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One more for the President...



This SanFrancisco schoolboyisn't
going to be a "Soft American.”

When President Kennedy charged
that too many young Americans
were neglecting their bodies,
most of the country took his
words to heart. How could his call
to action best be answered?

It was answered by San
Francisco's KGO-TV—one of the
five ABC Owned Television
Stations—in the community spirit
that all these stations are
continually displaying.

Conceived by KGO-TV, the
“"Formula for Fitness” program
is doing much to raise the
standards of physical education
in Southern California.

This program was launched
last March with an hour-long
documentary discussion of
the falling off in the physical
condition of our people.

It continued, next day,with the
first of a long series of

physical training

demonstration programs,
scripted and produced

by 38 school districts in the San
Francisco Bay area. Each
demonstration lasts 10 minutes.

ABC OWNED TELEVISION STATIONS/New York’s WABC-TV/Chicago’s WBKB/Detroit’s WXYZ-TV/San Francisco’s KGO-TV/Los Angeles’ KABC-TV

Fifty are now being rerun.

This particular public

service project is just one
example of the way each ABC
Owned Television Station is
assuming vigorous leadership
in community affairs.

Undertaken in the same spirit,
for instance—and presented
with equal excitement—is
WXYZ-TV's "Junior Sports Club”
program in Detroit. This
Saturday afternoon feature won
the 1961 National Recreation
Association Award for
outstanding TV reporting in the
field of physical recreation.

Or witness WABC-TV's "High
School Sports”—only TVcoverage
of these sports in the New York
area. And KABC-TV's "Matter of
Life” in Los Angeles, a program
on heart research. And WBKB's
anti-influenza drive in Chicago—
a reminder to viewers to get
their “shots” before the

winter’s predicted epidemic.

Today, all ABC Owned Television
Stations are community-slanted.
And staffed with enthusiastic,
imaginative people.

All five are very much alive.
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RENAISSANCE EAST OF THE HUDSON 7/ epitaphs said over the corpse of New York television production came
too soon: it ain’t dead yet. Nov will it be, if the New Wave of program sevies populating the prime time network schedules
from home bases in New York is any indication. The once-gianl production center was on its knees two seasons back.

It’s now furnishing almost a third (;f the nighttime schedule and working out a new destiny for itself in the future of
LeleviSIOn ... .. 39

THE GIANTS' PORTION  An exclusive TELEVISION MacaziNe analysis estimates who will be the Top 50 national adver-
tisers of 1962 and plots their importance in the financial fortunes of the medium. Included: estimated network and spot TT
billings for the full year 1962; the Top 50s performance record of the past five years; complete listing of the Top 50 with
brand and agency summaries; capsuled highlights of the TV spending strategies of the major buyers; first listing of the Tof
50 agencies in television billing ... .. . 46

WHITHER UHF? Those upper band television channels, most nuwmerows but least loved in the T’V spectrum, are coming
in for new attention. It took an Act of Congress—the all-channel yeceiver bill—to do it. The FCC, which forced the bill
through after its plans for a faster but more limited solution to T'1”s facilities problem went @’glimmering, thinks it may
prove the ultimate salvation of the medium. Others aven’t so sure. All shades of opinion are vepresented in this special
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SURE TOUCH OF SUCCESS 7e guiding genius behind the Garry Moore Show, Candid Camera, the Dinah Shore
Show and other television hits which have performed brilliant Iy at high visibility in the schedules of this and past seasons is
himself a low-visibility kind of guy. He's also a low-decibel type: they call him “The Quiet Man” on the set. Neither of
these qualities has hindered his becoming one of the top producers in the business, and one whose career has been notable

both for critical and business success. A TELEVISION GLOSEUP ... oo e 58
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TOBACCO
SALES

per dollar

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

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

Lancaster Pa.
NBC and CBS

STEINMAN STATION
Clair McCollough, Pres.

Representative: The MEEKER Company, Inc. « New York =« Chicago . Los Angeles . San Francisco



VIDEO
is the shape of

oLl FAST, SMOOTH ROAD TO
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SCOTCH® BRAND VIDEO TAPE
COMBINES VISUAL ELEMENTS INSTANTLY
FOR “RIGHT-NOW”’ VIEWING!

On “ScoTcH”” BRAND Live-Action Video Tape, you
can electronically mix free-wheeling visual ideas with
unequalled speed! No sweating out the lab wait for
costly, time-consuming processing! Video tape plays
back the picture moments after the latest “‘take”—
helps conserve precious production time.

The sky’s the limit on special effects you can achieve
with “ScotcH” Video Tape. The automotive ‘‘teaser”

commercial at right, for example, matted the man, 1. Forthisautomotive commercial, high-
seat, steering wheel into a previously taped highway way scenes were firstvideo-taped, using
scene. It dramatized the performance but kept secret pre-recorded sound track to cue zooms,

new car styling. With video tape and today’s versatile other camera angles.
electronics equipment, you can combine different back-
grounds and foregrounds . . . put live-action on minia-
ture sets or in front of stills or movies . . . combine
several images of the same person. You can introduce
pixies and giants . . . do split-screen comparisons . . .
create special-pattern wipes . . . combine photos,
drawings, cartoons, movies, live-action—you name
it! Video tape shows how you’re doing immediately
when improvements are easy, corrections economical!

And that’s not all! “Scorcu” Video Tape achieves
“presence’ extraordinary, makes recorded pictures
look live. Editing’s easier than ever. And “ScoTcH”
Video Tape records in either black-and-white or color,
with no lab processing. Ask your nearby video tape
production house for details on all the advantages of
tape. Or send for free booklet, “Techniques of Editing
Video Tape,” which includes several examples of spe- 4. Now dolly in for a close-up. Sound
cial effects. Write Magnetic Products Division, Dept. track that cued the highway scenes
MCS-122, 3M Company, St. Paul 1, Minn. assured proper background perspec-
tive for the close-up.

“SCOTCH™ IS A WEGISTERED TRADEMARK OF MINNESOTA

MINING & MANUFACTURING CO., ST PAUL 1, MINN,

EXPORY: 99 PARK AVE.. NEW YORK CANADA: LONDON, ONTARIO,
©19%62, 3M CcO




SPECIAL EFFECTS—NO LAB DETQUR!

2. Seat, steering wheel, gas pedal were 3. Presto! The driver's in the picture,
added at the studio, using VideoScene, too. VideoScene process masked out
a high-quality electronic matting supporting platform, steering column,
process. other unwanted elements.

5. A close-up of the engine, shot in the 6. A superimposed slide completes the
studio and matted against highway teaser commercial, which shows the
background, was no problem with ride, but keeps new-car styling a well-
VideoScene. guarded secret.

Magnetic Products Division gm




reflects the spirit of WSB-TV’s White Columns . . . the
symbol of growth in booming Atlanta and the South.

A ated w.th WSOC/WSOC Tv, Charlotte; WHIO WHIO-TV, Dayton.

Dean Jones, star of NBG's new ‘Ensign 0’Toole’ series,



For television, the world has become its oyster

I'he political One World concept of the
“10s has finally trickled down to the
business side. International television
is just around the next stockholders
meeting and high tariffs are as out as
trousers with pleats.

The television industry, in particular,
i recent months, has become one of
the most prominent and active of one
world citizens. Most of the important
television-oriented advertising agencies
are  busily forming foreign alliances.
while Telstar has given broadcasters a
vast potential for international perform-
ance. It is this potential that American
and European broadcasters, late in Oc-
tober and early last month, were hard
at work learning how to harness.

The occasion was the first American
meeting of the European Broadcasters
Union—the first held outside Europe
since the organization was formed in
1950.  Attending were some 60 dele-
gates from 19 countwries. They were
wined, dined, feted and spoken to by
their hosts, ABC, CBS, NBC, the Na-
tional Educational Television & Radio
Center and  the US. Information
Agency.

The assembled delegates listened to
major addresses by CBS President Frank
Stanton, NBC Chairman of the Board
Robert W. Sarnoff and Donald W.
Coyle, president of ABC International
Television Inc. All stressed the coming
importance of worldwide television and
the growing need for a global broadcast-
ing body to deal with the unprecedented
programming and operational problems
that are sure to arise in this new space
communications age.

Speaking on different days, at special
luncheons, during the week-long sessions,
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NBC Chairman Sarnoftf called for the
formation of a world broadcasting or-
ganization to meet the challenges and
problems of the future and proposed
that the EBU organize a study group as
an investigatory step towards these ends
while ABC International’s Donald Covle
placed an emphasis on the nature ol
future programming. He pointed out
that while television “is burgeoning
everywhere,” with “well over 2,000 TV
stations and 118 million receivers in op-
eration,” the industry’s potential for

growth outside the U.S. and Europe “is

\ BUSINESS

still tremendous.” Declaring that the “fu-
ture development of worldwide television
is at stake,” he urged the European
broadcasters to provide “the best [prod-
uct] your TV system can produce . . .

CBS’s Frank Stanton suggested that the
Furopean, .American and  Canadian
broadcasters join hands in setting up an
administrative structure in the \Western
Hemisphere to simplily program ex-
change between North American coun-
tries and other continents.  He also
proposed that an experimental program
—a “town meeting of the world”—be

HOW TV MAKES OUT IN 14 COUNTRIES

The U.S. ranks first in total dollars spent in TV advertising, but
only fifth insofar as TV shares in the country’s total advertising.

TV percentage Total

RANK COUNTRY of all advertising TV spending
1. Peru 27.5% $ 6,188,000
Japan 26.0 138,523,000
3. Curacao 18.9 268,000
4. United Kingdom 18.8 232,815,000
5. United States 13.6 1,615,000,000
6. Australia 13.1 33,012,000
7. Lebanon 13.0 660,000
1 8. Austria 10.5 3,600,000
9. Portugal 10.0 3,750,000
10. Canada 9.1 50,875,000
11. Colombia 8.7 2,300,000
' 12. Germany 8.5 3,030,000
13. Finland 3.2 2,635,000
14. Belgium 0.2 205,000
14-NATION TOTAL TV SPENDING .......ccooovviiiiiic, $2,092,861,000

Source:

International Advertising Association. Figures are for 1961 and are in U. S dollars.







We cover a wide range of sports.

If centaur racing should ever be revived in
Greece, you’ll see it on ABC Television.

We’re now covering just about everything
else in the known sports world.

From The World Barrel Jumping
Championship at Grossinger’s to The
Grand Prix at Monte Carlo. From The
Orange Bowl in Miami to The Sumo
Wrestling Championships in Tokyo.

One program alone—W1ide World of Sports
—ranges the globe to provide sports
buffs with some 85 hours of armchair
activity annually.

To this, now add Fight of the Week;
American Football League; Challenge Golf,
starring Arnold Palmer with Gary
Player; Professional Bowlers Tour; plus
sundry specials.

Total: over 275 hours of sports viewing
on ABC Television.

To cover 1t all, and cover 1t right, is no
mean athletic feat in itself. In September,
we had some 225 men—sports announcers,
commentators, engineers, camera crews,
etc.—out in the field with 54 cameras

and 18 video tape machines, scattered all
the way from Newport, R. 1.,

to Melbourne, Australia.

We treat sports as it should be treated.
As news. Covered in full, in depth. And
in all its global variety.

This furnishes ABC watchers with a
constantly fresh look at the sports
picture. And ABC advertisers with a
constantly intrigued audience.

ABC Television Network
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Groucho rates great on 88 stations.
Day or night, strip or weckly, he draws
top audiences in market after market.
That's why more and more stations are
buying “The Best of Groucho"—and his
renewal rate is 100%! If you're looking
for a big attraction...look to NBC Films

BUSINESS i

held next spring under the auspices ot
Telstar, and revealed that CBS already is
considering technical ways and means
for providing such a broadcast.

® As il to give counterpoint to the
television industry’s cognizance of the
growing confines ol its business world,
the Cuban crisis broke during the EBU
meetings in this country. The atmos-
phere of impending global conflict set
the tone for the surprising spirit of co-
operation which prevailed during the
sesstons. It also set the stage for a wild
spate of trading on the stock market.
Stocks rose and fell in beat to the up-
and-down pulsing of the news. At the
end of the crisis, however, there scemed
to be litde change in the market's over-
all average.

When some of the smoke had cleared,
Dr. Walter W. Heller, chairman ol Presi-
dent Kennedy's Council of  Economic
Advisers, reviewed the economic state of
things.  With or without the crisis, he
said, he was sure that business in general
would show “a reasonably good ad-
vance” during the final three months of
the vear. The first hall of 1963, he feels.
“will be a testing period which will de-
termine whether we experience a mild
recession or get our second wind.”

For the nation’s advertising and tele-
vision industries, always  about six
months behind in feeling the eftects of
any business trend, it was lairly com-
forting news. TV's first two quarters of
next vear, reflecting the national econo-
my’s expected good final quarter of 1962,
should be healthy with the final hall of
the vear in, at worst, an about-status uo
condition.

m ABC International, picking up
where it left off at the FBU convention,
didn't allow the spotlight to stray far
from the global scene.  With the in-the-
flesh aid of a Flamenco dancer, a Geisha
girl and a belly-dancer, the American
Broadcasting-Paramount  Theatres  sub-
sidiary pointed out the advertising and
programming possibilities of worldwide
television to a group of 900 government,
broadcasting and advertising industry
leaders.

At the same time, the three-year-old
international broadcasting organization
announced associations with four broad-
casting groups previously not afhiliated
with an international broadcasting net-
work. Included are the Ryukyus Is-
lands, the Shamrock Network in West-
ern Canada, Ibadan-Lagos in West Ni-
geria and Televisao Excelsior in Brazil.
LExclusive of these new additions ABC
International is athliated with 21 tele-
vision stations in 11 countries. Al-
together the international television or-
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ganization is said 1o reach some 14 mil-
lion television sets around the world.

When U. 8. network programs come
to the Ryukyus Archipelago in the
Pacific (with some 17,000 TV sets), it's
time (o sce how some of the larger na-
tions of the world are using the video
medium,  As the chart on page 9 indi-
cates and as ABC International’s Don
Covle suggested during his EBU speech,
commercial television still has enormous
room lor growth outside ol the US,
United Kingdom and possibly Japan and
Canada. Australia and South America
scem particularly ripe areas for growth.
There are other areas which already
have fulfilled their promise. The liulde
West Indies island of Guracao gives 5.3
more ol its total advertising spending (o
television than does the US.. In Peru
television accounts for 27.59; of each
advertising dollar. There are no two
wavs o cut it—for television the world
has become one big commercial oyster
and the pearls in the offering glitter with
high promise.

B But while international broadcasters
teast on the prospects ol global TV,
domestic operators still gnaw over that
incevitable bone ol contention pay TV,
Last month brought another victory tor
International  Telemeter in its long
running conflict with the Theatre Own
ers of America. The Arkansas Supreme
Court upheld a lower court decision
which, in wurn, had afhrmed a still
carlier action by the state’s Public Serv-
icc Commission in ordering a power
company to provide a Telemeter fran-
chise-holder with necessary lacilities for
starting a pay television system in Little
Rock.  The original ruling has been
appealed by several theatre  owners-
intervenors.

Earlier, International Telemeter’'s new
vouthful-looking president, Howard Min-
sky, held his hrst news conference at
which he stressed the importance of
community antenna systems to the in-
troduction of pay 'I'V in this country.
Minsky reported that experimentation
on the compatibility of CATV with
Telemeter's over-the-wire pav TV system
has been developed to a point where
cach can be used in conjunction with
the other. The Telemeter executive also
disclosed that the first over-the-air pay-
to-sec transmissions in the U.S. are like
lv to be conducted by Home Theatres
Inc., a newly-lormed company which
will use Telemeter equipment and sys
tem. Home Theatres, Minsky said, has its
sights on four American cities, three ot
which have been investigated and two
already engineered. “Pay TV is a cer-
tainty,” Minsky declared, “and the cer-
taintv is almost on us.” END
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Build ratings 5 ways better
with the big 5 from AA TV

These are the films that consistently win the top ratings” in all of these top markets: New York, Los Angeles, Chicago,
San Francisco, St. Louis, Mobile, Indianapolis, Minneapolis-St. Paul, Buffalo, and many others.

Ask your Allied Artists TV sales representative for the fabulous facts and figures about: (1) Bomba, The Jungle Boy
(2) Cavalcade of the 60's Group I (3) The Bowery Boys (4) Science Fiction Features (5) Cavalcade of the 60's Group II.

*Source ARB ,‘\"\ Allied Artists Television Cora., 165 West 46th St., N. Y. 36, N. Y., PLaza 7-8530
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Call your WLW Stations' representative...you’'ll be glad you did!

WLW-C WLW-T WLW-I WLW-D

Television Television Television Television
Columbus Cincinnati Indianapolis Dayton

Crosley Broadcasting Corporation




m Mention of the word weaponry,
rescucd from rarity during the Cuban
crisis by an assistant secretary of defense
who set forth the Pentagon’s views on
the relative powers of pen and sword,
brought some even rarer, if shorter,
words {rom spokesmen representing tele-
vision and other news media. The noises
haven't died vet.

The cause of the commotion was the
Defense Department’s 12-point “guide”
for newsmen and its own officials. The
guide was intended to enforce the with-
holding of certain news about military
operations in the Cuban crisis. A later
requirement was that military spokes-
men report all interviews with newsmen.

The two Pentagon policy changes dis-
maved newsmen of all media, who inter-
preted them as a threat not only to the
individual enterprise ol newsmen com-
peting within their own media and with
others, but as a kind of curtain that
could conceal the government’s activities
from the people—substituting the pres-
ent administration’s judgment for that
of the population and concealing or ob-
scuring ineptness in conducting the busi-
ness of government.

Newsmen complained that when the
Cuban crisis broke they were reduced to
“official” and unamplified statements:
that in some cases they were even given
misleading inlormation.

Any such Defense Department poli-
cy of “managing” the news has inherent
dangers, said William Garry of WBBM-
TV Chicago, president of the Radio-
Television News Directors Association,
in a telegram to .Arthur Sylvester, the
Pentagon’s public affairs boss, whose
statement defending the new military
information policies said that news
“flowing from actions by the government
is part of the weaponry of the Cold
War.” The networks also protested, and
the House Government Information
Subcommittee’s chairman, Rep. John E.
Moss (D-Calif.), said that group will
investigate the Pentagon’s news policies
(though he indicated much of the in-
vestigation would itself be of a secret
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News and how to

play it—the gag
on Cuba; the
NBC tunnel: ABC,

Nixon and Hiss

nature because of possible violations of
military security).

But the Pentagon wasn’t backing
down, and the State Department an-
nounced a similar policy of keeping
check on interviews of its executives by
newsmen. And neither were newsmen
backing away from the issue. At the
NAB’s regional meeting in Kansas City,
President LeRoy Collins proposed a
“watchdog” committee to be made up of
representatives of all news media to
work toward the overall goals of freedom
of information and access to news. (Late
last month President Kennedy did end
part of the news “crisis” by revoking the
12-point guide order.

The happenings involving Cuba took
the heat off another dispute—between
NBC and the State Department over a
news documentary film produced by the
network in Berlin. NBC's plan to show
the documentary, about an escape tunnel
dug under the Berlin wall, ran into ob-
jections from the State Department,
which presumably wanted to play down
the Berlin problems because of the im-
pending U.S. decision on Cuba. NDBC,
which of course had no knowledge of
the danger stage in the Cuban crisis,
announced its plan to show the docu-
mentary anyway on Oct. 31; but when
the Cuban situation became serious,

NBC announced voluntary postpone-
ment of the showing. (With the cooling
of the crisis the network subsequently
re-scheduled the telecast for a still un-
designated time.)

If the newspapers killed the political
career of Richard Nixon, as the former
Vice President hinted bitterly after he
was defeated by his Democratic oppo-
nent in the California gubernatorial
election, television (more specifically,
ABC-TV) breathed some new life into
the corpse. ABC-TV’s “The Political
Obituary of Richard Nixon” ushered
Nixon f{rom the political scene amid
the same circumstance in which he en-
tered it—controversy.

In a way “Obituary” was like Mark
Antony’s oration at Julius Caesar’s fu-
neral—it both praised and buried him—
but the script was changed when an
early Nixon adversary, whose career was
cut short by Mr. Nixon in his climb,
appeared on the same program with
“praise” that many considered too scant.
Convicted perjurer Alger Hiss’ appear-
ance on the program was more than
many could take. Two advertisers,
Kemper Insurance and Schick Safety
Razor Co., tried to cancel their con-
tracts with ABC-TV. (The network,
however, insisted that they stick to their
contractural agreements.)

It was the latest of several misfortunes
to befall Mr. Nixon, who was defeated
as the GOP’s Presidential candidate two
years ago some think because his op-
ponent, John F. Kennedy, made a better
impression on voters in the televised
“Great Debates.” Shortly before this
year's election the FCC decided a com-
mentator on KTTv (Tv) Los Angeles,
Tom Duggan, spoke too favorably of
Nixon, and required KTTV to present a
spokesman for incumbent Gov. Edmund
Brown. Mr. Nixon, commenting on the
decision, said he felt the FCC should let
broadcasters be as free as newspapers to
present political viewpoints. Nixon
conducted several telethons during this
year’s campaign.

FCC member Frederick W. Ford has
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NEWS crinuea

proposed that Section 315, the “‘equal
time” provision of the Communications
Act, be repealed and the FCC authorized
to make rules based on the doctrine of
“fairness” to candidates.

The FCC, at the request of the Sen-
ate’s Freedom of Information (Watch-
dog) Subcommittee, has sent question-
naires to all broadcast licensees concern-
ing their presentation of candidates and
issues during the 1962 elections.

British commercial television, which is
junior to U.S. commercial TV, uses one
commercial practice that might be profit-
ably emulated, according 1o William B.
Lewis, Kenyon & Eckhardt board chair-
man, who proposed to the Broadcasters
Promotion Association meeting in Dallas
the practice of clustering TV commer-
cials in groups between programs. M.
Lewis, who also told broadcasters they
ought to exercise more control over the
volume and quality of commercials, said
the British svstem results in fewer in-
terruptions of programs. And the British
commercial TV networks made a profit
of $70 million serving 11.5 million homes
in 1961, he said, compared with U.S. TV
networks’ $24.7 million profit in serving
49 million (see “Playback” page 30).

Although advertising spokesmen in
general opposed such a cluster or “maga-
zine” plan, Norman Cash. president of
the Television Bureau of Advertising,
said he thought the plan is worth trying.

Lewis’ view that many TV commer-
cials are too noisy found a kindred view
in that of Marion Harper [r., head of
Interpublic Inc. and board chairman of
the American Association of Advertising
Agencies. Harper said loudness will not
solve advertising’s problem. He also
proposed that agencies share in the
profits of their client advertisers.

AAAA and the Association of Nation-
al Advertisers have formed a joint com-
mittee to advise agencies which negotiate
with the American Federation of Tele-
vision & Radio Artists and the Screen
Actors Guild for talent for television
commercials.

Procter & Gamble, peeved because of
the rise in network rates for three Bul-
falo TV stations (allegedly based on ad-
ditional audiences in Canada), has with-
drawn all its network advertising from
that market.

American Research Bureau reports the
TV saturation of U.S. households is
90%.. TvB says TV circulation will top
that of newspapers within the next year.

wNBC-1v. New York has offered ad-
vertisers a participation plan for a one-
year, weekday public affairs series; it will
include rotated mentions on five pro-
grams weekly for 10 non-competitive
advertisers at $25,000 each.

The FCC has refused to allow a tem-
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porary exchange by RKO General and
RCA-NBC of their respective Boston
and Philadelphia stations, and NBC
faces a December 31 deadline for dis-
posing of wrcv-ax-Tv Philadelphia un-
der an antitrust consent decree or for-
feiting the licenses and thus losing over
S$20 million.

An appeals court in Philadelphia has
upheld a tax court’s decision denying
Westinghouse Broadcasting Co.’s posi-
tion that a station’s network affiliation
contract can be depreciated for [ederal
income tax purposes. The FCC has de-
cided that it will discontinue its practice
of announcing tentative decisions in
docket cases (instructing the FCC staff to
draw up orders preparatory to issuing
the proposed decision). No reason was
given.

A National Labor Relations Board's
decision that KXTv (r1v) Sacramento can
be considered a part of a company whose
advertising it carries—for the secondary
boycott purposes of labor unions—was
reversed by an appeals court in San
Francisco.

The FCC is considering conducting
more local TV hearings such as the one
leld in Chicago last spring. The Ad-
ministrative Conference of the United
States—a group of experts on adminis-
trative Taw from government regulatory
and administrative agencies and lawyers
who practice before such agencies—has
voted against a proposal that the FCC
specify amounts of time for public af-
fairs programming and limit the quan-
tity of a licensee’s commercials. The
proposal suggested that the FCC en-
courage local participation in license
renewal cases and require broadcasters
to discuss programming for minority
views with local public and private
groups.

Desi Arnaz, who had threatened to
return Desilu  Productions’ The Un-
touchables (ABC-TV) to the blood and
gore days of yore to recapture lost rat-
ings, suddenly sold his interest to his
former wife, Lucille Ball, who took over
control of Desilu and the top job as
president.

The Supreme Court has ruled against
block-booking of films distributed to TV
in an antitrust case in which six film dis-
tributors were charged with requiring
TV stations to accept films they did not
desire to get those they wanted.

The Screen Actors Guild, which has
its own stake in Hollywood, voted not
to ask for higher wages from the motion
picture producers in view of the current
unemployment problems of talent in
that city.

The FCC has announced the results
of its New York tests of ultra high fre-
quency. The report: UHF is as good

as VHF up to 25 miles distance from the
transmitter. Despite the FCC’s reassur-
ances and the all-channel set legislation,
memories of UHF’s troubles in the early
and middle 50s secem to be fresh enough
to prevent a general stampede to the
FCC along post-freeze 1952 lines, al-
though UHF channel applications have
been increasing.  (Sece story page 51,)

American Broadcasting-Paramount
Theatres reported its estimated net oper-
ating profits (excluding capital gains or
losses) for the first nine months of this
vear are the highest in the company’s
history—3$2.15 million for the third quar-
ter (up 30%) and $8 million for the
nine-month period, up from $7.58 mil-
lion for the 1961 period. CBS Inc. re-
ported net income for the first nine
months at $18.5 million—up from $12.6
million for the same period last year.

Golden  West  Broadcasters, which
operates radio stations in Los Angeles,
San Francisco, Portland, Ore., and Seat-
tle, and whose chairman, Gene Autry,
owns TVradio properties in Phoenix
and Tucson, Ariz., has announced plans
to go into pay television.

