM-FM, SACRAMENTO, CALIF.



Pecial rep orter’?

This "special reporter” can total up the facts — but someone else has to put these facts into
a story. And here are some up-to-date facts about KXOA in Sacramento, California.

We've doubled our sales and our ratings (Pulse estimate, October, 1964) at KXOA in California's
fourth largest market. In this State Capital, KXOA broadcasts exclusive, prime time newscasts
live, from the State Legislature Building to an audience that owns more automobiles per capita
than almost any other city in the world. The retail sales are over $1 billion annually. Let KXOA
warm your sales manager's heart by helping you reach this prosperous market.

POLARIS BROADCASTING / KXOA

TELEVISION: wWTvw, EVANSVILLE, IND. « KTHI, FARGO-GRAND FORKS, N.D. ¢ KCND-TV, PEMBINA, N.D.
RADIO: wKyYW, LOUISVILLE, KY. & KPLS, SANTA ROSA. CALIF. ¢ KXOA AM-FM, SACRAMENTO, CALIF.



WTVW-TV

Evansville, Indiana

Channel 7

Consumer Spendable Income:
$6,528

TV Homes: 368,500

Represented by Blair Television
General Manager: E. Berry Smith

WKYW

Louisville, Kentucky

900 kc

Consumer Spendable |ncome:
$7.495

® Radio Homes: 208,100

Represented by Select Station
Representatives

General Manager: Robert Gardner

KTHI-TV

Fargo-Grand Forks, North Dakota
Channel 11

Consumer Spendable Income:
Fargo $7.605; Grand Forks $8,507
TV Homes: 181,800

Represented by Blair Television:
(Effective June 1, 1965,

National Television Sales)

also Harry Hyett (Minneapolis only)
General Manager: Hugh K. Boice, Jr.

KPLS

Santa Rosa, California

1150 ke

Consumer Spendable Income:
$7.302

Radioc Homes: 49,700
Represented by Venard, Torbet

& McConnell, Inc.

General Manager: Robert Ordonez

KCND-TV

Pembina, North Dakota

Channel 12

Consumer Spendable Income:
$6.088

TV Homes: 167,000

Represented by Vic Piano
Associates, Inc. (Effective June 1,
1965, National Television Sales)
{in U.5.A.) and Radio-TV Representa-
tives, Ltd. (in Canada)

General Manager: Richard Vincent

KXOA

Sacramento, California

® 1470 kc

Consumer Spendable Income:
$8,004

® Radio Homes: 198,570
Represented by Blair Radio

® General Manager: John Bayliss

Figures above are estimates from SRDS, A. C. Nielsen or ARB as of January 1, 1965

POLARIS

BROADCASTING

EXECUTIVE OFFICES, 645 N. MICHIGAN AVE., CHICAGO, ILLINOIS 60611
JOSEPH STAMLER, EXECUTIVE VICE-PRESIDENT



National Community Television Association,
speaks to Virginia Independent Telephone
Association meeting in Richmond, Va.

May 20—Annual meeting of Writers Guild
of America, West, and election of officers
of the guild and its screen and radio-TV
branches. 8 p.m. Beverly Hilton, Beverly
Hills, Calif.

May 20-22 — Spring meeting of Alabama
Broadcasters Association. Speakers include
Douglas A, Anello, general counsel, National
Association of Broadcasters. Midtown Holi-
day, Montgomery.

mMay 24—TV awards dinner and broadcast
on WBKB(TV) Chicago of Chicago chapter,
National Academy of Television Arts and
Sciences. Martinique Restaurant-Drury Lane
Theater.

May 20-22 — Annual convention of South
Dakota Broadcasters Association. Winner.

May 22-23—Illinocis News Broadcasters As-
sociation’s 10th anniversary spring conven-
tion and news clinic. Topics include cover-
age of trials and ethics in news and election
coverage. Ramada Inn, Champatgn-Urbana.

May 25—Seventeenth annual Alfred P.
Sloan Radio-TV Awards for Highway Safety
banquet. Waldorf-Astoria, New York.

EMay 25-27 — Annual convention, Armed
Forces Communications & Electronics Asso-
ciation. Guest speakers: Dr. Thomas P.
Cheatham Jr., Department of Defense;
Brigadier General David Sarnoff. RCA;
Lieutenant General Alfred D. Starbird,
WSA, Defense Communications Agency.
Sheraton-Park hotel, Washington.

BMay 26—New deadline for reply comments
on the FCC’s notice of inquiry and pro-
posed rulemaking relating to mutual funds
and other investment houses that are in
technical violation of the commission's
multiple-ownership rules. Former deadline
for reply comments was March 23; new
deadline for comments in this inquiry is
April 26,

aMay 26-28—Fifth National Conference on
the Peaceful Uses of Space. Sponsored by
the National Aeronautics & Space Adminis-
iration. Speakers will include foliowing
NASA offiefals: Dr. Hugh L, Dryden, deputy
administrator; Dr. George E. Mueller, asso-
rlate administrator, Office of Manned Space
Flight; Dr. Homer E. Newell, associate ad-
ninistrator, Office of Space Science & Ap-
slications; Dr. Raymond L. Bisplinghoft,
issociate administrator, Office of Advanced
Research & Technology. St. Louis.

JUNE

Wune 2-4—Institute for Education by Radio-
lelevision. Columbus, Ohio.

Wwune 5-6—Associated Press Louisiana-Mis-
issippi Broadcasters annual meeting. New
Jrleans.

wune 7-9—Western Assoctation of Broad-
-asters annual meeting at Banff Springs
wotel, Banff, Alberta.,

‘une 8-9 — Spring meeting of Indiana
lroadcasters Association. Indiana Univer-
ity, Bloomington.

June 8-10—Summer meeting of South
‘arolina Broadcasters Association. Adven-
ure Inn, Hilton Head Island.

une 10-12—Colorado Broadcasters Associa-
ion meeting. Palmer House motel, Colorado
iprings,

WJune 12-15—Annual Georgia Association of
troadcasters summer convention in con-
unction with annual GAB engineering con-
erence, Speakers include Vincent T. Wasi-
ewski, president, National Assoclation of
‘roadcasters and Frederick W. Ford, presi-
tent, National Community Television Asso-
‘tation. Holiday Inn, Callaway Gardens.

‘une 13-18—Management conference of Na-
jonal Advertising Agency Network. White-
ace Inn, Lake Placid, N. Y.

IIndicates first or revised listing.
IROADCASTING, March 29, 1965
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reaches_ more PAID circulation
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publications combined.
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reaches mare PAID agency and
aduertiser civculation than

the next four vertical
publications combined.

Broadeasting

carries more aduertising
linage annually than the
next four vertical
publications combined.

Broadeasting

delivers, dollar for dollar,

mare than twice as many PAID
agency-aduertiser readers as
any of the four vertical
publications.

Why Not!

After all,

roadeasting

is THE Businessweekly of
Television and Radio.

1735 DeSales Street, N.W..
Washington 6, D. C.
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Radio,

one of the good
things about America,

excites

WABC
excites
New York

New York’s biggest election
drew an astounding 15 million
hand signed votes! What was it
for? WABC's “Principal of the
Year'’ Awards as determined by
listener votes. The two victorious
and astonished principals and
college dean can attest to
WABC's exciting drawing power.

| WXYZ
excites
Detroit

A WXYZ editorial criticizing
the stubbern and delaying
opposition of suburban
communities to a proposed
major Detroit freeway set off
fiery reactions. Although the
heated controversy continued,
WXYZ's editorial did get the
opposing parties together
toward resolving their
differences over the freeway's
route. Not one to skirt hot
issues, WXYZ gets involved
because it knows this is how to
excite Detroiters.

KQV
excites
Pittsburgh

In three days a record-breaking
36,500 persons jammed
Pittsburgh's Civic Arena to
attend the nation's first Career
Exposition. Conceived by

KQV to acquaint the
community with career and job
training opportunities, 112
exhibitors participated including
colleges, universities, industrial
firms, trade and professional
associations and government
agencies. KQV knows what it
takes to excite Pittsburgh.




hicago

he Chicago Post Offijce
stimates it delivered more
1an 90,000 pieces of mail a
eek in one of the city's most
iciting audience games in
bars. What generated this kind

response? WLS, the station
at believes fun is one of the
yportant ingredients in radio
itening. Exciting? The
rerwhelming response of
usewives, commuters, and
udents to the station’s
idience participation
veepstakes proved Chicago
iteners thought so.

|
|
I

KGO
excites
San
Francisco

What could a radio station in
San Francisco do for an
endangered CORE worker in
Bogalusa, Louisiana? That is
what the youth's mother asked
KGO News when she learned
her son was trapped inside a
restaurant by racial terrorists.
KGO bultetined the boy's plight
and within minutes phone calls
from San Francisco listeners
poured into FBI offices in New
Orleans. Help was sent before
any serious trouble occurred.
Unusual excitement? Yes. But
KGO knows nothing happens
until somebody gets excited.

KABC
excites
Los
Angeles

Over 700 taxpayers wrote angry
letters on a tax plan. What
aroused them? A series of KABC
editorials endorsing the County
Tax Assessor’s proposal for a
2% property tax limit. As a
result of these editorials and
taxpayer reaction the Board of
Supervisors moved to back the
proposal in principle. When
KABC sees the best interests of
the community are at stake, it
gets excited. And that excite-
ment gets across to its listeners.

ABC Radio Stations

six of the best
things about Radio




MONDAY MEMO by JOHN PAIGE, vice president, Waterman-Bic Corp., Seymour, Conn.

Five years isn't too long for a campaign when it results in success

The Waterman-Bic Corp., Seymour,
Conn., was a late-comer to the low-
priced branded ball-point field. But in
five short years, with a “big thank you”
to television, it has moved into the num-
ber one position in its field in America.

It was no easy task. We had to cre-
ate, broaden and sustain consumer ac-
ceptance, recognition and demand for
our product years after the competition
was established. With television in a
key role, we had to develop and execute
a marketing and merchandising plan
with the care that goes into a large-
scale military campaign.

It was in 1960 when Bic devised
such a plan, a five-year plan, that called
for the division of the country into five
regional areas. Bic was to enter one
region each year and each region was to
be heavily saturated with TV spots.

We decided on TV after using this
medium to test-market the product in
Connecticut, home of Waterman-Bic.

TV Coverage Area * We furthermore
decided to make our distribution con-
form to TV coverage areas rather than
geographic ones. Our sales force was
assigned to the total area reached by
the station’s signal, regardless of state
boundaries.

With this agreed upon, we embarked
on Phase One. It was spring of 1961
when Bic made its entry into the North-
east. Today, Bic has 48% of over-the-
counter ball pen sales in that region.

Heartened by this initial effort and
response, we then moved into Phase
Two, the introduction of Bic into the
Southeast in the fall of 1962. Today,
our share of the market in that region
is 38%.

Happily on schedule, Bic than went
to the Midwest in the spring of 1963
to complete Phase Three. Here, our
share of the market is 33%.

Phase Four witnessed the introduc-
tion of the pen in the Southwest and
plains states in the spring of 1964 where
our share of the market is currently
22%.

And finally, in the fall of 1964, we
completed our campaign with national
distribution when Bic made its debut
in California and 12 other western
states. Supported down the line by TV
advertising, namely the well-known ice
and fire and drilling-through-wallboard
“torture tests,” Bic today claims 75% to
90% distribution in each U. S. market
it has entered—in department stores,
variety chains, stationery stores, tobacco
shops and drug chains,

Last year, just before we entered

30

Phase Five, ABC-TV provided coverage
in 80% of the country, blocking out
the 13 states in which Bic had not yet
been introduced. This year, for the first
time in the company’s history, a total
of 331 stations will share in Bic’s coast-
to-coast sales and advertising program.
Our 60-second commercials will be aired
over six popular ABC-TV network
shows compared with two last year.
They are: Father Knows Best, The
Donna Reed Show, The New American
Bandstand, Trailmaster, The Young
Marrieds and Day in Court.

Because we are interested in reach-
ing everyone who writes, with the em-
phasis on those groups who write the
most, high school and college students,
our network schedule reaches a broad
audience and is favored toward women.
Our spot buys, on the other hand, are
geared more toward men and students.

Heavy on TV = Why do we rely so
heavily on TV as compared to print
media? Because we feel that the use
of spot and network TV, combined with
our merchandising and point-of-sale ma-
terials, works extremely well in reaching
different groups to give us complete
coverage. Spot TV can lend support to
individual markets where advertising
pressure does not conform to levels of
sales achievement.

What success we've enjoyed since we
embarked on our series of phases is
largely because of TV combined with
four other equally important ingredi-
ents: quality of the product, packaging
or point-of-purchase sale image, promo-
tion and sales communication.

I believe that penetrating market cov-
erage is far more efficient than broad
surface distribution. This has been
proved. Advertising, whether TV or
otherwise, can only bring people to the
product; and the product must be good

and live up to all that has been said
about it in order to sell and keep on
selling.

During the months ahead, in addi-
tion to the TV “torture tests,” we have
added a new sequence to our program-
ing to introduce the new F-25 Fine
Point. To demonstrate the sub-micro-
scopic size of the tungsten carbide ball
(writing tip) of this pen, we use it to
actually play a 33% r.p.m. recording.
The sequence serves to demonstrate how
thinner, slimmer, trimmer writing can
be achieved by a small ball (BRoAD-
CASTING, March 15).

We believe that over the years we
have created a firm and substantial
image for Bic via TV. With continued
effort we feel that the image will stick
because of the product’s retail price
and method of visual presentation. The
fact that we now sell between two and
three million ball-points a week, rang-
ing from 19 to 49 cents and from me-
dium to fine point—with an anticipated
50% sales increase in 1965—is the re-
sult of our early marketing strategy.

In short, our five-year plan has made
Bic click.

It has familiarized millions of con-
sumers with a product which, five years
ago, was virtually unknown.

And speaking of images, Aja Zanova,
who has become identified with Bic via
her ice and fire “torture tests” on TV,
is now recognized by people on the
street not only as a champion woman
figure skater, but as “the Bic girl.”

This is the kind of image we like. It
proves that we chose the correct course.
1t shows that consistent and “right” TV
advertising can pay big dividends in
terms of consumer recognition, choice
and purchases of a ballpoint pen that
appeared on the American scene long
after others had arrived.

As vice president in charge of sales of
the Waterman-Bic Corp., Seymour, Conn.,
John L. Paige guides the marketing as well
as the sales strategy of America's No. 1
ballpoint pen manufacturer. At 36, Mr.
Paige has almost 18 years of sales and

promotional experience behind him. He
was sales manager of the ldeal Manufac-
turing Co., Beacon Falls, Conn., before he
joined Waterman-Bic in New York in 1960
as district sales manager. He was elevated
to his present post in the fall of 1964,

BROADCASTING, March 29, 1965




VENARD, TORBET & McCONNELL, INC.

the plus factor in representation

SALES

plus

SERVICE

plus

RESEARCH

GROWTH

Since Venard, Torbet & McConnell, Inc.
was organized in 1953, each year has
shown' a substantial gain

over the previous year.

