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SYMBOL OF SERVICE

Symbol of servic?. ..of co-
operation, integrity, and a
history of successful sell-

ing for
an ever

mount-

ing ros-
ter of
adver-
tisers.

WROC-TV, WROC-FM, Rochester, N. Y. «+ KERO-TV, Bakersfield, Calif.

WGR-TV, WGR-AM, WGR-FM, Buffalo, N. Y. - KFMB-TV, KFMB-AM,

Represented by

KFMB-FM, San Diego, Calif. - WNEP-TV, Scranton--Wilkes-Barre, Penn.

The Original

WDAF-TV, WDAF-AM, Kansas City, Mo.

Station Representative

TRANSCONTINENT TELEVISION CORP. - 380 MADISON

AVE., N.Y. 17
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SEEING
IS

BELIEVING*

If one picture equals 1,000 words, advertisers get more than their money’s worth
with Spot Television. In a one-minute commercial no less than 1,440 pictures, plus
sound and motion, sell your product as no other medium can, and these stations
are the leaders in this effective form of selling. Remember: seeing is believing — and
they buy what they believe in!

KOB-TV
wSsB-TV
KERO-TV
WBAL-TV
WGR-TV
WGN-TV
WFAA-TV .
WNEM-TV
KPRC.TV
WDAF-TV

*Ham the chimp knows that “seeing
is believing” as he peers from his
space couch after an historic 420-
mile space trip in a Project Mercury
space cabin, fired by a Redstone
missile from Cape Canaveral, Fla.

NEW YORK s+ CHICAGO s ATLANTA ¢ BOSTON + OALLAS + DETROIT *+ LOS ANGELES ¢ SAN FRANCISCO ¢ ST. LOUIS

Albuquerque
Atlanta
Bakersfield
Baltimore
Buffalo
Chicago

. Dallas
Flint-8ay City
Houston
Kansas City

KARK-TV
KCOP
WPST.TV
WISN-TV
KSTP-TV
WSM-TV

WNEW-TV
WTAR-TV

KWTV
KMTV

Little Rock

Los Angeles

Miami

Milwaukee
Minneapolis-St. Paul
Nashville

New York

Norfolk

Okiahoma City
Omaha

Television Division

KPTV

WIAR. TV
wWTVD

WROC-TV
KCRA-TV
WOAI-TV
KFMB-TV
WNEP-TV
KREM-TV
KVOO-TV

Portland. Ore.
Providence
Raleigh-Durham
Rochester

Sacramento

San Antonio

San Diego
Scranton-Wilkes Barre
Spokane

Tulsa

Edward Petry & Co.,Inc.

The Original Station

Representative
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17 out of 30

Including top-rated shows of all kinds: eight comedies,
three westerns, three variely programs, (1wo suspense shows, one dras

11 out of 20

Including five top-rated comedy programs { Nos. 5,10,11,14,18)—more than
the other two networks combined.

Goutof 10

Including television’s top-rated show for more than four years (No.1);
television’s most popular new show (No.5);
the show with the longest record of popularity in television (No.9).

»

& . i - -
1. GUNSMOKE 4. RAWHIDE 5. CANDID CAMERA 6. HAVE GUN 9. ED SULLIVAN 10.DENNISTHE MENACE 11. ANDY GRIFFITH 14, JACK BENNY 17. G.E. THEATER 18. DANNY THOMAS 20, PERRY A%
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2.0 out of 40

CBS Television Network presents more than half of Nielsen's
top-rated shows—including six of the eight hits
{ the new season (pictures numbered 5, 11,25, 29, 39, 40).

- /] 4 - —— -
#58 MY LINE? 22. RED SKELTON 24. GERSHWIN YEARS 25. PETE & GLADYS  29. RDUTE 66 30, DUBIE GILLIS 34.T0 TELL THE TRUTH 35. GARRY MOORE 38. HENNESEY 39. CHECKMATE 40 YFM EWELL

37. LASSIE

This remarkable record, based on the latest
nationwide Nielsen report,” is actually an old story:
Throughout the past 134 Nielsen reports
issued since July 1955 the CBS Television Network
has averaged 22 of the 40 top-rated
programs.} In 100 of these reports it has presented
more of the Top Ten than the other two
networks combined. In sum, if you are an advertiser,
producer, performer or viewer, the place to be is
The CBS Telemsmn Network.

CBNG

*2nd January repori. YEvening programs; average auc e raiin g be
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TELEVISTON

THE CREATIVE SELL: TV'S WHITE HOPE The business of selling television has come npm{ new times, and the
mdustry is beginning to realize it. The sellers’ market is over, and in its place TV must fashion a new, m/ore crea-
tive way of persuading its prospects to come aboard. A major article defines the problem and shows what sogz;
are doing about i n dldn s

A PRO GIVES THE CON OF CENSORSHIP Alust the fear of disturbing some in T1"s audience hold the medium
back from presenting daring and provocalive theatre? A constant conlroversy is renezped again by veteran p)"oducer
Wortlungton Alinor, who presents an articulate case for [reedom from censorship, and backs it up with case
histories from Play of the Week . : . : : . 42

AUTOS AND TV: IN THE THROES OF CHANGE A4 hasic industry. subjecled to greal pressures from within and
without, 1s undergoing profound changes. As goes Detroil’s future, so go the fortunes of a major segment of TV
billing—now over $70 million a year. And as awtomobiles turn down new roads. so must television adapt to new
ways of advertising — P ) ! s . o . s . RPN .48

CAREER DIPLOMAT IN ADVERTISING  Advertising and Emerson Foote got together thirty years ago, and they’ve
been a happy combination ever since. Now the president of giant McCann-Erickson Inc., in charge of over $190
million v annual billings, he spans the time of advertising'’s, and TV's, most dramatic evolution. A TELEvISION

Closeup . . , . ; RFLTYIVYIPDT 64 i s et ks (Y

h

DEPARTMENTS

I'ocus ON BusiNess 7 Levrers 21 Focus ON COMAMERCIALS 31
Locus oN IPEoris 11 PLAYBACK .. 23  TELESTATUS L 5 e 75
Focus ox Niws 17 EbitoriaL . ... 82

FLLEVISION MAGAZINE CORPORATION Cover: The nation’s jammed

Subsidiary of Broadecasting Publieations Inc. I;ighways give dui[y [es[irnony

Sol Taishoff  President to I)eltroit’s importance in the

Kenneth Cowan  Vice President American economy. It’s a con-

H. H. Tash  Secrerary stantly changing  panorama,

B. 1. Taishoff  Treasurer and the changes have never

come faster than they do now.