MCA Inc. may have been cut off from
its lush talent-handling activities but
there arc other backvards to play in,
The show business giant, recently
merged with Decca Records, which owns
a controlling interest in Universal Pic-
tures, has announced plans to invest in
both musical and dramatic presenta-
tions. It will finance Broadway shows as
a means of acquiring the television, mo-
tion picture and record rights to the pro-
ductions.

MCA president Lew R. Wasserman
said any one or more of MCA’s compo-
nents  (which include Revue Produc-
tions) may participate in the financing
of shows. “We are not interested in
financing plays just to make money out
of their Broadway runs,” Wasserman ob-
serves.  “We want to get basic materials
for our company. . . . Of course, if the
plays make money, we won'’t object.”

ASCAP, on the other hand, is looking
lor hard cash—from those who haven't
been contributing, namely ETV and
CATV. ASCAP president Stanley Adams
indicated last month that ETV is be-
ginning to take on “substantial propor-
tions” in both education and broadcast-
ing, and ASCAP members cannot be ex-
pected to spend time creating for it with-
out “financial encouragement.”  (The
Performing Rights Society has been
granting frec licenses to TV just as it
did to commercial television in T'V's
early days.)

Adams also noted that in expanding
its fee system ASCAP plans to license
community-antenna  television  opera-
tions. END
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says Horace Fitzpatrick:

Vice President and Manager, WSLS-TV, Roanoke, Va.

“Our purchase of the Seven Arts' Volumes 1, 2, and 3 was no
‘happy accident.’ Our WSLS-TV Program Screening Committee,
which passes on all TV films used by WSLS-TV,
previewed the Seven Arts' Volumes and gave them the highest
recommendation. As it turned out they were 100% correct . . .
the Seven Arts' presentations enabled our station to take
its position as the leading station in the Roanoke
market in important time spots and has given WSLS-TV the

shown on the station. We feel the Seven Arts'‘Films of the 50's’
will enable us to maintain our top ranking position

in the Roanoke market, particularly in the important

Saturday, Sunday and mid-day areas where they have proved
so successful to date.”

SEVEN ARTS

7A 3 ASSOCIATED
) CORP.

A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD.
NEW YORK: 270 Park Avenue YUkon 6-1717
CHICAGO: 8922-D N. La Crosse (P.O. Box 613), Skokie, IH.

ORchard 4-5105
DALLAS: 5641 Charleston Drive ADams 9-2855

LOS ANGELES: 3562 Royal Woods Drive, Sherman Oaks, Calif.
STate 8-8276
TORONTO, ONTAR!O: 11 Adelaide St. West EMpire 4-7193

e e S T — )
For list of TV stations programming Seven Arts’ “Films of
the 50's" see Third Cover SRDS (Spot TV Rates and Data)

Individual feature prices upon request




Frank Marx (R), Pres., ABC Engineers, and
Charles Colledge, V.P., RCA Broadcast
and Communications Division, load up one
of ABC’s new total solid-state TR-22's.




New All-Transistor RCA TV Tape Recorder

A “ncw generation” is on its way' Dozens of these fully-
transistorized console-model TV tape recorders are
coming off production lines in Camden, going to U.S.,
Canadian, and Europecan users . .. NOW!

The first of these striking new-generation units went to
Washington—two for ABC’s new facility there, and onc
for the Navy’s Photographic Labs. The fourth and fifth
air-jetted to England and Francz; then units to CFPL
in Canada; to WBRE-TV in Wilkes-Barrc; to KCRL-

2

TV, Reno, Nevada; to WEAT-TV. West Palm Beach,
Florida . . . and so it gocs!

Shipments of these compact, solid-state recorders are
scheduled well into next year. Camden facilitics have
been stepped up to a two-shift basis to fill commercial
and military orders as fast as possible. Order now!/

Sce your RCA Broadcast Representative. Or write
RCA Broadcast & Television Equipment, Dept. P-121,
Building 15-5, Camden, New Jersey.

ml i The Most Trusted Name in Television



) | ’Jmf.’dy Funny things happened to television on the way to today, but
none so repeatedly as those created by Bob Hope, Red Skelton and Jack Benny. In a medium that has killed
almost as many comedians as it created, these three endure. The laugh meter has never been designed
that could measure the pleasure produced by these men for more than a score of years, first in radic and
then in television. Three important figures in a history of publishing service unmatched in its field.

One of a series "“Great Moments in Broadcasting” created by BROADCASTING PUBLICATIONS, INC.,

publishers of Broadcasting Magazine, Television Magazine and Broadcasting Yearbook




LETTERS

ANTI-GHOST CAMPAIGN

Undoubtedly “Some Americans Are
Watching TV the Hard Way,” as your
very apt editorial in the September issue
pointed out. Although I abhor one-man
surveys, my fecling is that scientific re-
search would prove your contention that
many Americans are indeed watching
ghosts and freaks on their sets.

The job of education to the technical
potentials of good TV reception rests
not only with broadcasters, as pointed
out in vour editorial, but, in my judg-
ment, rests heavily as well with the many
industry organizations and individual
advertising agencies and their clients
who use television as a selling medium.

If local stations began using “yard-
stick promos” by which viewers could
detect and be made aware of these freaks,
a good beginning will have been made
and everyone would benefit.  \We owe it
to the public, if not to ourselves, to pro-
vide the best television picture possible
under our inferior 525-line system. The
industry will have provided a public
service as far as a better 'T'V picture is
concerned . . . then we could concern
ourselves with the problem of inferior
TV sound!  Jonn A. SALLAY Director of
Radio-TV & Films, Fuller & Smith &
Ross, Cleveland, Ohio.

FREEDOM OF TASTE

Thanks for the rerun on *“T'he Free-
dom of Taste” [TrLEVISION, November
1962] by Victor M. Rawner. 1 missed it
the first time around. It is beautifully
written.  Mr. Rawner has put into words
so many of the thoughts that others of
us have not been so successful in ex-
pressing.

Could we get 150 reprints of this arti-
cle?  Among other uses for it I desire to
circulate it to our Mt. Washington TV
Program Advisory Council, on which
we have more than 100 outstanding civic
and cducational leaders in Maine, New
Hampshire and Vermont. Joun W.
GUmER President-General Manager,
watTw-ry Poland Spring, Me.
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. 1,500 reprints of “The Freedom
of Taste.”” GENE DobsoN Vice President-
Manager, wrvt Tampa, Fla.

[Editor’s Note: Reprints are avail-
able at 15 cents each up to quantities of
500. Bulk prices will be furnished on
request.]

PACE-SETTER

Thank you very much for your won-
derful story about our agency in the
November issue of TELEvisION. We now
are concerned only that we live up to
the glowing promise of the article.
FREDERIC PAPERT Chairman of the Board,
Papert, Koenig, Lots Inc., New York.

BY REQUEST

“The Automobile Dealer” in your
September issue is beautiful. Our local
sales departinent is in need of 30 reprints
of this article to use in an extra push
toward our automobile dealers within
our market area. . Congratulations
for printing an excellent sales tool for
use on the local level of television sta-
tions. Frank C. MarmiN Jr. Merchan-
dising & Sales  Promotion  Manager,
wbBJ-1v Roanoke, 1a.

Please forward at your earliest con-
venience eight copies of the reprint from
the September 1962 issue of TELEvisiON
[concerning the] growing alliance be-
tween TV and the auto dealer. Louis
M. Ricu Vice President, Bureau of Ad-
vertising, American Newspaper Publish-
ers Association, Detroit, Mich,

10 reprints.  Brrry HoOFFMAN
Knox Reeves-Fitzgerald Advertising, New
Orleans, La.

. . . 30 reprints. HARRY SHAFFER Sykes
Advertising, Pittsburgh, Pa.

[Editor’s Note: Complete list and
price schedule of reprints appears on
page 91,

OOPSVILLE

Please send a new November 1962
issue of TELEVISION MAGAZINE. The one
I received on subscription has missing
the entire 60-series pages. R. . TESTE-
MENT Advertising Manager, Grove Lab-
oratories Inc., St. Louis, Mo.

[Editor’s Note: .\ small number of
copies of the November TELEVISION were
bound without the article on “The Free-
dom of Taste” and the beginning of the
Closeup on Papert, Koenig, Lois. Some,
like Reader Testement’s, slipped into the
mails. A complete copy will be sent to
any subscriber who received one of the
incomplete series. Unlike flawed postage
stamps, bad copies of TELEVIsION, though
rare, are not nearly as valuable as good
ones.)

JOHNSTOWN

ALTOONA
MARKET

YOUR PRODUCT!

JOBS. ..
PAYROLLS . .
SALES FOR

Industrial, public and private
projeets are broadening and di-
versifying the economic picture--
boosting the buying power of the
families who look to WJAC-TV for
the best in programs and enter-
tainment. Put WJAC-TV to work
for you--the most potent sales
force in the Johnstown-Alloona
Market!

The station more people
watch most!

\\
- SERVING MILLIONS FROM
’ w' _ATOP THE ALLEGHENIES

L F S b __'

E LR e
JOHNSTOWN - CHANNEL §

Athlatod with WIAC- AM = M
The Johmtown Tribune-Democrat Statioms

Get all the details from

HARRINGTON, RIGHTER

w
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—=THINK=—

Why does the largest local television advertiser spend over 909, of his adver-
tising budget on KRNT-TV? And why has he for several years?

Try to think like the owner does.

If it was all your own money and all your own sweat and tears that had built
up an outstanding business, and that business was all you had between your family
and the poor house, you’d soon find out the best television station to use. If it was
a question of sink or swim, you’d swim or vou wouldn’t have been smart enough to
start the business in the first place. You would want advertising effectiveness—want
it real bad . . . have to have it. You could take or leave alone all that jazz about rat-
ings, total homes, cost per thousand and on ad infinitum. You’d seek to buy sales at
vour dealers’ cash registers for vour advertising dollar. Every moment would be the

moment of truth for vour advertising because vou had to eat on the results.

Well, that’s the way this local advertiser thinks and acts and so do many more

like him here in Towa’s capital city.

Think of this . . . nearly 80% of the total local television dollar is spent on
this one-rate station and has been since the station’s inception. In a three-station

market, too, by government figures! Such popularity must be deserved!
Think—T1s the till that tells the tale.

If you seek to sell your good goods in this good market, this is a good station

for vou to advertise them on. People believe what we say. We sell results.

KRNT-TV

DES MOINES TELEVISION

Represented By The Katz Agency
An Operation of Cowles Magazines and Broadcasting, Inc.
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Two top talent agencies, Ashley-Steiner Inc. and Famous
Artists Corporation, have joined forces in a merger as a
single corporation. The merger will encompass the entire
executive staft of hoth agencies with Charles K. Feldman
as board chairman, Ted Ashley as president and Ira Steiner
as exccutive vice president. Milton W. Krasny, formerly
excecutive v.p. and board member with General  Artists
Corporation. has joined the new firm as a key executive in
the Beverly Hills ofhce. TV will be a major force in the
new operation, which represents packagers and video pro-
ducers as well as film and theatre talent.

In a quadruple play, General Foods paved the way lor
retirement of its president and moved up three key men
to fill ensuing vacancies. President Wayne C. Marks, who
plans to retive next June 30, was clected to the newly-
created oflice of vice chairman. He was succeeded as presi-
dent by C. W, Cook, tormer executive v.p.. operations. The
spot created by Cook’s advancement was filled by Arthur E.
Larkin Jr, who was v.p. and general manager of the Max
well House Division. Larkin's successor is Thomas S. Thomp-
son, previously assistant general manager of Maxwell House.
Marks’ career with G dates back 36 years, the last three
as president.

The Association of National Advertisers, which repre
sents the leading companies in the nation using advertising
regionally or nationally, elected as board chairman Harry F.
Schroeter, National Biscuit Co. v.p.  Schroeter, former
divector and chairman of the A.N.A. broadcast committee,
succeeds John Veckly, divector of advertising for UL S, Steel.
Newlv-elected vice chairman is Douglas Smith, advertising
and merchandising divector, S, C Johmson & Son Inc. The
presidency again will be filled by Peter W. Allport. Six
directors were named: Richard Borden, advertising manager,
Atlantic Refining Co.; James S, Fish, v.p. and ad director.
General Mills Ine; T, M. Hunt, eenceral manager, advertis
mg and promotion, Aluminum Company of America: John
B. Hunter Jr., ad divector. The B. F. Goodrich Co.; George
II. West, ad and sales promotion director, Consolidated
Electrodynamics Corp., and Ernest P. Zobian, executive v.p.,
Vick Chemical Co.

The creative departiment at Leo Burnett Co.'s Chicago
oflice was the scene of bustling activity as five executives
took on new responsibilities. Don Tennant, former v.p.,
TV commercial department, has become v.p., creative sery
ices division and a member of the executive committee
John Matthews, who was named a member of the executive
committee, continues as v.p., print copy department. Cleo
Hovel has been advanced to Tennant’s former position as
v.p., TV commercial department and to membership on
the creative review committee. He was formerly v.p., TV
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copy and art. C. Peter Franz was pro-
moted to the newly created post of ad-
ministrative v.p., creative services divi-
sion and continues as manager of the
creative review committee. Chairman of
the creative review committee, R. E.
Thompson, has been elected 1o the board
of directors.

The business-partnership which held
the reins at Desilu Productions Inc. was
severed when Desi Arnaz retired as presi-
dent and director, and his 300,850 shares
of stock were purchased by ex-wife Lu-
cille Ball. Miss Ball, whose new stock
will bring her holdings to 600,650 shares
or 529, of the total, was clected presi-
dent. Desilu’s first TV winner was [
Love Lucy. Current TV shows are The
Untouchables, The Lucy Show (starring
Miss Ball without her former bandleader
husband) and Fair Exchange.  About
909, of Desilu’s 3-studio facility with 36
sound stages is being used, some of it
by independent production firms.

In a realignment of talent, Needham,
Louis and Brorby Inc. has elected two
senior vice presidents and a creative di-
rector. New senior v.ps are James G.
Cominos, who will remain in charge of
TVoradio programs, and Kenneth C. T.
Snyder, who will become director of TV-
radio creative projects. Albert A, Klatt,
formerly v.p. and director ol the print
creative departments, was promoted to
v.p. and creative director.

Radio Free Europe, which broadcasts
news to countries behind the Iron Cur-
tain, has named Theodore (. Streibert
as president. Streibert was formerly el Do
and general manager of Time Inc's
wTCN-AM-TV  Minneapolis-St. Paul  and
was more recently consultant to Inter-
national Div. ol Time-Life Broadcast
Inc. He succeeds Col. Leslie R. Shope,
who resigned.

A Jormer assistant managing editor of
Fortine and managing editor ol Archi-
tectural Forum, Edgar P. Smith, has been
named a vice president of Time-Life
Broadcast Inc. Smith’s most recent post
with Time Inc. was as assistant to the
president, where he was active in the
corporate acquisition of the Silver Bur-
dett Co., a texthook publishing firm.

William J. F. Brennan has been trans-
ferred from Compton Advertising’s Los
Angeles othce to headquarters in New
York, where he will be assistant to Lewis
Titterton, senior v.p. and radioT'V pro
gramming director. In Los Angeles, Bren-
nan was v.p., manager of the radio-'TV
programming department.

Foote, Cone & Belding has promoted
vice presidents George N. Beecher, Paul
J- Caravatt Jr. and George G. Milliken
to the position of management repre-
sentative. Beecher, who has been account
supervisor for Perkins-5.0.8., will he
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management representative for General
Foods; Caravatt for Menley and James
Laboratories, and Nlilliken for lLever
Bros. and Angostura-Wupperman.

Charles E. Jones, who formerly held
the post ol administrative v.p. and board
member with the Potts-Woodbury ad
agency, Kansas City, has rejoined the
firm as president and chiel executive
ofticer. He succeeds J. B. Woodbury,
who will remain as board chairman.
Jones had resigned in 1961 10 become
general sales manager ol wns Kansas
City.

Also on the move:

ADVERTISERS, AGENCIES

Account group heads William L. Bal-
lard and David (. Loomis have been
clected senior vice presidents ol Ted
Bates. Ballard joined Bates three vears
ago and became a v.p. the next vear.
Loomis was named a vice president in
1956, one vear alter coming to Bates.

Howard F. Gersten, Norman Vale and
Theodore Angelus have been appointed
account executives on Lennen & Newell's
Colgate-Palmolive account. Gersten was
lormerly a principal of Gersten & Smith:
Vale was with Sullivan, Staufter, Colwell
X Bavles where he held account responsi-
bilities; Angelus’ former position was
account executive at BBDO).

Media  department  appointments at
Fuller X Smith & Ross. New York:
Francis P. Delaney, media buver, and
Dorothy  Shahinian, assistant to  the
media director, named associate medi:
directors; Lucille Giorelli, supervisor of
estimating, promoted to media buvyer;
Mary Mcahan, f(ormerly with Lynn
Baker Inc. and €. J. LaRoche & Co.,
has joined the staff as a media buver.

William C. Dckker, v.p.. media direc-
tor with Lambert & Feasley, has accepted
a position with the same title at Fletcher
Richards, Calkins & Holden.

Wendell Eastling, who has been with
Knox Reeves Advertising since 1954, has
been promoted to media director,

Lawrence C. Puchta, who joined
Young & Rubicam in 1962, has been
named an account supervisor.

Robert TF. Weluien and Donn (.
Dolan, account supervisors with Foote,
Cone & Belding, have been elected vice
presidents. Belore joining FC&B, Welt-
zein was with Benton & Bowles and
Dolan was on the stall of Dowd, Red-
field & Johnstone Inc.

William M. Weilbacher, v.p. and di-
rector ol rescarch at Dancer-Fitzgerald-
Sample, has joined C. |. LaRoche & Co.
as senior vice president. Weilbacher is
vice chatrman of the technical committee
ol the Advertising Research Foundation
and vice chairman of the AL\ AL stand-
ing committee on research.

TELEVISION MAGAZINE

Bud Wendell and Charles L. Getz ]Jr.
have joined as partners in the newly-
formed advertising and public relations
agency, Wendell & Getz. Wendell was
formerly with the national program de-
partment of the Westinghouse Broad-
casting Company in New York, while
Getz’ most recent association was as part-
ner in Wain & Getz Associates.

Doyle Dane Bernbach has opened an
office in Montreal and appointed Mike
A. Rakmil as manager. Rakmil's previ-
ous position was v.p. and creative direc-
tor of the Canadian ad agency, Stanficld,
Johnson & Hill Ltd.

L. C. Bruce, director of advertising
and marketing research for Purex Cor-
poration, has been named a vice presi-
dent.

Michael Sasanoff has resigned [rom his
position as director of the radio-TV ¢re-
ative department ol Lawrence Gumbin-
ner Inc. to join Henry R, Turnbull Inc.
as creative vice president and a major
stockholder.

Tom Hollingshead has been appoint
ed media supervisor of Richard K. Man-
off Inc. Advertising. He was formerly an
account supervisor with Dancer-Fitzger-
ald-Sample.

The Detroit oftice ol Gever, Morey,
Ballard has named James D. Killins as
vice president and associate creative di-
rector, and John MacClure, vice presi-
dent. MacClure is senior art director.

Arthur T. Castillo, senior account ex-
ecutive with Sullivan, Staufter, Colwell
& Bayles, has joined Ted Bates as a v.p.
and account supervisor.

Hans L. Stern, lormer account execu-
tive with Guild, Bascom & Bonfigli, San
Francisco, has been named account excec-
utive for Carling Brewing Company (Pa-
cific Division). He replaces Thomas F.
Killilea Jr., who resigned.

Richard (. Moses has resigned as di-
rector ol corporate public relations for
the Times-Mirror Company to join M-
Cann-Erickson, Los Angeles, as a v.p.

Nella Manes, v.p. and media director
ol Kal, Ehrlich & Merrick, Washington,
D. €., ad agency, has been promoted to
assistant to Alvin Q. Ehrlich, executive
vice president.

Frank W. Mace, president of Lambert
& Feasley Inc., died on November 11th
at his home. He was 56, and had been
with L&F for 39 vears.

Marion Harper, 73, advertising execu-
tive and former co-owner of Blackman
Co. (now Compton Advertising) died
November 7. He was father of Marion
Harper Jr., board chairman of Inter-
public Inc.

PRODUCTION
Joseph C. Bernstein, formerly v.p. and
partner of Wylde Films, N. Y., has been
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One of the world’s great conductors, Eugene
Ormandy, leading the Philadelphia Orches-
tra in a full-hour television concert of Amer-
ican music. Produced by Philadelphia’sTV10
at the city’sworld famous Academy of Music,
“Eugene Ormandy’s Sound of America” was
seen in prime evening time on all five CBS
Owned stations. And subsequently, as part
of CBS Television Stations' second Interna-

tional Program Exchange, it was enjoyed by
millions more viewers in eight other nations.

Imaginative, venturesome—the Eugene
Ormandy broadcast is just one example of
local programming of extraordinary stature
and scope. But Philadelphians have long
known who consistently broadcasts pro-
grams of the highest interest and the widest
appeal. CBS Owned WCAU-TV...that's who!

CBS TELEVISION STATIONS, A Division of Columbia Broadcasting System, Inc.
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named general manager ol Fred Niles
flm studios, N. Y.

Robert Weenolsen, Rheingold broad-
cast supervisor at Foote, Cone & Belding,
has moved to Videotape Center as an
executive producer,

Lincoln Scheurle and Edward E. Katz
have combined their eflorts as creative
director and general manager, respective-
ly, to form a Chicago-based film produc-
tion company, The Film-Makers Inc.
Scheurle, who will also serve as presi-
dent, was previously with J. Walter
Fhompson, and Katz's previous associ-
ation was as v.p. lor Fred Niles Com-
munications Center.

Bert Briller has resigned his position
as v.p. for afliliate communications and
executive committee member with ABC-
TV to join MPO Videotronics Inc. as
assistant to the president.

Michael Laurence has joined Robert
Lawrence Productions Inc. as executive
vice president in charge of corporate re-
lations and production development. He
recently had been appointed a v.p. of
Continental Public Relations Inc.

Jack Brodsky was named director of
advertising and publicity for Filmways
Inc. He has resigned his executive pub-
licity position with 20th Century-Fox.

Frank L. Shechan, who once served as
asales executive with Independent Tele-
vision Corp., has rejoined the company
as western area sales manager. He was
formerly western sales manager for TV
Personalities Inc.

NETWORKS

Ted Reinhard has been named re-
gional manager, NBC station relations.
Reinhard, who joined NBC in 1956 as
a page, was most recently manager of
NBC-TV co-op sales.

Charles C. Allen is the newly-appoint-
ed director ol sales service for ABC-TV,
He joined from the Kudner Agency,
where he was general manager, radio
and television department.

Herbert Gross has been appointed to
the new position of manager of sales de-
velopment for GBS TV,  He formerly
served as manager of coverage and re-
scarch analysis,

CBS has appointed Merrill Myers as
manager ol corporate information. His
former post with CBS was manager of
publicity lor news and public allairs in
the press information department.

Rudy Bergman has been named man-
ager, news and public aflairs unit, CBS-
TV press information.  Ilis most recent
post with the network was as manager
of publicity.

STATIONS

Edward V. Cheviot, who has been
station manager of Woal-Ty San Antonio
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since 1937, has been elected a vice presi-
dent.

Roy Shapiro, formerly senior analyst
for ABC, has been appointed assistant di-
rector of research [or Westinghouse
Broadcasting Co.

Laurence E. Richardson was elected
vice president of Post Newsweek stations,
wror-aM-FM-Tv Washington, D. C. and
wixT (1v) Jacksonville, Fla.  One of a
small group who put wror-rv  (then
worc) on the air in 1949, Richardson
has been general executive for Post-
Newsweek stations, division of the Wash-
ington Post Co. since 1956.

P. Scott McLean has been named v.p.
in charge of eastern television sales in
the Crosley Broadeasting Corporation’s
New York office. He moves up from the
post ol general manager lor eastern tele-
vision sales.

Joe Windsor, commercial manager ol
wirve Chattanooga, Tenn., has returned
to wrvar Columbus, Ga., as general man-
ager. He had been with wrva in 1953,
and served in several capacities.

Richard D. Dudley, general manager
of wsat (anv-rv-en) Wausau, Wisc,, has
been named executive v.p. of the Wis-
consin Valley Television Corporation.
Dudley will continue as general manager
for the stations.

REPRESENTATIVES

Richard K. Helledy has been appoint-
ed account executive in the Chicago of-
fice of Storer Television Sales. Helledy
formerly was associated with Blair Tele-
vision.

William Schrank has been named di-
rector ol radio-TV rescarch for Avery-
Knodel, succeeding John F. Wade, new-
Iy-appointed  director ot rescarch  for
wriL Philadelphia.  Schrank has been
radio research director tor Avery-Knodel
since 1960,

Stephen A, Machcinski, v.p. and gen-
eral sales manager of Young Television
Corp., wias named chairman of the Tele-
vision Trade Practices Committee ol Sta-
tion Representatives Assoctation, replac.
ing Edward Shurick, who was formerly
with Blair Television.

Don Howe, who has been with H-R
Television since 1960, was appointed as-
sistant sales manager in charge of systems
and procedures.

Jack V. Arbib has joined the New
York ofhce ol Blair-TV as a sales execu-
tive. He was formerly a sales executive
with NBC Films and with Cellomatic, a
division ol Screen Gems.

William A. Exline, newly-appointed
manager of Storer Television Sales’ San
Francisco  office. is  replacing  Gavle
Grubb, who has taken over another as-
signment for Storer. Fxline’s most re-
cent association was with Kiro-1v Seattle,
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where he held the position ol station
manager.

Jack Hardingham has joined the New
York office of The Meeker Company as
director of television sales development.
For the past two years he has headed his
own market development company.

Fred Nettere, formerly account execu-
tive with ABC Television Spot Sales,
New York, was pmmole(l to eastern sales
manager. Previously he had been with
CBS-TV Spot Sales for five years.

Arnold Katinsky has resigned as pro-
motion director of wir Philadelphia in
order to become manager of station pro-
motion and services for Metro Broadcast
Sales.

ELSEWHERE

Dr. Alfred N. Goldsmith, honorary
vice president of RCA, scientist, engineer
and inventor, was elected a Benjamin
Franklin Fellow of the Roval Society of
Arts, England, in recognition ol his con-
tributions to radio and TV,

Gary Ferlisi has been appointed sta-
tion relations manager of TV Stations
Inc. He came o the station-owned pro-
gram consultant and film  purchasing
organization from Kssw-1v Salinas, Cali-
fornia and kssy-1v San Luis  Obispo.
California where he had served as assis-
tant general manager.