VENARD, TORBET & McCONNELL, INC.

TV & Radio Statio Rp
New enlarged New York headqua 555thA
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froml l U...FIRST-RUN, brand-nex
and flexibility neve

ci\“‘“‘
Whimsey, charm, fun and adventure in
a complete library of children's color
programming filmed especially for tel-
evision. 156 full-color, brand-new seg-
ments with average running time six
minutes each. Included are four separ-
ate and distinct series of elements —
cartoons, travel, magic and animal
shows to play time and time again on
your current children shows, strip or
schedule as a complete-in-itself half-
hour series.

D e e

THE

(SECOND YEAR)

In its first year, “The Saint,’ was an im-
mediate audience-winning success, sold
in 87 markets. Now, to maintain and
build this tremendous viewer popular-
ity, here is the second year production
of brand-new, first-run, one-hour epi-
sodes, more appealing, more dramatic,
more exciting than ever. Starring again
is Roger Moore.

I o o ol = ot o A AT

One-hour musical special presenti
comparable Lena Horne in a melar
moods, from sultry blues to swil
jazz, singing her greatest hits as
she can singthem. Special guest, )
Mason. Already sold to Metromedi
tions, Capital Cities Stations, C. Scl
Brewing Co. for fifteen markets
Francisco, Seattle, Chicago and 1
better than 60 markets to date.

Vo

also available....

INTERNATIONAL CIRCL

Three one-hour spectaculars of
breathtaking entertainment featuring
the world-famous Moscow State Circus
and Blackpool Tower Circus.



rogramming with variety
efore available to stations

lor « Black/White * Specials + Features * Series both half-hours and hours * and a color _
-ary of children’s programming with 156 complete segments averaging six minutes each
quality television entertainment for every type of audience, to fit every station need.

y
)

=4

coLov

id-new, first-run action-adventure
ure films—most in Technicolor and
:mascope. Selected from hundreds
:atures produced by the most crea-

Magnificent color! Fantastic production
and effects! Original music! Filmed in
Supermarionation! 39 half-hours star-
ring the super submarine of the future

Television's only brand-new, first-run,
one-hour action series available for the
new season. 26 episodes of detective
adventure at its most exciting, filled

e A

moviemakers in Europe. All are
or productions successfully re-
ed theatrically throughout the
d in the past two years. Superbly
bed in New York City by Titra,
d's leading specialist in dubbing
Jre films.

y in undersea adventures that are excit-

ingly different programming for every
television viewer. From the producers
of “Supercar''—a proven success in
140 markets—and "‘Fireball XL5—now
initssecondyearonthe NBC-TV
network.

with intrigue and suspense. Presenting
one of fiction's most popular crime
fighters, Commander George Gideon,
hero of a dozen best selling novels and
feature films, as he matches his wits
against the lawless of a great
metropolis.

[RIGUETD............ 8 FOR AGTION

1 Stevens and Carlos Thompson star

1 full-length action-adventure
ire films for late night
a_,ll as prime viewing hours.

Swashbuckling sea stories and
exciting Indian adventures in eight
full-length feature films
jampacked with action and thrills.

INDEPENDENT TELEVISION CORPORATION

555 Madison Ave., N, Y. 22, N_ Y. PL 5-2100

17 Gt. Cumberland Place, London W1, Ambassador 8040

100 University Ave., Toronto 1, Ontario, .EMpire 2-1166

Mexico City, Paris, Rome, Buenos Aires, Sydney, and

offices in principal cities in 45 countries around the world.



NATIONAL
ASSOCIATION OF BROADCASTERS

TELEVISION

CODE

SEAL OF GOOD FRACTICE

St Ciote /
Govd Fpactii

@7

These Codes require more
than lip service.

It is one thing to fashion a code of conduct; it is
often quite another matter to live by that code.

The National Association of Broadcasters, how-
ever, has established such a code for radio and televi-
sion stations, and responsible broadcasters throughout
the nation are faithfully abiding by it.

The role of the broadcaster

Broadcasters have a dual obligation: to meet the
public’s need and desire for information, education
and entertainment; and to provide business and indus-
try with a means to market products and services. It is
an awesome responsibility. The Radio and Television
Codes were created by the National Association of
Broadcasters as an aid to meeting this responsibility.

When a station subscribes to these Codes, it pledges
itself to maintain the standards of performance set
forth. The station acknowledges established enforce-
ment practices (such as regular monitoring) and an
administrative body (the Code Authority) to effect it.

As a result of this voluntary acceptance of Code
standards, broadcasting has achieved an unusual de-
gree of self-regulation.

The spirit and the letter

Basically, the Codes assure listeners and viewers of
continuing adherence to good taste and reliability in
the presentation of programming and advertising.
They encourage diversity of programming. Their ad-
vertising standards seek to assure commercials of ac-
ceptable taste and claims, and to regulate the content
and amount of commercial time over a given period.
They establish specific rules and guidelines to follow.

And through self-regulation, all this is accomplished
within the framework of the American system of free
competitive broadcasting.

What do broadcasting Codes mean
to you, the listener and viewer?

The Codes provide the framework within which
member stations are to work. They are standards that
were created with the interests of the listener and
viewer in mind.

As a check on compliance with these standards, the
NAB Code Authority monitors at the annual rate of
nearly 100,000 hours of television programming and
advertising; and another 67,000 hours of radio. This
check assures the public, as well as the stations, that an
earnesteffort is made to maintain and advance the kind
of service you've come to expect from broadcasting.

A request of the listener and viewer

Of course, even codes as carefully devised as these
are not perfect. In the vast radio and television audi-
ences, not everyone will react in the same manner to
a program or a commercial. But everyone’s reaction
should be heard. Intelligent criticism relating to pro-
gramming and advertising standards is an important
consideration in every station’s operation. Therefore,
your opinions are sought.

When you feel strongly about a program or com-
mercial, let the broadcaster know how you feel and
why. Whether your reaction is positive or negative, it
will be respectfully weighed with others the broad-
caster receives. By speaking up, you participate in
what we might call the dialogue of broadcasting and
have a responsible voice in creating the programming
philosophy of your radio and television stations.

And, in this manner, broadcasting can increase its
contribution to every taste, every individual. Mean-
while, the Codes are there, constantly being reviewed,
modified, expanded — subject to change — but at all
times applied by responsible broadcasters.

This message, which appears in newspapers and national news magazines, was prepared by GROUP W (the
five television and six radio stations of the Westinghouse Broadcasting Company) as a public service te
create a better awareness of the standards and objectives established by the NAB Radio and Television Codes.

K2
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In sight: an easing of controls

A conciliatory speech by Humphrey, an appointment
of a moderate to the FCC by Johnson are taken

as signs the hard line may be softening at last

The character of broadcast regula-
tion in the Johnson administration ap-
peared to have been clarified—and
probably tempered—by two major de-
velopments last week.

Both developments were seen as
potentially moderating influences on
the stern FCC regulatory line invoked
during the Kennedy administration and
pursued by Chairman E. William
Henry, particularly in TV and radio
programing.

» James J. Wadsworth, described by
friends as “a Republican moderate”
with “no desire to reform the world,”
was designated by President Johnson
to fill the vacancy on the FCC (see
page 36).

» Vice President Hubert H. Hum-
phrey, in the most sympathetic speech
a National Association of Broadcasters
convention has heard from a high gov-
ernment official in at least four years,
assured broadcasters that government’s
role is to regulate, not “dominate” or
“dictate,” and pledged his own and
President Johnson’s devotion to the
principles of free speech (see page 76).

The appointment of Mr. Wadsworth
as the seventh FCC commissioner, an-
nounced after the 4,175 NAB conven-
tioneers had left for home, seemed to
tip the balance in what had struck con-
vention delegates as a tug of war be-
tween Vice President Humphrey and
Chairman Henry—with broadcasters’
futures caught in the middle.

Twenty-four hours after Mr, Hum-
phrey’s address Chairman Henry took
the NAB rostrum to report that he
had found little change in TV program-
ing since the 1961 “vast wasteland”
days of his predecessor chairman, New-
ton Minow, and to reaffirm his view
that the commission should “make
room in television for as manv diverse
ideas as possible” (see page 80).

Even before that—Iless than three
hours after Vice President Humphrey
had finished speaking—the FCC re-
Teased details of its controversial pro-

BROADCASTING, March 29, 1965

posal, adopted on a 4 to 2 vote, to
impose strict limits on network control
over TV programing (BROADCASTING,
Jan. 25 et seq; also see stories pages
58, 60, 62).

Different Concept = Mr. Henry found
occasional opportunities to placate and
even encourage broadcasters. But in
tone and substance his address con-
flicted basically with Mr. Humphrey’s,
and broadcasters reading them for
signs of the future course of regulation
tended to conclude that the answer
would have to wait until President

Mr. Vacancy is ...

... Mr. Wadsworth

The seventh seat on the FCC is filled
at last. Page 36

Johnson made known his long-awaited
choice of a seventh FCC commissioner
—dubbed “Mr. Vacancy” in a skit per-
formed by the Society of Television
Pioneers and increasingly referred to
by that name throughout the conven-
tion.

When “Mr. Vacancy” was identified
by the White House as Mr. Wadsworth
on the day after the convention ad-
journed, the first reaction was that the
conciliatory approach taken by Vice
President Humphrey had been under-
scored.

Acquaintances of Mr. Wadsworth
saw nothing in his background or per-
sonality to place him invariably at
either extreme on broadcast regulation.
But with the commission already divided
on many issues, and with even the
numerical dominance of the Democrats
split on fundamental issues of program
regulation, the first consensus was that
Mr. Wadsworth’s presence on the com-
mission, although probably not apt to
change the basic trend of regulation,
might easily soften its course.

Programing Debate » The extent of
the division within the commission was
pointed up not only by the 4 to 2 split
on the network program control plan
but also—and more dramatically—by
a lively debate over programing during
the FCC panel session at the conven-
tion.

Commissioner Lee Loevinger, who
has already made plain his view that
the FCC violates the Constitution every
time it asks an applicant for its plans
for relivious programs, protested the
commission’s interest in local live pro-
graming, insisting that “a lot of local
live ought to be dead.”

Chairman Henry and Commissioner
Kenneth Cox contended that broad-
casters have a responsibility to meet
the needs of their communities—"even
though,” Mr. Henry said, “the public
may want some other kind of program-

Continued on page 38
35



The new FCC appointee, former U, S.
ambassador to the UN, as he talked

A diplomat is
WADSWORTH, NAMED TO

With the world moving into the
space-age of communications, President
Lyndon Johnsor has picked a diplomat-
author of international reputation to fill
the vacancy on the FCC.

The appointee is James J. Wadsworth,
former U. S. ambassador to the United
Nations, former U. S. representative at
various international conferences on
disarmament and on the auclear test
ban treaty, and author of books and
articles dealing with disarmament and
international affairs.

President Johnson called newsmen
into his office Thursday afternoon to
make the announcement personally—
and thus set at rest months of specula-
tion and rumor as to who would fill the
vacancy created when Frederick W.
Ford resigned Dec. 31 to become presi-
dent of the National Community Tele-
vision Association.

Mr. Wadsworth, like Mr. Ford, is a
Republican. Democrats already occupy
four seats on the commission—the
maximum allowed one party by law.
However, he has a Democratic connec-
tion—his sister is married to Senator
Stuart Symington (D-Mo.).

Busy Seven Days = The President,
who had been slow in making appoint-
ments to government agencies, has now
made eight in the space of a week. Mr.
Wadsworth goes before the Senate Com-
merce Committee for a hearing on his
confirmation on April 13.
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Thursday after his nomination. He’s
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native of New York but has lived in
Washington 20 years.

Johnson’s choice

FCC, IS ‘'MODERATE TO LIBERAL REPUBLICAN’

Mr. Wadworth, who is 59 and whose
nickname is Jerry, is a big man—six
feet five and 265 pounds—who played
football and basketball for Yale as a
190-pounder. He is regarded by those
who know him as friendly, easy to deal
with, fluent and efficient in negotiations.

He is also said to be “a pragmatist.”
Said a former colleague: “He generally
tries to work out solutions to problems
satisfactory to all concerned—he’s not
a fanatic.”

These qualifications would appear to
equip him ideally for his new assign-
ment. The commission frequently splits
4-2 and occasionally 3-3 on contro-
versial issues.

He will be the swing man in the
dispute over the extent to which the
commission should police commerciali-
zation. Chairman E. William Henry
and Commissioners Kenneth A. Cox
and Robert E. Lee favor checking into
licensees’ commercial practices at li-
cense-renewal time. Commissioners Lee
Loevinger, Rosel H. Hyde and Robert
T. Bartley regard this as petty and have
managed to block any meaningful po-
licing of commercialization.

Key on Program Issues » Mr. Wads-
worth’s position will also be a key one
in cases involving programing. Chair-
man Henry and Commissioner Cox
have urged broadcasters to search out
and meet local needs and to increase
the amount of local live programing,

for instance, while Commissioners Loev-
inger and Hyde have vigorously op-
posed any intrusion into programing
matters.

In addition, Mr. Wadsworth joins the
commission when it is in the midst of
extremely complex and controversial
issues.

The commission last week released
its notice of proposed rulemaking to
limit the amount of prime-time pro-
graming networks might own (see story
page 60).

In the months ahead, it will issue pro-
posed rutemakings providing for regu-
lation of community antenna television
and for revisions of the multiple-owner-
ship rules.

Mr. Wadsworth, who describes him-
self as “a moderate-to-liberal Republi-
can,” shut off all questions concerning
his views on communications regulation
with the comment that he has “much to
learn” about them first. He said he
would withhold all statements on gov-
ernment regulation until after the Sen-
ate acts on his nomination.

One observation he permitted him-
self is that, “like most people,” he
watches television “and every once in
a while” he wonders “why they have
to have so many commercials.” But he
quickly added that he had no “precon-
ceived notions about trying to make it
better.”

Negotiator » But his major interest
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appears to be in the international as-
pects of communications. He said one
reason he accepted the appointment was
because he felt his experience in inter-
national negotiations would be helpful
to the commission. “With satellites pro-
viding for global communications there
will have to be agreements between
various jurisdictions,” he said. “It oc-
curred to me this might be an impor-
tant part of the work.” However, he
stressed that no one had spoken to him
about such a role on the commission.

But Mr. Wadsworth said the major
reason he took the job was, simply,
“because the President asked me.”