Advisory Beard—Broadcosting Publications Inc. x
The careful reader may note

Vice President-G | Manager Maury Long Edwin H. James Vice President-Executive Editor that t) th /
ptroller Irving €. Miller  John P. Cosgrove Director of Publications . I.C “.1” on the cover have
L Lowrence B. Taishoff no drivers; be not a’(”l”ed,

for these are only models.
TELEVISION MAGAZINE
Sot Talshoif Editor and Publisher
Manoging Editor Donald V. West  Kenneth Cowan Vice President-Business Manager
Associote Editor Albert R, Kroeger  Fronk Chizzini Advertising Director
Associate Editor Richard K. Doan Jack L. Blos Office Manager
Production Editor Barboroe Landsberg Fredl Selden Sccretary to the Vice President
Assistant Debbie Haber  Harriette Weinberg Subscriptions

Published monthty by the Television Mogazine Corp. Executive editorial, circula-
tion ond advertising offices: 422 Modison Ave., New York 17, N. Y. Telephone
Ploze 3-9944. Single copy, 50 cents. Yeorly subscriptions in the United States,
its possessions ond nations of the Pan American Union, $5.00; in Canodo, $5.50:
elsewhere, $6.00. Printing Office: S0 Emmelt $t. Bristot, Connecticit. Second-closs
audlt of Circulotion inc. postoge poid ot Bristol. Conn. Editorial content moy not be reproduced in any
form without written permission Copyright 1961 by Television Mogazine Corp.

Mecmber of Business Publicotions

4 TELEVISION MAGAZINE / March 1961
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WGAL- TV serves the pubhc interest
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THE GREAT CENTENNIAL

Footnotes to the Civil War in the Channel
8 Area Every Monday Morning. Each
program in this fascinating historical series
features a separate community, as many
cities and towns in the Channel 8 area were
affected by the Civil War. Well-known
examples: Battle of Gettysburg, burning of
Chambersburg, Confederate occupation of
York. This series is just one phase of
this station’s many activities dedicated to
inspire and enlighten the viewers it serves.

W GA LTV
Channed &
| Lancaster, Pa. - NBC and CBS

-1'! STEINMAN STATION

- Clair McCollough, Pres.
¥

Representative: The MEEKER Company, Inc.

New York « Chicago + Los Angeles - San Francisco
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BOB MURPHY

6’ 8" host of the

WJIBK-TV

“Moxrning Show”’

9-11 a. m., Mon. thru Fri,

Detroit’s Top Salesman In
136,800 TV Homes Daily”

S
It isn’t in height alone that Bob Murphy
tops ‘em all in 4-station Detroit! It's
persuasive power plus active partici-
pation that make Murphy's emceeing
so sales provoking. Here’s the formula
that keeps ‘em tuning to “Morning
Show.’" A good movie. Surprise visits
from guest notables. Daily ''calls”’ by
three doctors . . . Dr. John T. Dempsey,
WIBK-TV news director, background-
ing the news, Detroit Health Com-
missioner Dr. Joseph T. Molner on
health topics, and Dr. Elton McNeil,
child psychologist, on child rearing.
Total: 120 minutes of sell. Ask your
Katz man how you can get in on it!

*Nielcen, (Aug.60-Jan. 61 Avg.)

WJBK-T

CHANNEL 2 CBS DETROIT

a Storer Station

NATIONAL REPRESENTATIVE:

THE KATZ AGENCY

P A

e i
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DENSVENNESS—_— .

FOCUS ON BUSINESS

The grocer's getting less of the consumer’s new dollar budget

This is The Case of The Missing
Nickel.

The pennies in point reprcsent how
much less of his dollar the average Amer-
ican parts with for food and drink today
than he did 12 years ago. To replenish
his larder in 1948, he gave the grocer 30
cents. Today it's a quarter (see the chart
below).

What makes the quest for that quarter
significant 10 television is the way food
and drink sellers dominate the medium
—by rough estimate, 45 cents ol each
spot dollar comes from tlat source, as
do 31 cents of each network dollar.

During the first halt of last year, na-
tional food and grocery companies were
spending an average of $1 million a day
in television advertising, with those big
spot TV products—coflee, tea and food
drinks—leading the parade.

On the surface, food’s shrinking share
of the consumer dollar may not seem
much, After all, consumers spent $80
billion on food and drink in 1960, 459,
more than in 1948; and advertising ex-
penditures for this product category have

HOW THE CONSUMER SPENDS WIS OOLLAR

Faod, beverage and tabacee 27¢

Alf other 26¢

V. $. Depirtment of Commerce, O¥ice of Business Econamics

* TELEVISION MAGAZINE / March 1961

more than doubled in the past decade.

Ol further aid and comlort to food
advertisers, of course, is the resilience of
their industry even during recession pe-
riods. For example, despite the tact that
the composite trend ol industrial pro-
duction dropped as much as 109, dur-
ing the recessions in 1949, 1954 and
1958, sales of grocery stores showed an
increase ol 29%,.

Even so, the missing nickel in the con-
sumer’s food budget indicates the savage
competition lor sales that has become the
food industry’s challenge and television’s
opportunity in the Sixiies.