Harold F. Walker has joined the cen
tralized  billing  company,  Broadcast
Clearing House, as sales executive. His
former position was as v.p. in charge of
sales for the Rounsaville group ol six
Negro-appeal radio stations, headquar-
tered in Atlanta,

Dan Bellus of Transcontinent Televi-
sion Corp. was elected president ol the
Broadcasters’ Promotion Association for
1963, succeeding Don Curran, ABC o-
and-o ad and promotion director. The
following also were elected: Clark Grant,
woob-aM-1v Grand Rapids, Mich., first
v.p., Caley Augustine, promotion direc-
tor, winc (1v) Pittsburgh, second v.p,
and Clayton Kaufman, wceo Minneap-
olis, John ]. Kelly, Storer Broadcasting
Co., Stan Cohen, wpsu-1v New Orleans,
Paul Lindsay, wixp Chicago, Art Gar-
land, General Flectric Broadcasting Sta-
tions, Schenectady and George Rodman,
KGO-Tv San Francisco, to the board of
directors.

Walter M. Vetter has heen named di-
rector of member sales presentations o
the Television Bureau ol Advertising,
where he will supervise the video tape
operation.  Vetter has been with the
National Broadcasting Company’s pro-
gram production stalt since 1950.

Phillip Conway, who joined ABC
Films this spring as castern sales repre-
sentative, has been named eastern divi-
sion manager. END
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A scene from Gilbert & Sullivan’s operetta
classic, “The Mikado,” as performed by the
students of Evanston Township High School,
and broadcast during 90 minutes of prime
time on Chicago’s Television 2, as part of its
regular “Repertoire Theatre” series. Recep-
tion? Fit for an Emperor! Variety, for exam-
ple, called the show “Remarkable. Superb.”
And then went on with special applause for

“the handsome mounting of the production,
the impeccable staging, first-rate setting and
costumes, and near-perfect camera work.”

A perceptive eye for what's happening on
the local scene —that’s what makes commu-
nity service programming effective, exciting.
And that, among other things, is what makes
CBS Owned WBBM-TV the year-in, year-out
favorite stationof viewersinthe Chicagoarea.

CBS TELEVISION STATIONS, A Division of Columbia Broadcasting System, Inc.




PLAYBACK

A monthly measure of comment and criticism

1IWidliam B. Lewis, board chairman, Ken-
yon & Eckhardt, addressing the broad-
casters’ Promotion  Association, Dallas,
Texas, on “Broadcasting’s Image”:

My recommendation is simply that
broadcasters and telecasters take stricter
control of their commercial content and
scheduling just as they have taken stricter
control ol their program content and
scheduling. I you fear this move
will bring retribution from many adver-
tisers, remember that many advertisers
bitterly opposed ( and some still do)
the regaining of program control by the
networks, vet they still keep increasing
the millions of dollars they spend in
TV,

The main body of complaints the FCC
receives from viewers about radio and
televistion concerns commercials in one
way or another. There are too many of
them. They are too loud and strident
(and this complaint has just been veri-
fied by H. H. Scott Inc., engineers, who
found that on 659 of 40 TV programs
monitored the commercials were louder
than the programs they inhabited).
Many of them are nauseating. Much
too often they interrupt programs with-
out thought, taste or common courtesy.
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It is most important to remember that
these complaints do not originate prin-
cipally with minority groups; they come
largely from viewers and listeners who
otherwise find  American  broadcasting
entirely 10 their liking.

Now | am not about to suggest that
broadcasters cut down the number of
commercials they carry (I, too, know on
which side my bread is buuered) . And
I strongly suspect—on the basis of evi-
dence 1 will present in a few minutes
that listeners and viewers would com-
plain a lot less about the number ot
commercials il the more flagrant pro-
gram interruptions were eliminated.

But I am going to suggest, as force-
fully as I know how, that broadcasters
have the right to better control the con-
tent and scheduling of the commercials
they broadcast, and that if they will ex-
ercise that right 10 the extent of lower-
ing the decibel count of the more ob-
noxious hog-callers, of banning outright
the commercials in palpably bad taste
which irritate, antagonize or nauseate
large segments of the viewing and listen-
ing public, and of adopting a scheme
lor eliminating program interruptions
which has proven profitably feasible in
England, they will then materially in-
crease the value—and the image—of
their medium to their critics, o all of
their publics, and even—eventually to
their advertising customers. . . .

If, as I have demonstrated, skill and
imagination can produce honest com-
mercials in good taste, that sell products
in rewarding numbers, why, oh why,
does vour industry continue to endanger
its reputation and its commercial eflec-
tiveness by accepting commercials  that
are palpably in bad taste or manifestly
misleading?

Believe me, sooner or later the pitch-
man will pass in radio and television as
he passed on the midway, and the faster
you boot him out the easier your public
relations will be, the happier your image.

about TV

Now I would like to present what I
consider a strong case for better sched-
uling of commercials on radio and tele-
visiont to avoid the more maddening of
the program interruptions. I am taking
as my text the commercial TV opera
tions ol two Furopean countries, who
should not be more enlightened than
we are, yet who have avoided program
interruptions with phenominally good
results.

Let’s consider England first. In British
commercial television there are no pro-
gram interruptions by commercials. In
a well-deftned three-act play, there may
be single commercials between the acts
(where they interrupt nothing) but
otherwise all the commercials are
bunched between programs. . . .

That is not too much unlike some of
our station breaks, except that their com-
mercials are not so hurried and frenetic
as our station break quickies. Our trou-
ble is that we have program interrup-
tions as well as bunch-ups at the breaks.

What has this commercial scheduling
practice done to the profit possibilities
ol commercial TV interests in England?
(Please listen hard to the following fig-
ures.)  Barron’s reports that the com-
mercial TV contractors in England, serv-
ing 11,500,000 homes, made a profit of
S70 million belore taxes in 1961, Ad-
vertising Age reports that the three U.S.
networks, serving 19,000,000  homes,
made a combined profit of $24.7 million
belore taxes in 1961, Not a bad record,
is itz—necarly three times as much profit
from serving less than 259, of the num-
ber of homes.

What about the advertising effective-
ness of a television system wherein you
are not allowed to insert a commercial
at the high point of dramatic impact
when the heroine lies bound to the rail-
road tracks? The Barron’s article, I have
just quoted, is entitled: “Happy Medi-
um: British Commercial TV Continues
to Please Both Advertisers and Viewers.”
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The brand-new Delacorte amphitheatre in
the heart of New York’s Central Park, scene
of Channel 2's historic 2%2-hour broadcast
of “The Merchant of Venice.” The first pres-
entation by a commercial television station
of a complete play by Shakespeare direct
from the theatre of origin, the program drew
a mammoth audience of 1,600,000 viewers,
leading all New York television stations dur-

ing the peak viewing hours of 8:30 to 11 pm.

The broadcast—pace-setting, compelling
—is an example (one of many!) of community
service programming that consistently cap-
tures the spirit anc imagination of audiences
in the nation’s largest, most dynamic metrop-
olis. Programming New Yorkers find only on
(where else?)...CBS Owned WCBS-TV, the
leading station year after year after year.

CBS TELEVISION STATIONS, A Division of Columbia Broadcasting System, Inc.
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Our athliate in London reports there is
no doubt at all that television is the
main selling medium.  Barron’s reports
that the peak evening hours (between
7:30 and 10 p.n) already are sold out
through 1963, We, with our program
interruptions, should have it so good.

Let’s see what we can learn from
[talian television.  In Taaly advertising
is allowed for only about 15 minutes a
day. Never is there a commercial break
in the middle of a play or opera or
movie.  But with all of these limitations,
ingenuity and showmanship have solved
the problem of advertising elfectiveness
on lhalian TV,

The most popular program in haly
is a daily program devoted entirely to
commercials and nothing else! 1t is called
“Carosello™; it is made up of hve 2-min-
ute commercials: it employs the Dbest
actors, comedians and singers in Ttaly;
it amuses, entertains and sells o beat
hell, and icis telecast in prime evening
time—from 8:55 to 9:05 p.m. . ..

Imagine a purely commercial program
in this country so entertaining, so inter-
esting, so well cast and produced that it
is rated prime evening time and carns
our highest Nielsen rating!  What an
image for commercial broadcasting!

Now, another S64 question: il Eng-
Lind and Italv cam control commercial
scheduling and still make money lor
broadcasters and sell products for ad-
vertisers, why under the sun cm’t we?
Why can’t we at least undertake some
experiments and carn some public rela-
tions credits not necessarily with our
minority crities but  with the broad
spectrum ol Tisteners who provide us o
bread and butter—and our cake?

I have a horrible feeling that 1 am
overstaying my welcome.  So let me close
by stating briefly three other actions
broadcasters might well take o allay
criticism and improve  broadcasting’s
image without taking either themselves
or their advertisers to the cleaners.

One widespread  criticism  of  broad-
casting stems from the carlv evening
scheduling of programs of violence and
mavhem  which, it is feared in some
quarters, may make adult delinquents
out of our juveniles. In Ingland again.
this problem has heen solved with typi-
cal British realism.  LEvery evening a
news program is telecast from 9:15 1o
9:30.  This program is the accepted de-
marcation between family programs and
adult programs—family programs up to
9:15; kids to bed between 9:15 and 9:30;
guns, blood and guts thercafter.

A simple solution, but it makes sense.
Why can’t we do it here?

Another broadcasting practice that, in
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my opinion, engenders many legitimate
complaints is the scheduling of public
affairs programs opposite one another.
There are probably cnough of these
programs lor the viewers and listeners
who like them, but not if you have to
watch or listen to them (wo at a time.

I like much better the growing net-
work practice ol scheduling such pro-
grams in good time. accepting  the
smaller but still respectable audiences
they draw and then charging advertisers
less for participating in them.  Less cost
for less circulation is am accepred adver-
tising practice.

TRUE COMMUNICATION

Dr. Heinz Novdofl, president and man-
aging divector, Volkswagenwerke A.G.,
delivering the annual Alexander Graham
Bell lecture for 1962 at Boston Univer-
sity wherve Bell was once a professor:

Communications lead to understand-
ing only when there is a two-way ex-
change and acceptance ol ideas. The
radio station may communicate with its
audience, but it is never sure the audi-
ence understands. The telephone, un:
like the radio, has two parts—a mouth-
picce and an carphone. One end is to
talk into, but equally important is the
other end, which is lor listening. Often
we are too much inchined o think ol
communications as a way ol directing
others or, perhaps we would prefer 1o
call 1, informing others. We are not
mclined to use this skill 1o Tisten with an
open mind. A telephone with a mouth-
picce but no carphone is no longer a
means of spreading understanding—in-
stead 1t is a broadcaster, a propagandist,
an authoritarian voice, which does not
intend to wait for an answer.

In the business world, especially in
international business, vou cannot be a
propagandist and survive.  To be suc-
cesstul, you must spend more time with
vour cars to the earphone than with

vour lips 1o the mouthpiece. A business-
man trying to seli in many countries
must be & true communicator, one who
listens as intensely and as actively as he
talks.

In this day ol merchandising and pro-
motion, we are tempted to forget this
basic truth. Advertising is not communi-
cations, even though the word has been
pirated by Madison Avenue.  Advertis-
INg IS &4 ONEe-Way IMessage, communica-
tions must be two-way,

Volkswagen's success did not come be-
cause of any ballvhoo about our product
or any saturation techniques over tele-
vision or radio.  OQur success cune he-
cause this product answered the needs of
many people. These people told others,
and we, the manulacturers, listened care-
fully to what they said.  We responded
by making improvements. Changes were
made, not o be different, not 1o create
@ brand image. not 1o make people talk
about our product, but to correct our
weaknesses—weaknesses we learned about
by listening to our customers and 10 those
who did not like our product. Strangeh
cnough, we learned that people want
about  the same  things  evervwhere.
Whether in Boston or Bombay, they
want o decent value which does not he-
come obsolete next vear. . ..

There is a certain real danger that the
automobile and other communications
tools will eliminate these most interest-
ing and worthwhile differences [between
nations].  What I have in mind is the
danger ol uniformity inside and outside.
Lt camnot and should not be regarded as
ideal that men follow one cliche, but
there can be no doubt but that com-
nuumication has some tendency in that
direction. Modern wavs ol communica
tion and information tend to equalize
and levelize men.

Fyen Telstar would be a most un-
happy miracle il it were 1o mean that
all over the world people will be watch-
ing the same thing on the television
screens.  Already this is true in large
part and what can be seen s certainly,
as \mericans sav, nothing 1o write home
about, which by the way still remains an
important means of communication.

BATTING AVERAGE

Ralplt G. Newman, proprictor of Chi-
cago’s Abraliam Lincoln Book Shof and
a Ciodl War authority writing in the
Chicago Daily News on the subject, “Do
We Have Too Many Books?” :

Ruskin once said, “Il a book is worth
reading, it is worth buving.”

According to the mass ol statistics
being fed to the American public these
days, there must be many books worth
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Circa 1880, when scores of amateur orches-
tras flourished throughout the St. Louis area.
A colorful era recalled recently on “Theme
with Variations,” Channel 4’s recreation of
St. Louis’ rich musical past seen in prime
time. Narrated by Earl Wrightson, this Iccally-
produced program served to underscore an
urgent plea by Mayor Raymond R. Tucker
for a heightening of civic cultural activities,

as part of a general revitalization program
for the entire St. Louis community.

The city’s past made meaningful in terms
of its present and future—this is community
service at its vital, practical best. And this
is one of the things St. Louis audiences look
for, and cet, when they look at CBS Owned
KMOX-TV, Mid-America’s favorite television
station month after month, year after year.

CBS TELEVISION STATIONS, A Division of Columbia Broadcasting System, Inc.
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reading being  published, since more
books are being sold than ever before.

Let us take a look at my own particu-
lar field, which is Lincoln and the Civil
War. I recently made an analysis of the
publications ol the last 10 years with
reference to Abraham Lincoln and found
that in this period 782 separate Lincoln
titles had appeared.

A careful scrutiny of each of these
showed that only 16 made a worthwhile
contribution to the field of Lincolniana
and could by any definition be called
necessary or significant.

On the worst day of the worst tele-
vision station in the country its batting
average won't be that bad (less than 2
per cent). ‘The fact is that any broad-
caster, movie producer, theater impre-
sario or publisher, confronted with the
problem of supplving a continuous {low
ol entertainment for the public, cannot
possibly be good all the time.

The quality ol the programming of the
average television station is no better or
no worse than the quality ot the publi-
cations of the average publisher.

TELEVISION AND THE VOTE

“Has Television Reshaped Politics?”” by
Angus Campbell, divector of the Survey
Research Center at the University  of
Michigan in the Columbia Journalism
Review Fall, 1962

The advent of television in the late
19405 gave rise to the belief that a new
era was opening in public communica-
tion. As Frank Stanton, president of the
Columbia Broadcasting Svstem, put it:
“Not even the sky is the limit.”  One ot
the great conwributions expected of tele-
vision lay in its presumed capacity to
inform and stimulate the political in-
terests of the American electorate.

... Television has no doubt succeeded
in making a sizable part of the electorate
direct witnesses to episodes in recent
political history, but . has it broad-
ened public information about political
issues and events?

The most commonly accepted indica-
tor of public involvement in politics is
the turnout in national elections.  Pre-
sumably, if television has made political
communications more effective, a larger
portion of the clectorate will make the
effort to vote. In fact, there has been
only a slight rise in the turnout figures
during the last 10 years. In the presi-
dential clections of 1952, 1956 and 1970,
the turnouts—that is, the proportion of
adult citizens who voted—were consid-
erably higher than in the elections of
1941 and 1948, but it we drop back 1o
the period just before the war we find
that the turnouts in 1936 and 1940 were
almost as high as they have been in the
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most recent elections. There has been
a small proportionate increase in the
presidential vote during the television
era, although it has fluctuated, and at its
lowest point in 1936 (60.19.), exceeded
by only a percentage point the high of
the pre-television period.

We gain a perspective on recent fig-
ures il we make a similar comparison ol
turnout in the elections preceding and
following the development ol radio as
a medium of mass communication.

VOTER TURNOUT

mcreases in the national vote as
radio reached the less educated and less
involved sections of the population are
impressive.  This was a time ol depres-
sion and political urgency, ol course, but
the turnout in 1932, when the depres-
sion was at its worst point, was scarcely
higher than it had been in 1928, It was
not until 1936 that the Presidential turn-
out moved up sharply, and we know
that Roosevelt’s great majority in that
wis bhased not so much on defecting Re-
publicans as on citizens who had not
previously voted.  Some factor not pres-
ent in 1932 brought them to the polls
lour years later.  Ic is hard to believe
that radio, exploited with great artistry
by Roosevelt, did not play a crucial role.

The election statistics are not the only
data at hand.  Since 1952 the Survey
Research Center has been  conducting
national surveys of the electorate im-
mediately before and alter each Presi-
dential election.  In these survevs we
have asked ow respondents two  ques-
tions intended to indicate the extent of
their personal involvement in the caum-
paigns.  One of these questions asked
whether  the  respondent “personally
cared which party won the presidential
clection” and the other asked “how
much interested” he had been in “lol-
lowing the election campaign.”  These
questions were asked in an identical
form ol those we interviewed in 1952,
1956 and 1960,

The pattern of response to these ques-
tons varied over the three elections in
very much the same wav that the total
turnout varied. . . .

But while interest and involvement
fluctuated. there was a tremendous in-
crease in television coverage these same
years. I television had demonstrated a
unique capacity to activate political in-
terest among its viewers we should find
a substantial increase in the number ex-
pressing high interest over the 1952 to
1960 period.  This we do not find.

Why has television not produced a
lift in the political involvement of the
clectorate similar to the rise that fol-
lowed the introduction of radio? The
explanation lies in the answers to three

fundamental questions: - Was  there a
virgin area ol the population not being
reached by the mass media when tele-
vision came on the scene? Was television
as eftectively difterent  from  existing
media as radio had been a gencration
carlier  Was there an unsatished de-
mand lor political communication in the
clectorate when television appeared?

The first of these questions is perhaps
the casiest 1o answer. There was in fact
no remaining frontier for further pene-
tration by the mass media when tele-
vision appeared in the late 1990s. . . .

The question ol what new element
television introduced into the total flow
of public communication is perplexing.
Despite its capacity for immediate visual
presentation, television has not proved as
revolutionary a medium of political com-
munication as many expected it would.
Rather than adding an important new
dimension to the total How of inlorma-
tion to the public it seems largely 1o
have taken over the role of radio. Like
radio, it can be attended to without the
effort required by the printed media.
This is not to say, of course, that tele-
vision does not have unique qualities; it
is because of these that most people now
preler o watch political programs on
television rather than listen to them on
radio.  But the impact does not seem to
be much greater.

The essential problem of all political
communication is the character of the
public demand for it. No one can doubt
that many persons make a special effort
to watch public affairs programs on tele-
vision: they are seeking information. . . .
If there is one dependable law in the
world of mass communication, it is that
those most likely 1o seek information are
already the best informed. Thus we find
that the people who lollow the election
campaigns most closely on television are
precisely the same ones who read the
most about them.

It is among those at the other end of
the scale, the quarter or third of the
population that is generally uninvolved
and uninformed, that television might
have hoped to have its greatest impact.
‘This is where the potential gains were
greatest.  But this group, alas, is very
incurious about politics; its demand for
information is exceedingly modest. . . .

Radio succeeded in rolling back this
barrier ol apathy appreciably during the
1930s by making it possible for people
to receive at least rudimentary political
information without the eftort of read-
ing.  But these gains do not seem to
have been extended greatly during the
1930s.  "T'elevision has shown a capacity
to catch the public eye but it has yet
to demonstrate a unique ability to en-
gage the public mind. END
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To bring to Los Angeles’ 1%2 million school
children a better understanding of their gov-
ernment, its history and function, KNXT pro-
duced “For Which We Stand,” a two-part
filmed record of 12 Southern California stu-
dents’ experiences on a KNXT-sponsored
tour of the nation’s capital. Summing up the
enthusiastic reaction of local audiences and
critics alike, the Los Angeles Herald-Exam-
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iner saluted the two hour-long programs as
“an uplifting show for all Americans.”

Only a mass medium like television can
make community service so meaningful, for
so many. And in Los Angeles, only Channel
2 does the job so well. Which is one reason
why the number one television station with
viewers throughout the nation’s second mar-
ket is—has always been—CBS Owned KNXT.

CBS TELEVISION STATIONS, A Division of Columbia Broadcasting System, Inc.




Beyond question,
the CBS Owned
television stations
can help answer
your sales problems
in 5 of the biggest
U.S. markets.




S YELEVISION STATIONS 4 Diviaion of Comsmbia Broadcashng $ystems. inc: CH° TELEVIGION STATIONE. A Divintien o Cotwntrie Sroascesting Syvtem,

how?

Take a tip from some of today’s biggest, most successful advertisers and their
agencies. They know that the unvarying high quality and community-aware-
ness of local programming on the 5 stations is a major reason for the stations’
consistent popularity. It also helps to explain their atmosphere of trust and
believability, which adds immeasurably to the impact of your sales message.
You, and your product, can benefit mightily from the CBS Owned television
stations’ unique combination of prestige plus popularity. Call orwrite us...we'll

be glad to show you how! @ CBS TELEVISION STATIONS NATIONAL SALES

Representing CBS Owned WCBS-TV New York, KNXT Los Angeles, WBBM-TV Chicago, WCAU-TV Philadelphia, KMOX-TV St. Louis.




I.1. spot editor

Sponsored by one of the leading film producers in television

New JELL-O . . . tastes like fruit . . . fresh-picked fruit. To a wonderful jingle, stop-motion
introduces the new Jell-O package in orange crates and strawberry boxes; and luscious food
photography completes the sell.

Produced by SARRA for GENERAL FOODS CORPORATION through YOUNG &

RUBICAM, INC.
émeﬂ-r

New York: 200 East 36th Street Chicago: 16 East Ontario Street

AMERICAN FINAL FILTIER, available only at American Oil dealers, is the theme of this
60-second commercial. Good musical background, squeeze and location photography make for
a pleasant, hard hitting commercial which sells final filtering at the time the tank is filled.

Produced by SARRA for THE AMERICAN OI1, COMPANY through I’ARCY ADVER-
TISING COMPANY.

éﬁﬁkl)—r

New York: 200 East 56th Street Chicago: 16 East Ontario Street

LADY SUNBEAM ELECTRIC SHAVER, the shaver with the light, is sold in this com-
mercial by glamorous produet photography and live action demonstration. Underscored, is the
story that il a light is needed for the application of cosmeties. it is also needed in the use of a

cosmetic instrument. One of a continuing series.

Produced by SARRA for SUNBEAM CORPORATION through PERRIN& ASSOCIATES,

6%’%7

New York: 200 East 56th Street Chicago: 16 East Ontario Street

Natural human interest and product-in-use photography help sell pain relieving. infection
preventing and healing MEDI-QUIK spray and cream in this 60-second commercial. The filn
is planned so that the Medi-Quik First-Aid Spray and Medi-Quik Medicated Cream segments
can be used as individual 30-second spots.

Produced by SARRA for LEHN & FINK PRODUCTS CORP. through GEYER. MOREY,
BALLARD, INC.
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In East Harlem a crew of carpenters, grips and stagehands. like a horde of scurrving,
pecking pigeons. were scattered across the threestage floor of a cluttered film studio.
The din of their activities beat out a throbbing overture of labor. Suddenly a shrill
voice punctured the blanket of noise. “O.K.!' Lock it up.” an assistant director
shouted. “Evervbody quiet on the set.” The nerve-shattering clang of bells sounded out
in triad unison. Spotlights over a corner-positioned set flashed on. A~ company of
plavers took their places. “Roll "em.” the director ordered. A bit of tense dramatic ac-
tion was portrayed. An actor muffed a line. “Hold it.” said the director. His command
had the effect of a magical wave. The carpenters went back to their deatening chores
and, to the screech of protesting wheels, the stagehands carried on their prop-shifting
action. The scene had the trappings of a non-fiction version of Dante’s “Inferno.”
After another moment the three bells clanged and all work stopped in mid-motion.
T'he stage was left for the actors. This time they got through their scene without a hitch.
“O.K.! Wrap it up.” called the director. Another scene from a tuture Defenders pro-

By Moxrris J. GELMAN
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NEW YORK NEW YORK continued

That wonderful town is on its
way back as a major producer
of entertainment programs. If the
trend holds it may yet stay

the westward rush which

had threatened 1o empty the

city of its creative

()pportunilivs in television.

The DuPont Show of the Week, on NBC-TV, is one of the
tmportant New York orviginations contyvibuting to the town’s
resurgence as a major production center for television fare.
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he “daddy of them all,” ABC-T1"s Naked City, was the first
to prove that location shooting, on filn, could be done eco-

From page 34
gram was in the can, on its way to a CBS Saturday night.

Across the East River over in Brooklyn, a good 55
minutes from Broadway, singer Perry Como was “warming
up” the audience tor the taping of his Wednesday night
show. “Now, T want you to applaud when that sign up
here says applause.” he said in his casual, familiar way. “And
I want vou to Laugh it up real good or else T'll have to go
back to cuuing hair.”  The audience responded with a
friendly wave of soft Jaughter. When the taping began.
they squinted and strained to watch Como sing and his
dancers cavort on the far end of NBC's sprawling Brooklyn
studio. They fimally gave up and ftollowed the action by
way ol several monitors set up at various locations through
out the studio.

They were a good audience, cager to be entertained and
quick to show their appreciation.  Even as remote as they
were from the live production, their interest was keen and
they reacted exactly on cue. They gave Como their all.

Back across the river. on Manhattan's teeming lower
Fast Side, a group of Naked City players walked through
a prison death house scene on the stage of a converted Bar
Mitzvah hall. The props were shockingly accurate. The
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nomically in the canyons of New York. It blazed a trail that
other producers, for other networks, are now widening.

execution chair set off in a corner seemed already charged
with electricity.  The actors, too, had an electric quality.
Each performing reporter, prison guard, doctor and warden
seemed perfectly cast for his part.  They had real faces,
the kind you see once across a crowded subway platform
and then see no more. As they went through their paces
a strong sense of reality exuded from the set. 'This was not
make-believe. This was really the cold, brutal and naked
city. T

It was a typical production day in New York. The
problems—the dingy, crowded, inadequate and out-of-the-
way studios—were typical. And the virtues—the creative in-
genuity, the cosmopolitan audiences, the pervading sense
of reality, the exciting talent reserve—were typical. Most
typical of all was the brimming activity.