The President’s announcement was
made as members of the National As-
sociation of Broadcasters were home-
ward bound from their convention in
Washington and came as a distinct sur-
prise. Mr. Wadsworth’s name was not
among the many that had figured in the
endless speculation concerning Mr.
Ford's successor.

Adding to the surprise was the im-
pressiveness of Mr. Wadsworth’s back-
ground as a figure on the world stage.
Persons in Washington who know him
regard the appointment as top drawer.

The President was presumed to be
taking particular care in selecting a
member of the FCC because of his
family’s substantial broadcast holdings
in Texas. The connection between the
White House and the industry that the
commission regulates makes all presi-
dential dealings with the FCC matters
of extreme delicacy.

No Leaks This Time = The President
managed to keep his choice secret until
the announcement by moving swiftly.
The job was offered and accepted only
hours before the announcement was
made. The former ambassador, who
makes his home in Washington, said
the offer came through John W. Macy
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Jr., chairman of the Civil Service Com-
mission, who heads the President’s tal-
ent hunt for federal administrators.

Mr. Wadsworth said he knew his
name was on the list of various presi-
dential associates who help in the talent
search, but he said he had no specific
offer before Mr. Macy’s telephone call.

Mr. Wadsworth does not know any
of the commissioners. But Chairman
Henry telephoned his congratulations
after hearing of the announcement.

Mr. Wadsworth, who has had a long

It keeps growing

The 1965 edition of the Na-
tional Association of Broadcasters
annual convention lived up to its
advance billing and proved that it
was indeed a record breaker.

With delegates spread out in
more than a dozen Washington
hotels and motels, the convention
drew 4,144 registrants, 318 more
than the previous high of 3,826 in
1964 (BROADCASTING, April 13,
1964), 604 above the 1963 figure
of 3,540 and 1,143 more than the
1961 Washington convention to-
tal of 3,101.

These figures do not include
several thousand representatives of
equipment manufacturers, film ex-
hibitors and other firms.

Next year the convention will
be held March 27-30 in Chicago,
with the Conrad Hilton as the sin-
gle headquarters hotel.

career of public service, is the son of
the late James W. Wadsworth, who was
a Republican senator from New York
from 1914 to 1926 and who later served
as a member of the House of Represen-
tatives, from 1932 to 1950.

The new FCC nominee achieved na-
tional prominence during the Eisen-
hower administration, when he served in
the UN. He was deputy to Ambassador
Henry Cabot Iodge, from 1953 to
1960. Then, when Ambassador Lodge
resigned to run for Vice President on
the Republican ticket with Richard
Nixon, Mr. Wadsworth was named chief
delegate.

Author = His service in the UN pro-
vided the material for a book, The
Glass House, which will be published
later this year. An earlier book, The
Price of Peace, grew out of his partici-
pation in international disarmament
conferences. He was U. S. representa-
tive on disarmament from 1958 to 1961,
and was head of the U. S. delegation to
the nuclear test ban talks in Geneva.
During 1956 and 1957 he was chief of
the U. S. delegation in the negotiations
which established the International
Atomic Energy Agency.

Mr. Wadsworth has twice been rec-
ognized for his efforts to foster inter-
national cooperation — the FEleanor
Roosevelt Peace Award, in 1963, and
the Contribution to Peace Award of
the United World Federalists, in 1964.

Mr. Wadsworth, who devotes most of
his time to lecturing and writing, is the
president and one of the founders of
the International Club, in Washington,
which was formed last year after a num-
ber of existing clubs refused to admit
African diplomats and other nonwhites
as members.

Mr. Wadsworth was born June 12,
1905, in Groveland, N. Y., a small
community in western New York state.
He graduated from Yale in 1927 and
served as a member of the New York
State legislature from 1931 to 1941.

In Capital Since ’45 s He went to
Washington in 1945 to serve on the
War Assets Administration and later
worked for the Air Transport Associa-
tion as director of governmental affairs.
He was special assistant to Paul Hoff-
man, administrator of the Economic
Cooperation Administration, from 1948
to 1950; immediately preceding his UN
service, he was in the civil defense or-
ganization, first as acting director of
the Civil Defense Office, then as deputy
administrator of the Federal Civil De-
fense Administration.

Mr. Wadsworth brings at least one
unique quality to the commission—a
talent for guitar playing that is rated
as considerable by his friends. He is
married to the former Harty Griggs
Tilton. They have one daughter, Mrs.
Trowbridge Strong, of Philadelphia,
and five grandchildren.
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IN SIGHT: AN EASING OF CONTROLS continued

ing.” Commissioner Loevinger renewed
his contention that programing ques-
tions are none of the commission’s
business (see page 58).

What role Mr. Wadsworth will take
in cases already pending—assuming he
passes the hurdle of Senate confirma-
tion—will depend largely on his own
inclinations, if precedent is followed.
Generally new members of regulatory
agencies feel free to vote in adjudica-
tory cases—if they wish to do so—if
they have heard oral argument, and
often participate in quasi-legislative de.
cisions, if they have read the trans-
script and associated papers.

The philosophical tug of war evident
between Mr. Henry and Mr. Hum-
phrey—and between Commissioner
Loevinger and Commissioners Henry
and Cox—was not the only intramural
conflict in last week’s convention.

The broadcasters themselves showed,
once again, the divisions already evident
on such root questions as community
antenna television and pay TV.

No Agreement » No broad consensus
was expected to develop on either issue,
and none emerged. Instead, both CATV
and pay TV were alternately praised
and damned in one major convention
session (see page 82) and in number-
less hospitality suites, corridors and
public watering places.

At a session devoted to the future of
television, Jules Barnathan, vice presi-
dent and general manager of the ABC
Television network, called the new sys-
tems for transmitting TV spectres threat-
ening free television as it exists today.
He was pointedly criticised by W. Theo-
dore Pierson, a communications attorney
and Frederick W. Ford, president of the
National Community Television Asso-
ciation, who see pay television and
CATYV services as supplementers of free
television and charged Mr. Barnathan
is like a man trying to sweep back the
sea.

There was widespread speculation
that the FCC would soon move at least
tentatively to assert commission juris-

The motto of the Society of Tele-
vision Pioneers is “we ain't got no
noble purpose,” and it was scrupu-
lously observed last week when the
organization rose briefly from the
torpor in which it had reposed since
the NAB convention of 1964.

Each year during the NAB con-
vention the television pioneers as-
semble for breakfast and little else.
Between conventions nothing hap-
pens. Following custom, the organi-
zation last Tuesday morning fed
on scrambled eggs, bacon, sausage
and grits (which some southern
members insist on even though they
can afford better), and watched an
entertainment that is pictured above.

To the inexpert but enthusiastic

No doubt about it: the light's fantastic

beat of a three-piece band four pi-
oneers danced what was slanderously
described as the watusi, swim and
mashed potato. They were (l-r) Sol
Taishoff, of Broadcasting Publica-
tions Inc.; Carl Haverlin, retired
president of Broadcast Music Inc.;
W. D. (Dub) Rogers who sold out
his television holdings but lingers on
as president of the Society of Tele-
vision Pioneers, and Glenn Marshall
Jr., wixr(rv) Jacksonville, Fla.
Peering from behind the performers
were Clair McCollough, Steinman
Stations, and John Fetzer, of the
Fetzer Stations.

None needed to feel self-conscious
in his Beatle wig. Everybody else in
the room was also wearing one.
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diction over CATV—another thorny
problem awaiting Mr. Wadsworth as
well as his incumbent colleagues.

The inside guesswork was equally
widespread, however, that Congress
would initiate some sort of legislative
action to take command of the CATV
issue, even if no clearcut CATV legisla-
tion is enacted in this congressional
session.

Much the same prospect was held out
for pay TV. Zenith Radio Corp. initi-
ated what promises to be a drawn-out
FCC battle two weeks ago by petition-
ing for rulemaking to authorize pay
TV on a nationwide basis (BROADCAST-
ING, March 15). In the end, however,
it is Congress and not the FCC that
may have the decisive say.

News of a new pay-TV development,
the closing of Paramount Pictures’ five-
vear-old experiment with subscription
television in Toronto (see page 100),
came too late to enliven the dispute at
last week’s NAB sessions.

Even among the membership of the
Association of Maximum Service Tele-
casters, which went on record during
the convention as endorsing the efforts
of its directors and officers in behalf
of stiff CATV regulation, all was not
pure harmony. Roger W, Clipp of Tri-
angle Publications accused the AMST
board—of which he is a member—of
“precipitous and ill-founded” action
against the interests of AMST members
who are CATV operators (see page 82).

The convention produced only a
smattering of discussion of another pro-
vocative FCC issue—proposals for a
far-reaching reexamination of multiple-
ownership rules and, in the meantime.
the policy of requiring hearings on any
station transfer in which the owner of
a station in one of the top 50 markets
proposes to acquire a station in another
top-50 market.

m Form » Similarlv there was
little talk of the FCC’s highlv contro-
versial program reporting-form pro-
posals. The proposed new radio form
has been cleared by the commission
and is now awaiting Budeget Bureau
approval. But the TV form. encom-
passing much stiffer requirements. is
far from finished, has alreadv drawn
the threat of a court test and mav
serve as the battleground on which
the issue of FCC program jurisdiction
is fought out. It’s sure to be there
waiting when the new commissioner
arrives.

Along with their differences on major
issues, the NAB conventioneers got
their first official look at Vincent T.
Wasilewski as their new president, and
from him they received a call for unity
—and a pledge of total commitment—
in the battle for “the basic ideological
and economic freedoms which the
American system of broadcasting needs
in order to exist” (see page 77).
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GET YOUR PITTSBURGHERS HERE!

Leave the selling to us—as Greyhound does. They buy WIIC exclusively
here in the nation’s eighth largest market. There's just no better spot
TV buy around. For some great availabilities and impressive figures,
check WIIC's General Sales Manager Roger Rice or your Blair-TV man.
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cBcf ~ WIIC-TV PITTSBURGH

Cox Broadcasting Corporation stations: wiIC, Pittsburgh; WSB AM-FM-TY, Atlanta; WH10 AM-FM-TY, Dayton; WSOC AM-FM-TV, Charlotte; WIOD AM-FM, Miami; KTYU, San Francisco-Oakland.
BROADCASTING, March 29, 1963 39



Less-stringent
tobacco rules?

Hearing statements raise
hope that ad restrictions

will not be imposed

Broadcasters and advertising men
can relax, but the tobacco companies
had better get ready to put a health
warning on their cigarette packages.
That’s how the betting was running last
week as the Senate Commerce Com-
mittee opened round two of the con-
gressional tobacco hearings.

Surgeon General Luther L. Terry,
of the U. S. Public Health Service,
called for warning statements on pack-
ages and in advertising, and sug-
gested that labeling requirements might
be left up to the Food and Drug Ad-
ministration and advertising regulations
to the Federal Trade Commission. His
‘statement was interpreted as a sign of
the administration’s position, and gave
further impetus to the feeling that some
antismoking legislation, probably calling
for a warning on the package only, will
be passed before the summer is out.

(If Congress takes no action, FTC
rules regulating advertising and labeling
will go into effect July 1.)

An impressive parade of medical
men appeared in support of the tobacco
industry position that evidence linking

BROADCAST ADVERTISING

cigarette smoking and disease is incon-
clusive. This time, however, the anti-
smoking forces—stung when many of
the same doctors testified before the
House Commerce Committee last sum-
mer (BROADCASTING, June 29, 1964)
—were better prepared.

Dr. Harold S. Diehl, vice chairman
of the National Interagency Council on
Smoking and Health, told the senators
that “the physician spokesmen for the
tobacco industry represent a very small
segment of medical and scientific opin-
jion.” He pointed to a survey indicating
that 94.8% of America’s physicians
believe cigarette smoking “is a health
hazard,” and submitted 22 pages of
antismoking resolutions by 'medical as-
sociations, foreign and domestic.

Even more blunt was Dr. Thomas
Carlile, chairman of the American Can-
cer Society’s committee on tobacco
and cancer: “the technique has been
to use with great public relations effec-
tiveness a handful of physicians who
are not convinced by the evidence. . . .”

The Choice = Of the two of the bills
before the committee, S559—identified
primarily with Chairman Warren G.
Magnuson (D-Wash.}—would require a
warning on cigarette packages, a state-
ment of tar and nicotine content, and
provide that “no other warning require-
ment be imposed on cigarette labeling
or packaging by any federal, state, or
local authority.” It is given a good
chance for passage, although some
changes may be made.

The other bill, §547, introduced by
Senator Maurine B. Neuberger (D-
Ore.), calls for all the labeling require-
ments of the Magnuson bill plus elimi-

Estimates of the dollar volume of
nonnetwork television business on
the air in 18 U. S. markets during
the week ended March 12 are re-
ported below as compiled by Broad-
cast Advertisers Reports.

The estimates are based on moni-
toring, using discounted-rate formu-
las developed with the assistance of
leading advertising agencies. BAR
monitors and makes estimates for
about 15 to 20 markets a week, cov-
ering the top 75 markets in the
course of a month. These estimates
appear weekly in BROADCASTING.

In the following list, the numeral
in parentheses immediately following
the market name indicates the num-
ber of stations monitored. The dol-
lar figures are BAR’s estimates of all

BAR estimates for 18 markets

natijonal spot, regional and local busi-

ness on the air in the respective mar-

kets during the week indicated.
Week ended March 12:

Birmingham, Ala. (2—$130,468

Buffalo, N. Y. (3—$289,738
Charleston-Huntington, W. Va. (3}—$119,021
Chicago (4—%$1,355,740

Dallas (4—$307,627

Fort Wayne, Ind. (3—$70,923

Green Bay, Wis. (3)—$61,285

Kansas City, Mo. (3—$282,997

Louisville, Ky. (3}—$138,922

Miami (3—$259,268

Norfolk, Va. (3—$122,482

Omaha (3)—$126,806

Philadelphia {3—$832,051

Portland-Mt. Washington, Me. (3—$63,570
Salt Lake City (3—$105,064

Spokane, Wash. (3—$77,798

Tampa-St. Petersburg, Fla. (3}—$197,045
Toledo, Ohio (2)—$119,979
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nation of “cigarette advertising that
tends to make cigarette smoking attrac-
tive to children,” and in ‘‘each cigarette
advertisement” the warning “Caution—
habitual cigarette smoking is injurious
to health.” Although supported by testi-
mony from the major health organiza-
tions, it is opposed vehemently by the
tobacco industry, broadcasters and ad-
vertising groups, who feel such a meas-
ure would be an abridgment of free-
dom of speech.