At the crux ol this challenge and op-
portunity is the postwar shift in con-
simer buving, recently outlined by Louis
J. Paradiso, Chiel Statisiician, Olliice of
Business Economics, U.S. Department of
Commerce.

As Paradiso and his colleagues imply,
the amount the consumer spends on food
has lailed to keep pace with the growth
in total consumer expenditures and pop-
ulation. Even though the outlays tor
tood and heverages were 459, highev in

HOW ADYVERTISERS DIVIOE THE NETWORK TV OOLLAR®

Food, beverage and lobacco 3¢

Al other 53.T¢

Estimates erpendi

8 o tevisle rlisers by product cizssifcation,
Jatuary- June, 1960, TYB/LI

/M. €. Roratsugh

www americanradiohistorv com

1960 than in 1918, “this rise compares
with the increase in 1otal personal con-
sumption expenditures of 859, over the
same period. The lower proportion tor
food is accounted for by the smaller
price advance in loods than in other
consumption items.”

In their January report in the Survey
ol Current Business, Paradiso & Co. state
that “on a per capita basis, purchases of
lood and beverages by consimers were
somewhat higher in 1960 than in 1918,
implving that the rate of increase in total
food purchases was a little more than
population growth.

In short, foad advertisers and the tele-
vision business are up against some basic
shilts in buying habits. “The pattern of
expenditures in 1960,” according to the
Survey of Current Business, “represents
a shilt from that of 1948, when the econ
omy had once agam reached high rates
of civilian employment and output lol-
lowing the conversion trom wartime op-
erations, In thiat vear—when the expen
diture pattern had not as yet returned
to ‘normal’—consumers channeled 559,

HOW ADVERTISERS DIVIOE THE SPOT TV ODLLAR®

Food, beverage and lobacco 45.5¢

24oline and oy J 9e

A other 42.9¢

engifures of netwerh islevisian sdvertisers by product elassHication,
Jon.-Oct., 1980, TVE/LMA-0AR
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BUSINESS coninued

ol their 101al expenditures into nondur
able goods. a larger proportion than in
1960: (he services absorbed a much
smaller proportion than in 1960—329,:
and about the same proportion. 139%,
was spent on durable goods.”

What has happened is that the con
sumer, alter his postwar buving binge,
1S now apportioning wmore ol his dollar
for household operation, medical care
and what he puts into his car and its
maintenance.

Housing alone has moved (rom 10 to
13 cents of the consumer dollar. House-
hold operation expenditures, which are
closely related to those for housing, also
have moved upward in relation 1o the
total since 1948. and by about the same
percentage as housing, Within the
houschold operation 1otal, the current
proportions are higher than in 1948 for
electricity, gas, water and telephone
services.

Mechical care such as hospitalization
fees and health insurance pavments have
moved up from four cents of the con-
sumer dollar in 1948 to five cents in
1960.

It also cost more to have and main-
tain a car in the past 12 years. The con-
sumer put out 545 cents toward a new
car purchase from a dollar in 1960 vs.
four cents in 1918: he even reached as
high as seven cents in 1955, autos’ most
lush vear. Gasoline and oil also got an
additional cent from him in 1960: 31,
vs. 215 n 19148,

Purple Hearts in the Sixties

What it all boils down to is that the
lood and heverage advertiser is not only
bucking his fellow competitors, but also
a basic trend. Undoubtedly, as someone
recently said, the battle for shelf space,
made a cliché in the Filties, will pro-
duce even more Purple Hearts in the
Sixties. There are many other reasons
than those outlined by the Department
of Commeice.

For one thing, there is the revolution
in the demographic composition of the
population that buys and eats the prod-
ucts extolled by television. One expert,
Wayne C. Marks, the president of Gen-
eral Foods, the nation’s largest food
packager and spender of $110,000,000 in
advertising, emphasizes what's about to
happen.

\s he explained at GF’s annual stock-
holders’ meeting last year: “In the next
five years, the group from 15 through
19 vears of age will jump almost 309,
agamst Y%, tor the total population,

“By 1965, close to half of the people in
the country will be under 25. These
younger people will have different nu-
tritional requirements and taste prefer-

ences, thus providing opportunities for
companies alert enough to anticipate
them.”

\s if the changing composition of the
food market were not enough, there is
always the growing pressure of the ava-
lanche of new products.

In 1950, a grocer handled 3,750 items;
in 1955, 4,000; and in 1960, 5,227,

Progressive Grocer veported in mid-
1960 that a typical grocer who carried
65 soaps and detergents in 1950 had 116
in 1960: where he had 84 flours and
mixes in 1950, he had 169 in 1960.
Business Week has estimated that new
product development is moving three to
ten times its 1948 race.

Concentration through supermarkets

The rash of new products makes for
more competition with the growing con:
centration in the food business. J. Wal-
ter . Thompson’s Arno Johnson figured
that in 1957, 29.000 supermarkets with
total sales of $31.1 billion had a greater
sales volume than the total volume ol
394,000 in existence in 1951—just six
years earlier.

Supermarkets—about 109, of the stores
~—account for 679, of the business. And
the big chains, in a wave of mergers, are
getting more ol a share of the market.
Some 13 of the biggest chains account
for ncarly one-third of the total sales
volume.

What it takes to sell the food and bev-
erage market today—with the younger
population and changes in distribution
—is clear from the recent action of one
major advertiser.

With the largest advertising campaign
in its history, Pepsi-Cola this month set
out to make sure it gets as many pen-
nies as possible lrom the consumer dol-
lar. And from the medium’s standpoint
the key facet of the new campaign, a to-
tal ol $34,000,000 on the national and
local level, is the return of Pepsi to net-
work television after an absence of four
vears.