For New York the crisis—of being passed by as a major
production center—has apparently been stilled.  For the
past several years the city seemed destined to join the
whooping crane as a likely candidate for extinction. But
surely and securely it is now regaining some of its old
importance as a key television hub.

“New York is swinging this vear,” says a production
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Another of the series which have proved you can make it big in
New York is The Delenders, in its second season on CBS-TV.

coordinator in NBC’s Johnnv Carson-Tonight Show crew.

“There is certainly no doubt that there is more tele-
vision production activity in New York City this year than
there was in recent previous years,” says Mort Werner,
NBC-TV’'s vice president in charge of programming.

“Television programming is purely a cyclical business,” a
long-time broadcast observer explained the other week.
“What was will, to some extent, be again. It's New York’s
time to come back.”

As always when television is concerned there’s a fistful
of statistics available to back up every shade of opinion.
The most telling evidence for the apparent production
renaissance in New York is a study TELEVISION MAGAZINE
made of prime-time program originations for the 15-year
life span of T\ network operations (see chart, pages 42-43) .
In 1948, when ABC, CBS and NBC first spread their
network wings, 93.5% of their 7:30 p.m. through 11 p.m.
offerings originated from New York. It was, of course, the
beginning of the city’s seven-year reign as a production
center.  But by 1953, more than half of all prime-time
programming was coming out of the spacious film studios ot
Hollywood. And five years later TV production in New

[Text continues to page 11]
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NEW YORK'S CONTRIBUTION TO THE 1962-63 NETWORK SCHEDULES

SUNDAY MONDAY TUESDAY WEDNISDAY

A 15-YEAR HISTORY OF NEW YORK’S ROLE IN PRIME-TIME TELEVISION




THURSDAY

FRIDAY

SATURDAY

O ¥ the 91 prime-time net-
work programs, 22 are
produced in New York.
They account {or 17 broad-
cast hours out of the 7214
hours ol basic network op-
crating tme spread across
the week.
Personality-variety shows
are what New York has the
most ol this scason. Six ol
the 22 New York-originat-
ed programs star top per-
formers like Jackie Glea-
son, Jack Paar and Perry
Como. Five game-audi-
ence  participation  shows
(amounting to 214 hours)
and four news-documenta-
ry programs (also adding
to 21, hours) come from
New York. Drama comes to
five programs, five hours.

1. Voice of Firestone: ABC Studio
TV-1; 2. Ed Sullivan Show: CBS Stu-
dio 50; 3. Candid Camera: CBS Stu-
dio 50 or 52; 4. What's My Line?:
CBS Studio 52; 5. Car 54, Where Are
You?: Bronx Biagraph Studio; 6.
DuPont Show of the Week: NBC
Brooklyn Studio B1 or B2; 7. To Tell
The Truth: CBS Studio 52; 8. I've
Got A Secret: CBS Studio 52; 9. The
Price Is Right: Colonial Theatre; 10.
ABC Closeup: ABC Special Project
Div. (70th and B'way); 11. The Garry
Moore Show: CBS Studio 50; 12.
Chet Huntley Reporting: RCA Bldg.
Studio 3K; 13. Naked City: Biltmore
Studio; 14. CBS Reports: Grand
Central Station Studios; 15. U. S.
Steel Hour/Armstrong Circle Thea-
ter: CBS Studio 61; 16. Perry Como
Show: NBC Brooklyn Studio B1; 17.
The Nurses: Pathe Theatre; 18. Eye-
witness: Grand Central Studios; 19.
Mitch Milier: NBC Brooklyn Studio
B2; 20. Jack Paar Show: RCA Bldg.
Studio 6A; 21. Jackie Gleason Show:
CBS Studio 50; 22. The Defenders:
Filmways Studio.

N 1948 virtually all prime-
time programming was
produced in New York. Ex-
ceptions included a science
program from Philadelphia
and a newscast from Wash-
ington. The first network
1o originate more prime-
time programming from the
West rather than the Last
Coast was ABC-TV in 1953.
Some 53Y, ol its evening
broadcasts were Hollywood
film products. By 1955,
the same westward current
had thoroughly swept up
CBS-TVand NBC-TV.
When the quiz scandals of
1958-59 struek, 1t decimated
New York's many big-
money gucessing-game
shows, setting the stage for
the city’s lean year ol 1960.




continued from page 11

York reached its nadir, with only 15% ol network prime
evening time originating from that point.

The city’s progress along the road back to prominence
is evidenced by 1962 figures which show that 23.9% of
all prime-time network programming is produced in New
York. It's not a dramatic or overwhelming record of re-
covery; an 8.9% increase in two years can hardly be de-
scribed as absolutely conclusive. But it is a solid achieve-
ment, one that was recorded mostly by one program success
giving birth to another and in the ftace of doubting execu-
tives and heavy circumstantial odds.

And still the statistics alone do not, by any means, tell
the entire story ol the production resurgence in New York.

“Did you ever sce an underdog toothall team in practice
before a big game?” a New York film studio operator asked
last month. “Sometimes there’s a feel about them. They're
convinced they're going to do well and you believe it too.
IUs @ sense ol morale, of luck and circumstances changing
in their favor. That’s the way it is about New York today.
I talk to actors, producers, network people. The tail is out
from between their legs. "They're active, they're creating,
they're producing. It will never be like it once was, but
1Us going to be good again.”

And in truth there is a strongly confident feel of ex-
pectancy around New York studios these days. It is mostly
pegged on the fine track record of New York productions
in the current and recent past seasons, on the increasing
popularity of “New York type” shows and on the certain
conviction that whatever the West Coast can do the
East Coast can do as efhciently and more effectively.

“Naked City proved that the hour show could be done
cconomically in New York,” says Mike Dann, CBS-TV vice
president for New York programming. “Then Herb Brodkin
came along with The Defenders and later with The Nurses
and Nat Hiken with Car 54. They proved again that major
film shows could be done in the Fast.”

In all of business and especially in show business a follow
the leader trend is always prevalent. A study of TV pro-
gram pilots under consideration for the 1963-64 seasons
indicates that where Herb Brodkin and Naked City’s Bert
L.eonard did not fear to tread, other program pr()ducers are
anxious to follow.

At last count program submissions from New York
production sources are running well ahead of previous year
totals and more than a halt-dozen program pilots are
scheduled for production in the city during the next
several weeks.

NBC’s Mort Werner, who doesn’t have an exact count as
to the number of program submissions he’s received from
New York as compared to Hollywood, nevertheless definite-
ly thinks “that they are on the increase.”

There is no question about the increase as far as Mike
Dann is concerned.  He estimates that New York submis-
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sions to his network, once down to a dwindling 150 a year,
are now coming in at a rate more than five times that
number.

But then, since 1957, CBS, of all networks, has consis-
tently scheduled the highest percentage of prime-time
New York produced programming. The network has long
made a particular effort to maintain some sort of produc-
tion balance between the two coasts. Even in 1960, when
it seemed as if the Hollywood tide would never be stemmed,
a respectable 29.89%, (compared to ABC’s 8.2% and NBC's
6.5%) of prime-time CBS programming originated from
New York. According to Dann, there has never been a
point in its history when CBS did not devote at least one-
third of all its basic operating hours to New York-originated
programs.

This season’s schedule is a reflection of the network’s
hrm belief in east coast production.  Currently it programs
I3 prime-time New York-produced shows. They add up to
Y hours and 30 minutes of broadcast time. NBC, in com-
parison, has eight New York shows, totalling 5 hours and
30 minutes, currently playing the 7:30 p.m. to 11 p-m. ai
lanes. ABC, the trend-setter for the western migration,
lags far behind. It has three New York-based shows
(excluding The Fight of the Week/Make That Spare),
adding up to two hours of broadcast time weekly.

PILOTS IN THE WINGS

More important and encouraging to New York patriots
is that CBS is riding herd on several new program candi-
dates for its New York production stable. First and most
likely to succeed is United Artists Television’s the George
€. Scott Show. The 60-minute series, to be produced by
Jules Bricken, reportedly is a programming certainty on
CBS next season. Its pilot was scheduled to be filmed
at New York’s Hi Brown studio on November 26. The
series will have a roving format, similar to Route 66, with
the eastern seaboard as its stamping grounds.

My Son, The Delective, a 30-minute suspense-situation
comedy series, 1s another CBS-"TV-backed, New York-based
program possibility for next season. As produced and
directed by Charles Dubin, the series will concern itsell
with a meddling mother who helps her New York detective
son solve a weckly crime case. A pilot for the series is due
to be filmed in January next year.

Still another strong GBS possibility for 1963-64 is the
half-hour, MGM-TV-produced Bells Are Ringing. Based
on the hit Broadway musical of several seasons back, the
comedy series deals with a zany but warm-hearted answer-
ing-service girl who somehow becomes involved in all her
clients’ lives. The pilot for the series will be filmed in
Hollywood, but since writers Betty Comden and Adolph
Green are New Yorkers by ardent conviction, the program,
it it is accepted by the network, probably will be produced
in New York.

Other CBS-TV-inspired, New York-made series pilots
that are alive, kicking and rated a chance to survive are
Wake Up, Stupid, a halt-hour comedy starring Larry Bly-
den, filmed last year, Acres and Pains, a 30-minute comedy
concerning suburban life in Bucks County, Pa., and Max
Liebman’s hour-long variety show titled T'I” Tonight.

And CBS’s New York-produced program larder contains
still more program goodies. Such eastern talent as Robert
Herridge and Jerome Weidman also are currently en-
caged in preparations for forthcoming series. Herridge,
noted for his estcemed Robert Herridge Theatre programs,
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is readying a half-hour history series entitled The Fighters.
Bestselling author Weidman is adapting his novel “My
Third Angel,” for a 60-minute dramatic series for the
1964-65 season.

But CBS doesn’t have a corner on the New York pro-
duction market.  Over at Garry Moore’s Redwing Pro-
ductions, Allen & Rossi, a hall-hour situation comedy star-
ring Marty Allen and Steve Rossi, is all but ready for the
showing.  Apparently it is not conmnitted to any one net-
work at this time.

Bud Austin, Goodson-Todman’s east coast executive
vice president, has come up with an original concept called
O’Hara and the Angels. A half-hour dramatic series, it
deals with a social worker’s experiences with gangs of
Juvenile delinquents. It, too, ultimately could find place-
ment on any ol the networks. Goodson-Todman’s new game
show, The Match Game, which begins a five-times-a-week
NBC-TV daytime stand starting December 31, is a possible
contender for prime-time status depending on its acceptance
and the casualty rate on the network’s current evening
lineup.

Nat Hiken, Sgt. Bilko’s and Car 54's New York-domiciled
creator, may chalk another program up on the castern
ledger with his half-hour comedy series Uncle Sunshine,
formerly tidled The Magnificent Montague. Tts pilot is a
carry-over from last season.

ABC-TV may add o its current skimpy percentage of
New York-originated productions if Warner Bros.” new one-
hour character drama, Ready for the People, passes its
initial test.  "The pilot was scheduled to be shot in New
York late last month.  ABC also is co-financing two hali-
liour comedy pilots which Robert Alan Aurthur is producing
in New York. They are The Laugh Maker and Inside
Danny Baker.

And as impressive as the pilot pictare is (though per-
haps 10 times as many series are being prepared in Holly-
wood, the above list of New York-produced program proj-
ccts undeniably represents a rising tide for the city), pro-
ponents of east coast productions sce still more encourag-
ing signs. They point out that while ABC-TV has only
three regular night-time shows coming from New York, it
still has several more New York-produced Sid Caesar and
Edie Adams specials coming up. They also point out that
CBS is scheduled to televise still another prime time series,
Russians: Self-Impressions, hall-hour dramatizations of ex-
cerpts from five Russian literary masterpieccs, during the
first three months of next year.

And the daytime picture, always a bright one for New
York, still is shining. Such morning and afternoon staples as
game shows, soap operas and newscasts have always been con-
sidered mostly products of the big-city-on-the-Hudson. There
has never been a time when New York producers haven’t
dominated the daytime TV picture.

Even in the black year ol 1955, the time of the great
western movement, GBS, for example, programmed 15
hours and 30 minutes of its post-6 p.m. time from the West
Coast (compared to 13 hours from New York) but only
seven hours of its pre-6 p.m. time (compared to 46 hours
from New York). And New York’s daytime stronghold
scems invulnerable for some time to come. The afore-
mentioned, Goodson-Todman’s The Match Game, will
add considerable strength to the city’s production position
i this programming area, and MGM-TV and Four Star
Television, major west coast producers of TV network
first-run film series, both have formed associations with
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New York producers to create live and taped game shows
that may find a place in TV schedules of the future.
Sacrosanct in the davtime, challenging in the evening, it
would seem that the New York production cup runneth
over. There was a time, perhaps before Freud, when good
fortune was looked on as the smile of fate and few ques-
tioned its motivation. But such peace of mind is impos-
sible in today’s demanding, probing times. Once recog-
nizing the telltale signs, reviewing the compelling facts and
accepting the basic premise that TV production, indeed, is
coming back to New York, television people want to know
why.  The why of anything is always better understood
after the what, where, when and how are explained.
When TV network operations began in 1948 there was
hardly any balance and variety to television programming.
Live sports coverage and commentary accounted for slightly
more than 509, of all commercial broadcast tume. The
sccond-ranking program format, with an about 10% share
of broadcast time, was live drama.  Other commonly seen
types ol programs were newscasts, variety, children’s and
audience participation shows.  More than one-fourth of
all commercial programming originated in the studio with
live talent.  Film shows, almost exclusively feature films,
occupied only about one-eighth of television time. A
combination of film, slide and ‘or live broadcasting in the
studio made up the rest of the national television diet.

THE IMAGES DIFFER

The overwhelming bulk of network television service,
then, consisted of live programs. Film programs were in a
decidedly subordinate position.  And the live or tape vs.
film competition has always been at the crux of the larger
New York vs. Hollywood production competition.  For
New York production has traditionally stood for live, real,
dramatic, immediate programs while Hollywood has heen
cast as the spawning ground of escapist fare—the glossy, slick
and mass-produced film package.

In the beginning New York had little opposition. Holly-
wood treated television with as much disdain as the theatre,
in an carlier day, heaped on movies. But New York didn’t
control television production solely by default. The city
was a natural home for the new medium. The networks,
the advertising agencies, most ol the biggest advertisers—
in short, the money was in New York and money likes to
stay close to its investment. The big programs of the
time were CBS-T'V's Toast of the Town and NBC-TV’s
Texaco Star Theater, both hour-long programs done live
from the stages of New York theaters. Less mnl)itjous
programs such as Author Meets Critics originated from
converted radio studios. But producers soon discovered
that there was a vast difference between existing radio fa-
cilities and television studic requirements and that no
degree of modification and addition was going to completely
solve the problem.

Space was the most critical difterence. Radio’s needs are
comparatively simple—small storage areas for microphones,
cables and sound effects equipment and a fair-sized studio—
and easily and inexpensively answered. Television, on the
other hand, has a complex of facility wants. Besides the
obvious needs for cameras and lights, television requires a
monstrous amount of storage space. It's been estimated
that a 10,000 square feet television studio requires about
10,000 square fect of service space outside its own area
for film, furniture, costume, set and prop storage, for set
building and painting, for maintenance, for editing and

To page 84
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TOPS50

TV ADVERTISERS

BLUL CHIPS FOR HIGH

1962: The giants enlarge their command of TV sponding in another

By Rictarp A, LEHNAN

HE ror 50 television advertisers
T of 1962 spent 14.57;, more in the
medium than their 1961 counterparts.
Their TV spending ranged between
$113.6 million (Procter & Gamble)
and $6.2 million (Continental Bak-
ing) . According to TELEVISION MAGA-
ZINE's exclusive estimates (see charts)
35 of the TV giants increased their
TV expenditures, three as much as
$13 million—up to 799,. Two of the
50 remained constant, 13 decreased
expenditures (three down more than
209,). The largest TV dollar increases
were registered by Colgate-Palmolive,
Bristol-Myers,  Alberto-Culver  and
Ford Motor Co., each adding $10 to
S13 million.  All four added con-
siderably 10 both spot and network
expenditures to boost their TV out-
lays 36%, 53%, 799, and 679, respec-
tively.

With one advertiser climbing 17
places and another dropping 17, with
35 sizable changes in spot budgets (up
or down 309.), and with 24 sizable
changes in network budgets, 1962 add-
ed up to a volatile year of weight-
shifting and expansion. The TV Top
50, as a group, plunged heavier than
ever into the medium. They have in-
creased their share ol total TV ex-
penditures in each of the last threce
years, claiming 579%, of all TV expen-
ditures  (excluding localy in 1960,
60% 1 1961, and, in 1962, 619% or
$932 million out of the all-advertisers
TV total of $1,543 million. The all-
adverusers total is estimated at 139
over 1961's $1.366 million, the largest
merease since 1956,

Analysis of these first 1962 estimates
yields these further conclusions:

e TV spending of the TV Top
50 is outstripping the spending of the
other 'T'V advertisers (approximately
1,200) , with the Top 50 providing a
majority of the national dollars in the
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medium and showing a 14.5% gain
compared to all others’ 119;.

e Spot TV drew heavy attention
from the Top 50 as their share of all
national spot dollars jumped (rom a
three-vear level (549, 760, °'61) ol 439,
to a 509, Tevel 1 1962, giving them
S371 million out of the year's spot
total of an estimated $741 million.

e The Top 50 contributed almost
three-quarters of the 5124 million all-
advertisers spot increase, but shared
the honors about 55 /45 with all others
on the $54 million otal network in-
crease.

e Spot and network drew closer in
size (and in sales to the Top 50) in
1962: spot, at $751 million, accounted
for 489, of the all-advertiser 81,543
million; network, at $802 million,
accounted tor 529,

o PRG, 'T'V's perennial top spend-
er, has 10 brands spending at or over
the level of the 50th-ranking TV ad-
vertiser.

e 22 of the Top 50°s brands are
approaching or are over a S10 million
yearly rate in national T'V spending.
The top 12 of these could buy the
8-10 p.m. slots on all three networks
seven days a week [or the whole year,
or could buy 199, of all national spot.

Three advertisers, Quaker  Oats,
Simoniz Co. and Andrew  Jergens,
fell oft the TV Top 50 list this year,
while three others joined: Jos. E.
Schlitz Brewing, Chrysler Corp. and
Chesebrough-Ponds.  The last came
up 17 places from 58th in 1961 1o 41st
this vear, duce primarily to heavy
spending on Vaseline, Ponds and two
recent cough medicine entries, Actin
and Pertussin. The biggest drop in
the Top 50 was Continental Baking's
17-place decline [rom 33rd to 50th as
it reduced spot expenditures hehind
Wonder Bread (86 million spent in
1961) by $2 million.
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The top five spot users increased
their use of the spot medium and, ex-
cepting PRG, advanced more than
35Y%, to account for a total of $14.8
million to $61.9 million each. Their
rank order and the top spot brand for
each: PRG—Salvo at §7 million; Gen-
eral Foods—Post cereals at $6.5 mil-
lion; Colgate-Palmolive—Ajax at $4
million; Lever—Lipton at $4 million;
Wrigley—Doublemint and Spearmint,
jointly over $14 million. There were
five brands spending over S5 million
on spot TV in 1961; 10 are close or
over for 1962, In addition to the three
above, they are Alka-Seltzer, Kellogg
cereals, Coca-Cola, Ford, Pepsi, Schlitz
and Gleem.

Of the top five network spenders,
two show a 209, increase: R. J. Rey-
nolds putting $2 mitlion more behind
Camel and Salem to bring them up
to Winston’s over-$9 million spending
level, and Colgate-Palmolive adding
S$3 million to 1ts Colgate Dental
Cream’s 1961 S5 million, $1.5 million
to Ajax Liquid, and SI million to
its Palmolive line. Lever shifted 109
ol its network budget to spot and
American Home Products and PRG
remained about steady, to give the top
five network advertsers a small in-
crease over 1961,

DYNAMIC DOZEN

Twelve of TV's top 50 advertisers
provided exciting news as they under-
took massive new campaigns to expand
markets, outrun competitive attacks,
or overtake long-term leaders.  The
history of these efforts in 1962 is re-
corded in the monthly and quarterly
spot and network reports of the year.

The top eight TV advertisers have
been practically constant in rank for
over five vears. Colgate-Palmolive’s
sudden jump from htth place to sec-
ond, by virtue of a $13 million TV
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budget mncrease, 1s a quick tip-olt 1o
the year's top brand news.  Colgate
has been up and down in TV for hive
years and last vear encountered severe
competitive problems on several prod-
ucts: Ajax cleanser, Coloate Dental
Cream. Palmolive soap., Rapid Shave.
Fab and Dynamo. Behind the trouble
lor Colgate: PRG with Comer, Crest.
Gleem and Ivory. Avmour with Dial
and Lever with All and three other
detergents.

Finally going into action this year.
Colgate bettered Crest’s 82 million ad.
vertsing  lead 1o boost its Dental
Cream: it outspent M. Clean by 82
mtillion o claim a fhrst in sales for
Ajax liquid: 1t more than bettered
Comet’s
vantage to back up ailing Ajax Cleans.
er: it put its Action dry bleach ahead
of PRG's Stardust in test markets, and
it put 82 million behind both Pahn-
olive soap and Palmolive Rapid Shave
and S3 million behind both Fab and
Dynamo to break out of last place in
body soaps and washing products.

Bristol-Mvers also went on a S13
million rampage. adding 33% to its
1961 TV budger of 821 million. Tt
chimbed into sixth place among the
top 50, throwing heavy TV bhacking
behind Bufferin, Ban. Vitalis. Clairol
and 1ts recent entries, Excedrin and
Bromo-Quinine cold 1ablets.  In the
fest three quarters of 1962 it had out-
spent all of 1961 on Bufferin ($9.6
million). Ban  (S2.6 million) . and
Vitalis (52,8 million) while giving
both Lxcedrin and Clairol over $3.3
million in the three quarters. Clairol
business i1s so good that an extra $2
million has been added for the fourth
quarter which includes a Christimas
Lve  Crosby-Mary  Martin special.
Bristol-Myer's TV spot is up 109, and
its network up 63% to add up 1o the
third largest percentage increase in

TELEVISION MAGAZINI December

haltf-milhon-dollar TV ad-

1062

THE FIRST FIFTY: AS THEY ARE AND USED TO BE

The labulation below lists the Top 50 television advertisers of 1962, as estimated by Trirvision Maca-
ZINE on the basis of national spot and network spending data for the first three quarters of 1962, made
available by the Television Bureau of Advertising (spot figures N. C. Rorabaugh, network figures LNA

BAR) .

Trevision projected the 1962 totals using pust spending records of all leading TV advertisers,

plus other data, to arrive al these exclusive estimates. Figures for 1958-1961 are published estimates.

Rank
1.

© N o s N

G

11
12.
13.
14.
1,
18.
17.

il],
20.
21.
22.
23.
24.
25.
26.
27.
28.
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30.
3.
32.
8gh
34.
35.
36.
31.
38.
39!
40.
a.
42.
43.
44.
45.
46.
41.
48.
49,
50.

*Incorporates American Chicle

Advertiser

Procter & Gamble
Colgate-Palmolive
Lever Bros.
General foods
American Home Products
Bristol-Myers
General Motors
R. ). Reynolds
Aiberto-Culver
Ford Motor Co.

P. Loriilard & Co.
Gillette Co.
General Mills
Liggett & Myers
Corn Products
Kellogg

Miles Laboratories

. Warner-Lambert*

Coca-Cola Bottlers
Campbell Soup
Wrigley

American Tobacco
Brown & Williamson
Philip Morris

). B. Williams
Standard Brands

S. C. Johnson & Son
Sterling Drug

Beech-Nut Life Savers Inc.

National Dairy
National Biscuit
Scott Paper Co.
Texaco

Block Drug Co.
General Electric
Ralston-Purina
American Tel. & Tel.
Pillsbury

Carter Products
Armour & Co.
Chesebrough-Ponds
Pepsi-Cola

Johnson & Johnson
Nestle Co.

Jos. E. Schlitz
Carnation Co.