Although the tobacco industry has
termed antismoking actions unjust, it
now seems ready to consider some a
little less unjust than others. Speaking
for the manufacturers, Bowman Gray,
chairman of R. J. Reynolds, hinted that
the industry might unhappily sit still for
a warning on the package if (a) the
warning is not required in advertising,
and (b) congressional action is de-
signed to pre-empt the field, prohibiting
additional regulation by states and lo-
calities, a position very close to the pro-
visions of Sentator Magnuson’s bill.

Senate hearings will continue this
week, with the National Association of
Broadcasters scheduled to testify March
30.

On April 6, the House Commerce
Committee opens hearings on the same
subject.

Business briefly . ..

P. Lorillard Co. through Lennen &
Newell, both New York, has renewed
its participating sponsorship in CBS
Radio’s Dimension and CBS Radio Net-
work News for the fifth consecutive
year. The renewal is for 26 weeks.

Schick Safety Razor Co., through
Compton Advertising, both Los Angeles,
and Chemical Compounds Division of
Studebaker Corp. (STP motor oil ad-
ditive), South Bend, Ind., through W.
B. Doner, Detroit, have each signed for
one-quarter of Mutual’s radio broad-
cast of the Clay-Liston heavyweight
champienship fight on May 25.

ABC-TV reports The F.BI., a new
program for next fall (Sundays 8-9
p.m.), which is being produced with co-
operation of the government agency, is
fully sold. Aluminum Co. of America,
has bought co-sponsorship of show
through Fuller & Smith & Ross, both
Pittsburgh, Ford Division of Ford Mo-
tor Co., Dearborn, Mich., through J.
Walter Thompson, New York, is other
sponsor.

American Airlines, through Doyle Dane
Bernbach, both New York, will sponsor
Let's Go to the Fair, CBS-TV special
on re-opening of New York World’s
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A NEW HALF-HOUR LOCAL TV SPECIAL

Seven Arts presents The Beatles!
Perfect timing!

Here they come again for a triumphant return
tour of the United States and Canada
beginning in New York at Shea Stadium on August 15!

And here they are. .. available for the first time
for local programming in “BiG NIGHT QUT”
Seven Arts' new half-hour TV Special

It's a swinging show .. .a natural

- / even Aris
to sell and to program prior to ZI S Mégmw |
the Beaﬂes_ summerAtour when the. A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD.
Beatlemanla promohon and pub[|C|ty NEWYORK:zooPakavfznue, YUkon 61717
- CHICAGO: 4630 Esles, Lincoinwood, 1., ORchard 4-5105
bandwagon will rea”y be movmg. DAULAS: 5511 Royal Crest Drive, EMerson 3.7331

LOS ANGELES: 3562 Roval Woods Drive,
Sherman Oaks, Calif., STate 8-8276

Yeah! Yeah! Yeah! TORONTG. ONTARIO: 11 Adelaide St. West. EMpire 4:7193

S
e




Fair, on Wednesday, April 21 (7:30-
8:30 p.m. EST).

Pacific Hawaiian Products Co., Fuller-
ton, Calif.,, through Atherton-Privett
Inc.,, Los Angeles, is introducing its
new Low Calorie Hawaiian Punch with
spring and summer participations on
NBC-TV’s Mr. Novak, The Virginian,
Daniel Boone, Flipper and possibly
other programs on that nework
starting in April. Commercials will be
live action in contrast to the animated
TV spots used for Hawaiian Punch.

The Scholl Manufacturing Co., Chi-
cago, a major print advertiser will con-
tinue its comparatively limited but “suc-
cessful” TV campaign with a flight of
spots on six NBC-TV and ABC-TV
daytime programs. The Scholl Co.,
which had been heavily involved
in print-only advertising for several
years, started with network TV for the
first time three years ago with an ex-
tensive supplemental campaign. The
new TV campaign runs April-June. A
spokesman of West, Weir & Bartel,
Scholl’s agency in New York, noted
campaign would be followed by another
in the fall.

American 0Qil Co., Chicago, through
D’Arcy advertising there, starts heavy
radio spot campaign on major stations
in Los Angeles area and plans soon to
expand to San Diego and San Francisco.
Also under consideration is campaign
in Pacific Northwest. American is rela-
tively new to West Coast.

The Quaker State Qil Corp., Oil City,
Pa., through Kenyon & Eckhardt, New
York, and U. S. Time Corp. (Timex
watches), through Warwick & Legler,
both New York, will co-sponsor Lorne
Greene's American West, an NBC-TV
color special scheduled for May 3 (9-
10 p.m. EST).

Allied Van Lines Inc., Broadview, IIl.,
through Young & Rubicam, Chicago,
has signed to co-sponsor National Bas-
ketball Association games on ABC-TV.

Agency appointments...

= White King Inc. (toilet soaps and
cleansers), names Carson/Roberts, as
its agency. Both are in Los Angeles.
John Frawley will handle the account,
which had been handled by Campbell-
Ewald Co., Los Angeles. C-E dropped
White King because of a product con-
flict.

s Yardley of London, New York, has
appointed Johnstone Inc., that city, as
its agency, effective July 1. Yardley and
Gardner Advertising, New York, re-
cently agreed to sever their relationship,
effective June 30, because of “differ-
ences in marketing concepts” (BROAD-
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Petry founders live it up

One of the gayest affairs in
Washington during last week’s
NAB-connected activities was the
Wednesday night black-tie ban-
quet honoring founders of Edward
Petry & Co., pioneer station reps,
which was given by associated
stations. Among the 250 attend-
ing were present active executives
of the Petry organization and
former staff executives. Edward
E. Voynow (1) retired president,
and Edward Petry (r), co-founder
and former chairman, are shown
here with Jack Harris (c), KPRC-
AM-Tv Houston. Messrs. Petry
and Voynow retired last year and
turned over the business to execu-
tive employees. They continue as
consultants to the firm.

CASTING, March 15). The account is
estimated to bill $2 million of which
about $1.2 million is in broadcast.

= Pillsbury Co., Minneapolis, moves re-
frigerated foods account from Camp-
bell-Mithun there to Leo Burnett Co.,
Chicago. Campbell-Mithun acquires
new products from Pillsbury, however.
Burnett has been handling other Pills-
bury products.

= Northland Foods Inc. division of
Chun King Corp.,, Duluth, Minn,,
names Edward H. Weiss & Co., Chica-
g0, to handle its national account on
fee basis. Former agency was Mac-
Manus. John & Adams, Minreapolis.
Parent firm earlier moved its Chun
King line to Chicago office of J. Walter
Thompson Co.

= Kal Kan Foods, Los Angeles (pet
foods), names Lennen & Newell, that
city, as its agency. Ted Huston, man-
ager of the L&N office, will handle
the account, assisted by Joe Lieb and
Jens Pedersen. Anderson-McConnell,
Los Angeles, had been the Kal Kan
agency.

Reps see need for
more in-depth data

The radio station representative
ought to be armed with more market
data, should more clearly define major
markets and consider more “pre-sell,”
according to a group of timebuyers
participating in the second seminar of
a series being held by McGavren-Guild,
New York.

McGavren-Guild released a sum-
mary of the second session last week.
The first seminar was held more than
a month earlier (BroapcasTING, Feb.
8), and a third is set for April.

In its summary, the rep firm said
the buyers felt space salesmen were
better equipped generally with in-depth
information on markets and also sug-
gested a breakdown of the top 50 or
100 markets with such information as
defined metropolitan areas, traffic peak
and income figures.

Other factors mentioned: not only is
there too much reference to a station’s
music format category but the buyer
wants to know what takes place be-
tween records; visits with station men
are “productive” only if they come
prepared to offer new and ‘“‘valuable”
material (on their stations or markets);
most buyers will look at all surveys
even if they are told by the agency
to use a specific service.

Buyers taking part in the seminar
were Doug Humm and Maureen Mur-
ray of C. W. Hoyt; Marion Jones and
John Ormiston of Lennen & Newell;
Bill Spence of Foote, Cone & Belding;
Lynn Diamond of Young & Rubicam;
Jonne Murphy and Barbara Kellner of
BBDO, and Wayne Silversack and Bob
Anderson of Sullivan, Stauffer, Col-
well & Bayles.

KCMO-AM-FM-TV to split
their representation

Meredith Broadcasting Co.’s KCMoO-
AM-FM-Tv Kansas City, Mo. are plan-
ning to take on new and separate sta-
tion representatives. KCMO-AM-FM will
be represented by CBS Radio Spot
Sales and kCcMoO-Tv will be handled by
H-R Television. The stations are now
handled by The Katz Agency.

The switch follows reports that Katz
will take over representation of Taft
Broadcasting Co.’s WDAF-AM-FM-TV,
also in Kansas City. The wpAF stations
are now represented by Edward Petry
& Co.

E. K. (Joe) Hartenbower, general
manager of the KCMO stations, said he
was separating the radio and television
representation because “that’s the way
they should be sold.”
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MEREDITH BROADCASTING: KANSAS CITY KCMO AM FM TV; OCMAHA WOW AM FM TV; ¥ % PHOENIX KPHO AM TV; SYRACUSE WHEN AM TV
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ARMS’s quest
for accuracy

Multiple methods
in radio rating

project explained

The nuts and bolts of the All-Radio
Methodology Study (ARMS) were ex-
plained by Howard Mandel, NAB vice
president for research at a Tuesday
morning session of the Radio Assembly
of the NAB convention.

The project has as its aim a con-
tribution to “the existing body of meas-
urement knowledge” for all facets of
radio: big and small markets, AM and
FM, and in-home and out-of-home
listening.

ARMS will compare and evaluate
the various methods of measuring audi-
ences by times of day and stations.
And it is designed to allow study of
variations in the estimates gotten by
various techniques. The project also
will assist in developing procedures to
provide measurements in terms of reli-
ability, validity and cost.

Mr. Mandel said no single research
method is “likely to give us every kind
of information our customers would
like, at a degree of precision satis-
factory to even the purest of technicians
and at a cost even the most modest
operation could afford.”

The ARMS project will evaluate dif-
ferent approaches to the measurement
problem, comparing the results of vari-
ous test methods with standards of vali-
dators. No single technique will be “a
clear winner,” Mr. Mandel stated. “We
may find a certain approach performs

In attendance at a meeting of the All-Radio Methodology
Study's steering committee last Tuesday were (clock-
wise from front center): George Storer Jr., Storer Broad-
casting Co., steering committee chairman; Ward Dorrell,
ARMS; Ralph Glazer, Westinghouse Broadcasting Co.;
Ben Strouse, WWDC Washington; Al Watson, NAB; William
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best in providing certain measures,
while another approach is superior in
certain other aspects.”

In the ARMS study a number of
rating procedures will be carried out,
for the first time in the same city,
during the same period and under the
same auspices.

Safeguards » Special procedures will
be used to guard against problems
which could affect the project’s accur-
acy: Probability samples will be used,
validators have been extensively pre-
tested; all telephone interviewing will
be conducted from a supervised central
headquarters and interviewers will be
under full-time supervision.

Five diary techniques and three re-
call techniques will bé studied simul-
taneously. Mr. Mandel explained:
“They vary as to method of placement,
whether radio-only or multiple media,
whether diaries are written up and de-
livered daily or weekly, and whether
collection is by mail or in person.”
Some of the methods resemble current
commercial techniques, some others
have never been conducted commer-
cially. But, Mr. Mandel added: “None
of these techniques is an exact dupli-
cate of an existing service.”

The ARMS study will be conducted
by Audits & Surveys. Dr. Morris Gott-
leib, A&S vice president, told a meeting
of the ARMS steering committee on
Tuesday afternoon that field work has
started in Philadelphia and is to be
completed by mid-April. The commit-
tee also was told by George B. Storer,
Jr., chairman, that the project is being
conducted with the counsel of the Ad-
vertising Research Foundation. This, he
said, “is the first methodology study in
broadcast history to be conducted
under industry sponsorship” and with
ARPF’s counsel.

The project was described by Al-
cuin W. Lehman, ARF president as “a
most worthwhile undertaking.”

Shaw, KSFO San Francisco; Harper Carraine, CBS Radio;
Mel Goldberg, Blair Radio; Ben Sanders, KICD Spencer,
lowa; Sherril Taylor, NAB; Ed Bunker, Radio Advertising
Bureau; Miles David, RAB; Art Sulzburgh, ABC; Howard
Mandel, NAB; Al Lehman, Advertising Research Founda-
tion, and Morris Gottlieb, Audits & Surveys Inc.

The challenge
to spot radio

RAB's Bunker says research,
positive selling needed;
David: ‘We're flying blind’

This is the time for radio to develop
research and sell positively if it is look-
ing for new budgets or a return of
national spot business to the medium.
Speaking as a future agency vice presi-
dent and as current president of the
Radio Advertising Bureau, Edmund C.
Bunker repeatedly stressed those
themes in the annual RAB presenta-
tion at the National Association of
Broadcasters’ convention in Washington
last week.

Also taking part in the presentation
were Miles David, RAB administrative
vice president, and Robert H. Alter,
RAB vice president and director of
national sales. Mr. David said there is
an intense interest in radio’s willing-
ness to invest money and time in re-
search; spoke optimistically about the
NAB-RAB methodology research study,
and attacked the Television Informa-
tion Office survay of where people get
their news (see page 104).

Mr. Alter showed a new RAB pre-
sentation on “myth and fact” and
described several test campaigns which
showed radio can still produce for na-
tional clients.

Mr. Bunker’s speech was billed as
the “parting words of a radio salesman”
and,-in his last major address as RAB
president, he pointed out that “research
is truly an industrywide radio problem.
Eithcr we will do it properly and give
agencies and advertisers what they

BROADCASTING, March 29, 1965



want, or 10 years from now there will
be no national radio as we know it.”

He claimed that all business “of size
is trending toward corporate manage-
ment and corporate thinking” and this
is the age of “tell it to me in numbers.”

Polish the Image =« Radio, Mr. Bunker
said, has an “image” problem and ad-
mitted that after three years with RAB
*I don’t know what it is, but it's there.”
He said the agency people are also
aware that this problem exists but don’t
know what it is.

The future broadcast vice president
of Foote, Cone & Belding (Broabp-
CASTING, Feb. 22), cautioned the “first
radio broadcaster who comes to me
and knocks his competitor” will be
tossed out the window. He charged ra-
dio must sell positively and it can’t fight
today’s system, which is the need for
research in the “day of the computer.”

The RAB president said if the indus-
try is to do more “than let nature take
its course, we must repair the damage
of the 1950’,” when research slipped
and rate cards grew more complex.

Mr. Bunker said the All-Radio
Methodology Study is in the field now
and work on that part of the project
is due to be completed by mid-April.

The research study was also praised
by Mr. David, who called it a “good
program for the industry.” He said he
hoped the study would produce at least
one and perhaps several ways to pro-
vide audience figures and cumulative
data that radio needs. Without cumula-
tive figures, he claimed, “we are fly-
ing blind.” Radio is judged as a modest
price-per-spot medium, not one that
produces mass audiences, he said.