The company itself will spend,
through BBDO, about $12,000,000 on
the national level, with well over 509,
going into television and radio. Pepsi’s
500 bottlers are expected to respond
with about $22,000,000 worth of adver-
tising locally.

The goal in network television is to
hit the widest possible audience. The
opening blast (beginning March 5) con-
centrated on major evening prime-time
programming with participation buys
on all three networks: NBC-TV's Lara-
mie, Qutlaws and Americans; ABC-TV’s
Asphalt Jungle, Islanders.and Cheyennes
CBS-TV's Aquanauts.

Next month Pepsi will pick up the

www americanradiohistorv com

tab for an hour-long variety special,
“Young At Heart,” on NBCG-TV. The
follow-up comes in October with spon:
sorship of a regular, weekly hall-hour
series, The Jane Powell Show.

As some of the program titles indicate,
the big word among Pepsi advertising
executives is youth. And to make their
point as provocatively as possible, they've
hired the highly creative, and equally
expensive, services of photographer Ir-
ving Penn, supervising Pepsi’s new set
of filmed TV commercials.

Under Penn’s direction, the commer-
cials will highlight youth in action-
bowling, dancing, swimming, and, of
course, drinking you-know-what. Camera
angles and lightshadow eflects a Ia
Life’s 1echnique are expected to convey
the appropriate realism.

Pepsi’s television buy, and its early
commitment to a fall program serices, re-
flects, in part, what seems to be a new
trend in sponsor buying habits.

The network perennials—General
Foods, Procter & Gamble, Lever, Chev-
rolet and American Tobacco—already
have set a new pattern. Without wait-
ing for the traditional March selling
season, they've already committed them-
selves heavily to fall purchases. Partici-
pations, according to most industry ob-
servers, are doing in the traditional sales
periods. By the end of February, the
rumor mongers of Madison Avenue es-
tmated  $30,000,000 in fall commit-
ments to CBS-TV by General Foods,
$22,000,000 1o ABC-TV by P&G. And
while Chevrolet and Dinah Shore will
part next season, the auto advertiser will
be back with Bonanza on NBC-TV (see
story on page 48).

Bullish forecast for film

Another important trend is the rec-
ord year predicted for fiim production
for network television and syndication.
Sam Cook Digges, administrative vice
president, CBS Films, Inc, in a recent
bullish forecast estimated film produc
tion would hit $170 million this year,
compared with $155 million in 1960. In
1950, according 1o Digges, 809, of TV
programming was live and only 209, was
hlm. By 1960, the reverse was true: 76%,
on hlm, the rest live.

Today’s situation is such, says Digges,
that producers must invest some $1,300,-
000 in negatives to deliver 39 programs
with good production quality. In addi-
tion, prints will run about $50,000 for
the series; advertising and promotion,
$50,000, and residual costs paid to talent
will near $200,000. Further, a distribu-
tor, calculates Digges, needs.to hit sales
over $2,000,000 to show a profit after ad-
ministrative and sales costs. END

TELEVISION MAGAZINE / March 1961
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RATINGS

° tabulation of individual market
ratings available on request.

©United Artists Associated, Inc,

AFTER 4 YEARS,

“STILL JyMPNG

UAA’s Popeye and Warner Bros. cartoons, after four years on the air, are rating
higher this year than last. Popeye scored a Nov. 1960 ARB average of 15.4 in
122 markets. Warner Bros. cartoons scored a solid 13.2 in 104 markets. This out
standing result* includes all markets for which ratings are available, regardless
of station, time period or competition. No wonder that stations, almost without
exception, have been renewing these profitable cartoon programs. Be sure you
stay on this winning team. Call or wire.

u.a.q. UNITED ARTISTS ASSOCIATED, INC.

NEW YORK 247 Park Avenue, MU 7-7800 DALLAS 1511 Bryan St., Rl 7-8553
CHICAGD 75 E. Wacker Dr., DE 2-2030 LOS ANGELES 1041 N. Formosa Ave., HO 7-5111
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pecople

People watch. People listen. People know.
And, people respond to stations which in-
vite rather than intrude, which enlighten
as well as entertain, which serve needs
rather than fancies. Through the years, an
adamant Insistence on responsible pro-
gramming and a willingness to shoulder
the duties of a broadcaster, have helped bring
each of our radio and television stations
the most responsive audience in its area.

THE WASHINGTON POST
BROADCAST DIVISION

WTOP-TV CHANNEL 9 WASHINGTON, D. C.@
WJXT CHANNEL 4 JACKSONVILLE, FLORIDA@

WTOP RADIO, WASHINGTON, D.C.

wwWwW americanradiohistorv com
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IN: DIXON

OUT: KINTNER

FOCUS ON PEOPLE

Nominated this month by President Kennedy to chair the
Federal Trade Commission: Paul Rand Dixon, chief coun-
sel and staff director of the Senate Antitrust and Monopoly
Subcommittee. Dixon, 47, a Tennessee Democrat, will suc-
ceed Earl W. Kintner as chairman of the federal agency
which patrols tite nation's advertising and business prac-
tices.

Dixon, once an assistant football coach at the University
of Florida, accepted appointment as a trial attorney on the
staff of the FTC in 1938 and with the exception of the war
years when he served active duty with the Navy. continued
with the FTC until February 1957. From that time to the
present, Dixon served on the Senate Antitrust and Monop-
oly Subcommittee, assisting in the development of public
and Congressional attention on vital problems in the held
of restraints of trade.