Mead Johnson & Co.
E.l. du Pont
Chrysler Corp.
Continental Baking

All
$1,543,000,000

Top 50
$932,070,936

TOTAL

1962 1961 (Rank) 1960 (Rank)
$113,630,000 $108,632,187 (1) $101,491,119(1)
49,324,000 36,503,110(5; 33,930,510 (5)
47,751,000 47,738,418(2) 45,148,700 (2)
45,087,000 37,877,683(4) 37,164,388 (4)
41,569,000 42,624,300(3: 42,788,167 (3)
37,704,000 24,719,622 (7 20,916,848 (7)
30,844,000 28,333,310(6) 28,982,323 (6)
28,457,400 24,040,662 (8 20,064,986 (9)
24,925,000 13,961,454 (17) 10,064,198 (25)
24,904,000 14,832,924 (25} 16,464,023 (22)
22,624,000 21,609,920(10) 16,186,911 (13)
22,420,000 19,276,324 (12) 16,106,352 (14)
22,182,000 23,289,821 (9 17,221,517 (11)
19,880,000 13,904,761 (18) 12,534,604 (19)
19,239,000 12,710,389(23) 7,079,906 (37)
19,177,000 15,000,228 {16} 15,695,586 (16)
18,155,000 19,580,969 (11) 16,972,436 (12)
17,859,000 11,721,228 (24 11,766,820 (20)
17,287,000 12,723,615(22) 4,748,550 {56)
16,541,000 10,700,933 (27) 6,568,140 (41)
14,800,000 11,117,550 (26) 8,426,468 (31}
13,918,000 13,639,986 (19) 15,758,575 (15)
13,710,000 17,597,611(13} 20,319,349 (8)
13,303,000 16,148,631 (14) 15,395,008 {17)
13,178,000 9,905,537 (30) 7,803,466 (34)
12,533,000 9,284,680(32) 10,364,220 (24)
12,046,000 13,581,030(20) 10,916,907 (23)
12,039,000 16,081,946 (15; 17,544,809 (10)
11,829,000 8,628,470 (34) 6,039,477 (44)
11,352,000 10,312,916 (29) 9,742,461 (27)
11,244,000 12,891,872 (21) 11,669,252 (21)
10,198,000 7,951,947 (38) 5,524,138 (49)
9,632,000 10.386,264 (28) 12,675,832 (18)
9,111,000 7,828,627 (40) 5,541,890 (48)
9,106,000 7,584,072 (41) 7,711,788 (35)
8,451,000  8,i13,120(36) 6,742,580 (39)
8,435,000 7,970,190 (39) 7,565,664 (34)
8,161,000 9,721,012(31) 8,744,420 (30}
8,124,000 8,166,838 (35) 8,112,755 (32)
8,056,000 6,217,130 (47) 4,948,360 (53)
8,000,000 5,117,306 (58) 3,232,299 (82)
7,830,000 5,570,626 (500 3,119,040 (83)
7,800,000 6,331,369 (45 4,904,860 (54)
7,768,000 7,584,417 (30) 7,290,616 (36)
7,693,000 5,409,558 (53) 4,509,700 (58)
7,266,000 6,287,190 (36) 5,065,407 (52)
7,170,000 6,139,326 (48) Unranked
6,955,000 7,444,698 (42) 7,958,352 (33)
6,521,000 6,620,217 (56) 11,520,446 (29)
6,205,000 9,049,453 (33) 6,473,117 (43)

THE GIANTS' PORTION
IN TV SPENDING

All

$741,000,000

$371,010,479

N

561,060,457

1959 (Rank) 1958 (Rank)
95,340,352 (1) 84,471,710 (1)
36,358,414 (4) 33,855,990 (3)
46,853,895 (2) 38,537,230 (2)
35,489,721 (5) 31,753,900 (4)
38,767,078 (3) 27,783,360 (5)
20,361,357 (8) 18,918,690 (7)
23,819,034 (6) 22,352,106 (6)
20,376,277 (1) 18,436,470 (8)
6,675,537 (35) 2,682,710 (75)
16,438,127 (20) 14,333,421 (15)
17,002,728 (11} 16,508,680 (11)
16,387,524 (13) 18,076,740 (9
16,156,947 (14) 13,777,090 (14)
14,540,097 (16) 12,715,810 (18)
8,747,887 (28) 8,119,030 (26)
13,442,861 (17)  12,840,330(17)
15,251,345 (15)  12,715,810(18)
13,053,414 (19) 11,725,590 (21)
3,943,140 (57) 3,699,270 (51)
5,258,735 (44) 4,506,260 (43)
2,749,420 (86) 2,071,990 (93)
13,348,880 (18) 14,270,330 (13)
17,845,593 (10) 17,664,000 (10)
12,982,348 (21) 9,033,720 (25)
11,077,037 (24) 10,375,997 (23)
10,389,650 (25) 10,513,270 (22)
8,224,585 (29) 7,055,840 (31)
16,636,373 (12) 13,565,080 (16)
5,476,210 (42) 2,597,940 (78)
7,841,980 (30) 7,672,430 (27)
9,730,022 (26) 7,619,780 (28)
5,112,346 (48) 3,906,370 (48)
6,848,210 (34) Unranked
4,117,202 (54) 2,890,450 (68)
6,473,224 (36) 5,687,210 (36)
6,222,860 (37) 3,753,550 (50)
6,443,170 (35) 5,900,976 (34)
6,934,594 (33) 5,730,740 (35)
8,942,365 (27) 7,542,400 (29)
5,890,528 (39) 4,271,090 (45)
3,691,519 (62) 4,689,770 (42)
2,984,590 (78) 3,163,040 (61)
3,169,915 (71) 2,618,690 (77)
4,562,151 (50) 5,219.220 (39)
3,260,557 (69} 4,503,060 (44)
3,225,438 (70) 3,391,110 (57)
Unranked Unranked
5,165,744 (47) 3,406,320 (56)
11,520,446 (24) 14,976,931 (12)
11,582,615 (22) 9,964,170 (24)
All
$802,000,000
Top 50
NETWORK




TOP 50

TV ADVERTISERS

RANK  ADVERTISER SPOT TV NETWORK TV TOTAL TV
Procter & Gamble $61,953,000 $51,677,000 $113,630,000
Number of brands 43 29 44

Agencies: Compton; Dancer-Fitzgerald-Sample; Young & Rubicam; Leo Bur-
nett; Benton & Bowles; Grey Advertising; Tatham-Laird; Honig, Cooper &
Harrington.

Colgate-Palmolive 22,376,000
Number of brands 33
Agencies: D’Arcy; Bates; Lennen & Newell; Norman, Craig & Kummel; Street
& Finney.

26,948,000 49,324,000
21 40

Lever Bros.
Number of brands
Agencies: Reach, McClinton & Co.; Sullivan, Stauffer, Colwell & Bayles;
Ogilvy, Benson & Mather; Batten, Barton, Durstine & Osborn; Foote, Cone
& Belding; J. Walter Thompson; Young & Rubicam.

22,132,000 25,619,000 47,751,000
I 18 gl

General Foods
Number of brands
Agencies: Benton & Bowles; Foote, Cone & Belding; Young & Rubicam;

24,487,000 20,600,000 45,087,000
45 23 36

RANK

6

ADVERTISER SPOT TV NETWORK TV TOTAL TV
Bristol-Myers $13,289,000 $24,415,000 $37,704,000
Number of brands 16 16 19

Agencies: Grey Advertising; Ogilvy, Benson & Mather; Young & Rubicam,
Gardner; Donahue & Coe; DCS&S.

General Motors 5,594,000 25,250,000 30,844,000
Number of brands 11 21 24
Agencies: D. P. Brother; Dancer-Fitzgerald-Sample; Kircher, Helton & Collett;

Campbell-Ewald; McCann-Erickson; MacManus, John & Adams.

R. J. Reynolds 2,659,000 25,798,000 28,457,000
Number of brands 3 4 5
Agencies: William Esty.

Alberto-Culver 11,489,000 13,436,000 24,925,000
Number of brands 12 12 15

Ogilvy, Benson & Mather.

American Home Products

9,769,000
Number of brands 22

5 Agencies: Cole & Weber; Lawrence C. Gumbinner Advertising; Ted Bates &
Co.; Cunningham & Walsh; Sullivan, Stauffer, Colwell & Bayles; Tatham-
Laird; William Esty Co.; Young & Rubicam; Mogul, Williams & Saylor Inc.

the Top 50’s 1962 spending record.

The 1wo larger per cent increases
were Tor Ford, which s confidently
backing its  Falcon. Comet. Tord.
Autolite and Philco products with a
67% TV increase. and for Alberto-
Culver, which has backed 1ts VO3
line. Get Set. Dermalresh, Command.
cic.,, with increases every quarter to
an extremely conlident tane of 799
[sce also TrELEVISION's profile on Al
berto-Culver, October 1962].

Other massive incrcases were made
among the top 50 1o undertake or re-
spond to six hotly-competitive con-
tests. Liggett & Myers moved o the
biggest TV agency, J. Walter Thomp-
son, and icreased s TV budget S6
million (439¢) in an attempt to bol-
ster 1ts major brands, LM and Chest-
erfield (21 great tobaccos™) and stop
a three-year sales stump. Corn Prod-
ucts introduced a new Fuaropean dry
soup in 1961 with a $2.3 million bud-
get including ST million in TV, Knon
Soup caught on fast to threaten Lev-
er’s Lipton, the dry soup leader, and
soup giant Campbell's slow-starting
Red Kettle brand.  Corn Products
hiked 1ts Knorr TV monev 1o $3.7
million this year, bringing Campbell
practically jumping into TV with a
$6.5 million (609,) increase. S2 mil-
lion going behind Red Kettle. Lever

48

31,800,000
20

41,569,000
30

has doubled 1ts spending on Lipton,
with soup and tea combined at 87 mil-
lion. to protect 1ts lead and gain added
retail-shell display space.

I'he campaigns of 1962 saw a re-
newed battle in the chewimg gum and
mouth-dissolving tablet field. Wrigley,
the 2Istranking TV advertiser. was
the aggressor. Tt has all s sales in
just three brands to account for over
159 of all chewing gum sales.  Sales
stagnated in 1961 as the total ad bud-
get dectined. so this vear Wrigley in
creased its budget (all in TV) 359
to go atter new sales and two competi-
tors. Tt used a $14.9 mulhion TV out
lay to do ir. Beech-Nut. the 29th-rank-
g TV advertiser, responded with a
389 increase to expand its 22, mar-
ket share with a $6.7 million outlay.
American Chicle, the 43%vd ranking
TV advertiser. which saw a 1961 sales
drop, did not respond in dollars. It
Kept the same $6.5 million budget be-
hind Rolaids, Dentvne and Clorets
that it had in 1961, But it did merge
with Warner-Lambert. the 24th-rank-
ing TV advertiser in 1961, ro end up
m 1962’s 18th position.

Wrigley  was the heaviest  gum
spender in relation to market share
and obtained strong increases for
Spearmint  (“Look for the spear™)
and Doublemint (“The Doublemint

Ford Motor Co.
10 Number of brands
Agencies: Kenyon &

Durstine & Osborn.

TELEVISION MAGAZINE

Agencies: Batten, Barton, Durstine & Osborn; Compton Advertising.

5,828,000 19,076,000 24,904,000
7 13 14

Eckhardt; J. Walter Thompson Co.; Batten, Barton,

twins”) . Beech-Nut's Fruit Swripe
("Yipes. stripes”) and regular gum
(straw hat salesman) also showed in-
Creases.

A fourth hot contest of the year saw
Warner-Lambert's  first-ranking  List
crine under heavy attack from 57th
place Richardson Merrill’s  second-
ranking Lavoris and Johnson & John-
son’s recent entry NMicrin. Trade re-
ports have it that Listerine has man-
aged to keep its sales and increase
them some. but has sultfered a market
share decline from alimost 1009 down
1o 559%. Listerine is still spending at
about its 1961 level of $4.2 million in
TV, while Micrin—with the smallest
market share—is spending abour $4
milhhon and lLavoris $1.3 million.
Richardson Merrill, whose sales have
mcreased consistently for 11 years. was
headed for the top 50 but suffered a
serious sethack when two new prod:
ucts had to be withdrawn from the
market. The three companies may be
headed for a strong 1963 battle, as
Micrin’s  popular apothecary-styled
bottle and Lavoris’ recent pocket spray
are taken on by a new tear-shaped
decanter for Warner-Lambert’s Lister
ine.

A fifth major conflict ol 1962 cen-
tered around Coca-Cola’s serious ef-
forts to fight off Pepsi. which has

December 1962



RANK  ADVERTISER SPOT TV NETWORK TV TOTAL TV RANK  ADVERTISER SPOT TV NETWORK TV TOTAL TV
P. Lorillard & Co. $10,115,000 $12,509,000 $22,624,000 Kellogg $6,910,000 $12,267,000 $19,177,000
11 Number of brands 5 5 5 16  tumber of brands 7 24 26
Agencies: Lennen & Newell; Grey Advertising. Agencies: Leo Burnett Co.
Miles Laboratories 7,304,000 10,851,000 18,155,000
Gillette Co. 7,606,000 14,814,000 22,420,000 Number of brands 7 5 7
Number of brands 12 15 15 17

12

13

Agencies: Maxon Inc.; North Advertising; Clinton & Frank; Wade Advertising.

General Mills
Number of brands
Agencies: Needham, Louis & Brorby; Dancer-Fitzgerald-Sample; Knox Reeves
Advertising; Tatham-Laird.

10,511,000 11,671,000 22,182,000
16 22 28

Agencies: Wade Advertising; Henderson Advertising Agency; L. W. Frohlich
& Co.

18

Warner-Lambert

Number of brands
Agencies: Lambert & Feasley; Ted Bates & Co.; Batten, Barton, Durstine &
Osborn; Fletcher, Richards, Calkins & Holden; JWT; Lennen & Newell.

8.549,00 9,310,000 17,859,000
7 8 13

Liggett & Myers 10,206,000 9,674,000 19,880,000 Coca-Cola Bottlers 12,127,000 5,160,000 17,287,000
14 Number of brands 2 2 2 19 Number of brands 8 3 8

Agencies: J. Walter Thompson. Agencies: McCann-Erickson; McCann-Marschalk; Dancer-Fitzgerald-Sample.

Corn Products &8 9,475,000 9,764,000 19,239,000

Kuter of braads 1 10 12 Campbell Soup 7,41532,000 9.0889,000 16,?31,000

15

Agencies: Lennen & Newell; Dancer-Fitzgerald-Sample; Sullivan, Stauffer,
Colwell & Bayles; Donahue & Co.; Guild, Bascom & Bonfigli; McCann-Erickson.

20

Number of brands
Agencies: Batten, Barton, Durstine & Osborn; Leo Burnett Co.; Needham,

doubled market share in 10 vears to
reach 319 while dealing Coke a drop
from 699 to 52%. Coke added $4.5
million to its soft drink TV budget
while Pepsi added about half as much,
to give Coke the biggest increase in
proportion to share of market. Both
are invading the 7-Up dominated
lemon-lime drink field with Pepsi
spending under $1 million on Teem
(which already has 5% of the market)
and Coca-Cola spending over $2 mil-
lion on Sprite.

A sixth contest of 1962 was fought
more in words than dollars as the
American IHeart Association joined
the American Dental Association in
providing direction for advertising
claims.  However, the Food & Drug
Administration put a damper on anti-
cholesterol claims, forcing corn oil
margarine advertisers to refer to their
products as “polyunsaturated” and
“good for your family.” Standard
Brand’s Fleischmann’s margarine, the
strongest corn oil variety, has 6% of
the margarine market followed by
Corn Product’s Mazola, which has
3.5%. The newly favored margarines
appeared to be headed for a heavy TV
explosion, with Standard Brands
spending more on Fleischmann’s in
1961 than on its leading Blue Bonnet
(8% of market and $1.8 million TV).
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However in 1962 Fleischmann'’s added
less than $1 million while Mazola and
General Mill's Safflower Oil (low in
cholesterol) were backed with $1 mil-
lion each.

Several Top 50 TV advertisers are
ending 1962 on a downward note.
Lever, which drops to third place in
the face of competitor Colgate’s surge,
is unhappy over the fortunes of Pep-
sodent, Lux, Tmperial and Good Luck,
and uncomfortably aware that Colgate
has increased its sales 119, while Lever
was moving up only 5%. Pillsbury is
unhappy over the flour and the cake
mix market. the latter now led by
Betty Crocker and cut into by Duncan
Hines. Pillsbury reacted to an earn-
ings decline and cut its TV budget
25%, taking S1.5 million out of net-
work TV on top of a 1961 cut of $2.2
million. Sterling Drug also made a
25% TV budget cut. Its Bayer aspirin
with 209, of the market still trails
Anacin by 2% (followed by Bufferin
and  Alka-Seltzer tied at 17%) even
with a ST million 1961 budget increase
which was retained in 1962.

Brown & Williamson has been stym-
ted by the stagnation of Viceroy, Bel-
air and Kentucky Kings. Result: it
has cut out Kentucky Kings and held
back Viceroy and Belair (diverting
money to coupons on the later) for a

Louis & Brorby; Ogilvy, Benson & Mather.

23% decrease in television expendi-
tures.

The year’s activity of the Top 50
TV advertisers is profiled in the 50
capsules which follow:

No. 1. Procrer & Gamsre. The
country’s largest TV advertiser ac-
counts for 129% of the Top 50’s TV
time expenditures. For its industry it
has the highest percentage of total ad-
vertising in TV (95%) and the lowest
percentage of total sales spent on ad-
vertising (8%, compared to its indus-
try’s average of 20%) .

(The P&G method has established
a modern marketing tenet: size plus
TV equals growth and efficiency. Note
the increased TV, mergers and prod-
uct explosions of the next 49 “giant”
spenders.)

Now advertising at a rate of over
a billion and a quarter dollars a de-
cade, P&G has increased its TV ex-
penditure about 5%, or $5 million,
over 1961, This increase is a little less
than last year’s and spot got all of it
(network fared best in 1961) to move
up 9% in PRG’s eyes and remain the
company’s primary medium with well
over H09% of the total advertising
budget.

P&G has a total of 44 TV brands,
25 spending well over $1 million and
10 currently outspending the 49th-

49



RANK

21

22

TOP 50

TV ADVERTISERS

ADVERTISER SPOT TV NETWORK TV TOTAL TV
Wrigley $14,795,000 $105,000 $14,900,000
Number of brands 2 2 2

Agencies: Arthur Meyerhoff Associates; Erwin Wasey, Ruthrauff & Ryan.

American Tobacco
Number of brands

Agencies: Batten, Barton, Durstine & Osborn; Lawrence C. Gumbinner;

1,788,000 12,130,000 13,918,000
5 4 6

RANK

26

27

ADVERTISER SPOT TV NETWORK TV TOTAL TV
Standard Brands $10,833,000 $1,700,000 $12,533,000
Number of brands 9 4 9

Agencies: J. Walter Thompson Co.; Ted Bates & Co.: Marketing & Adver-
tising Associates.

S. C. Johnson & Son 12,046,000
Number of brands 10

Agencies: Benton & Bowles; Foote, Cone & Belding; Needham, Louis &

1,400,000 10,646,000
6 10

Sullivan, Stauffer, Colwell & Bayles.

Brorby.

Brown & Williamson

23 Number of brands

506,000
7

Agencies: Ted Bates & Co.; Keyes, Madden & Jones; Compton Advertising.

Philip Morris

24 Number of brands

Agencies: Leo Burnett; Benton & Bowles.

1,978,000
5

13,204,000
5

$1 1,3275,000

13,710,000 Sterling Drug
8

J. B. Williams 850,000
25 Number of brands 10

Agencies: Parkson Advertising; ). Walter Thompson.

and 50th-ranking TV advertisers. Two
brands are on the Top 20 network
brand list and four on the Top 20
spot list, with another joining in the
third quarter to give PXG seven of
the top 30 TV brands in the country.
Salvo is its top spot brand with $4.8
million spot in three quarters (only
$1.8 million in all 1961) and Crest its
top network brand with $5.6 million.
(P&G has time on 26 network shows
this fall.) Tide is among the top 20
in both with $6.5 million in three
quarters.

Its top brands fall into seven ex-
penditure categories at thesc approxi-
mate yearly levels (brands in rank
order) : 810 million—Tide, Crest; $5-8
million—Gleem, Salvo, Dash, Cheer,
Mr. Clean, Ivory; $4 million—Oxydol,
Clorox; %3 million—Prell. Comet,
Downy; $2 million—Secret. Duncan
Hines, Lilt, Spic & Span, Camay, Joy;
$1 millhion—Zest, Duz, Dreft, Charmin,
Crisco and Puffs. Other well-known
brands are Fluffo, Jif, Big Top and,
regionally, Thrill. These products are
coming out of test markets: Pert, Tide
Redi-Paks, Blossom bar soap, Lilt
with a milk base, and Stardust.

P&G has faced legal threats to Clor-
ox (FTC, possibly headed for the Su-
preme Court) and Jif (FDA) and
marketing threats against Tide and

50

12,328,000
15

Beech-Nut Life Savers Inc.

1,369,000 10,670,000 12,039,000
5 4 5

28 Number of brands
Agencies: Benton & Bowles; Dancer-Fitzgerald-Sample; Thompson-Koch Co.;
Cunningham & Walsh; N. W. Ayer & Son.

2,008,000 9,821,000 11,829,000
4 4 6

29 Number of brands
- Agencies: Young & Rubicam; Charles W. Hoyt Co.; Grey Advertising; Ogilvy,

$13,303,000
7
Benson & Mather.
National Dairy
13,{‘7;8,000 Number of brands

1,830,000 9,522,000 11,352,000
I} 37 39

30 Agencies: Mogul, Williams & Saylor; Ben R. Bliss; N. W. Ayer & Son;

J. Walter Thompson Co.; Foote, Cone & Belding; Needham, Louis & Brorby:

Clinton E. Frank Inc.

Cheer (pushed down by Vim, All
Dynamo, etc., to 23% of the market)
and against Mr. Clean (down 309,
with Ajax up fast to claim first). It’s
also showing concern about TV time
charge increases. And it experienced
its first agency resignation on August
I as Gardner left. But these minor oc-
currences are less than significant
against the sizable 1962 gains that
seven of its major brands are making.

No. 2. Corgare-Paryorive.  Up
trom 5th to 2nd place, it has recorded
a year as strong in marketing as it was
in spending.  Ajax Liquid’s move to
challenge Mr. Clean for first place was
its best news. Coleate Dental Cream
battled P&G’s Crest and Gleem at a
$10 million level, and Dynamo and
Fab battled PXG’s Dash and Tide at a
$3 million level. Colgate has 40 brands
in TV this year compared to P&G's
44, but because it is second ranking
doesn’t mean it can maich PRG’s TV
expenditures brand for brand. P&G is
5.7 times larger in total sales and
spends 130% more on TV. Colgate’s
1962 increase puts its investment of
sales revenue into advertising well
above 20% compared to PRG’s 8%.
But, obviously, it hopes to change all
this.

No. 3. LEvVER DBros. Retaining
about the same TV budget as it had in

TELEVISTION MAGAZINE

1961, Lever has been dropped to third
place as a result of Colgate’'s TV push.
Lever is still second in sales. The
company upped its spot budger $3.1
million and dropped its network bud-
get the same to record virtually no
increase against P&G’s 59, and Col-
gate’s 36% increases. lLever and
Thomas J. Lipton are separate sub-
sidiaries of internationa! giant Um
lever Ltd., London (world’s 6th larg
est company), although they are
united in advertising under Lever.
Lipton is first in soups and tea, and
strong in salad dressings with Wish
bone. It accounts for about $8 mil-
lion of Lever’s TV total.

No. 4. GENERAL Foobs. Television,
behind 36 brands. accounts for ap
proximately two-thirds of the advertis-
ing budget. Post cereals. the 7th
largest TV product line, recorded $11
million, up $3 million from 1961’s
$8.3 million. The projected figures
show a decrease for Maxwell House of
almost $4 million from 1961. Yuban
remains about steady. Network fig-
ures show an increase in all Jell-O
products ($3.32 million in 1961) 1o
$4.9 million in 1962. Gaines and SOS
network spending for the first three
quarters of 1962 already exceeds the
total 1961 network figure, giving a
1962 increase behind Gaines of $900,
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RANK  ADVERTISER SPOT TV NETWORK TV TOTAL TV
National Biscuit $1,382,000 $9,862,000 $11,244,000
3] Number of brands 7 11 14
Agencies: McCann-Erickson; Kenyon & Eckhardt; Ted Bates.
Scott Paper Co. 2,942,000 7,256,000 10,198,000
32 Number of brands 8 14 16
Agencies: J. Walter Thompson Co.; Ted Bates & Co.
Texaco 1,800,000 7,832,000 9,632,000
33 Number of brands g 6 6
Agencies: Benton & Bowles.
Bleck Drug Co. 8473,000 8,268,000 9,1(1)1,000
9

34 Number of brands
Agencies: Grey Advertising; Sullivan, Stauffer, Colwell & Bayles; Lawrence

RANK

36

37

ADVERTISER SPOT TV NETWORK TV TOTAL TV
Ralston-Purina $4,186,000 $4,265,000 $8,451,000
Number of brands 7 9 12
Agencies: Gardner Advertising; Guild, Bascom & Bonfigli.

American Tel. & Tel. 5,800,000 2,635,000 8,435,000

Number of brands (numerous corporate services)

Agencies: N. W. Ayer & Son; Cunningham & Walsh; regional agencies for
affiliated Bell System Companies.

Pitlsbury 1,408,000 6,753,000 8,161,000
38 Number of brands 14 8 15

Agencies: Campbell-Mithun; Lea Burnett Co.; McCann-Marschalk.

Carter Products 4,532,000 3,592,000 8,124,000

Number of brands 8 5 8

39

Agencies: Ted Bates & Co.; Sullivan, Stauffer, Colwell & Bayles; Leo Bur-
nett Co.; Kaster, Hilton, Chesley, Ciifford & Atherton; Ted Gotthelf & Asso-

C. Gumbinner.

General Electric 2,6470,000

6,466,000
16

9,106,000 Armour & Co.
20

ciates; Ellington & Co.

1,124,000
)

6,932,000 8,026,000
7

35 Number of brands 40 Number of brands
Agencies: Batten, Barton, Durstine & Osborn; Grey; Compton; Ayer; Agencies: Foote, Cone & Belding; Fuller & Smith & Ross; Young & Rubicam;

Maxon; Young & Rubicam; Erwin Wasey, Ruthrauff & Ryan.

000 (to $2.7 million). and an in
crease for SOS of $600,000 (10 $1.9
million) . Its spot budget took a jump
—%6.6 million—for a 379% increase.
Bird’s Eye’s spot TV budget jumped
from $930,000 to an estimared $2.3
million, and Post dry cereals spot
budget rose 11% (from $3.4 million
to $6.8 million). Together they ac-
count for most of the spot increasc.
Benton & Bowles handles over half of
the total TV budget, which accounts
for one-quarter of the agency’s bill-
ings. Three top-rated network shows
are licensed directly to General Foods
—The Lucy Show, Andy Griffith and
Danny Thomas. General Foods also is
a major sponsor of Bugs Bunny, I've
Got a Secret, Jack Benny and has time
on the Red Skelton Show.

No. 5. AmEerican HomEe Probucrs.
With 809 of its ad dollars in TV and
769 of those in network, American
Home is 2nd in network spending at
S3L.8 million.  Sales arve up for the
12th consecutive year based on ethical
drugs (43% of sales; eg. Equanil. Sab
in vaccine), misery relicfs (23% of
sales. 60% of advertising) , and house-
hold products (199 of sales, 16% of
advertising:  Aero-wax, Aero-Shave,
etc.). The heavily-advertised misery
relief products include TV’s second
and sixth most heavilv advertised 1962
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brands, with Anacin (Ist in headache
remedy sales) spending $10.2 million
in three quarters and Dristan (Ist but
atributing a decrease to its “sinus
image”) at $7 million. Other [last
moving brands are Preparation H
(spot TV where it can get it). Chelf
Boy-Ar-Dec, Fasy-On, Fasy-Off, Neet
depilatory, Black Flag, BiSoDol, Sani-
Flush. Heet, Outgro, Wizzard and
Infra-Rub—all but two over $500,000
in network TV.

No. 6. Bristoi-Myers. An  ex
tremely heavy TV year, with a 63%
network increase. saw this drug adver-
tiser spending more on Bulferin in
three quarters (8$9.5 million) than 1t
did 1 all 1962 to make it the third
brand in TV spending behind Coca
Cola and Anacin. Its new Excedrin
pain reliever (“extra strength”™)  has
$5 million TV behind it in just 14
months and Vitalis is well ahead ol
last year with around $4 million.

No. 7. GENERAL. Movtors.  With
corporate money in network and deal
er money in spot, GM put $30.8 mil-
lion behind its five car divisions. AC
Spark Plug and Frigidaire. The Chev
rolet line has recorded $13.5 million
m three quarters to make it TV’s
second biggest line behind Kellogg'’s.