He explained a new project “on the
drawing board” which would consist
of an advisory panel representing 25
agencies and advertisers to act as a
“sounding board” on new research
projects and presentations to sponsors.

A Dart at TIO’s Study = What radio
doesn’t need, Mr. David charged, is a
study like TIO’s that showed TV is the
dominant news medium and makes ra-
dio “subservient to TV although coun-
ter to all other indications.” He said
“nothing we have seen” indicates the
news dominance of TV as presented by
TIO.

In his part of the program, Mr. Alter
showed results of a study based on
86,490 consumer interviews to deter-
mine radio’s ability to sell and the
ability of radio to be selective. The in-
terviews were part of a $3.5-million
test radio marketing plan undertaken by
about 20 national and regional adver-
tisers.

He said the survey was designed not
to measure households, but measures
the people who buy the products. The
results showed a heavy response during
the early part of the day, with 10 a.m.
showing up particularly strong.
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The ad thinking
in a ‘Gold Rush’

TVB urges advertisers
to readjust their ideas

in today's boom times

“What consumers and stockholders
will buy tomorrow depends on what
they think about the advertising you
(or your competition) put into their
minds today.”

Norman E. Cash, president of the
Television Bureau of Advertising, of-
fered this challenge last Monday (March
22) at the television assembly of the
National Association of Broadcasters
convention in Washington.

Showing TVB’s new presentation,
“Gold Rush,” Mr. Cash established a
background for his remarks by explain-
ing how advertising helped turn the
discovery of gold at Sutter’s Mill more
than 100 years ago into a fabulous
economic boom. *Advertising, for ex-
ample, recruited gold diggers from the
East. And advertising recruited investors
who provided machinery to mine and
refine the gold,” he said.

TVB’s slide presentation examined the
change taking place in today’s economy,
underscoring that only those who know
and take advantage of the changes will
be able “to avoid the risks of the gold
rush of the 1960’s and 1970's.”

Mr. Cash cited several considerations
including the fact that now more than
one-half the population is under 25
years of age; at the other end of the
scale more people are reaching retire-
ment age with differing buying power
and habits.

The growth of automation and com-
puter-run inventories was described by
the TVB president who noted that it
is now possible to fill a marketing de-
partment’'s wish for a wider range of
models and styles until the point is
reached where often a company’s great-
est competition can be itself.

Mr. Cash said each new advance
breeds new products and new industries
and the competition gets faster; new
brands become household words over-
night.

New Perspectives Needed = “All-time
highs in sales and profits are no longer
real news,” he declared. “The standards
are higher. The costs are higher. The
taxes are higher. Today, we have to re-
evaluate all our measures of progress in
the light of new highs in opportunity.”

But, Mr. Cash warned, even though
sales are astronomical, so is competi-
tion and the squeeze on profit margins.

Today’s faster advertising speeds up

product development and gives the con-
sumer more for his money, he said, also
pointing out that Wall Street’s evalua-
tion of the many young companies that
matured in a hurry stems from advertis-
ing’s ability to make brands of these
“*young giants” nationally famous quick-
ly.

Mr. Cash emphasized that “the confi-
dence consumers have in advertised
products is psychological and emotional.
Advertisers’ future success will be in
direct proportion to the number of con-
sumers and investors who not only per-
ceive but who believe in what is ad-
vertised.”

Presiding at the television assembly
was Robert W. Ferguson, WTRE-TV
Wheeling, W. Va., member of the 1965
convention committee and the NAB
TV board of directors.

CBS Radio sales
far ahead of 1964

CBS Radio last week said that busi-
ness written during the first quarter of
1965 has already reached 70% of the
total volume attained in the previous
calendar year.

The network listed five new adver-
tisers and another 13 who had returned
after absences of a year or more.

George J. Arkedis, CBS Radio vice
president for sales, said a spurt over
the last two weeks placed the second,
third and fourth quarters of 1965 “sub-
stantially ahead of the pace in corres-
ponding quarters of the preceding year.”

He called the business surge an “in-
dication that the renewed confidence in
network radio we began feeling in
1962 is still rising.”

Recently signed advertisers on the
network include American Tobacco
(Tareyton) through BBDO; Sinclair
Refining Co., Geyer, Morey, Ballard;
Shulton Inc. (Old Spcie), "Wesley Ad-
vertising, and Pepsi-Cola, through
BBDO.

Six CBS Radio shows are virtually
sold out through 1965. They are Morn-
ing Report with Allan Jackson, Walter
Cronkite Reporting, Lowell Thomas and
the News, Jack Drees on Sports, It's
Sports Time with Phil Rizzuto and Al-
lan Jackson and Robert Trout weekend
news.

Advertisers new to the network are
R. C. Bigelow, Carling Co., Great
American Insurance Companies, Holi-
day Inns of America and Eureka-Wil-
liams Corp.

Rep. appointments . ..

= Krzy Albuquerque, N. M.: McGav-
ren-Guild Co., New York.

= Wpap Paducah, Ky.: Hal Holman
Co., Chicago.
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The Pepsi-Cola Co., New York,
will start its second nationwide
“Shopper Spree” contest on April 19.
It will run for six weeks, supported
by a $2 million campaign in TV, ra-
dio, newspapers and magazines.

Though a breakdown of its expen-
ditures could not be provided, Pepsi-
Cola, in conjunction with its bottlers,
will use more than 20,000 TV com-
mercials, both on a network and spot

$2 million Pepsi campaign planned

basis, and more than 40,000 spot ra-
dio announcements. The national ad-
vertising agency for Pepsi-Cola is
BBDO, New York.

Persons who enter the contest and
whose entries are chosen will have
the opportunity to go on a “shopping
spree” in their local supermarket, as
shown in the TV commercial
(above). They also are eligible for a
long list of prizes.

Hills moves $3 million
TV account to FC&B

After a relationship of more than 40

years, Hills Bros. Coffee announced last
week it has dropped N. W. Ayer, San
Francisco, in favor of Foote, Cone &
Belding, that city, effective May 3.

Hills Bros., whose billings are said to
be “in excess of $4 million” spent an
estimated $3.5 million in broadcast ad-
vertising during 1964, $3 million of
which was allocated to spot TV.

With the addition of Hills Bros., the
San Francisco office of Foote, Cone &
Belding has picked up more than $6.5
million in new business since the begin-
ning of 1965. Gallo Winery was ac-
quired in January and Sea 'n Ski Com-
pany in February.

K. L. Rice Jr., advertising manager
at Hills Bros., said the company “has
great respect for the many and varied
abilities” of N. W. Ayer, but “in view
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of our present marketing conditions it
is in the best interests of our company
to take this action in regard to our
agency association.”

Hills Bros. Coffee, which is located in
San Francisco, has regional distribution.

KSL, announcer, agency
sued for $2.4 million

A $2.4 million class action damage
suit has been filed by a Salt Lake City
man for himself and over 1,000 others
against KSL Inc., licensee of ksL Salt
Lake City, an announcer for that sta-
tion, and an advertising agency in that
city.

The suit, filed about a month ago,
is by Don L. Harris. He claims that
ksL permitted the Guarantee Trust
Deed Co. to advertise over the station
and that he and others bought guaran-
teed trust certificates which have dimin-
ished in value. The suit was filed in

federal district court in Salt Lake City
and charges that KsL is responsible for
the losses under provisions of the
Securities & Exchange Act and regula-
tions of the Securities & Exchange
Commission.

KsL Inc. has filed a motion to dis-
miss the suit or to strike it on the
ground advertising media do not fall
under SEC regulations.

3M may sign for 6 more
Wolper documentaries

The 3M Co., St. Paul, is in the clos-
ing stages of negotiations for sponsor-
ship of another group of six one-hour
Wolper-produced specials on subjects
of contemporary interest.

David L. Wolper, president of Wolper
Productions, revealed in New York last
week that 3M has indicated it will be
ready to sign shortly for another cycle
of documentaries for 1966.

The third of the 1965 3M specials,
titled The General, will recount the
events in the life of General Douglas
MacArthur and will be carried on ABC-
TV on April 4.

Mr. Wolper said the 1965 3M specials
will resume on ABC-TV in the fall with
Teenage Revolution scheduled for Oc-
tober, The Feminine Mystique in No-
vember and This Is Man in December.
The agency for 3M is BBDO, New
York.

Esty gets $1 million
Noxzema account

The Noxzema Chemical Co., Balti-
more, last week moved two of its prod-
ucts, shave cream and complexion lo-
tion, from Dancer-Fitzgerald-Sample to
the William Esty Co., New York. Esty
will also pick up “undisclosed new prod-
ucts.”

The D-F-S account was understood
to bill well over $1 million, most of it
in broadcast. Sullivan, Stauffer, Colwell
& Bayles, continues as the Noxzema
agency for skin cream and Cover Girl
products.

Resignation of the account by D-F-§
was said to result from “increasing
product conflicts in the new-product
area.”

Tigers sign TV sponsors

Pabst Brewing Co., D.W.G. Cigar
Co., Hygrade Food Products and Fay-
go Beverage Co. were reported to have
been signed as participating sponsors
in the new television package offered
by the American League’s Detroit Ti-
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’II'IiS is the season that
set television on its ear:
ABC became the most watched
network in the business.
Had four of the top ten shows.
Six of the top twenty.
Fourteen of the top forty.
Six of the top ten new shows,
including the season’s
biggest new hit.
An across the board average
of 10,410,000 homes per minute.

How in the world
do you improve on that?



Like this.

Tomake television’s
strongest schedule even
stronger next year,

ABC s adding new faces,
new formats and new ideas.

The Fal Story. Efrem Zimbalist, Jr., stars in
authentic, never-before-told cases from the
files of the Federal Bureau of Investigation,
under the direction of J. Edgar Hoover.

A Man Called Shenandoah. Robert Horton
portrays a man without a memory searching
for his past—not certain what its discovery
might mean to his future.

F Troop. For the first time on television

the Indians might win when an accidental
“hero” of the Civil War takes command

of the screwball garrison at Fort Courage.
Gidget. The whacky story of a 15

(and a half) year-old girl who has “this
adolescence business” made. Bright new find,
Sally Field, stars with Den Porter.

The Big Valley. The turbulent saga

of a family dynasty in 19th century California
struggling to keep its heritage intact.

Okay, Crackerby! A wildly wonderful

saga of the “New Rich” vs. the *Old Rich,” with
Burl Ives as the richest of the New.

The Long, Hot Summer. The story of the
Vamer family, the town it “owns” and the
upstart who dares defy shrewd, ruthless
patriarch Will Varner. Starring Edmond O'Brien.
The Legend of Jesse James. The story of
two young men whose exploits became part of
the folklore of the Old West. Chris Jones

stars as Jesse James, Allen Case as Frank James.
Honey West. Anne Francis is sure to

arrest attention as a private eye who’s also

a private eyeful.

Tammy. Laughs explode everywhere as a
backwoods ingenue punctures pomposity with
a razor-sharp mind and a corn-pone drawl.

Next year’s ABC schedule will have
even more of the broadly appealing
entertainment values that changed the
nation’s viewing habits this year.
That’swhat makes a television
network click.

ABC Television Network $

Source: NT| Oct.'64-Feb, ‘65, All time perlods with regutarly
scheduled commercial programs Mon.-Sun.
7:30-11:00 p.m. Report data subject to qualifi lable on t.







gers. A seven-station regional TV net-
work will air 40 games with WJBK-TV
Detroit as key outlet.

Pabst placed through Kenyon & Eck-
hardt, Chicago, while the other three
sponsors placed through W. B. Doner
& Co., Detroit. The Tiger radio sched-
ule this season is on a network of 21
stations with wJr Detroit as key outlet.
Sponsors, announced earlier (BROAD-
CASTING, March 1), include Stroh Brew-
ery Co. through Zimmer, Keller & Cal-
vert, Detroit; General Cigar through
Young & Rubicam, New York, and
Sun Qil Co. through William Esty Co.,
New York.

Commercials in

production ...

Listings include new commercials be-
ing made for national or large regional
radio and television campaigns. Ap-
pearing in sequence are names of adver-
tiser, product, number, length and type
of commercials, production manager,
agency with its account executive and
production manager. Approximate cost
is shown when a figure is provided by
producer.

Clef 10 Productions Inc., 421 West 54th Street,
New York 10019.

The Warner Brothers Co., Bridgeport, Conn.
(bras and girdles); two 60's for radio, musical.
Charles Barclay, production manager. Agency:
Doyle Dane Bernbach, New York. James Gavin,
account executive. Jack Hubler, agency producer.

Mid America Videotape Productions, a Division
of WEN Inc., 2501 West Bradley Place, Chicago.

“Chicago Daily News" (Pope John's Journal);
one 60 for TV, on tape. Dale Juhlin, director.
Agency: Farle Ludgin Advertising, Chicago.
George Lekas, agency producer.

Pepper Sound Studios Inc., 51 South Florence
Street, Memphis 38104.

Real-Kill Products, Kansas City, Mo. (Insecti-
cides); five 60's for radio, jingle. Ernie Bern-
hardt, production mana%er. Placed direct. Ap-
proximate cost, $9,600.00.

The Burger Brewing Co., Cincinnati (beer);

Public buys fairy tales

The Schwerin Research Corp.
reported last week that television
commercials with exaggerated
benefits (cakes that levitate, floor-
cleaning tornados, invisible men
with visible hair) are by and large
effective.

The March SRC Bulletin calls
the current burst of such com-
mercials a “renaissance,” since
they also were prevalent about a
decade ago. Schwerin says “the
exaggerated reward” goes beyond
the immediate benefit (the head-
ache is cured, the cake is edible).
Examples: his headache cured,
the salesman makes the sale and
buys his wife a mink coat; the
housewife’s cake is so moist and
light, she is elected president of
the bridge club.

one 60 for radio, jingle. Hub Atwood, produc-
tion manager. Agency: Midland Advertising, Cin-
cinnati. Dick Broshar, account executive.

Sunrise Bakery, New Orleans {(baked goods);
one 60 for radio, jingle. Bud Smalley, produc-
tion manager. Placed direct.

Snazelle Productions Inc., 155 Fell Street, San
Francisco.

Chrysler Motors Corp., Detroit (Chrysler leas-
ing); two 60's for radio. E. E. Gregg Snazelle,
roduction manager. Agency: Richard N. Meltzer
nc., San Francisco. John Mercer, agency pro-
ducer,

Chrysler Corp., Detroit (Simca cars); five 60's,
one 30 for radio. Greg Snazelle, production
manager. Agency: Richard N. Meltzer Advertising,
San Francisco. John Mercer, agency producer.

Videotape Productions Inc, 101 West 67th
Street, New York.