Outgoing Earl W. Kintner has been the FTC's chairman
since 1959. He joined the Commission in 1948 as a trial at
torney, five years later was named general counsel. Kinwner,
who has twice served as president ol the I'ederal Bar Asso-
ciation, will enter private law practice in Washington with
Berge, Fox & Arent. The name will be changed to Fox,
Arent, Kintner, Kahn & Plotkin,

Four significant actions took place at a meeting of the
hoard of directors at National Telefilm Associates: 1) The
board agreed to negotiate for the sales of the company'’s
broadcasting properties—wNTA-TV and wNTA (radio). (Both
properties are wholly-owned subsidiaries, and together ac-
count lor less than 209, of NTA's gross income.) 2) Ely A.
Landau, chairman of the board, submitted his resignation
as a director, and as chief executive oflicer of the company
and its subsidiaries. He indicated to the board that he in-
tended to bid for the purchase of the broadcasting proper
ties. 3) The board elected Oliver A. Unger chiel executive
olficer and chairman and 4) Martin Leeds, previously execu-
tive vice president of Desilu Productions Inc., was elected
a director.

Ely Landau, currently in the process of setting up a com-
pany to acquire TV stations, will be bidding for the stations
against a group headed by Howard C. Sheperd which hopes
to purchase wNrtA-rv and use it lor non-commercial and
educational telecasts. Iandau formed Ely Landau Inc. in
1951 as an independent TV film producer. It was this com
pany that developed into National Telefilm Associates. IHis
first artempt to organize a film network came in 1952 when
he worked to organize the First Federal Film Network. In
order to acquire nationwide distribution for his product and
raise production capital, he sold franchises tor distribution
rights in various areas throughout the country. In 1954,
when Oliver Unger, now president of NTA, and Harold
Goldiman, president of NTA International and executive
vice president of NTA, joined forces with Landau, he ve-
tired all franchises. He then acquired a number of teature
him properties from |. Arthur Rank, David O. Selznick and

IN: UNGER OUT: LANDAU

rih
-

bup ooy

OUT: KINGSLEY
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€ EARLIEST fiying cffort is credited by mythology 10 @ AMPHIBIAN design by unknown
. : : Chinese ‘genius’, about 50 B.C.
Dacdalus, who fashioned feather-and-wax wings for him-
self and his son, Icarus. Legend says this flight ‘got off o 12TH CENTURY concept hints of the
the ground® but Icarus flew too near the sun. Wax melted. Helicopter, to come 800 years laters.
Wings disintegrated. lca'rus plu?gcd to death in the sea, OISTII CENTURY inventor designed
thenceforth named ‘Icarian Sea. this airship with enclosed fuselage. Luck-
ily he never tried 1o fly it.

Ji g

17TH CENTURY peasanis attack ‘monster’ from the shies—actually
one of the earliest balloons. FThe artist who captured this scene neg-
lected 10 leave his card. Pictures on this page were among the many
usek by WXYZ-TV in “Flight” a telecast in “The Exciting Years’
series, depicting man’s long struggle 1o gain mastery of the air.

Yy - : . R <=
J > ! &

e
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“Our objective for programing:

One of the superior productions through which

. O H T vid 1 i with
creative talent and community leadership are well-rounded Schedule, mcluding

. . . . . . plenty o!' mcnlnl. nul.rilion. sca-
continually building new vision into Television panl ool g lofteets, I

of science has been dramatized

on stations represented by and successfully paced. In such
productions, we have made static

- subjects leap from the tv screen

with real excitement. Advertisers

tell us that such programing cre-

ates a very friendly acceptance for
their messages™

JorN F. PivaL

President, WXYZ-TV
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Value That Endures

Choosing subjects for informational
telecasts is comparatively simple. The real
problem is: “How can we make these sub-
jects come alive?”

In the Detroit area, that problem has
been effectively solved by Station WXYZ-
TV in its popular public-service series,
“The Exciting Years.”

Produced by the staff of the WXYZ-TV.
and scheduled every third week in prime
time, “The Exciting Years” combines
drama and historical fact in tracing the de-
velopment of modern scientific ‘miracles.’

“By Transcription” for example, told
the fascinating story of recorded sound,
from ecarly music-boxes up to today's
stereophonic achicvements.

The telecast “Flight” visualized the many
steps leading to man’s conqy °st of the air.
Rare exhibits presented in “Flight” in-
cluded the first glider, and Admiral Byrd’s
planes, through the fine cooperation of the
Henry Ford Muscum & Greenfield Village.

Besides its popularity with Detroit view-
ers, “The Exciting Years” has been cn-
dorsed by the Detroit School System, and
acclaimed by press and community groups.
Along with their value to Television itself,
the respect and community-influence
which thus accrue to the station are also
of direct importance to its advertisers.

The unceasing efforts of great stations
like WXYZ-TV to make television of en-
during value to every age-group, are a
constant source of pride and satisfaction
to Blair-TV. We are happy to serve more
than a score of such stations in national

 BLAIR-TY

Televisions's first exclusive
national representative, serving :

WABC-TV—New York
W-TEN— Atbany-Schenectady-Troy
WFBG-TV—Altoona-Johnstown
WNBF-TV—Binghamton
WHDH-TV—Boston
WBKB-—Chicago
WCPO-TV—Cincinnati

WEWS —Cleveland
WBNS-TV—Columbus
KTVT—Dallas-Ft. Worth
WXYZ-TV-—Detroit
KFRE-TV—Fresno
WNHC-TV—Hartford-New Haven
WJIM-TV—Lansing
KTTV—Los Angeles
WMCT—Memphis
WDSU-TV—New Orfeans
WOW-TV—-0maha
WFIL-TV—Philadelphia

WIIC —Pittsburgh
KGW-TV—Portland
WPRO-TV—Providence
KGO-TV—S$an Francisco
KING-TV—Seattle-Tacoma
KTVI-St. Louis
WFLA-TV—Tampa-St. Petersburg
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PEOPLE continuea

20th Century-Fox productions. In 1956
Landau formed the NTA Film Net-
work, which at one time sold to more
than 130 stations.

Walter Kingsley, president of Ind
pendent Television Corporation, an-
nounced his resignation hom the film
company because of existing differences
on policy planning. Kingsley joined I'TC
(ilm  production-distribution-financing
established for world-wide operation by
the Jack Wrather Organization and As
sociated Television Lutd.) as its president
in 1958. Kingsley started his TV film
career in 1949 at Ziv Television. In 1957,
he became Ziv-TV's general sales man-
ager lor all syndication.