No. 8. R. J. REv~noLps. With over
two-thirds of its measured media bud

Ketchum, Macleod & Grove.

get in TV, Reynolds has moved ahead
of the cigarette industry average. For
several years it has led the other six
cigarette companies in TV dollars,
sales increases and profit percentage
(except in 1960 when Brown & Wil
llamson tied it on TV dollars) . Tt has
the 7th, 10th and 11th biggest TV
brands in Salem. Winston and Camel
(between $8-9 million each) and is
bringing in  Brandon, a King-size
straight. to compete against American
Tobacco’s [ront-running Pall Mall.
The biggest competitor TV brands
are L&M in 8th and Kent at 12th
among all brands.

No. 9. Avserro-Curver. This com-
pany started in 1955 and by 1938 was
75th in TV spending. by 1960 was
25th, and this vear was 9th for the hest
I'V record of the seven-year period.
Its 1962 increase was by far the larg-
est at 79% or $11 million over 19617
$13.9 million. Tts VOB line is now
fitth in spending behind old-timers
Kellogg cercals. Chevrolet, Campbell
soups and Wrigley chewing gums.
FFour of 1ts brands are Ist in sales in
their field—VO35 hair dressing, VOb
hair spray, Rinse Away dandruff treat-
ment, Get Set—and heavy funds have
gone into VO5 shampoo, Command
and DermaFresh this vear.

No. 10. Forp Notor Co. Up $10
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RANK

TOP 50

TV ADVERTISERS

7ADV7ERTISER SPOT TV NETWORK TV TOTAL TV
Chesebrough-Ponds $3,000,000 $5,000,000 $8,000,000
Number of brands 15 10 16

Agencies: J. Walter Thompson Co.; Doherty, Clifford, Steers & Shenfield;
William Esty; Norman, Craig & Kummel; Lawrence C. Gumbinner.

Pepsi-Cola 5,830,000 2,000,000 7,830,000
42 Number of brands 2 1 2

Agencies: Batten, Barton, Durstine & Osborn.

Johnson & Johnson 2,000,000 5,800,000 7,800,000

Number of brands 10 10 11

Agencies: Young & Rubicam; Doyle Dane Bernbach; Arndt, Preston, Chapin,
Lamb & Keen; Lowe & Stevens; Aitkin-Kynett Co.; L. W. Frohlich & Co.;
Riedl & Freede; Street & Finney; N. W. Ayer.

44

45

Nestle Co. 3,737,000 4,031,000 7,768,000
Number of brands 4 8 9
Agencies: McCann-Erickson; Van Sant, Dugdale & Co.

Jos. E. Schlitz 5,578,000 2,115,000 7,693,000
Number of brands 3 1 3

Agencies: Leo Burnett Co.; Post, Morr & Gardner; Gotham-Vladimir Inc.

RANK

46

47

ADVERTISER SPOT TV NETWORK TV TOTAL TV
Carnation Co. $3,666,000 $3,600,000 $7,266,000
Number of brands 6 4 7/
Agencies: Erwin Wasey, Ruthrauff & Ryan; Harris & Love.

Mead Johnson & Co. 2,134,000 5,036,000 7,170,000

Number of brands 3 4 5
Agencies: Kenyon & Eckhardt.

E. I. du Pont
Number of brands

Agencies: N. W. Ayer & Son; Batten, Barton, Durstine & Osborn.

699,000 6,256,000 6,955,000
9 10 14

Chrysler Corp.
Number of brands

Agencies: Young & Rubicam; N. W. Ayer & Son; Grant Advertising.

4,675,000 1,846,000 6,521,000
9 9 9

50

Continental Baking
Number of brands

Agencies: Ted Bates & Co.; Ketchum, MacLeod & Grove.

5,869,000 336,000 6,205,000
18 3 18

million in TV, it has the 6th heaviest
backed TV line. Besides the Ford line,
it also backs Mercury, Lincoln, Philco
and Autolite lines to make up its
$24.9 million. A 109, increase is slated
for 1963 as Ford continues its rejuve
nation which has included purchase
of the last two lines, revolutionary
guarantees and engineering improve-
ments and use of advanced TV com-
mercial approaches.

No. 11. P. LoriLrarp. This heavy
TV user (85% of ad budget) has the
number 12 TV brand, Kent, down
10% in TV, plus Newport up at $5
million and York in a determined in-
troduction at $5.5 million.

No. 12. Girrerre Co. Up $2.5 mil-
lion in spot, it put $7.5 million into
Gillette, $2.5 million into Paper Mate
and over %5 million into Toni.

No. 13. GExErAL MiLes. Used Stan
Freeberg but less TV, and shifted
much support of Betty Crocker.
Cheerios, Bisquick and Wheaties over
into spot.

No. 14. Liceerr & Mvyers.  The
only tobacco company up in rank, it
shifted to J. Walter Thompson and to
spot, raising Chesterfield to $6 mil-
lion and L&M to $9 million.

No. 15. Corx Probucrs. Its 8
places, or $6.5 million, TV jump came
from $1 million increases in Nusoft.
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Nucoa and Hellmann’s mayonnaise, a
$2 million increase for Knorr and in-
troduction of new Mazola salad dress-
ing. It has 30 brands in its Best
Foods division.

No. 16. KEerrocc. Kellogg's cereals
is the No. 1 TV advertised line (its
Corn Flakes has replaced Wheaties as
No. 1 in sales), backed with 319 mil-
lion plus a token for Gro Pup.

No. 17. MiLES LABORATORIES. Now
has the 9th biggest TV brand, Alka
Scltzer (over $9 million), first seller
in its field.

No. 18. WarNER-L.AMBERT. Got its
6 place jump by merging with Ameri-
can Chicle as it cut back Anahist and
Bromo-Seltzer.

No. 19. Coca-Cora. Coke was the
No. 1 TV brand with over $12 mil-
lion. Sprite, Hi-C and Minute Maid
got $5 million.

No. 20. CamrpeLL Sour. With $2
million behind Red Kettle and $14.5
behind Campbell it has TV’s No. 3
line.

No. 21. WRrIGLEY. TV’s 4th line is
up $4 million, with network down.

No. 22. AnericaN Tosacco. Shift-
ed TV money from Lucky and Tarev-
ton to give its first place Pall Mall (1
out of every 7 cigarettes smoked)
$600,000 increases in both spot and
network for a $6.4 million brand total.

Its extremely-determined Tareyton
push relaxed to $4.2 million. Lucky,
the industry’s biggest loser to other
straights and heavy loser to $9 million
TV brands Salem, Camel and Kent,
cut TV back to $2.7 million. The rest
went to Half & Half and test market-
ing of 3-year-old Riviera and new
Montclair.

No. 23. BrRowN & WILLIAMSON.
Viceroy, its biggest brand ($5 mil-
lion), has lost sales to Salem, Kent and
Marlboro.

No. 24. PuiLie Morris. Parlitament
(449% in late night spot) and Marl-
boro got the same $5 million-plus of
1961, but the Commander push ended
for an overall drop.

No. 25. J. B. WiLLiams. It added
Universal Appliances to Geritol (in-
creased to $4.5 million), Sominex,
Aqua Velva, Serutan and Lectric Shave
for a $3 million increase.

No. 26. StanparD Branps. Added
%3.2 million behind Fleischmann’s,
Chase & Sanborn, Blue Bonnet, Roval
gelatin and Tenderleaf tea.

No. 27. S. C. Jonxson & Son. John-
son’s Pledge was cut $I million and
its shoe polish almost $2 million, net-
work TV being the loser. Raid insect
spray is ahead of 1961 $500,000 in
both network and spot for over $3
million, and Klear wax is the same as
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1961 to bring in a company loss of
S1.5 million from 1961.

No. 28. SrterLING Druc. Cut back
Bayer and Phillips’ for a 259, drop.

No. 29. Beecu-Nur. Had a 39%
network increase and spent $2.5 mil-
lion on baby foods.

No. 30. NATIONAL DAIRY. In-
creased Sealtest and TV’s 9th line,
Kraft, for a 109, TV increase.

No. 31. NatTionaAL Biscuit. Cut
back Nabisco, Premium and Ritz.

No. 32. Scort PAPER. Scotties and
Cut Rite were up on network.

No. 33. Texaco. Texaco’s 0.49
ratio of advertising to sales was in
1961 the lowest of any of the Top 50.
It enhanced that standing this year as
it reduced TV spending and managed
to increase sales.

No. 34. Brock DruG. Network in-
crease behind Green Mint, Polident.
and Dentu Creme. 439, of sales are
put into advertising.

No. 35. Generan Evecrric.  Up
20%. Freezer, lamps up $1 million.

No. 36. RALSTON-PURINA. 4 4%,

No. 37. AxtericaNn TEL. & TEL.
69% of its TV is spot by subsidiaries.

No. 38. PiLissury. Down 199,
with cake mixes off $1 million in net-
work and $500,000 in spot.

No. 39. CArTER Proboucrs.
million spent on Arrid and Rise.

No. 40. ArMoOUR. $5.5 million spent
on Dial and a 329, overall increase.

No. 41. CHESEBROUGH-PONDS. 460,

No. 42. Persi-Cora. Up 8 places.

No. 43. JoHNsON & Jonnsoxn. $4
million behind Micrin. TV up 23%.

No. 44. NEesTLE Co. Put $4 million
behind Nescafe and $2 million behind
Nestea and Quik, and shifted some
spot to network.

No. 45. ScHrirz. 4th biggest spot
brand. Only beer in the Top 50.

No. 46. CarNaTION CoO. Dry Milk,
Coftee Mate and Friskies. Plus 16%,.

No. 47. Mgap JoHnson & Co. Plus
17%. Added Nutrament, wafers and
soups.

No. 48. K. . pu Po~xT. Down 79%,.

No. 49. CurysLER Corp. Dart and
Lancer got a big network push.

No. 50. CONTINENTAL. BAKING.
Wonder Bread down 33% in spot.

$6.5

® Thirty-three of the second 50 TV
advertisers fall into six groups: five
in beer, four oil, four metals, nine
cosmetics, three coffee and eight drugs
and/or cleansers. A familiarity with
the Top 50 plus the members of these
6 groups gives a picture of over 709,
of all TV expenditure. END
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THE TOP 50 TELEVISION AGENCIES

Compiled from Broadcasting Magazine estimates published November 19, 1962

J. Walter Thompson again heads Broadcasting’s annual estimate, this year with
$123 million. Four of the first 20 had sizeable changes from their 1961 ranks:
Leo Burnett up 359,, McCann-Erickson down 69, D’ Arcy and Ogilvy up 509,

RANK

16.
17.
18.
19.
20.
21
22.
23.
24.
25.
26.
27.
28.
29.
30.
31
32.

34.
35.
36.
37.

39.

42.
43.
44,
45.
46.
47.
48.
49.
50.

AGENCY
J. Walter Thompson
Ted Bates
Leo Burnett
Young & Rubicam
BBDO
Benton & Bowles
Compton
Dancer-Fitzgerald-Sample
William Esty
Lennen & Newell

. McCann-Erickson

Foote, Cone & Belding

N. W. Ayer

Sullivan, Stauffer, Colwell & Bayles
Kenyon & Eckhardt

Grey

Norman, Craig & Kummel
D’Arcy

Campbell-Ewald

Ogilvy, Benson & Mather
Campbell-Mithun

Wade

Maxon

Needham, Louis & Brorby
Cunningham & Walsh

Doherty, Clifford, Steers & Shenfield
Erwin Wasey, Ruthrauff & Ryan
Gardner

Parkson

Tatham-Laird

Doyle Dane Bernbach

Guild, Bascom & Bonfigli
Fuller & Smith & Ross
Donahue & Coe

Clinton E. Frank

North

Reach, McClinton

Papert, Koenig, Lois

Kastor, Hilton, Chesley, Clifford & Atherton
Grant

McCann-Marschalk

D. P. Brother

W. B. Doner

Geyer, Morey, Ballard

Edward Weiss

Lawrence C. Gumbinner

Post, Morr & Gardner

Mogut, Williams & Saylor
Warwick & Legler

MacManus, John & Adams
Honig-Cooper & Harrington

———— -TV BILLING

NETWORK SPOT TOTAL
$97,000,000 $26,000,000 $123,000,000
62,800,000 47,700,000 110,500,000
59,200,000 33,900,000 93,100,000
64,000,000 24,100,000 88,100,000
53,000,000 30,000,000 83,000,000
49,000,000 33,000,000 82,000,000
40,700,000 30,000,000 70,700,000
41,060,000 26,000,000 67,000,000
54,000,000 6,000,000 60,000,000
42,000,000 16,000,000 58,000,000
34,900,000 16,900,000 51,800,000
40,300,000 11,300,000 51,600,000
20,500,000 24,500,000 45,000,000
29,700,000 12,300,000 42,000,000
35,000,000 7,000,000 42,000,000
23,000,000 16,000,000 39,000,000
19,600,000 11,500,000 31,100,000
12,000,000 18,000,000 30,000,000
21,000,000 5,000,000 26,060,000
9,800,000 12,800,000 22,600,000
12,650,000 9,210,000 21,860,000
13,700,000 7,600,000 21,300,000
19,250,000 1,050,000 20,300,000
14,260,000 3,860,000 18,120,000
8,000,000 9,500,000 17,500,000
3,900,000 13,100,000 17,000,000
12,000,000 4,300,000 16,300,000
3,970,000 12,250,000 16,220,000
13,700,000 800,000 14,500,000
7,200,000 7,100,000 14,300,000
7,030,000 6,300,000 13,300,000
6,100,000 4,200,000 10,360,000
8,500,000 1,800,000 10,300,000
5,400,000 4,600,000 10,000,000
7,000,000 2,500,000 9,500,000
5,580,000 3,770,000 9,350,000
4,800,000 4,300,000 9,100,000
6,50C,000 2,600,000 9,100,000
1,500,000 7,500,000 9,000,000
1,500,000 7,500,000 9,000,000
3,300,000 5,700,000 9,000,000
8,706,000 ... 8,700,000
4,000,000 4,500,000 8,500,000
3,900,000 4,500,000 8,400,000
5,000,000 3,200,000 8,200,000
5,600,000 2,300,000 7,300,000
3,200,000 4,600,000 7,800,000
2,90C,000 3,900,000 6,800,000
4,850,000 850,000 5,700,000
3.300,000 2,100,000 5,400,000
............ 5,400,000 5,400,000
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FOR 10 years now a cripple called UHF has tried to make
good in the competitive world of commercial television
Its healthy VHF companions have easily outdistanced it.
Its sympathetic but slow-moving sponsor. the Federal Com-
munications Commission, has prescribed a lot of medicine,
finally fashioned a legislative splint—the all-channel receiver
law—for UHF to hobble on. In time, the cripple may
mend.  But it will be late in the race.

It took an act of Congress to get the FCC even this
splint. The all-channel law was a compromise, a way around
a stronger prescription for UHF’s ills—deintermixture, an
awkward word for an awkward action, the I'CC’s proposal
to delete single VHF stations and shift them to UHF
channels in eight markets. It would have meant short-range
relief for a segment of UHF, a big blow for the affected
V’s. With all-channel legislation a law, and the hope that it
will foster expanded use of UHF channels, the FCC has
complied with its promise to Congress and declared a mora
torium on deintermixture.

UHF television has had a tortured history. It was moti
vated by need—a truly competitive national system com-
posed of many stations serviiig many communities. But it
was disastrously executed—laid down in direct competition
with VHF television, technically superior. more powerful
in audience coverage, programming, advertising potential.
Where UHF and VHF stations have had to compete in the
same markets. few U’s have survived.

Today there are 86 commercial UHT stations in opera
tion. The VHI alienment: 471 stations.

Since July 1952, and the thaw on the (reez¢ which held
up station licensing for three-and-a-half years whilc the FCC
decided what to do about allocating channels in the new
gold mine that had opened up several years belore, con-
struction permits have been issued by the Commission for
103 UHF stations, 458 VHT stations.

Of these permits. 253 U’s have been cancclled vs. only
67 V's—and 1389 of the UHT permits were surrendered be-
fore the stations ever went on the air. As of last September
30, there were 391 VHF perinits outstanding.  UHF CP’s
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outstanding: 150, 39 of them for stations which were once
on the air but now off.

I he figures tell the story. Fewer than 100 UHF stations
operate in a band that will accommodate 3.500. One
thirty-fifth of a television system is being utilized: 132 tele-
vision markets. better than 509, of all U.S. TV markets
are now scrved by only one television channel, 64 markets
have but two channels.

Under the FCC's 1952 allocation plan for television, the
ponderous Sixth Report & Order, 2,053 TV stations were
assigned 1o 1,291 U.S. communities—617 V’s, 1,436 U'’s.
This has since been upped to 2,229 stations—683 V's, 1,546
U’s. While the allocation may change, the V's still edge
closer to quota yearly, the U’s go begging. Visually it's
something like the Bufferin commercial of a few years back:
a bunch ol “B’s” bounce around in a stomach, bound off
into the blooc stream (like broadcasters snapping up VHF
opportunitiesy. The poor “A’s,” however, just lie around
(like unused UHF channels).

For the broadcasters who have lost millions of dollars in
UHF, it isn't at all funny. The VHF station has been
calied “a license to make money.” The UHF station has
been called “‘a license to go broke.”

What makes UHF proponents mad is the fact that UHT
works. In an alllUHF market the U stations operate in
balance with cach other, split up the market together, have
solid network affiliation and the programming honus this
brings.  While the area covered by the allUHF market's
TV signals may not be as wide as a comparable VHF mai
ket's signals, it's good enough for profit. The UHT opera
tors are happy. They might be happier with a VHF fran
chise, expanded coverage and higher rates, but they're
making a living.

For the UHT operators holding a market against one o
two VHF stations, and perhaps VHF signals coming in
f[rom markets not too distant, the picture is bleak. Their
rates are rock bottom yet national advertisers pass them up.
Network affiliation is hard to come by. They scrape to make
a living, operate on a shoe string. That they survive at all
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is something of a minor television miracle. Many of them,
of course. have an application in for a V channel.

All this they didn’t know in 1952.

With a rush they came that summer, {all and winter of
1952 and into 1953, men who saw 108 pre-frecze television
stations  (all VHF) making money in television. They
wanted in on the wealth, the potential of an allocation—
preferably VHF but what was wrong with UHEF? They
soon found out, but too late. The FCC made a mistake in
1952, and 1t admits it.

For a decade UIIF television has been probed, literally
cut into pieces and examined time and again by advertisers
and agencies, by networks, by engineers, by senators and
congressmen and investgating committees and by the FCC.
There has been head shaking, hand wringing and cures
suggested, ranging from making TV all UHT o subsidizing
UHF stations through Small Business Administration loans.
T'here has also been resistance to change on the part of
many VHF operators. They mayv want to see UHF healthy,
but not through any actions that might rearrange the straws
in their own comfortable nests.

UHFE television has not gone unaided. But aid has been
in pieces. the strongest medicine being deintermixture—
usually. taking a mixed market of two UHI stations and
cne VHE station and making the V imto a U, The V
station. naturally enough, screams, and the scream is echoed
by the entire body of VHF broadcasting, a powertul group
to have mad at you for long.

Until this year UHI has been in a sort of limbo. Only
the strongest U operators have managed 1o survive.  Those
who didn’'t measure up to the standard ol existence were
shaken loose from their CP’s a long time ago. The FCC's
cry “wait for help, we're coming’” seemed to hound around
in an ccho chamber through endless vears ot hearings
and study committees (sce pages 76-77). But, as promised
the help has come.

Over the last several months, developments in UHF have
caused many people 1o take a new interest in television’s
“step-child.” Few knowledgeable in UHF problems pre-

TELEVISION MAGAZINE / December 1962

dict outright a rosy immediate future for high-band TV,
but they are beginning to see a glimmering with these de-
velopments:

With a push [rom the FCC and Chairman Newton
Minow, Congress passed, and President Kennedy last July
I1th signed into law, all-channel receiver legislation. This
authorizes the FCC 1o require that all TV sets sold in
interstate commerce after April 30, 1964, be equipped to
receive both the 12 VHEF channels and the 70 UIL chan-
nels—a TV set capable of receiving 82 channels with the
swing of a dial.

Technical standards for the new sets are yet to be agreed
on (between the I'CC and receiver manulacturers), but
the law means that UHF television is assured of a con-
stantly expanding audience as current VHF-only scts are
replaced over the next decade.  And a bigger UHF audi-
¢nce, it is hoped, means more UHF stations starting up to
harness the potential.

Today only about nine million of the nation’s 35 million
TV sets are equipped to receive both UHF and VHF
broadcasts. It is generally agreed that if UHF television
hack in 1952, when there were only 16 million receivers in
use, had the help of manufacturers producing UHT sets in
quantity, ultra high frequency would have stood a fighting
chance.

While the new all-channel legislation is fresh hope for
UHF, its full effect might not be felt for another decade.
The life of present VHIEF-only sets runs up to 11 years. The
factor of set replacement on the part of the public has to
figure in on a long-term basis. It may not be until 1972
that enough all-channel sets will be around to make many
more UHF stations worthwhile.

The immediate eftects of the all-channel law are hecom-
ing clear: there is the beginning of a rush for UHF facili-
ties—not a stampede as in 1952, just the formation of a
wave on the horizon. This year, through September 30th,
the FCC received 52 applications for UHF channels—21 as
of June 30 (the hammering out period ol all-channel legis-
lation), 28 more through the third quarter (after all-chan-
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UHF UNBOUND? continued

nel was pushed through). There were 18 applications in
September alone.  This year’'s UHF applications about
double last year’s so far.  And the unheard of has hap-
pened. For the first time the FCC has contests between
broadcasters wanting the same UHF assignment—one in
Austin, Tex., another in Huntsville, Ala.

Some of the hopefuls: Kaiser Industries Corp., already
holding two VHF stations and broadcasting in Hawaii
since 1957, has applied for five U’s, all in or near major
markets—ILos Angeles, Chicago, Detroit, Philadelphia and
San Francisco, a $7 million package. Kaiser says it would
like to develop its own local programming, sew up local
advertising with ad rates competitive with those of major
1adio stations.  (‘The hard fact of UHF life has been rates
ncarer radio’s than television’s. Many a U in 1952-1953
started out with its highest hour rates pegged at $200.
Many of those still around have their rates at the same
level while comparable V station rates have bounded up
ward.)

Metro-Goldwyn-Mayer Inc. has explored the possibility of
UHEF ownership as recently as three months ago. The
film-TV company may in time ask for a UHF full house—
seven stations—although plans currently, according to an
MGDM spokesman, have been “deferred.”  (Many com.
munications-entertainment  companies certainly are look-
ing for a stake in UHF. If UHF pans out, investors don't
want to miss the bet. And over-the-air pay TV people
have a special interest in UHF. If toll TV comes in any
great strength, it is going to have to depend heavily on
UHF outlets.)

Spanish International Broadcasting Co., with a string
ol Mexican border stations, earlier this year put KMEX, a
Spanish-language UHF outlet, on the air in Los Angeles.
It has also filed for a U station in Paterson, N. J., with

hopes of catching New York’s big Puerto Rican population,

U'S AMONG THE V'S: STATIONS
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may file for channels in other Spanish-speaking population
centers.

A group of Nashville, Tenn., principals recently pur-
chased briefly-operational, now dark, kBic, another Los
Angeles UHF, from pioneer UHF proponent John Poole.
The group, experienced in ethnic radio in the South, plans
to program primarily for Negro and other minority audi-
cnces.  (UHFE, always troubled for programming without
a network link, sees a portion ot its future in ethnic tele-
vision for major markets. Metropolitan VHF giants, ol
course, have been too broad in coverage and too scarce in
number to begin to concentrate on cethnic markets.)

The current UHF speculation puts many U hopefuls in
a bind. The FCC, while actively pushing UHLF develop:
ment, also cautions against rushing into outlets and getting
burned.

SPECULATORS HAVE A PROBLEM

Kenneth Cox, chief of the FCC Broadcast Burecau, notes
that the full impact of the all-channel receiver legislation
will not be felt for some time. “Under our allocation sys-
tem,” says Cox, “when people file for an outlet we expect
them to build. We are getting a spurt of UHF applications
now, ahead of all-channel impact, because many U channels
are available and applicants can avoid contests and hear-
ings—a costly, time-consuming process—later on.

“But today's applicant is a risk-taker,” continues Cox.
“He wants in before all-channel sets are in the hands of
the public because he’s afraid he may be too late later on.
In the meantime he’s faced with the job of building a sta-
tion and hanging on until UHF audiences build up.”

This is the exact decision MGM is weighing: should we
get in early on the UHFL frontier and risk starvation, or
should we wait until the general store is open and hope
the homestead sites we want still remain? For big operators
like MGM and Kaiser, initial UHF operating losses can be
weathered. The worry comes with small broadcasters who
hurry up $500,000 and rush in for a permit. The FCC
says it won't tolerate the cornering ot desirable channels
followed by stalled off construction.

The National Association of Broadcasters, which sup
ported all-channel set legislation tied to an anti-deintermix
ture provision—NAB wants the use of UHF promoted, but
not at the expense of VHF—sees a tough road ahead fo
UHEF but eventual success.

James 1. Hulbert, NAB manager for broadcast manage-
ment, estimates that all TV sets will be capable of receiving
UHF signals by 1972, probably earlier. He also sees as
many as 250 U stations operating as against 500 V outlets
by 1970. But, he cautions, the course of UHF won't be easv

“There 1s going to be a lot of money lost in UHF and
there are going to be a lot of people going bankrupt,” says
Hulbert. “For the first three or four years, competition is
going to be ineffective and spotty.  After that, UHF will
begin to bite into presently operating stations from a com
petitive point of view.” And Hulbert feels that in the long
run the impact of UHF may be “as substantial as the
impact that television has had on radio.”

The UHF operator has always had a financial problem.
Last year, of 71 UHF stations reporting profit or loss to
the FCC, only 29 were in the black, and 12 of these took
in less than $50,000. By contrast, of 439 VHF stations
reporting to the FCC, 346 showed a profit, and 70 took in
less than $50,000. U’s overall lose more money proportion-
ate to their number than do V's. Profitable U stations as

TELEVISION MAGAZINE / December 1962




U’S AMONG THE V'S: SET PRODUCTION

a percent of their total—39.4%,. Profuable V stations
78.8%. Unprofitable 17's—60.6% of the total. Unprofitable
V's—21.29%.

It will be a long while belore the UHF profit picture
improves. The 71 UHF stations in the FCC profit and
loss record last vear were what might be called “proven”
stations. New U’s will have harder going.