American Sugar Co., New York (Domino sugar);
one 60, one 20 for TV on tape. Roger Hinkley,
production manager. Agency: Ted Bates, New
York. Jack Davis, agency producer. Approximate
cost: $8,500.

Ford Motor Co., Dearborn, Mich. (Ford cars);
one 60 for TV, live on tape. Hal Stone, produc-

Close to a dozen names have been
submitted to the Radio Advertising
Bureau committee named to nomi-
nate a successor to Edmund C.
Bunker as RAB president, Harold
Krelstein, of the Plough stations,
chairman of the RAB board and of
the selection committee, said.

He expressed confidence that the
committee would have the list
trimmed down to one nominee by
the time of the next RAB board
meeting, scheduled May 11.

Search narrows for Bunker successor

The selection committee met with
the RAB board during the NAB
convention to give the board mem-
bers a chance to suggest possibilities.
Afterward Mr. Krelstein said “10 or
12” names had been advanced. He
declined to identify them.

Mr. Bunker has resigned, effective
June 1, to become vice president
and national director of broadcast
for Foote, Cone & Belding, New
York (Crosep Circurt, Feb. 15,
BRrOADCASTING, Feb, 22).
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tion manager. Agency: J. Walter Thompson, New
York. G. Botkin, account executive. Approximate
cost: $12,000.

Melville Shoe Corp., New York (Thom McAn
Stores); three 60's for TV on tape. Richard
Demale, staff producer. Agency: Doyle Dane
gernbach, New York. Lee Tredinari, agency pro-
ucer.

Procter & Gamble, Cincinnati (Downy); one 50
for TV on tape. Hal Tulchin, staff producer.
Agency: Grey Advertising, New York. Cathy Pitts,
agency producer.

Mel Blanc Associates Inc., Hollywood & Vine,
Hollywood 28. )
Allied Food Stores, Detroit (Wrigley super-
markets); four 60's for TV, live on tape. Noel
Blanc, production manager. Agency: Simons
Michelson Co., Detroit. Mort Zieve, account ex-
ecutiveoand agency producer. Approximate cost:

’

Grey says ‘color boom’
includes advertising

The burgeoning of color television
will have its effect on every channel in
the “marketing stream,” according to
the April issue of Grey Matter, which
is being circulated this week.

The monthly newsletter of Grey Ad-
vertising devoted its March issue to the
growth of color TV (BROADCASTING,
March 15). In its latest edition, it
stresses that it will be “necessary to in-
tegrate color commercials with all the
other facets of marketing, from product
and packaging to store design and point
of sale.”

The *“color boom” will provide com-
petition among media, the newsletter
asserts. It cites technological advances
in color in newspapers and magazines
as factors that will open new opportuni-
ties for advertisers.

Also in advertising . ..

Another attempt = Hicks & Greist Inc.
New York, planned to be moved to new
quarters at 850 Third Avenue by today
(March 29). The company was sched-
uled to change its location over two
weeks ago but a strike by drivers of
commercial moving vans delayed the
trip from 555 Fifth Avenue.

What’'s new? = BBDO is issuing a
monthly BBDO New Products Report,
a summary of new consumer and in-
dustrial products reported in various
stages of development. It runs approxi-
mately 40 pages and is available on a
subscription basis from the Marketing
Department, BBDO, 383 Madison Ave-
nue, New York.

New home = Post-Keyes-Gardner, with
headquarters in Chicago, moves its New
York office at the end of the month to
277 Park Avenue; phone 826-1825.
PKG has been exploring merger possi-
bilities among New York agencies but
nothing is definite yet.
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This here Stereo FFM

is just plumb ethereal!

[F you city slickers in New York and Chicago
think that Dior creations, and Rolls-Royce cab-
tolets, and boeuf a la Bourguignonne is all us Red
iver Valley farmers think about — git braced!
/e love good music, too!

So, on February 14, our wonderful new WDAY-
M hit the air — stereo FM — of a quality unsur-
assed anywhere in the U.S.A. And that isn’t one

bit too good for us prosperous hayseeds, either!

Frankly, we don’t expect to get rich on this latest
of WDAY’s firsts. We are simply maintaining our
43-year reputation for giving the fabulous Red
River Valley the finest of everything available in
the broadecasting industry, just as we did with
Radio in 1922, and with Television in 1953. We
just thought you’d like to know!

WDAY-FM

Stereo
FARGO, N. D.
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PROGRAMING

New film product? Depends on money

DISTRIBUTORS SAY SUPPLY WILL FIT DEMAND; NEW CATV WARNING

A suggestion that film distributors
“firm up their rights” in the area of
community television “or face the pos-
sibility of sizeable financial losses’ was
made by Leonard J. Patricelli, wrtic-
Tv Hartford, Conn., at the Wednesday
(March 24) television assembly of the
National Association of Broadcasters.

From the distributors’ side, Pierre
Weis of United Artists, told broadcast-

- r -‘ ! : -. -

{10 Ny

Taking part in Wednesday morning
TV panel on “Film and Your Future”
were (l-r): Leonard J. Patricelli, vice
president and general manager,
WTIC-TV Hartford, Conn.; Joseph Kot-

ers that syndicators are ready and able
to make top shows again “if and when
you get prime time again.” And Joseph
Kotler of Warner Bros. told the session
that based on backlog the syndicated
product will be scarcer for a while but
“not that scarce,” and he predicted that
there will be a 20% increase in the
product for television within the next
few years because theaters are regain-

ey

ler, vice president, Warner Bros. Tele-
vision, and Pierre Weis, vice president
and general manager of the syndica-
tion division of United Artists Tele-
vision Inc.

ing business and Hollywood is produc-
ing more feature films.

Mr. Patricelli referred to CATV as
an “clectronic Cosa Nostra™ that puts
first-run pictures into a market and as
a result depresses the price in that mar-
ket when the local station is offered the
package.

He said there was a need for the dis-
tributors to set up standards and prac-
tices of “operation, laboratory pro-
cedures, film inspection, grading anc
shipping.” He criticized practices dating
“back to iconoscope” in these days ol
the four-vidicon color chain. He addec
that distributors should seek the pro-
fessional help of the laboratories in get.
ting good color prints of feature film:
and in making sure the reduction fron
35 mm to 16 mm is carried out in ¢
proper manner.

Mr., Patricelli also questioned th
validity of advance newspaper com
ments on feature films appearing o:
TV. He said these print services “rat
films that vitally affect all of us™ anc
said if “Nielsen, Pulse, Hooper am
ARB are subject to close scrutiny, the
this type of newspaper service deserve
our attention and scrutiny.”

Unfulfilled Promises = Mr. Weis hi
at the stations who ask for more prc
graming to put into prime time wit
the promise that they’ll clear the tim

Important work’s ahead for film folks

EXHIBITORS PRAISE HEAVY TRAFFIC THAT OPENS DOOR FOR SALES

Program syndicators left Washington
last Wednesday to start the work their
exhibits at the National Association of
Broadcasters convention mapped out
for them.

For convention exhibits are not the
time or place to sign contracts or make
sales. Most of the activity is the laying
of groundwork for the future and re-
newing old contacts. So the success of
an effort like the third annual Televi-
sion Film Exhibit (TFE ’65), is not
measured in the number of dollars
changing hands, but in the number of
film buyers making the rounds.

In terms of traffic through the film
exhibitors spaces, TFE *65 was almost
unanimously praised as being the most
successful yet held.

The much-heralded but long-awaited

62

breakthrough in color TV, in the
opinion of program syndicators, will
not be a sudden shower of color pro-
grams on TV stations. They all ac-
knowledge that there is increased in-
terest on the part of station buyers in
color programs. But, most note, there
was an increased interest last year, too.
The color breakthrough, in their
opinion, is not a sudden leap through
an invisible shield of glass, rather it is
a gradual transition.

As an example, one syndicator cited
his experiences with cartoon series.
Most cartoons are originally produced
in color. Thev are available in both
black-and-white and color prints, how-
ever, in most instances there is an
extra charge for the color print. The
color upsurge in this particular series.

has come not through new sales, bt
mostly at renewal time.

One problem another syndicator wa
beginning to encounter was the nee
for more color prints. Some of th
smaller markets requesting a series i
color, however, do not provide enoug
revenue to cover the cost of the extr
color prints their purchases require,

Activity = Traffic at the conventic
was ‘“exceptionally heavy” at AB:
Films, according to Ray Fox, vice pres
dent and sales manager. “A hell of a I
of interest was shown by advertise
and stations in Shivaree’” a new AB
Films’ 30-minute series, which Mr. Fo
describes as “a tastefully done” rock 1
roll show that will not drive away tt
adult viewer.

Shivaree was described by represent:
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it they get the product. He indicated
that promises don't pay the rent and
told the broadcasters “if you’re willing
to spend money, we'll provide anything
for you. If time is available we'll come
up with shows. If time isn’t available.
we don’t want to play with those dice.”

During the question and answer ses-
sion, Mr. Weis told Mike Shapiro,
WFAA-TV Dallas, panel moderator, that
he didn’t expect the FCC’s proposed
ruling on network program limitations
to go through, “but if it does we’ll just
produce more, since, we produce much
of it now.”

Mr. Weis predicted that there will be
a dearth of adventure and western
shows available for stations to strip in
the next few years. It takes three years
of network run to create enough epi-
sodes for stripping, he pointed out,
adding that it will be 1969 before any
of these types of series will be around,
if the new ones coming out this season
hold up in the ratings. However, he
said, there will be plenty of “situation
stuff” arcund for stripping.

Network Feature Problem * He said
the networks using feature films in
prime time has also hurt distributors,
since it means that there are many fewer
hour and half-hour shows to put into
syndication. Mr. Kotler said he expects
:he networks to begin utilizing practices
originated by local stations. It won’t
be too long, he believes, before a single
sponsor will back a feature film on the
tetwork. He added that the prospect
Oof more feature films for television
ooks good, particularly those from for-

eign markets.

Foreign-made films, he noted, now
fit better into U. S. television because
their quality is improving and new dub-
bing techniques have been developed.

The increasing move toward color
television, Mr. Kotler said, will actually
increase the available product since
those color features that had been run
previously in black-and-white, will be
new all over again when shown in
color.

He attacked those who downgrade
reruns as showing a lack of creativity.
A rerun, he said, is “creativity” that has
been proven by earlier good ratings.

Improper Slotting » Mr. Kotler was
also critical of stations who, he said,
have enough good features but are not
scheduling them properly. Although,
he said, all features are not worthy of
top-time slots, the good features should
be treated “with the respect they de-
serve and should be scheduled prop-
erly.”

Another presentation at the morn-
ing TV session was made by Dr. Rob-
ert M. White, chief of the U. §. Weather
Bureau, who suggested that broadcast-
ers make use of their technological ad-
vancements in added visual presenta-
tions of the weather. Radar, he said,
is very effective when superimposed
over maps to show areas of precipita-
tion.

He told the TV broadcasters that al-
though there is need for accuracy and
speed in reporting the weather, there is
a greater need for the information
given to be “pertinent and factual.”

ives of several rival companies as being
he “hit” show of the film exhibitors
it the convention.

Mr. Fox noted more requests for
olor prints of ABC Films' cartoon
eries.

James C. Stern, general sales man-
ger of Allied Artists Television Corp.
Iso cited an increased interest in color.
1e added that this is the "first year I've
ctually done a substantial bit of busi-
iess in my suite.” This, he thought, was
tue mainly to a big demand for feature
ilms at a time when the supply is
apidly diminishing.

At American International Televi-
ion Inc., Stanley Dudelson, vice presi-
lent in charge of distribution, said he
ad “no complaints” and that traffic
arough his exhibit had been ‘“excel-
:nt.” Interest in color was “about the
ame” as last year, though he had
oted increased color interest in color
rints of cartoons, such as AI-TV's
inbad Jr.

Sam Cook Digges,
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administrative

vice president, CBS Films, said traffic
at the exhibit was “about the same as
last year.” He reported “tremendous
interest” in color by station managers
and his own field staff. He said CBS
Films decided at its sales meeting short-
ly before the NAB convention to place
into distribution a second-year cycle of
the color series, America’

More Color = Richard Dinsmore, vice
president and general manager of Desilu
Sales Inc., declared there was a greatly
increased interest in color. Much of
Desilu’s product, such as The Greatest
Show on Earth and Journey of a Life-
time, is available in color. On Tuesday
afternoon the Desilu suite had run out
of color brochures, where in previous
years “we've had to lug half the stuff
back home with us.”

Dick Woollen, Desilu director of
sales and proerams, thought TFE had
been “very effective” and was helping
the “overall film image.” With all the
companies involved operating under
the same ground rules “it is a welcome

place.” Traffic was described as good,
with “logical discussion” taking place
between seller and buyer. Few, if any,
sales are made at a convention, Desilu
spokesmen said. Rather groundwork is
laid which “makes the first call after
NAB a lot easier.” Mr. Woollen found
“much deeper interest and more honest
curiosity” about available programing
this year.

E. Jonny Graff, vice president for
television, Embassy Pictures Corp., re-
ported that “there was a lot of move-
ment in and out of our suite, just as
there was last year.” Color programs
with entertainment values are “in great
demand” by stations, he said.

Len Firestone, vice president and
general manager of Four Star Distribu-
tion Corp., who was chairman of the
executive committee of TFE, thought
the exhibit had been “a tremendous
success” and “far surpassed the draw-
ing power of previous years.” There had
been “more serious talks.” Traffic, he
said, had been “surprisingly good with
few lulls during convention meetings.”

Color interest, Mr, Firestone thought,
is continuing to grow. It’s not a sudden
interest, he added, but a gradual in-
crease. As color set prices come down,
the color business has to continue to
“grow and grow and grow.”

Newcomer ® Sandy Frank, president
of Sandy Frank Program Sales Inc. was
perhaps the most enthusiastic of all the
film exhibitors at TFE. His first year as
a svndicator found Mr. Frank describ-
ing TFE as an “excellent affair, particu-
larly to a new company. It’s the great-
est ooportunity for me as a distributor
to get my product to the stations' atten-
tion.” he said.

Mr. Frank claimed to have closed
several sales for his Buckaroo film
series, which is directed to children and
features a cowboy and trained ranch
animals.

At Hollywood Television Service,
David Bloom, general manager, re-
ported a “considerable increase” in
color interest. Buyers, he added, are
now interested more in the quality of
the color. In earlier years, “color was
acceptable.” Now, he stated, “it has to
be acceptable color quality.”

Mr. Bloom was “surprised at the
number of foreign buyers” at the con-
vention, especially from Latin America.

The traffic through his suite, he said,
was composed of “discriminating buy-
ers” seeking to replenish their inven-
tory of feature films. He thoueht prog-
ress had been made in “establishing the
convention as a market place. More
people are coming prepared to buy.”
He claimed he had done more business
on Tuesday afternoon than he did in all
of last year’s convention.