In a postscript to last month’s shakeup
at CBS News, the Broadcasting Division
of Time Inc. announced the appoint
ment of Sig Mickelson, former president
o CBS News, to its stalt. Mickelson, with
CBS lor 18 years and since 1954 head ol
the combined radio and television CBS
News division, will assume broad respon.
sibilities for Time Inc. plans in interna-
ttonal broadcasting and broadcast news.

Mickelson joined the Columbia Broad-
casting System as news editor ol CBS
station wcco Minneapolis in 1943, was
successively director of news and special
events and director of public atfairs. He
moved (0 New York in 1949 as CBS
director of public aftairs, in 1951 was
named director of news and public aflairs
for CBS-TV. In 1954, he was promoted
to vice president ol CBS and general
manager ol CBS News. He became presi-
dent of the News division in 1959.

Papert, Koenig, Lois Inc., New York
(handling Pharmacraft’s Coldene, Ron-
son shavers, Wollschmidt Vodka) an-
nounced a series ol executive changes.
Frederic Paperi, president, became
board chairman; Julian Koenig suc-
ceeded him as president; George Lois
was named first vice president, and
Norman Grulich was appointed execu
tive vice president.

Others on the move:

Jack W. Minor, previously director ol
marketing, sales and advertising for Pl
mouth, Valiant and DeSoto. joined Don
Fedderson Productions, Hollywood, as
vice president in charge of sales and de-
velopiment.

John S. Hayes, president of the Wash
ington Post Broadcast Division was ro.
moted to executive v.p. of the Washing-
ton Post Company, parent organization.

At the network level, Lawrence White,
director ot New York daytime programs
for CBS-TV, was appointed vice presi
dent, daytime programs of the network.
At NBC-TV, Lester Gottlieh, replacing
Richard Linkroum, was appointed di
rector, special programs. END
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GROWING
FASTER

THAN

CALIFORNIA
SACRAMENTO

COUNTY

The booming hub
of California’s
3rd largest

TV market!

SACRAMENTO o
COUNTY

1950-1960 o
POPULATION UP

49 7
POPULATION UP o

CALIFORNIA
1950-1960

Contact your Petry man

about the 26 County

explosive Sacramento TV
Market. .. and about the

5 year dominance
of KCRA.TV

KCRA TV

SACRAMENTO
CHANNEL &3
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When | was sick and lay a-bed,
1 had 1wo pillows ar my head,
And all my t1oys beside me lay
To keep me happy all the day.

And sometunes for an hour or so

I watched my leaden soldiers go,

With different uniforms and drills
Among the bedclothes, through the hills;

And sometimes sent my ships in fleets
All up and down amid the sheets;

Or brought my trees and houses out,
And planted cities all about

I was the giant grear and still

Thar sits upon the pillow-hill,

And sees before him, dale and plain,
The pleasant land of counterpane.

Robert Louis Stevenson

>

s

Maybe it's leaden soldiers . .. or ships in fleets ... or little
1oy cities . . . sent by the WLW Stations to children in hos-
pitals that help keep them “happy all the day.”

We hope so. Over the past nineteen years, the Crosley
Broadcasting Corporation Ruth Lyons Annual Fund has
collected almost two million dollars for children in thirty-
four hospitals, with last year's record contribution of over
$315,000.00.

This is more than the policy . . . this is the spirit of the
WLW Stations — 10 serve their communities in every way.
especially to remember those who are forgotien tike
the little “giant, great and still that sits upon the pillow-hill

Naturally, we are proud of our reputation in the com
munications industry. But we are most proud when our
ratings and statistics. when our business and technology
are pleasantly lost for priceless moments in such lands of
counterpanc.

Yes, this is our pride — but also our privilege.

WLW-T

Television
Cincinnati

WLW-C WiLwW-D

Television the Television
Columbus a’yrmmic Doyten

Crosley
Stations

WLW-A wiLw-I

Television
Indionopolis

Television
Atlanta

Crosley Broadcasting Corporation,
a division of Avco
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CHAIN BREAK

You too can make a necklace. Join the nine pieces of chain illustrated
into an endless group of fifty links. But there’s a catch (jewelry
comes high). You must pay yourself a dime for each link you open
and twenty cents for each link you solder closed. What’s the smallest
sum you’ll have to pay yourself for sterling services rendered?

Send us the correct answer and win a copy of Dudeney’s “Amuse-
ments in Mathematics”—Dover Publications, Inc., N. Y. If you
already have it, say so in your entry and we’ll provide an equally
fascinating reward.

(Commercial: Link WMAL-TV with WSVA-TV and get the puissant Wash-
ington, D. C.-Harrisonburg, Va. markets at attractive combination rate.)

wmal-tv

Washington, D. C.

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

Affiliated with WMAL and WMAL-FM, Washington, D. C.; WSVA-TV and WSVA, Harrisonburg, Va.
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They're jockeying for position on all fronts in

It was the earliest selling season in net-
work television history. The top brass of
all three networks’ sales and vrogram de-
partments were fully engaged in the diffi-
cult business of shaping and selling a
fall program schedule thai would not be
on the air for more than half a year.

The selling season had moved into full
swing at least two months earlier than
it had in 1960. The reason was obvious:
the third network, ABC- 1V, had be-
come a strong competitor for every loose
piece of network business. In some pro-
gram periods it was drawing bigger audi
ences than both CBS' TV and NBC-TV,
in some others outdrawing one or the
other. No one network was any longer
supreme. It was a three-contestant race,
and all three had plenty ol legs and
wind.