NADB’s Hulbert estimaies that to put a U station on the
air in a small city would involve an outlay of nearly
$500,000 in construction costs and operating losses before
the operator reaches the break-even point.  And Hulbert
calls the estimate “rock bottom.” 1In the case of a tvpical
big-city UHI station, a total outlav in excess of S1 ml
lion may be required.

Hulbert says UHF stations are likely to show up primari
ly in one- or two-station markets where the third network
has been blacked out for lack of an nutlet. in all-UHF mar
kets where the percentage of UHF sets is already high and
in large markets where operators feel revenues are sub
stantal enough to get an adequate share.

Programming, technical and other problems will loom
big for UHT in the first few years, according to Hulbert,
but will be overcome or erased as the industry adjusts to
the competition of the VHTF stations.

Hulbert, and many others, doubt if the three national
I'V networks could absorb many new UHF stations as
affiliates. The networks doubt it too. They cover better than
989, of the nation now with their present lineups. Only
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*Estimated
Source: Etectronic Industries Association

ABC-TV, lacking tull afliliation and sharing stations in many
markets, probably could take some choice market U'’s.
Hulbert does see, however, a “chance” for a fourth network
composed ol UHF outlets. He expects the independent U
stations to link up eventually in some manner, perhaps go
in on cooperative deals to get programming. And program
syndicators have in their future a vast new market. “VHE
stations.” savs Hulbert, “will skim the cream off syndica-
tion, but U’s, while they won’t be able to pay as much as
\’s, do represent a bigger market.”

What may spell big danger for UIIF development, and
alter NAB expectations for UHF, is the television “out
sider” called community antenna television. CATYV, of
course, has grown into a big business. Its 1,000 plus systems
gross over $50 million a year. [See TELEVISION MAGAZINE,
June 1962.] Basically, a system picks up one market’s TV
signals, feeds them by cable into another market for a
subscription fee—fmne flor a station that doesn’t mind its
signal being taken and its coverage expanded, maddening
for the station operator in the market being fed by CATV,
who has new competition for audience.

The UHF fear is that CATV is expanding into mar-
kets ripe tor a UHF outlet. And if these underserved mai
kets have the benefit of three, four. five or however many
channels of programming CATYV is able to carry in from
distant cities, what chance is there for a new UHF opera
tion? A UIHIT station could strike out before it even starts
it it has to compete with CATV. CATV men, on the other

To page 70
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BOB BANNER

IS GOT
THL
MIDAS
1TOouUCH
FOR TV

By JuprtH DOLGINS

HEN Bob Banner was a teacher in the late 1940s he

looked around for a subject that he could explore and
then develop into a university course to call his own.
He picked a new-fangled invention called television.

When he got a part-time job in television so he could
explore his subject he picked what was then a relatively
untapped aspect of TV entertainment and hecame a spe-
cialist in music/variety shows, a move than cventually led
to four seasons with NBC as producer/director of the Dinah
Shore Show.

When he left a high paying network staff job to set up
his own firm he picked up a temporary six-week emergency
assignment from CBS to try 1o save the Garry Moore Show
from impending death, and like the Man Who Came to
Dinner, he never did get out the front door of what has
become one of television's consistently successful shows
(and an Emmy winner last season) .

When he picked an old TV flop, Candid Camera, to use
as a segment of the Garry Moore Show, it became so pop-
ular that he turned it into a successful weekly program of
its own. He picked an obscure comedienne named Carol
Burnett out of the cast of an off-Broadway musical for a
guest shot with Garry Moore, developed her into one of
I'V’s hottest properties and a mainstay of the show and
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CLOSEUP: BOB BANNER continued

Before teaching the new medium, television, Banner felt he had to work in it

when she left it at the end of last season locked up a con-
tract to produce a series for her as soon as she feels she is
ready to return to television.

He has a knack for picking plums. Last month Banner
picked one of TV’s ripest when CBS asked him to produce
its series for Danny Kaye, who had vowed he would never
work in TV on a regular basis.

What began it all was simply a scholarly interest in a
new medium. The time was 1948, and NBC had announced
it would launch a television station in Chicago within the
year. On the ncarby Evanston campus of Northwestern,
Bob Banner was working on a doctorate in binaural hear-
ing (in those days itself something of a new-fangled con-
cept) and teaching in the department of speech and drama.
He liked his life there. But with a yen common among
faculty members he didn’t relish the thought of forever
teaching courses created by others; he wanted to be the
architect himself—to create, to plan and teach a course that
would become a permanent part of the university’s curric-
ulum.

Renewed activity in television following the lifting of
wartime restrictions had already produced such wonders as
telecasts of the Japanese signing of the surrender docu-
ments on board the U.S.S. Missouri, the opening of the
United Nations Sccurity Council in New York, the 1947
World Series between the Yankees and the Dodgers and
the Louis-Walcott heavyweight championship fight. An
audience of 370,000 had seen and heard maestro Arturo
Toscanini conducting the NBC Symphony Orchestra in
Beethoven’s “Ninth Symphony,” and by the end of 1947
the FCC reported 17 TV stations on the air, 65 construc-
tion permits issued and 66 applications for licenses on file.

Banner says “I began to look longingly at this new me-
dium,” and he went to talk to Donley Feddersen, chairman
of Northwestern’s speech and drama department (now di-
rector of television programming for the National Fduca-
tional TV & Radio Center). Yes, Feddersen agreed, it was
very likely that television would eventually become part of
the curriculum. “I decided that it would be my course,”
Banner says. “But I felt T had to work in it before T could
teach it.”

So in May of 1948 he applied to NBC for a part-time job
as stage manager on its planned Chicago station. No re-
sponse. He applied again. Don’t call us, we’ll call you.
NBC said in the true tradition of show business, and all
spring, summer, fall and well into winter Banner went on
with his teaching and doctoral studies.

On the evening of December 21, loaded down with ex-
amination papers to mark and dragging a Christmas tree
he had just bought, he walked in his front door to find the
phone ringing.

“This is NBC,” the caller said. “We'd like you to come
over for an interview.”

“Sure,” said Banner. ‘‘Right after the Christmas holi-
days.”

“Right now,” said NBC. “By 8 p.m.”

It was already almost 7. Banner dropped his tree and
exams and caught the next train from Evanston to Chicago.
At NBC’s offices he was interviewed by Jules Herbuveaux,
then vice president of the network’s central division. and
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Ted Mills, who was slated to become program director of
the new station.

Mills handed Banner a book called “NBC and You” and
said, “Congratulations, you're hired.”

Banner said, ‘“Wonderful,” and that he could start in two
months at the end of the next college quarter.

Ted Mills said, “Oh, no. Right now.”

So, 13 hours later, at 9 a.m. of what was to have been
the first day of his Christmas vacation, Banner reported
to work and was thereupon made a stage manager. For a year
he taught classes in the morning, worked at the station
from carly afternoon usually until 11 p.m. or midnight,
then went home to plan the next morning’s classes and
do some work on his doctorate.

NBC never did consider Banner’s job a part-time one.
His chiefl assignment that year was the Garroway-at-Large
Show. whose relaxed and informal on-the-air personality
bore little resemblance to the hectic goings-on behind the
scenes. Thinking back to those hectic days and that first
fateful night he had to decide to take a job on about two
minutes notice, he says, “The pace in television has been
the same ever since.”

One Christmas holiday he was taking his first job in
TV, the next Christmas holiday he was debating if he
should move to New York to run the Fred Waring show.
He did, and from there he went on to produce Omnibus
and the Metropolitan Opera productions aired on CBS.
When Garroway’s show moved to New York the old ac-
quaintance was renewed and Banner took over the produc-
tion chores.

Then NBC called him to Hollywood to get its first color
shows on the air. One of these was the Dinah Shore Show,
which Banner expanded gradually from 15 minutes to an
hour, copping three Emmys along the way.

SECURITY PLACED SECOND

Five years ago, when he was reportedly one of the
highest paid staff producer/directors in network history.
Banner quit NBC to form his own production company.
Bob Banner Associates, incorporated in California but li-
censed to do business in New York, where it is currently
headquartered. Some of his friends at NBC thought, as one
puts it, that “Bob had flipped his wig.” The number of
independent producers who tried and failed rivaled the
figures handed out by the National Safety Council after
Labor Day, and all Banner had to start with was a com-
mitment for a couple of specials from CBS.

Bill Hayes, who as partner in the west coast firm of
Executive Business Management helped Banner set up his
firm, convinced him that his reputation could easily get
him another network staff job if his own venture failed.
Such assurance proved unnecessary.

Undoubtedly the turning point in the success of Bob
Banner Associates was the emergency assignment to save
the Garry Moore Show. Today., network officials rank
BBA among the country’s top 10 production firms. Bill
Hayes (he is also a vice president of Bob Banner Associates)
will say only that the privately held firm (Banner is sole
owner) has “a gross volume in the multi-millions and a net
worth of seven figures.” The company “has never been in
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A frame-filling cascade of tomatoes, onions, celery and
carrots vividly demonstrates the fresh ingredients used in
Prince Spaghetti Sauce. How done? By high-speed,
stop-motion photography . .. carefully contrived so each
vegetable carries the story of crisp farm freshness! Shot
on EASTMAN Film, of course . ... with prints on EASTMAN
Print Stock! Two steps—negative and positive—both of
vital importance to sponsor, network, local station and
viewer. Moral: Plan carefully and . .. Go Eastman all the
way! For further information, get in touch with

Motion Picture Film Department
EASTMAN KODAK COMPANY, Rochester 4, N.Y.

East Coast Division, 342 Madison Avenue, New York 17, N.Y.
Midwest Division, 130 East Randolph Dr., Chicago 14, lIl.
West Coast Division, 6706 Santa Monica Blvd., Hollywood 38, Calif.

For the purchase of film, W. J. German, Inc. Agents for the sale and
distribution of EASTMAN Professional Films for motion pictures and television,
Fort Lee, N.J., Chicago, lll., Hollywood, Calif.

ADVERTISER: Prince Macaroni Mfg. Co.
AGENCY: Baver-Tripp-Foley, Inc. PRODUCER: MPO Videotronics




CLOSEUP: BOB BANNER continued

A network of ficiul calls him one of the best organized producers in the business

the red, has never borrowed a cent, even for production
costs,” and has “‘an annual overhead of close to half a million
dollars, not including production fees.” Banner and his com-
pany, according to Hayes, who handles the business affairs of
both, have invested shrewdly in oil and real estate. The
firm may go public someday "if conditions warrant it,” but
Hayes, meantime, has been flicking around the idea of
amalgamating several of his clients, including Bob Banner
Associates, into an “interesting new kind of holding com-
pany.

Banner is president of the firm and holds the title of
executive producer on all its shows. Dave Geisel, director
ol the Garry Moore Show, 1s on the payroll ot Moore’s own
company, Redwing Productions. But, except for this, all
production and direction for programs produced by Bob
Banner Associates is handled by its own staffers.

Besides Hayes, BBA has two vice presidents, Julio Di
Benedetto (producer/director of Candid Camera) and Joe
Hamilton (producer of the Garry Moore Show). There’s
an executive committee comprised of just about all the
executives: Banner, Hamilton, Di Benedetto, Hayes, Bob
Wright (associate producer of the Garry Moore Show),
Lou Wilson (chiel administrative .aide and the man in
charge of new projects) and Irv Schlussel (staff attorney).

These seven, given to practical jokes that have found
Banner the recipient of such indispensable items as an
executive yo-yo (his staff thought “he needed a little some-
thing to help while away the time”), a telephone, not
connected, in his private washroom (he once mentioned
that if there’s anything he can’t stand it's status symbols)
and a musical cigarette lighter that plays “Dixie” (he’s
from Texas but doesn’t smoke), are a congenial group
who judge people in terms of a question—"Are they our
breed of cat?”—a show business expression which translated
means: Are they the type of people we can work with?

Judging from the amount of bouquet-tossing one ob-
serves, the various members of Bob Banner Associates agree
that each is indeed very much the others’ breed of cat.
Banner says that he couldn’t have organized his company
without the help of Bill Hayes; Hayes returns the compli-
ment with kind words for “Bob’s acute business sense”
and at the same time thanks Banner for having enough
confidence in him to allow him to make major financial
decisions. Banner says he owes a great deal to his pro-
ducers and administrative staff; they say they owe him just
as much for letting them express themselves. What saves
this all from becoming just a mutual admiration society is
the fact that although everyone assumes responsibility and
participates {ully, there’s no doubt that it's Bob Banner
who is on top of things.

But the quality of Banner’s authority is often diflicult
to grasp at first. People, used to movieland’s portrayal of
the entertainment mogul as a hypothalamic hysteric who
wears hand-painted ties and silk suits, boozes it up before
breakfast and shouts orders to flunkies, often say when they
meet Banner for the first time, “Gee, you don’t look like a
producer.”

For at 41, tall and thin, Banner is without a doubt the
antithesis of the stereotype in dress, manner and speech.
Especially speech. With traces of his native Texas still in
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his voice, he speaks so softly the listener often has to strain
to hear him. Among his highly exhuberant employes he
is known as *"T'he Quict Man" who is addicted not to hooze
but milk and cookies, and whose conservative taste in
clothing is enlivened by neither handpainted ties nor silk
suits but the bright red socks he sometimes wears on taping
days—he says to kid Joe Hamilton who always wears them,
though some ol his employes suspect there’s a bit of super-
stition involved, too.

He 1s remembered as having really lost his temper only
once—to an audience that was rude to the cast of the Dinah
Shore Show. Normally, observes an associate, “as the heat
of the crisis rises, Bob gets quieter and quieter.” One story
has it that a special amplifier had to be installed on the
set of the Fred Waring show because Banner got so quiet
the cast and the crew couldn’t hear him.

But it is this very calm and quiet manner that makes
him something of an enigma to those who don’t know him
well. Garry Moore producer Joe Hamilton recalls that
when they met on the Dinah Shore Show *“‘he impressed
me as being extremely quiet and not forceful enough.
This, I thought, is the guy who's supposed to work wonders
with color? It took me just two weeks to realize that Bob’s
strategy was, ‘walk softly and carry a big stick.””

But in Banner’s case, the stick is used not as a clobbering
instrument but, says another employe, "“a magic wand.”
Banner is the leveler who keeps production meetings from
getting too frantic, buoys them up when they are looking
down. He is basically still a teacher. He is “the editor who
spots what's wrong immediately when the rest of us can’t
sce the forest for the trees.” Says associate producer Bob
Wright, “He has innate good taste. He knows not to let
the material get too vulgar or too broad, or, at the opposite
end, he knows not to let it get too subtle or artistic to
satisfy mass tastes.”

TWO FOR THE SHOW

It is not surprising, thus, that Banner is a perfectionist.
A network official calls him one of the best organized pro-
ducers in television. He tapes all his shows twice with
two different audiences, then combines the best portions
of each for broadcast. If he's not in his seat during a
rehearsal or run-through he’s probably in the back of the
theatre testing acoustics or up in the control room checking
something there. At the studio he walks around with a
script and clip board clasped to his chest, watching, listen-
ing and making pages of copious notes. “Here comes the
mutterer,” joke his producers, who once, when the Marquis
Chimps were guesting on the Moore Show, got one of the
little beasts to parade across the stage clasping a clip board
to its chest.

Much of his calm is a product of Banner’s knack for
organization. Mike Dann, an old friend from the Dinah
Shore days and, as New York vice president of TV pro-
grams for CBS, now a close associate (Banner’s current
shows are all on CBS), traces this skill to his teaching
background. “He approaches solutions and recommenda-
tions to problems as if he were writing a learned paper,”
Damn has found. As a result, “attending a Bob Banner
rchearsal or taping is like attending an operation at the
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READY

Nashville is ready to buy your product. Nashville television is ready to help you sell it.
In homes delivered this town stacks up as the nation’s 30th television market* . . . well

ahead of more glamorous names like New Orleans, Denver, Birmingham, and quite a few

more. Ready . . . aim . . .

*ARB, March, 1962
WSM-TV WSIX-TV WLAC-TV
NBC-TV Channel 4 ABC-TV Channel 8 CBS-TV Channel 5

NASHVILLE,"T"ENNESSEE



CLOSEUP: BOB BANNER continued

TV used to be starved for talent; it’s harder to get a start in the medium today
8 )

Mayo Clinic. Everything has been completely planned.
Everyone has been briefed orally and by memo. The only
unexpected thing that could happen would be for Bob to
drop his clip board.”

When Banner entered television the medium was flexible
enough for new ideas, indeed starved for creative talent.
There were few people in the industry veteran enough to
use their “experience” as a rationale for squelching a
scemingly wild idea. Banner considers his Chicago job
with a brand new station one of the great opportunities of
his life. By contrast, young people today are having a
really hard time breaking in, he feels. “They do not know
what working in New York or Hollywood television really
involves, even if they've studied it or have worked for a
college station. So they have no idea of what kind of job
to look for or where to begin.”

BUILDING FOR THE FUTURE

Consequently he has established The Banner Founda-
tion, a fellowship program under which qualified college
and graduate students who want to make some aspect of TV
their careers can come to New York for an eight-week,
all-expenses-paid (by Banner himself) opportunity to ob-
serve the people of Bob Banner Associates at work on
everything from casting to taping to business management
to legal matters.

The first two fellowship recipients arrived in New York
November 1, with a second group scheduled for the spring.
Although Banner has no obligations to them, no one would
be especially surprised if an outstanding talented student
should eventually find himsell with an offer. Banner's
cagle eye for good young people has already gotten him
some ol his chief aides. On the Dinah Shore Show, Joe
Hamilton, who was singing with the Skylarks group, started
hanging around the set and asking questions about produc-
tion. He says “l made a real pest of mysel.” But Banner
didn’t think so and kept encouraging him to make sug-
gestions.  Before he knew it Hamilton was an ex-singer,
full-time member of the show’s production staff and one
of the first two men whom Banner picked to work for him
when he started his own firm  (Julio Di Benedetto was
the other).

Bob Wright was a student of Banner’s at Northwestern.
Wright also wanted to be a singer so Banner arranged the
audition that got him a job with Fred Waring’s Pennsyl-
vanians. When he was later offered a job in commercial
production at an advertising agency Banner urged him to
take it “for the experience.” 'The experience subsequently
got him his job as associate producer with Bob Banner
Associates.

Julio Di Benedetto was another Banner student at North-
western. After graduation he worked here and there in
TV as a production assistant until Banner hired him to
help out with directing on the Dinah Shore Show. T'he
story of how Di Benedetto got his big chance is known as
“Bob Banner’s Mysterious Illness.”

One day, at the start of a rehearsal, Banner announced
he was sick and had to go to the doctor. “You take over,”
he told Di Benedetto. A while later when it was time for
the run-through, Banner looked in and said he had to go
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back to the doctor. You do the run-through,” he said to
Di Benedetto. About two minutes before air time (the
show was still live), Banner returned and said, “I've been
gone so long 1 don’t know what’s been happening here.
You better direct; I'll be your assistant.” And “when it
was all over,” Di Benedetto says, “it finally dawned on me
that Bob had never looked more healthy in his life.”

It’s this type of “‘consistent fairness,” as one employe
terms it, that’s helped establish the good rapport that makes
Banner and his stafl cach others’ breed of cat. Many of the
people who work for or with him are old acquaintances.
For instance, Lou Wilson, his administrative aide and new
projects man, formerly was in charge of the Bob Banner
Associates account at Ashley-Steiner, Banner’s sales agency.
Donley Feddersen, Banner’s old boss at Northwestern, is
one of seven educators who serve as advisors to the Banner
Foundation’s fellowship program.

Banner’s theory of picking people is motivated less by
a desire to see the old faces than the feeling that “if you
know a man is good you should grab him.” But describing
all the interrelationships begins to sound a little like Lou
Costello doing “Who'’s on First.”

THE CHAIN WENT FULL CIRCLE

Like his staff producers Julio Di Benedetto and Bob
Wright, actor Jeffrey Hunter was a student of Banner’s
at Northwestern. Hunter introduced Banner to the man
who was handling his business affairs, Bill Hayes. Hayes
helped Banner set up his production company. When
Banner later wanted to hire a staff attorney Hayes intro-
duced him to Irv Schlussel. Schlussel had been the attorney
[or another Hayes client, Theodore Bikel. Bikel will
probably star next season in a series that Bob Banner
Associates is producing. The series is currently in the
hands of a ftreelance producer/director, Paul Stanley.
Stanley had been producer of Studio One and prepared
the dramatic segments that Omnibus sometimes ran when
Banner was its producer. Banner is now working on a
series starring Jeffrey Hunter, who started the whole chain.

Mecantime, Banner met Joe Hamilton on the Dinah
Shore Show, where he also renewed acquaintance with Keith
Texor, who had becen a singer on the early Garroway-at-
Large show in Chicago. Textor formed a commercial
jingle firm with Alan Scott, whose wife went to North-
western. The Scotts are composing the music for the
Broadway-aimed adaptation the Banners are doing of Girau-
doux’s “Apollo of Bellac,” and Textor and his wife are
handling the arranging. And the jingle firm of Scott, Textor
is a business management client of Bill Hayes.

Robert James Banner Jr. was born on August 15, 1921,
in Ennis, Tex., a small town (population 7,000 then, only
11,000 now) between Dallas and Houston. He changed
his first name legally to Bob after he formed his own firm.

In line with the American Dream his mother and father,
an insurance agent and tax collector, wanted him to be a
doctor. They would have settled for a lawyer. But Banner
always had other ideas. He taught himself to play the
piano by ear and got his aunt to teach him to play the
organ on the sly. His parents accepted his musical aspira-
tions when one Sunday he surprised them by playing the
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CLOSEUP: BOB BANNER  continued

“His abilities made it inevitable that he would m'(’ntu(lll)' leave l()(lching for TV”

organ in church. By the time he was in the seventh grade
he was ofhicially the church’s assistant organist and starting
work at learning the trombone.

In high school he found that the band never plaved
popular music. It didn’t have any arrangements.  The
band director suggested that Banner try some. So he wrote
out “Sugar Blues™ with all the instruments in one key—
“and I almost died when I heard it.” But after more trial
and crror he started the band playing swing and established
a reputation that snared him a scholarship to Southern
Methodist University in Dallas as arranger for its Mustang
Band.

At SMU he was required to join the Navy's V-7 program,
which mecant he couldn’t major in the arts. It had to be
something “practical.”” So he majored in statistics and min-
ored in cost accounting. On the side. though. he played
trombone in the Mustang Band and arranged its music.
He directed several college shows and organized and led
the Varsiteers, an 18-picce dance band and vocal group that
soon found itself in demand for all manner of local func-
tions. Says Banner, who did all the arrangements, “Until
we found our own style. we sounded amazingly like the
big bands of the day—Miller, Dorsey. At least we hoped
we did.”

At the time Banner was in college movie theatres com-
monly included stage shows in their programs. Interstate
Theatres (a division of Paramount) was organizing sum-
mer tours for college musical groups and invited the
Varsiteers to join the audition in Houston. There Banner
ran into a forlorn sextette from Texas State College for
Women, who, thinking that Interstate was providing the
acts, had come without a single song or arrangement. So
he stayed up all night working up arrangements of “Italian
Street Song™ and “‘I Remember You.” He spent the next
day teaching the girls how to sing the songs and kept com-
plaining about one who was off-key. Ier name was Alice
Baird. In true story book fashion, she is now Mrs. Bob
Banner.

After his graduation from SMU in 1943 Banner served
in the Navy for three years, mostly as a radar and in-
telligence officer on the U.S.S. Kephart, a destroyer escort
that participated in a dozen landings and four or five major
battles. “It was,” Banner recalls with characteristic under-
statement, “a rather active ship.” At the war's end he
found himself, in the words of Bill Hayes, “a veal life
Mr. Roberts.” Orders called for the ship to come through
the Panama Canal to New York, and all the senior officers
were cither sick or wounded. Licut. (J. G.) Banner kept
radioing New York that there was no commander; New
York kept radioing back that Ze was commander—and
so he was, if only briefly.

Throughout his years at sca Banner spent every spare
moment listening to records on the radio and “making
arrangements that no one cver heard.” Ready to be dis-
charged, married and dead set on going into some (orm
of entertainment, he went to see Charliec Freeman. who
booked the stage shows for Interstate Theatres and had
been in charge of the college tours. Freeman set up an
interview with the brass at wraa, the NBC-affiliated radio
station in Dallas. The people there told Banner he couldn’t
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geta job without experience and suggested he rack up some
background by going to a school like the Radio Institute
at Northwestern, a summer program administrated by the
university and taught by NBC personnel. The people at
the Radio Institute told him he didn’t have enough back-
ground in radio to be admited and suggested he rack up
some experience by working for a station.

Caught in this vicious cycle and considerably depressed,
Banner enrolled for some summer courses in Northwest-
crn’s radio and speech department, thinking mavhe a
smattering of specialized study would improve his Tot. I
realized then that T had evervthing to learn and envolled
for the fall semester, t0o.” He fell in love with university
life that fall, and there and then made his decision to be-
come a teacher (“next to musice, teaching had always been
one ol my two or three big interests”).

Janner began working towards his master’s degree in
1946 and started teaching courses in speech, acting, direct-
mg and production the following year. In the summer of
1947 he was accepted lfor two month’s study by the Radio
Institute that had rejected him just the yvear before.

Department chairman Donlev Feddersen says “He was
an extraordinary teacher. He was highly creative and im-
aginative and had a talent for organization that T first
noticed when he was a student and eot other students
working with him on the college productions. T think his
abilities made it inevitable that he would eventually leave
teaching to go into television.”

But that’s getting ahcad of the story. Banner got his
master’s in the spring of 1948 and was still so set on making
teaching his career that he immediately started work on
his doctorate.  He had begun teaching more courses in
production, his favorite subject. and during that summer
attended the Fred Waring Music Workshop in Shawnee-
on-Delaware, a program under which educators were (and
still ave) invited to observe the Penusvlvanians at work.

AMBITION MADE ITS MOVE

Meantime, though. Banner had been feeling the first
stirrings of that yen to create a course he could call his
own. “At the time there was that new medium being talked
about. 'T'V. There were no networks yet, of course, but
a local station in Chicago. wsks (owned by Balaban &
Katz Theatres) was getting a lot of attention. The head of
the station, a Captain Eddy. announced an arrangement
under which people in radio could come in and obscrve.”

Through Feddersen’s recommendation, Banner was ac-
cepted as one of the observers. For two months he carried
coffee and watched other hands produce such programs as
Kukla, Fran & Ollie, news, weather, sporting events and a
good number of fashion and cooking shows.