King Features Syndicate, which syn-
dicates Popeye, Beetle Bailey, Barney
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Google and Snuffy Smith cartoons, all
available in color, has found a gradual
increase in color interest according to
Gene Plotnik, director of creative
services. There has been no sudden in-
crease, he added. Traffic he said had
been ‘“okay.” The convention “is not
a pgood place to sign contracts,” Mr.
Plotnik claimed, it's purpose is “hospi-
tality and friendship.”

Restore Relationships » Lou Fried-
land, vice president and director of
syndication for MCA-TV Ltd., said the
convention had been a “bit more ac-
tive” than in past years. An exhibit’s
main function, he felt, is “to restore
our relationships with our customers.”

The reception given a recently re-
leased package of Universal feature

steady flow.” This was despite the fact
that MGM-TV, not a TFE member,
was remotely located. He was satisfied
with traffic through the MGM-TV suite
as those who came did so with a definite
purpose: to see.the company’s compu-
ter-based presentation on National Vel-
vet. The “Schedule Simulator” has as
its purpose the insurance of finding the
proper time slot for the program so it
will draw the best rating and best audi-
ence composition. Mr. Perlis also found
an increased interest in color, especially
in motion picture features.

Unhappy = A note of discontent was
sounded at National Telefilm Associates
Inc. NTA's main exhibit was rather re-
mote from the central TFE area. A
spokesman described the company’s

The 1965 edition of the Television
Film Exhibit was the greatest ever,
according to Len Firestone, chair-
man of the executive committee of
TFE.

At a Wednesday meeting of mem-
ber companies it was decided to seek
a meeting with the National Asso-
ciation of Broadcasters to talk about
plans for 1966, after which TFE
members would decide if they should
keep the exhibit as an official part
of the NAB agenda. Film syndica-
tors were back as NAB associate
members this year after dropping out
several years ago.

Mr. Firestone, vice president and
general manager of Four Star Dis-
tribution Corp., said the executive
committee of TFE would operate in
the coming year under co-chairmen
Ira Gottlieb, executive vice president
of Wolper Television Sales Inc., and
Don Klauber, vice president and na-
tional sales manager of Seven Arts
Associated Corp.

TFE ‘great’; weighs plans for '66

-
Mr. Firestone

films has been “tremendous.” But the
package, Mr. Friedland said, was sold
by telephone to 90% of its potential
markets before MCA came to the con-
vention. He attributed this activity to
the dwindling supply of quality feature
films. Mr. Friedland also noted the
surge in color interest.

John A. Ettlinger, president of Me-
dallion Television Enterprises Inc.,
thought TFE, with its central location
had attracted increased traffic this year.
A centralized area, he found, was most
important with the layout of Washing-
ton hotels. He also cited the growing
interest from buyers in color programs.

At MGM-TV, Arthur Perlis, press
chief, reported there had been a “pretty
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traffic as “horrible.” The people who
had come by, he said, were definitely
showing a “bigger interest” in color,
which he said had been growing in
the past year.

Jacques Liebenguth, vice president—
sales, NBC Films, said traffic at the
company hospitality suite was “highly
satisfactory.” He said NBC Films did
not have an exhibit “per se,” but the
suite served as a meeting place for
executives on the buying and selling
side of TV films. He said stations of
all sizes expressed “a great deal of in-
terest in color.”

Howard B. Koerner, vice president
of Official Films was critical of TFE,
which he thought had been poorly laid

out, He theught the main problem was
“poor hotel accommodations.” His suite,
however, had experienced “rush” busi-
ness.

Robert Seidelman, vice president in
charge of syndication of Screen Gems
Inc,, called TFE “real great” with heavy
traffic. Stations, he said, are finally put-
ting their money into color, whose im-
pact he called “tremendous.”

Donald Klauber, vice president and
national sales manager of Seven Arts
Associated Corp., said interest in color
was ‘‘considerable”, especially for the
company’s just-released “Films of the
50’s—Volume 10.” The preponderance
of color features in the 4]-film package
made it of “prime interest” to the
buyers, he said.

And more stations, Mr. Klauber
added, “are asking for color prints of
earlier pictures” because a rerun of a
feature in color when it was first shown
in black and white makes it the same
as a first run, if it is properly scheduled,
which to Mr. Klauber and most syndi-
cators means in prime time, and proper-
ly promoted.

He was “very happy” with the TFE’s
traffic. “It's just about what everybody
wanted to see.”

Hank Davis, general sales manager
of Storer Program Sales, said traffic in
his suite had been excellent. He had
noted an increased interest in color
programs, although Storer has no pro-
grams available in color. A planned se-
ries may be produced in color, he
added, because of the advancing leve
of color. The people who came tc
Storer’s suite, Mr. Davis said, came tc
see specific properties.

Move Helps » On Tuesday afternoon
Television Affiliates Corp. managed tc
move its suite from the fourth floor o
the Shoreham hotel to the TFE are:
on the first floor. Peter Affe, TAC gen
eral manager, said that as a result he
had experienced more traffic in an hou:
on Tuesday afternoon than he had i
a day at the old location. TAC dis
tributes programs produced by ijts 7!
member stations. He finds the conven
tion a place and time to see peopk
“you can't see all year long.” It als
provides “‘a cross-exchange of ideas be
tween exhibitors and station film buy
ers” but he found it much harder i
Washington because of the layout o
the hotels. TAC now has about a doze
programs available in color. Mr. Aff.
expects this number to increase as it
local stations produce more documen
taries in color.

Richard Carlton, vice president o
Trans-Lux Television Corp., though
attendance at the TFE was “as goo
as in the past.” Sales on T-L's Ifs .
Wonderful World are up because th
program, which is a travel show, i
available in color. Mr. Carlton sai
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Hennesey

For big ratings, happy sponsors, § wyir
and profits—call ... fjiis

. . A . 30 ROCKEFELLER PLAZA
Also distributed by NBC Films—87th Precinct, The Richard Boone Show, Outlaws, CIRCLE 7.8300

Danger Is My Business, The Deputy and more than twenty other entertaining series.




An unseasonal Washington snow
made impossible MGM-TV's Sunday
morning golf competition but those
who reported at the Washingtonian
Country Club found ways to while
away the time. Here (] to r) are Joe

there had been increased sales of color
programing in the past six months. Also,
he found that cartoons originally sold
in black and white are generally re-
newed in color. The cost of color prints
for smaller markets, he added, often
exceeds the revenue from those mar-
kets.

Mr. Carlton said he had ‘“never
signed a firm contract” at a convention.
That, he said, would come in the next
few weeks as a result of groundwork
laid at the convention.

Better Flow = Traffic through Trian-
gle Program Sales’ 17th century Eng-
lish Pub was better than expected. The
suite, located on a remote hotel corridor
drew a higher attendance than last
year: 2,150 signed the register this year
compared with last year’s 1,980. Color
interest was high at Triangle, with buy-
ers picking film series over tape when
given a choice.

The item most asked about, how-
ever, was Triangle’s 16-hour-a-day Au-
dio Program Service designed for FM
siations.

Alan Silverbach, vice president in
charge of syndicated sales for 20th Cen-
tury-Fox Television Inc., found a “tre-
mendous amount of color interest”
from station film men. “I have big hopes
for color,” he added. He thought there
had been a “little more” traffic this
year. Very little real business is done at
a convention, he added. “What you
actually do is set up a lot of appoint-
ments for auditions of specific pro-
grams.” The company’'s The Big Bands
was drawing much color interest.

M. 1. (Bud) Rifkin, executive vice
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Curl, CBS-TV Sales; Ed Montanus,
MGM-TV syndicated sales director;
Lee Currlin, Benton & Bowles; John
B. Burns, MGM-TV vice president in
charge of television sales and Don
Harris, Philip Morris.

president of sales for United Artists
Television Inc., said TFE '65 had been
“the biggest year we've had.” There
has been a bigger interest in color.
Buyers he said are “curious and inter-
ested in it” but price is a factor. He
thinks the real color breakthrough in
syndication is about a year away. One
UA-TV series, Ripcord has been sold
in color in over 20 markets, he said.

UA-TV has about 10 series avail-
able in color, and United Artists Asso-
ciated has several feature-film pack-
ages with color films and color car-
toons.

Mr. Rikfin thought it was too early
to comment on whether the syndicators
and TFE should be happy to be back
in the NAB. It depends, he said, “on
how NAB treats us.”

Color bookings have “tripled in the
past year” according to Joseph Kotler,
vice president of Warner Bros. Televi-
sion Division. Increased color program-
ing by the networks, he thought, has
been mainly responsible for the color
boom. If properly handled, Mr. Kotler
believes color programs can now mean
a big plus in a station’s ratings.

Warner Bros. was “very pleased with
the traffic” through its suite and was
“very pleased” to be back as an asso-
ciate member of NAB.

Al Sussman, general manager of pro-
gram sales for WBC Program Sales,
said he had not found much interest
in color. The majority of WBC pro-
grams, however, are black-and-white
video tapes. WBC, which was located
off the beaten track in relation to TFE,
of which it is not a member, said his

traffic had been good. Due to the “un-
wieldy size of this hotel” he thought
the convention was not as “exciting”
as he had anticipated. But, he added,
the people who came to WBC’s suite
“had searched us out. They came for
a specific purpose.” Exhibitors, he said,
“never do big business at a conven-
tion,” But, he added, “Surprisingly, we
did enough this year to at least pay
for the cost of the trip.”

Wolper Television Sales Inc., pro-
duces documentaries most of which use
newsreel film footage. It, therefore has
to make all its program in black-and-
white and will probably continue to
have no color programs available. A
special program, produced for Xerox
Corp., and being placed on a national
spot basis has been accepted by stations
in over 100 markets. In Los Angeles,
the show, Let My People Go will be
seen simultaneously on three stations.
In New York, it will also be on three
stations but in varying time periods.

Ira Gottlieb, executive vice president,
said stations from all market sizes were
showing interest in Wolper's product.
He was satisfied with the traffic TFE
had brought to his door.

Film sales . ..

Best of Groucho (NBC Films):
Kcto(tv) Denver

Hennesey (NBC Films): WREX-TV
Rockford, Tl

Laramie (NBC Films): Kwtv(TV)
Oklahoma City and Kvoo-Tv Tulsa.
Okla.

Outlaws: (NBC Films): Kvoo-T\

Tulsa, Okla,

Cavalcade of the 60°s (Allied Artist:
TV): Kwmsc-Tv Kansas City, Mo.
wxyz-Tv Detroit; KroD-Tv El Paso
Tex.; Kosa-Tv Odessa-Midland, Tex.
WEAU-TV Eau Claire, Wis. and wL T
(Tv) Bowling Green, Ky.

Bomba the Jungle Boy (Allied Ar
tists TV): Wspp-tv Toledo, Ohio
wsvAa-Tv Harrisonburg, Va.; and kzT
(tv) Corpus Christi, Tex.;

Bowery Boys (Allied Artists): Krop
Tv El Paso and kzTv(TV) Corpus Chris
ti, both Texas.

Bob Hope Features (Allied Artist
TV): Wxvyz Detroit; krop-Tv El Pas
and KosA-Tv Odessa-Midland, Texas.

Action (Allied Artists):
Philadelphia.

Hollywood a Go Go (Four Star}
WisH-Tv  Indianapolis; KGo-Tv  Sal
Francisco; kGMB-Tv Honolulu; KxT
(Tv) Sacramento, Calif.; cxLw-T
Windsor-Detroit, Ont. and WTCN-T
Minneapclis. Now in 14 markets.
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It’s no wonder that Iowa’s farm families average WHOTV

$16,150.00 per year in income*— they produce 24% of WHOTV

the nation’s pork, 14% of its beef, actually 10% of its %:8;:

total food. WHOTV

This is remarkable, in itself — you’d think that such WHOTV

output would take 100% of our entire population’s time. WHOTV

But do you realize that less than half of lowa’s income WHOTV
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is derived from farm activities? WHOTVY

Let PGW tell you the whole story. It’s true, even WHOTYV
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lieve it’s safe to say that WHO-TV covers more farmers WHOTY

than are available in most other Television markets. WHOTYVY

*U, 8. Department of Agriculture, 1962 $:8:}¥
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The split on program control

An inside look at a divided FCC: In open

give-and-take, Loevinger says program quality is

none of FCC’s business; Henry, Cox say it is

Several hundred broadcasters were
given a rough idea last week of what
goes on behind the closed doors of an
FCC meeting when a question of local
live programing is under discussion.

Chairman E. William Henry and
Commissioner Kenneth A. Cox express
concern about a licensee's responsi-
bility to meet the peculiar needs of his
community, while Commissioner Lee
Loevinger, with growing passion, states
his view that such programing questions
are none of the commission’s business.

An unplanned re-enactment of such
a commission debate occurred in the
closing hours of the National Associa-
tion of Broadcasters convention, during
the annual FCC panel discussion. Wil-
lard Schroeder, woob-aM-FM-Tv Grand
Rapids, Mich., chairman of the NAB
was moderator.

The debate was the high point of
a discussion that ranged over a broad
spectrum of regulatory questions—and
that may have been the last of its kind
at an NAB convention. Commissioner
Loevinger at one point said the com-
mission agreed to participate last week
only as ‘“tribute” to the association’s
new president, Vincent Wasilewski,
whom “we know, like and respect.”

He questioned the wisdom of the
commission’s participating in such pan-
els. Other commissioners later agreed
that it probably was their last. The
continuance of the tradition has been
in doubt since Representative Oren Har-
ris (D-Ark.), chairman of the House
Commerce Committee, suggested that
regulatory agency members refrain from
that kind of activity (BROADCASTING,
Feb. 8).

Question from Floor » The debate
over local-live programing was touched
off by a question from the floor con-
cerning Chairman Henry’s comment in
his luncheon speech Tuesday that tele-
vision stations had devoted “only 13%”
of their broadcast day to local live pro-
graming (see page 80). Should it be
more? he was asked.

Chairman Henry said broadcasters in
the U. S. historically have been respon-
sible for serving local needs. “My pref-
erence is unimportant,” he said. “But 1
feel broadcasters have the responsibility
for serving those interests, even though
the public may not want some other
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kind of programing.”

That thinking, said Conmimissioner
Loevinger, “is muddy and contradic-
tory.”

“He's saying you’ve got to serve the
needs of the community whether the
public wants it or not . . . As far as
I'm concerned, a lot of local live ought
to be dead. There is no inherent vir-
tue in local live programing,” Mr. Loe-
vinger went on.