The progriam trends that were taking
shape were being molded by the pres-
sures ol the race for business. The tenta-
tive nighttime lincups were heavier on
action-adventure, lighter on comedy, in
recognition of the relative popularity of
those types 1n the current season. There
was still room lor specials, but fewer
would be entertainment shows and more
would be in the category of inlormation
programming.

For the first time a national television
network reached into Hollywood's stock-
pile of feature movies for a prime time
movie series. NBC-TV paid $6 million
for a batch of 20th Century-Fox leature
films made since 1950 and will play them
Saturdays at 9 p. m.

Meanwhile, back in Washington

While network exccutives were coping
with the realities of creating the 1961-62
program schedule, developments were
going on in Washingion that could have
some bearing on their plans.

A new chairman of the Federal Com.
munications Commission took ofhice with
a mandate lrom President Kennedv to
do something to improve TV quality.

A new president ol the National As-
sociation of Broadcasters' shook the

TELEVISION MAGAZINE / March 1961

rocus on NEWS

association’s membership with a stern
specch calling for better shows.

The FCC chairman, Newton N.
Minow, has said he believes networks
and stations are underestimating public
tastes in much of their current program-
ming. He told the Senate Commerce
Committee during his confirmation heat
ing that although 1the government can-
not be specific in its criticism or contiol
of individual programs, it has the duty
to encourage an improvement in the
general quality of what is on the air. He
also 1old the committee that he intended
to look into the influence ol rating sery
ices which he thought might be the in-
struments lor rationalizing poor pro-
grams that have mass appeal. Minow has
never said so, but it is authoritativeh
known that President Kennedy has 1old
him to move in on programs.

The NAB president, LeRoy Collins,
agrecd that programming ought to be
improved, although he thought the imn-
provement ought to come trom volun
tary action of broadcasters and not {rom
government ukase. Improvement was
necessary, he said, because “broadcasting
is in seriotus trouble its public lavor
1s dangerously low.

Collins tramped hard on the subject
of program upgrading during a lacts-
ol-life speech 10 the NAB board ot di-
rectors at their winter meeting in Palm
Springs (also see PLavBAck. page 23). He
made it plain that he intends to be pres-
ident in lact as well as name. He pro-
posed a “positive program lor broadeast
ing” i three parts:

“First, we must improve broadcast-
ing’'s relatignship with the Federal gov
ernment.

“Second, we must improve broadcast-
ing’s relationship with the American
people.

“And, lurther, we must improve the
broadcasting prolession itsell.

The NAB must be in a position to pro-
vide leadership in the progiram ol self-
improvement, but, said Collins, it is too
weak to lead now (despite an annual

wwWw americanradiohistorvy com

television

One of the most dramatic events in the
Iustory of the United Nations occurred
last month when rioters protesting the
slaying of ex-premicr Patrice Lumumba
disrupted Ambassador to the UN. Adla
Stevenson’s presentation of the U.S. posi
tion on the Congo crisis. TV cameras
were there lo vecord the shock and h
ror of Stevenson and gallery onlool,
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N E W S continued

budget ol more than $1.6 million). e
1old the divectors that at their meceting
next June he would submit a reorganiza-
tion plan aimed at giving the associa-
tion “the strength, prestige and respect
esseuntial to meet the needs of broadcast-
ing.”

By the time he had finished his speech,
the divectors knew that if broadcasters
wanted leadership when they gave Col-
lins a three-year contract at $75,000 a
vear, they had gou what they wanted,

What else is new

A showdown struggle is beginning
among three rival systems of subscription
television, triggered by the Federal Com-
munications Commission’s approval of a
test of Zenith's on-the-air system in Hart
ford, Conn.

1. Zenith's system has been franchised
to RKO General, licensee of wner (1v)
Liartford, an ultra high lrequency sta-
tion that RKO bought tor the purpose
ol testing pay TV, Unless it runs into de-
fays [rom legal appeals, RKO intends o
hegin operation by autimn,

2. International  Telemeter  Corp,,
which is owned by Paramount Pictures,
announced it had granted its first Amer-
ican [ranchise for its coin-box wired sys-
tem to a Litde Rock, Ark., syndicate of
southeastern financiers including Win-
throp Rockefeller. .\ ‘Telemeter system
has been in operation in a Toronto, Can-
ada, subwib for a year,

3. TelePrompTer Corp.. which held
television rights to the Patterson-Johans-
son  heavyweight  championship  fight
March 13, planned to distribute o live
telecast of it to community antenna sys-
tems on a lee basis. The telecast was also
to be shown in theatres throughout the
country.  FelePrompTer also  intends
soon to install its own Key TV system of
subscription television on a community
antenna system it owns in Liberal, Kan.

RKO's authority in Hartford is for a
three-year test ot the Zenith system. The
company has committed itselt to spend
as much as S10 million on the experi-
ment. Most of its subscription programs
will be motion pictures, at least at the
outset, and program charges will range
from 35 cents to $3.50, (RKO will also
broadcast a schedule of free TV.)

The Zenith system uses a scrambled
signal that can only be cleared up when
the subscriber activates a decoding de-
vice on his set. The decoder also makes
a tape record of tune-in. Hardord sub-
scribers will be billed monthly trom the
record of the tapes.

Telemeter uses a coin-box on the the-
ory that the only sure way to collect
money for amusements is to get it in ad-
vance. \When  the subscriber inserts
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cnough oins 1o equal or exceed  the
charge for a particular program, the box
activates the telemeter cirewit which s
wired. The coin-box also gives a credit
il the subscriber does not have the exact
change.

TelePrompTer's Key TV is yet o be
tested in an actual subscription opera-
tion. IUs also designed to work on i
wired system, The Key TV device is ac-
ivated when a subscriber turns a key
and pushes an “accept” button. .\ ape
records tune-in. Key TV also has “yes”
and “no” buttons that can be used o
send a vote to the tansmiuer. Tele-
PrompTer thinks the voting device has
possibilities for collecting ratings and
orders for merchandise.

The big question, of course, is whether
pay TV can be made to make money. So
tar it has not.

In its year of operation in Ltobicoke,
the Toronto suburb, Telemeter has never
broken even. But the company believes
its experience has proved there is a strong
profic potential. The Etobicoke system
has about 5,800 subscribers. According
to Telemeter, a total ot 309, of them
tuned a special show featuring comedian
Bob Newhart that ran three nights at a
box-office price of $1.25 per show. That
wasn’t enough to pay Newhart’s fee, but
the per cent of tune-in, projected to a
larger body of subscribers, suggests a
bright future o Telemeter.

Telemeter has never released detailed
ligures on expenses or revenues. An inde-
pendent survey firm (Elliott-Haynes of
Toronto) reported last October that the
average Telemeter subscriber was spend-
ing 80 cents a week. ‘T'elemeter progran-
ming in Etobicoke has consisted mainly
ol sports and movies.

TelePrompTer's one experience with
a rudinentary form of subscription tele-

vision occurred in June 1960 when it fed
the second Patterson-Johansson  heavy-
weight championship fight o 1 com-
munity antenna systems. Viewers were
placed on an “honor” system to pay $2
Tor wawching the fight. (TelePrompTer
had no way of knowing who tuned it in.)
According to Irving Kahn, president of
TelePrompTer, $23,500 was matled m

Zenith moves in on color

The color television markct—so  lar
the ahimost exclusive domain ol RCA and
its subsidiary, NBC—was given a bullish
nudge when Zenith announced it would
introduce a line of color receivers next
fall.

Zenith's entry into the color ficld was
considered  significant tor several rea
sons. ‘The company enjoys a reputation
for quality production and shrewd mar-
keting. For the past two years it has been
the leading manufacturer ol black-and-
white sets (more than a million each
year). A Zenith move in color would not
be casually dismissed. It could mean that
Zenith figured color would give a new
and needed push to the television mar-
ket at a time when black-and-white sales
were softening. It could also mean that
Zenith was eyeing the higher mark-ups
that are possible on color scts. Color is
two to two-and-a-half times as expensive
as monochrome and its mark-up margins
correspondingly larger for manulacturer,
distributor and dealer,

Several manufacturers (Admiral, Mg
navox, Packard-Bell, Emerson-DuMont
and Olympic) have been producing some
color receivers, but only RCA has put
real steam behind color marketing. If
Zenith’s know-how were added to RCA's
it looked as if color might at last be on
the move, About 600,000 color scts are
now believed to be in operation END

MARVIN
ANTONOWSKY
Associate Media

Director

Kenyon & Eckhardt Inc.

JACK BROOKS
Assistant Account
Executive
Compton Advertising

TELEVISION MAGAZINE RATING CONTEST WINNERS

An agency account representative, an agency media executive and a broadcaster |
scored a three-way tie for first place in TELEVISION MAGAZINE's third annual rating
contest. Their selections were closest among readers challenged by the magazine last

fall to predict the top ten network shows for the November-December 1960 rating
period. The winners were determined by our research department on the basis of
those whose top ten came closest to the top ten {average audience per cent ratngs)
listed in A, C. Nielsen's report for the two weeks ending December 4, 1960.

Each of this year's three winners predicted eight of the top ten listed in the Nielsen
report. They received the choice of a case of crystal balls or of a favorite beverage.

ROBERT M. HOFFMAN
Director of Marketing
and Research
Television Advertising
Representatives, Inc.
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WESTERN ROUND-UP!

Heading your way—for the first time in television—a library of three of the
most successful Western adventure programs ever presented. A walloping
250 half-hours in all: 81 episodes of ANNIE OAKLEY (named the “Best Western
Performer” on television for two consecutive years by The Billboard)...78
episodes of RANGE RIDER (“Action with a capital A is the byword in these
films.” Radio Television Daily)...and 91 episodes of GENE AUTRY (“King of the
Cowboys” and one of the biggest money-makers in the Western field). This
sure-fire three-in-one library, backed by a national merchandising campaign,

is available now for unlimited run (and profits) from & CBS FILMS
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Tenting in D.C,,

or

In One Era
and Out the Other

Finding a roof for five Corinthian tv station
news-and-camera teams in Washington, as the
Kennedy era began, was much more difficult
than finding reason for their presence. They had
no intention of duplicating CBS’s superb net-
work coverage; they sought to duplicate only
Corinthian’s success, as cvidenced by coverage
of last year’s conventions, in relating major
political events to their own communities,

Local news doesn’t come to us. We go 10 it,
even if it’s in D.C.—and even if our definition
of local is non-traditional. Without a legacy to
stand on, our individual station news teams
tackled Project Washington with mike and cam-
cra. The Houston group was after, among other
things, a Ladybird’s eye view; Tulsa hoped to
strike oil by spending a day with Senators Kerr
and Monroney; our gentlemen from Indiana got
on the bandwagon with the state’s Drum and
Bugle Corps; the young men trom Sacramento,
reversing Greeley's advice, came cast to cover
the Inauguration’s pomp—and to examine plans
for legislation affecting their tele-urban com-
munity.

Different regions find dillerent meanings in
Washington, 1961. Those diflerences are best
explored by local tv reporting crews and public
allairs programming, focusing on political faces
and issues of special interest to the folks back
home. This is the kind of journalistic initiative,
under group organization, that results in high
wentification with regional audiences, cement-
ing stations o communities and communities to
stations.
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I KOTV
| TuLsa

' KHOU-TV
HousTton

! KXTV
' SACRAMENTO

" WANE-TV
' FOrRT WayNE

' WISH-TV
* INDIANAPOLIS

WANE-AM
FOorRT WavNE

WISH-AM
INDIANAPOLIS

Jresented by H-R

IPATEON S
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Bouquets

The first two issues of TFELEVISION
Macazin