He said he would rather listen to
network commentators than to local
newsmen. “This is not what we should
be concerned about,” he said. “We're
not the moral proctor of the public or
the den mother of the audience,” he
added, quoting from the concurring
statement he wrote in the case in which
the commission approved the sale of
a radio station to a group headed by
the Rev. Dr. Carl Mclntire (BroaD-

Smiles are in order

Network’s new president, John
A. Schneider (r), made his official
bow to CBS-TV affiliates at a re-
ception and dinner given by the
network March 21 in Washington
at the outset of the NAB conven-
tion. Mr. Schneider, shown here
with Walter J. Brown, wSPA-TV
Spartanburg, S. C., met later with
CBS-TV  Affiliates Association
board of directors to discuss color
plans and hear lawyer’s report on
FCC's network program control
proposals.

CASTING, March 22).

He also veered off into a discussion
of what he feels is the commission’s
concern with quality in programing. He
noted that the four Xerox-sponsored TV
specials on the United Nations have had
the benefit of an open-handed financing,
top talent, time for production and net-
work exposure. Yet the first two shows
to be produced “have been panned,”
he said.

Considering that experience, he said,
“can Joe Blow from Dubuque, Iowa, be
expected to do any better?”’ But he also
said that “to holler all we get is chaff
is just naivete. Excellence will be there,
In years to come my friends will pick
out a half-dozen programs [from 1965]

and say, ‘wasn’t that great’.

Irrelevant » Chairman Henry, saying
he is “used to” Commissioner Loevin-
ger’s barbs, fired one of his own. Com-
missioner Loevinger's argument, he said,
is a “mish-mash of erudite irrelevan-
cies.” Since the commission is respon-
sible for allocating frequencies, he said,
it must consider how they are used. But
he also said: “l don't think anyone here
would want to impose his views of
what’s good on broadcasters.”

Commissioner Cox said that Com-
missioner Loevinger “either doesn’t care
what you do or has given up hope you
can do any good.”

“It’s not important whether your
stuff is better than the network’s bui
whether you do the job you were put
there to do to help solve the problems
of your community.” An Eric Seva.
reid can't help an individual community
he said.

He agreed that a great majority of
a community’s viewers might not be
interested in a program dealing witt
a local problem. But the community
also “includes leaders trying to improve
conditions, and if you want to helj
in the solution of local problems, you
ought to do this by providing program:
ing you can’t get anywhere else,” ht
said.

Commissioner Cox, like Chairmar
Henry, also warned that broadcaster:
might have to defend their use o
television frequencies against the de
mands of nonbroadcast users of the
spectrum for more frequency space.

Commissioner CoXx, who is chairmar
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of a government industry committee
seeking ways mobile land users can
make more efficient use of the spec-
trum space assigned to them, predicted
the nonbroadcasters would one day
take their case for additional space to
Congress. “These aren’t just taxicab
drivers—they’re big corporations,” he
said. He suggested broadcasters with
schedules supplied almost entirely by
outside sources would have a hard time
justifying their use of frequencies.

Commissioner Bartley capped the dis-
cussion with this observation: “If you
want to be a rating-chasing medium,
that’s one thing. If you want to be a
communications medium, that's some-
thing else. It’s up to you.”

Current Events = In other matters,

on the former last week; work on
CATV matters is continuing.) Chair-
man Henry has said the proposed mul-
tiple-ownership rules, when they are is-
sued, would supersede the freeze as
interim policy.

a Effects of pay television. Com-
missioner Loevinger, giving his own
view, which he described as preliminary,
said that if pay television is successful
it will be on an over-the-air basis. But
he said that despite the “terrible alarms”
voiced about pay television wooing
away free television’s audience, he
thinks pay TV is “overrated as a threat.”

He didn’t mention the termination of
the wired pay-television experiment in
Toronto (see story page 100). But he
said that the California Subscription

communities.

= Longer licenses. Three commis-
stoners voiced some support for length-
ening the license period. Commissioner
Robert E. Lee said he favors an un-
limited license period. He would sub-
stitute an in-depth spot-check of a
small number of licensees selected at
random for the present system of peri-
odic review of performance. His pro-
posal would require an amendment to
the Communications Act, which limits
broadcast licensees to three years. Bills
to lengthen the license period have been
introduced in Congress, and Commis-
sioner Lee said he expects hearings on
them.

Commissioner Hyde indicated he

favored a five-year license for broad-

the commissioners turned aside ques-
tions about two major issues before the
commission—community antenna tele-
vision regulation and the proposal to
limit network ownership of prime-time
programing-—on the ground they were
under consideration.

The questions also touched on these
points:

» The freeze on sales of VHF stations
in the top 50 markets to anyone already
owning a VHF in any of those markets.
Commissioner Robert T. Bartley, noting
that the policy is an interim one pending
issuance of a proposed rulemaking
to revise multiple ownership rules, said
the commission would have to “face up
to a decision on that matter in the next
few weeks."”

Chairman Henry said the deadline
he had set for the commission on issuing
the rulemaking probably would not
be met. He had told Senator John O.
Pastore (D-R.I.) on Feb. 25 the com-
mission would act within 60 days
(BROADCASTING, March 1). But Chair-
man Henry said multiple ownership had
third priority at the commission, be-
hind network programing and CATV.
(The commission issued proposed rules
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The FCC’s annual panel discussion provided a lively finale
last week. The commissioners are (l-r} Lee Loevinger,

Television Inc. wired system would have
failed in the market place. The suc-
cessful effort to have it outlawed by
the voters only made a martyr of it,
he said.

He also said he had information that
the likelihood is fading that wired sys-
tems planned for Atlanta, Dallas, Hous-
ton and Miami would go into operation.
However, Robert McKinsey, of At-
lanta Telemeter Inc., who was in the
audience, said his company has not
abandoned its plans.

In New York, officials of Internation-
al Telemeter Corp, which owns the
franchise, said that all four systems
were proceeding with their plans.

» On AM-FM duplication. Commis-
sioner Bartley said the rule limiting FM
duplication of affiliated AM’s in markets
over 100,000 population has the effect
of requiring AM-FM owners to build
competition for themselves. Commis-
sioner Bartley, who opposed the rule,
agreed with a questioner’s suggestion
that the commission is heading toward
splitting AM-FM combinations. He
also agreed that the commission would
eventually adopt new rules applying the
nonduplication principle to smaller

Kenneth A. Cox, Robert E. Lee, Robert T. Bartley, Rosel H.
Hyde and Chairman E. William Henry.

f

casters—the same length of time for
licenses in many nonbroadcast services,
Commissioner Bartley, who said the
purpose of limiting a license is to permit
the commission flexibility in allocating
the spectrum said he would “go along”
with any license period if it provides
for that flexibility.

» UHF growth. Commissioner Lee
said, "UHF’s in major markets are
reaching the break-even point faster
than they thought they would.” He also
said he anticipates a UHF network,
perhaps created by multiple owners.

In response to another question, he
said that if he knew how it could be
done, he would require the three net-
works to affiliate with the new UHF’s.
But he added that networks are more
cooperative now than they have been
in making programing available to
UHF’s that their regular affiliates don’t
accept.

» Loud commercials. Commissioner
Loevinger said the commission, in at-
tempting to lay down rules on the sub-
ject, is stymied by lack of a definition
of loudness. “Until the engineers tell us
what it ts,” he said, “it’s hard for us to
be against it.”
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FCC publishes
proposed rule

States networks have
‘undue concentration’

of program control

The FCC formally asserted last week
that the three television networks exer-
cise an “undue concentration of con-
trol” over programing and initiated a
proposed rule aimed at breaking that
control.

The commission published its pro-
posed rule Monday (March 22). But
the essence of the proposal has been
known for months (BROADCASTING, Jan.
25), and is already the subject of a full-
blown controversy. i

It would limit networks to equity
holdings in no more than 50% of non-
news programing between 6 p.m. and
11 p.m., or a weekly total of 14 hours
or two hours each night.

It would also prohibit networks from
engaging in domestic syndication and
bar them from the foreign distribution
of independently produced programs.
They would be prohibited from par-
ticipating in profit-sharing or distribu-
tion rights in such programs as well.

The notice stressed that the proposed
rule would not lessen the networks’ res-
ponsibility to choose, schedule and su-
pervise the programs they carry. It
also said the rule would not affect the
licensees’ ultimate responsibility for
what their stations carried.

Vote is 4-2 ® The commission issued
the notice by a vote of 4-2. Chairman
E. William Henry, and Commissioners
Robert T. Bartley and Kenneth Cox,
with Lee Loevinger concurred, and
Commissioners Rosel H. Hyde and Rob-
ert E. Lee dissented.

Commissioner Hyde issued a state-
ment declaring “inadequate study has
been made as to the desirability of pro-
posing to adopt a change in basic
policy which restrict the creative efforts
of networks and tend to make them
mere exhibitors.” He said more study
should be given to the question of where
and how program responsibility would
be exercised under the proposals.

Comments are due June 2! and re-
plies on July 21.

The commission, in its notice, said
the rule appeared necessary to “pro-
mote diversity of sources of network
programs and thus to broaden the base
from which such programs may be
selected.”

It said the part of the rule limiting
network ownership in prime-time pro-
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graming would provide opportunity for
competition among independent pro-
ducers dealing directly with sponsors
for access to prime time.

The commission would bar the net-
works from domestic syndication and
from the foreign sales of independently
produced programs, it said, to weaken
their bargaining power over independent
producers.

Bargaining Lever = The commission
said networks use their bargaining
power as the only three nationwide
outlets to extract proprietary rights
in shows offered for network exhibition
by independent producers.

Furthermore, the commission said,
the networks gaining such interests,
face a conflict of interest, “since they
choose programs for distribution to
their affiliates from groups of programs
in most of which they have acquired
or have been offered financial interest.”

The commission produced statistics
indicating, it said, the inability of in-
dependent producers to compete in the
network television program market ex-
cept on the networks’ terms:

In November 1964, 93.1% of all
network programs between 6 p.m. and
1t p.m. were network owned or con-
trolled, while 6.9% were not under own-
ership or proprietary control. In 1956-
57, a third to one-half of network pro-
grams were not under the financial con-
trol of network corporations.

“The proposed rule,” the commission
said, “is directed toward a strengthening
of independent program production. It
should increase the opportunity of in-
dependent producers for access to the
networks.”

New Sources 8 The commission also
expressed the hope that the rule would
lead to the development of new pro-
gram sources which could feed pro-
gram-starved UHF stations. And addi-
tional UHF stations, the commission
went on, “might in turn provide a basis
for a fourth network.”

The commission disputed contentions
that networks require the type of con-

Still up for grabs

A virtual tie continued among
the TV networks in the latest na-
tional ratings according to the A.
C. Nielsen report (NTI) for the
two weeks ending March 7. CBS-
TV had a slight edge with a 20.8
to NBC-TV’s 20.7 and ABC-TV’s
19.9 for the 7:30-11 p.m. periods.

In the previous two-week re-
port, NBC-TV led with 20.5,
CBS-TV had 19.7 and ABC-TV
had 19.3.

trol they have acquired “to assure their
continued viable operation as advertis-
ing media” and to minimize economic
risks they take in producing programs.

Networks would still be able to exer-
cise control over the programs they
carry, the commission said, adding:
“Furthermore, their risk will be dimin-
ished to the extent” financing of pro-
duction is taken over by “other sources
of risk money,”

Although proposing to exempt news
programs from the 50% limit because
they are intimately associated with a
network’s “journalistic function,” the
commission said there is a question as
to whether public affairs documentaries
should also be exempted. It asked for
comments on this.

And reaction is
fast in coming

Affiliates are against,
rep firms are split,

most film firms favor

The FCC's proposals for far-reaching
limitations on network control of pro-
grams, put on the table for the firs
time (see story this page), drew sharp.
ly divided reactions from National As
sociation of Broadcasters convention.
eers last week.

Stations opposed the plan, station
representation firms appeared dividec
and film companies were overwhelm
ingly for it.

The NAB membership adopted :
resolution declaring the plan “wouli
arbitrarily interfere with licensee re
sponsibility for programing and wouls
adversely affect the amount, balanc
and diversity of television networl
programing furnished to stations an
the public.” It urged the NAB “t
actively oppose” enactment of the plar

Similar opposition was advanced b
the ABC-TV Affiliates Association an
the CBS-TV Affiliates Board. NBC-T*
affiiliates had already gone on recor
against the proposal (BROADCASTINC
March 22).

In a vote described as unanimout
ABC-TV affiliates empowered their at
sociation’s board “to take whateve
action is necessary” to make their of
position clear to the FCC.

The CBS-TV affiliates board hel
that “an initial study” showed the FCt
plan “would severely impair televisio
broadcasting’s capacity to operate i
the public interest.” It held that “promg
and effective action” is needed “to prc
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tect what the nation has come to regard
as an essential ingredient of its daily
life,” and said the board should “take
such action as may be necessary to
resist these proposals, including but not
limited to a careful study by its legal
counsel . . . for the purpose of oppos-
ing them.”

The Station Representatives Associa-
tion, headed by Lioyd Griffin of Peters,
Griffin, Woodward, said that “we will
probably submit comments” to the
FCC. Meanwhile he characterized the
proposals only as “of great interest”
to SRA.

Reps Split = Individually, station reps
appeared divided—not two ways but
three.

Some endorsed the plan heartily,
maintaining that it would create more
competition among program suppliers,
minimize the ability of networks to
schedule “bad shows” merely because
they own a financial interest in them,
and slow what reps called a “creeping-
ivy” tendency of networks to extend
their authority wherever they can.

Other reps appeared essentially neu-
tral, arguing that the plan would have
no signiflcant advantages or disadvant-
ages. Others felt the proposal would
do more harm than good and ought to
be defeated.

Most of the reps questioned indi-
cated they had not had a chance to
study the proposals in detail and would
want to examine them ciosely before
commenting formally.

Syndicators Mostly Favor = Inde-
pendent film producers and syndicators.
at the NAB convention for the third
Television Film Exhibit, had varying
attitudes toward the proposal.

The majority, especially those not
now represented in the networks’
planned schedules, had mostly praise.
Those heavily involved in network pro-
duction had opinions varying from “a
great idea” to “I don’t care who the
customers are as long as I sell shows.”
No significant volume of opposition
was evident.

Those in favor of the proposal had
comments like:

= “It will mean 50 potential cus-
tomers instead of three.”

= “I endorse the plan. I'm going to
engage myself in implementing the
spirit and purpose behind it.”

» “Psychologically the plan will give
stations more freedom to pre-empt
network programs. This can’t do any-
thing but help the syndicator.”

= “I'm in favor of anything that will
give a program producer a chance to
broaden his market. There’s a lot of
off-network stuff now in syndication
that shouldn’t be there. When the net-
works are taken out of film sales, a
lot of the off-network shows will be
removed giving the others a better
chance. Removing three companies,
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John Doremus is Home