Banner felt, however, that to teach TV he would have
to participate, not merely observe, so he applied for the
Upart-time” stage manager’s job with NBC’s new Chicago
station. “I had no idea.” he says now, “what T was getting
into.”

Since the job started during the university Christimas
break Banner had about a weck to figure out how he would
manage to work at the station, work on his doctorate and
teach his classes.  And for the first few days there was
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CLOSEUP: BOB BANNER continued

Television’s demanding

hardly time to worry about it. “At the time,” Banner
points out, “if a station didn’'t go on the air immediately
it would have to forfeit its license. So on my first day I
was given a paycheck number, a desk, four easy lessons on
how to be a stage manager and assigned to mv first show.”
This was a telecast of the Christmas services at the Great
Lakes Naval Training Station, and “we wound up tele-
vising more stagehands than performers.”

Meanwhile Banner found time to tell Feddersen about
the job. Feddersen thought it was too good a chance to
pass up, and since shows then were being aired in the
evening hours only, he arranged a schedule so that Banner
could teach classes in the morning and report to the station
in the afternoon.

Banner had been on the job a scant few weeks when
the station started a I5-minute ecarly evening show called
Gone But Not Forgotten, featuring Herbie Mintz singing
old songs. N BC, feverishly trying to fill its allotted airtime
under FCC regulations, was short of directors. Those it
did have weren’t experienced in music or vaviety. So
Banner was given the direction chores, though on the
books he was still a stage manager.

In late February there was a crisis: a brace of sporting
events had been suddenly canceled, leaving an hour and a
half open on Friday nights. Orders came from New York
to fill 30 minutes of it for three weeks with variety and
music, and as resident music/vm‘icl\‘ expert (he was still
a stage manager) DBanner was given the production job.

Program director Ted \[1]ls and Norman Felton, then
head director of the station (now executive producer of
MG television shows), were in charge. 'To host the show
Mills hired a local radio disc jockey named Dave Garroway.
Banner said, “This was the time the cable was coming in
and we began seeing all the slick shows from New York.
Dave and I watched the polished productions on the Milton
Berle show and our hearts sank.”

The station had one stage—a tiny aftair it used for cook-
ing shows. Although the plan was to give the program an
informality by showing the mikes and crew occasionally.
as at the Great Lakes Naval Training Station, on the
first Garroway show, “you could hardly see the performers
with all the stagehands and supervisors and backs of sets
that we showed on screen. On the second show the tire
on a mike boom blew out. It sounded like an explosion.
Dave handled the mayhem with great charm. At the end
of the third show, we were due to go off. The time had
been sold, as NBC expected it would be when it asked us
to produce something to replace the cancelled sporting
events.”

But the fan mail and favorable critical response prompted
NBC to reschedule Garroway-at-Large for Sunday nights,
and Banner stayed with it as producer for about a ycar.
He still had the title of stage manager and although he
served as assistant director on the (-arm\\‘ny show he per-
formed stage manager’s chores on other programs. Three
weeks before he resigned he was oficially made an assistant
director.

The string of events leading to Banner's resignation and
subsequent success in what he thought of then as “big-time
New York TV” began around Thanksgiving with a card

68

pace crowcded aside Banner’s academic ambitions

from Fred Waring asking him to come [or breaklast. Waring
was in Chicago for a 4-H Club convention and, says Banner,
“1 was completely puzzled when I heard from him. I
couldn’t figure out how he could possibly have remembered
me from the summer at his workshop. It never occurred to
me that he might have been watching the Garroway show.”

But Waring indeed had been watching and asked Banner
to come to New York to produce his new TV show. “I was
stagestruck (I still am).”” Banner says, “and T was absolutely
floored.”

[t was not as casy a decision as one might think. Going
to New York meant giving up the teaching that still fasci-
nated him and lc.nmu his doctorate, just 11 class hours
away from u)mplctmn in a sate of limbo (he later had
to forfeit it because “big time” television hooked him
so completely that he did not have time to complete it
in the time the university specifies) . But once again the
opportunity seemed 0o exciting to pass up and in January
of 1950 he joined Waring in New York.

Life in TV there wasn't any less hectic than in Chicago,
as Banner shortly knew well. During his two vears “nh
Fred Waring the Metropolitan Opela asked him to pr oduce
the pml(nm(m(cs ol “Fledermaus” and “La Boheme” which
were aired on the Ford Foundation’s Omnibus show.
Then he resigned from Waring to join Omnibus itself,
but in between managed to fd time to work for the
Milton Biow advertising agency as producer of Nothing
But the Best, a music/variety show featuring Eddie Albert
which Procter & Gamble was sponsoring as a summer re-
placement for the Loretta Young Show.

THE MORE THINGS CHANGE

While Banner was working for Qmnibus Garrowav's 1o-
day show was moved to New York and he had started doing
a halt-hour show in late night as well. As Banner recalls i,
“Dave called and asked me to come over and work on his
night show, which was about five weeks old. T said no, I had
enough to do on Omnibus and didn’t want to get involved
with a show that was on five times a week. But Dave 1s a
very persuasive fellow and 1 couldn’t resist. So there I was,
back working a 90-hour week, just like in Chicago.”

In 1954 NBC asked him 1o come 1o Hollywood to get its
color shows on the air and also to produce a batch of shows,
which included Producers Showcase, Frank Sinatra specials
and Wide, Wide 1World.

Banner's major Hollywood assignment was to produce
and direct the weekly 15-minute Dinah Shore Show, which
alternated with other TV newcomers like Perry Como. The
pace in Hollywood was like Chicago and New York, and
maybe then some. “NBC hoped Dinal’s I5-minute show
would be a forerunner of a big, full-fledged weekly music
'ariety show,” Banner recounts. “But Dinah was apprehen-
sive, so we went about it gradually.

“In the first year we had her do one 30-minute special
(for Chevy's 25th anniversary celebration) in addition to
her weekly I5-minute program. The next season, 1955, we
did two 60-minute shows in color, and the following year
10 hour shows, each time still doing the 15-minute show,
as well. It was like doing a series and specials at the same
time, a complicated schedule that meant a constant shifting
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CLOSEUP: BOB BANNER continued

of gears. But in 1957 we were that big full-fledged weekly
music/variety show that NBG wanted.”

When Banner's four-vear contract with NBCG ended in
1958 he organized his own production firm. He was still
living out on the coast. Al those years,” he explains, “cach
new show meant forming a new staff from the networks’
ranks.  Usually we didn’t know each other well, which
always makes working together more diflicult. 1 thought
I should work with people on a permanent basis.”

His fust two employes were Joe Hamilton and Julio Di
Benedetto. Bill Haves of Executive Business Management
took charge of the financial end, and Bob Banner Associates
set out with a committment to produce a Ginger Rogers
Show and one or two other specials for CBS.

I'hen he got the call to come to New York o talk about
taking on the six-week assignment o try to save the Garry
Moore Show. The six-weeks assignment has stretched 1o four
vears. Banner says, “We fell in love with the show, and when
the six weeks were up Isaid to Garry. ‘1 wish 1 could stav.””
“So stay, then,” Garry said. e did.

He is looking forward to starting work on next scason’s
Danny Kaye Show. Tt is not a new friendship. Banner was

General Motors, but the arrangement was terminated by
mutual consent.

Kaye. who had long resisted TV and then agreed to sub-
mit to specials only, “is a big challenge to any producer,”
Banner says, “because he is not just a singer or a dancer, but
an entertainer, and this is a rare breed nowadays.” Banner
had long been after Kaye to do a series. “I kept telling him
that there is more mental agony doing specials, where cach
bit of material has to be great, than a series, where at lcast
vou can make an occasional mistake. But he kept saying no.
‘Then. last month, after he signed for a series with CBS he
called me up. “Texas,” he said, ‘I've gone and done it.”

Home for the Banners is a three-story 60-year-old “typical
Hudson Valley” house in Irvington-on-Hudson, New York.
He and his wile have three sons, Baird, 12, a student at
Hacklev. a prep school in nearby Tarrytown, Bobby, 9, and
Chuck, 7, who both attend an Irvington clementary school.

Banner usually gets to Manhattan by 10 a.m.. and fre-
quently stays in town on business till 10 p.an., a schedule
that makes relying on commuter trains risky, so he drives.
Part of his business is keeping up with Broadway, and he
and his wile generally take in a couple of shows cach wecek.

The oflices of Bob Banner Associates on the 17th fAoor of
345 Madison Avenue are fairly large and some of the rooms
are still unoccupied. The space was taken “with room to

scheduled to produce one of Kaye’s infrequent specials for egrow.” Tt was a prudent move. END

UHF UNBOUND? [rom page 57

hand, leel that they can actually aid
UHF by feeding UHF signals from mai-
ket to market, expanding U coverage,
which is inferior to VIHEF anvway. The
problem and its seriousness need to be
resolved.

B \While not a commercial svstem,
educational television strongly affects the
future of the UHF spectrum. It is agreed
that the nation’s crowded school systems
can usc teaching by TV, increasingly as
the years pass and crowding in the class-
room grows. Giving a boost to ETV,
President Kennedy last May signed a
bill establishing a 5-yvear, $32 million
federal program 1o encourage construc-
tion ol educational stations.

Some commercial broadcasters, VHF
and UHFE alike, look on ETV with a
touch of trepidation. They see in it a
worthwhile venture vet one that is going
to use up precious channel allocations,
many of them suited [or commercial
operation. 'The FCC’s 1952 channel al-
location plan allowed 276 slots [or non-
commercial educational use, 92 of them
VHF reservations. At the time com-
mercial  broadcasters raised the roof
about this—ETV being a long wayv off.
if ever arriving.

Today there are 68 non-commercial
educational stations in operation. Educa-
tors say they will eventually need 1,000
outlets for a wide variety ol school and
community programming. Commercial
broadcasting expects to grow, too, and
has some fear about who goes where in
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the spectrum. Educational-cultural pro-
gramming may also loom as competition
for commercial fare.

The educational broadcasting groups
have supported the all-channel set legisla-
ton. ETV’s Tuture lies in UHF because
that is the only direction left in which
to expand. While -17 of the 68 ETV sta-
tions today lic in the VHF band. it is
only natural that educators want the best
outlets. (“Anv V' is better than the hest
U,” says Pat Callahan, executive assistant
lor network affairs of National Fduca-
tional Television. the group helping
program ETV stations.)

ETV has used up the best of its re-
served VHF channels but it has been
criticized for picking up onlv about hall
of them. Says Callahan of NE'T, “We've
activated every U reservation in major
markets. Nobody wants the rest, cer-
tainly not the commercial broadcasters.
They are out with the prairie dogs and
the Alaskan brown bear.”

E'TV needs the all-channel TV set as
much as commercial UHF does. NET
says Detroit’s educational channel 56 has
practically no audience at all, and prob-
ably won’t until all-channel takes effect.
In the meantime, and a long while alter,
educators are beginning to make use of
“open-circuit” stations, almost boint-to-
point communication ol the 2,000 mega-
cycle type, ideal for classroom and class-
room extension service.

@ Can UHF work in a metropolitan
center? The question was asked by the
FCC early in 1961. Last month it gave
its answer: ves. For a vear station wuny,
channel 31 New York, had operated as
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an FCCsupervised experiment in league
with New York City’s non-commercial
Municipal Broadcast System. Last month,
the test completed and called a success,
the station was turned over to Municipal
as wave-rve With it went $1.2 million
in FCC-purchased cquipment and the
distinction of being the most powerlul
TV swation in the world, licensed to
operate with an eftective radiated power
ol 890 kilowatts.

From the wunr test, measured by the
FCC at 5,000 receiver locations within a
25-mile radius ol the transmitter, engi-
neers corroborated what the Television
Allocations Study Organization learned
from UHF studies back in 1957 and
1958—UHF works as well as VHF up
to about 25 miles from the transmitter.
It begins to distort rapidly past 25 miles,
although Sevmour N. Siegel, director of
Municipal, cites the freak: womr was
picked up by a UHF viewer in Balti-
more, 200 miles away.

While terrain features are much more
critical in UHF than VHF, and the
channel 31 signal had trouble reaching
into some of the canyons of Manhattan,
FCC Chairman Minow said wong's suc-
cess in the most dificult reception area
of the country shows that “UHF will
work anywhere and paves the wav for
the growth ol commercial and noncom-
mercial TV.” (A critic may point out,
however, that back in 1950 the UHF
experiment of that day was KC2XAK, an
RCA-equipped and operated satellite of
the old wnsBT New York, located in
Bridgeport, Conn.  Broadcasters from
around the country went to see the ex-
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Political reporter for WWJ News, Ven Marshall kept on the heels of Michigan candidates
throughout this year’s grueling campaign—helped voters assess the candidates and the
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UHF UNBOUND? continued

periment in action, measured on 50 ex-
perimental UHF sets, much as they
flocked 1o wunr this yvear. UHF 1950-
1951 style, too, was called a success.)

High-band TV, with its “bugs” and
variations, has proved out technically.
It does work, best in level country and,
powered-up, among the skvscrapers. It
has been the economics of UHF, and
the ground rules under which it has
had to operate, that have dictated its
course.

Newton Minow has called the all-
channel Taw the most important accom-
plishment of his term so far as chairman
ol the FCC. Before Minow took office
in 1961. the Commission was leaning
toward an all-channel solution to the
UHF problem. Minow savs his first re-
action was that all-channel was not the
way. He sided with Commissioner Robert
I. Lee. the FCC's strongest supporter of
making TV an all-UHF svstem, on a
course of deintermixture, a policy then
haunting VHF operators.

“Later,” says Minow, "I thought better
ol it, reversed mysell 1o Fred Ford's
idea (Commissioner Frederick W. Ford)
ol all-channel as the long-term UIIF
answer. Both courses were unpopular.
All the alternatives are unpleasant but
all-channel is the least unpleasant.”

Chairman Minow, interviewed shortly
after the dedication of wxyyeTv last
month, agrees that the FCC's Sixth Re-
port & Order was the key mistake in
UHF's history. But he sces the all-chan-
nel faw as “eventually” bringing about
a hundamental change in the television
set-up as we know it today.

“The big problem facing the FCC at
the start of my term,” says Minow, “was
the shortage of television broadcast fa-
cilities. Hall of the country’s television
markets are served by only one TV
station. Deintermixture offers a cure for
a lew situations hut no national solu-
tion. It is an inconvenience to the public
in the markets affected and unpopular
politically.

“Our problem is to figure out a na-
tionwide TV service. not today or next
vear, but over the next decade or (wo.
It iy wrong that fewer and fewer people
decide what more and more Americans
are to see. The all-channel legislation
means  a second round of television
growth. In UHF there is greater op-
portunity for more local service, more
cducational service. And in anv talk of
pay TV, vou have to utilize UHF chan-
nels.”

Minow's big goal is [ull television serv-
ice in every television market, a vartety
ol programming choice for every taste.
“I would like to see,” he savs, “at least
five 'T'V stations in every market—a sta-
tion each for the three networks, an
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independent station and an educational
station.” In Minow’s eyes, most indepen-
dents and ETV’s will be UTHF outlets.

Minow sees the UHF station’s big
problem as programming. “The inde-
pendent groups today,” he says, “like
Westinghouse and Metropolitan, are do-
ing more programming on their own,
But there are only about 35 independents
mm the US.  Of them, eight are in
New York and Los Angeles. Program
producers have a market in only 29 aveas
outside these two cities. But UHF when
it comes in force can be a rich market
for independent product. And by the
end of the decade I think vou'll sce a
fourth network servicing the new UHF
stations.”

A strong point with Minow is “waste
in television.” He feels that TV today
seems to demand something different
every hour. “\ great deal of money.” he
says, “is spent on fine programming. It
is wasted if the programming isn’t re-
peated. I know that with more facilities
and more programming you run into
advertiser, union and economic problems
of all kinds il we accept the present TV
system. But vou have to work for the
ideal—public gain by choice. UHF can
bring special programming. appeal to
smaller parts of the audience, like FNI
radio is doing. T want to see a wide range
of service outside and inside metropoli-
tan markets. And it’s possible.”

One proposal advanced 1o speed along
the process would allow a VHF broad-
caster to acquire a UHF channel in the
same market, operate it commerciallv as
a separate station but with the proviso
that only a limited amount of program-
ming could be duplicated from the VHF
companion station, and that duplicated
programming would have to be put on
at different hours. Minow is known to
be svmpathetic o experimenting with
the idea, which would require suspen-
sion of the “duopoly rule” which pro-
hibits one licensee from having more
than one facilitv of the same category—
TV, AN or FNM—in the same market.

DUAL V-U OPERATION

The FCC had been considering this
proposal—a “pool” ol UHF frequencies
for existing VIHF licensees to permit
dual VHF-UHF operation by commer-
cial TV operators—belore the enactinent
of the all-channel legislation. Tt dropped
the idea as “wasteful of the spectrum’ in
the light of all-channel’s promise to open
up UHF on its own. Chairman Minow,
in concurring with the FCC’s decision to
go all the way with all-channel, did not
“foreclose” dual V-1 operation “in all
circumstances.”

Commissioner Lee, the UHF surong
man, dissented to the FCCG all-channel
order dismissing consideration of dual
VU operation. Lee, in ecffect, would
favor amy action extending UHF service,

December 1962




puzzle:

A group of guys and gals from WMAL-TV’s Sales Department,
working overtime on a knotty problem,* went to supper in a neigh-
borhood beanery. Their bill came to $12. (This was for food only;
no cocktails or other potables were served. These dedicated young
people wanted to keep clear heads for their clients.)

“Let’s just split it even all around,” came the generous offer from
the heaviest consumer in the group.

“Let’s not,” demurred the local Galahad. “If we men pay the two
gal’s share and then split it, it’ll only cost us 50 cents more apiece.”

How many men were there in the group? (No value judgments,
please. Treat the term “men” in its narrowest biological sense.)

The ability to make lightning calculations of this sort has enormous
practical application, so work this out on the back of an old res-
taurant check and send it along. A small but interesting prize will
come your way.

*Solve your clients’ problems without working overtime with WMAL-
TV’s widely discussed, widely watched, hour-long, daily 6:30 P.M.
Evening Report. Compiled by Washington’s largest, most experienced,
best equipped news staff, the Evening Report is a “must” for well-
informed Washingtonians, a great buy for well-informed sponsors.
Check H-R for current availabilities.

Puzzle adaptation courtesy Dover Publications, New York 14, N. Y.

wmal-tv

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

Affiliated with WMAL and WMAL-FM, Washington, D. C.; WSVA-TV and WSVA, Harrisonbhurg, Va.




UHF UNBOUND? continued

short term, long term and finally in the
nation going to all-UHF. In his dissent-
ing statement Lee said: “To foreclose
these possibilities [joint VHF-UHF oper-
ation schemes), while we are laboring to
alleviate our allocations shortages by
squeezing in substandard VHF stations,
is unimaginative and contrary to the
public interest.”

On the big question: Will there be all-
UHF television someday? Minow gives
the answer most broadcasters give—
“Who knows?” The federal government,
civil defense and the military have been
examining their broadcast needs for
years. 'They could use the VHF spectrum.
And under the heading of “national
security,” they could take it—moving
commercial television entirely to UHF.
(Although one network executive says
this: “There is one certainty 1 go to bed
with every night. If T wake up the next
morning and find the government has
moved to take over the VHF channels, 1
know that the pressure mounted against
it would roundly squash the attempt.”)

The fact remains, however, that the
FCG must consider the possibility of gov-
ernment services on VHF, and in con-
sidering, foster the expanded use and
health of UHF channels. “We just can’t
freeze the U.S. into a 12-channel tele-
vision system,” says Minow, “And now is
the time to change it. In ten years [rom
now non-broadcast radio may have taken
some VHF channels away from commer-
cial use. The FCC at that time will have
to re-evaluate the whole situation—tele-
vision vs. non-television.”

Even the UHF band is being eved for
non-commercial use. The manufacturers
ol mobile communications equipment
are currently urging the FCC to reallo-
cate UHF channels 11 and 13 to land
mobile usage. The mobile group claims
that their assigned frequencies are satu-
rated and that they need more space.
(Channels 11 and 15, ol course, are the
most desirable in the UHF spectrum.
I.ike low numbered VHF channels, low
U channels put out better signals. Pres-
ently there are five TV stations licensed
or authorized on channel 14, 11 on chan-
nel 15.)

The long wait is now on to see what
effect the all-channel receiver law is go-
ing to have on UHF expansion. TV re-
ceiver manulacturers, most ol them argu-
ing against all-channel legislation when
it was in hearings before Congress carlier
this vear, now go along with the law.
They will make all-channel sets, supply
market demand as it develops for UHF
right down to the April 30, 1961 VHF
set cut-oft date and then switch over to
all-channel sets only, beefing up the UHF
audience potential through the rest of
the 1960s.

TV set manufacturers, through their
industry group, the Llectronic Industries
Association, opposed all-channel legisla-
tion on the grounds that manufacturers
would be passing higher costs for all-
channel sets—about 119, or $30 more
than VHF only—on to the public, 929
of whom are not now being served by a
UHF station. EIA called it an infringe-
ment on the liberty of the buyer.

EIA, of course, had a point. Minow
has said that none of the alternatives in
fostering UHF are pleasant, but some are

More and movre producers think i’s a wonderful town, not just for visiting
but for working — for producing what they say TV needs most — the fine,
land-tooled program sevies that comes straight and unadorned, smacks of truth
and is peopled by full-blooded, belicvable chavacters.

New York’s comeback in the TV production field begins in this issue on

A special veport on
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less painful than others.  As long as
people watch television, and as long as
their old sets wear out, they will be buy-
ing new sets. Set manufacturers are as-
sured of a fairly constant market no mat-
ter what kind of set they put out. And
the higher price ol the more complicated
all-channels set should come down as
mass production and competition take
hold.

GOVERNMENT INTERVENTION

Another point in the all-channel order
is broader and perhaps even more basic.
Has government the right to dictate (0
industry what it can or cannot produce?
The all-channel bill had Congressional
opposition on this principle. A block of
90 House Republicans and  Southern
Democrats argued that the bill would
force a buyer to take a dual-reception set
whether he wanted one or not.

Chairman Minow notes the point. “I
agree with the general argument that it
isn’t right for the government to dictate
to industry what it should produce. But,”
he says, “in the case of the television
receiver manulacturers, it isn’t a toaster
in question, it’s a public facility.”

As far as the EI\ is concerned, the
all-channel opposition is now a dead
issue. Its receiver manulacturing mem-
bers are working to bring the law into
effect, engincering a 1965 model TV
receiver. (As sets are designed and put
into production well in advance of their
introduction by dealers, 1968 model sets
were in the works when the all-channel
bill became law. April 30, 1964 was set
as the cutoft date to give the receiver
industry a chance to retool and reorient
sales and distribution machinery.)

The present rate of VHF-UHF set pro-
duction is running about 8-109, of total
TV production, and many manufacturers
have noted a slight increase in UHF de-
mand since all-channel became law. E1A
estimates that out of a total factory pro-
duction of 6.8 million TV sets this vear,
close to 574.000 sets will be UHF recep-
tion-equipped (see chart, page 57).

Over the last 11 vears, the rise and
decline of UHF television is apparent
in TV set production statistics. In 1952
there were no UHF-capable sets pro-
duced. With the allocation freeze off
and UHF stations starting up in 1953,
set makers surged into UHF production,
made more than 1.4 million UHF sets,
2000 of total production, the UHF set
highpoint. Since 195% UHF set produc-
tion has tailed oft with the drop in UHF
station operation.  Last year UHF set
production was at its low point, 69, of
production. The new optimism develop-
ing for UHF this year, however, is re-
flected in a UHF production upswing,
estimated at 89 of total sets.

Set manufacturers have steadily had
to produce UHF-capable sets for the all-
UHF and mixed-channel markets. Sets
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have been of three kinds—VHYF sets al-
lowing “strip conversion,” V sets with a
“converter receiver” and [ull UHF tuner
sets.

Strip conversion involves routing a
metal strip through a VHF set to make
it capable ol receiving one UHF chan-
nel. Additional strips can key up to three
U stations. New strips are required if the
set moves to another market where an-
other group of UHF channels are oper-
ating.

In the converted receiver set, a con-
verter is added to bring in all UHF
signals operating in the area and to
convert each of them to an impulse suit-
able tor VHF reception.

While available since 1953, the missing
part in the picture has largely been the
UHF tuner. Installed in a set, it brings
in the 70 UHF channels. (,ouplul with
a VHF tuner and its 12 channels, an 82
all-channel set is realized. There is one
critical problem, however. Whercas VHF
receivers are equipped  with  switch
tuners, UHF receivers and converters
have continuous tuners. Hand tuning is
dithcult and can mean the difterence be-
tween a sharp picture and none at all. A
switch tuner clicking ofl all 82 channels
—U and V tuners now work independent
ol each other—will be the tdeal of the
future all-channel sets.

Color television poses no problem to
UHF conversion outside the basic of ex-
pense. The first color sets all had built-
in UHF as well as VHF wmners (1o catch
the expected growth of UHF broadcast-
ing) . They sold for $1,000. But to spur
color sales, and noting the lag in UHF,
the U tuner was dropped from color
sets, allowing for the needed drop in
price. All-channel tuners will again be
put back into color sets, with the added
cost, as in black and white, passed along.

UHF COSTS AND MANUFACTURE

The all-channel receivers are expected
to be priced from $20 to $30 above the
current prices for VHF-only sets. Many
new set owners, however, may have to
spend up o twice this amount fo
antenna installations. To the new all-
channel set buyer, UHF reception could
cost close to $100 more than what he
is paying today lor VHF-only. Manu-
lfacturers don’t like the prospect of pub-
lic complaint on the point.

But from here on out, as UHF mar-
kets open up, more and more produc-
tion will be in all-channel sets. The
major manufacturers all say that their
production of all-channel sets will in-
crease in proportion to the market for
them. And there is doubt if any manu-
facturer will jumyp the gun, concentrate
solely on all-channel sets hefore 1964,

R(“\ estimates that the receiver mar-
ket last month was running about 109
to all-channel sets. .An RC.\ spokesman
says the company’s own all-channel pro-
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duction was slightly higher.  General
Electric and Philco will not reveal their
own all-channel volume but they too
are probably running around 109, cur-
rently. A Philco executive did say that
the expected S30 cost difterential be-
tween VHE sets and all-channel sets may
vanish after a year of two ol mass pro-
duction and competition. He [leels that
these lactors “may drive price down (o
1962 levels.”

READY TO MEET DEMAND

[. C. Truesdell, president of the
Zenith Sales Corp., has said that Zenith
is ready now to meet any all-channel
demand, although he defends the April
1964 cut-oft date as a necessary time lag
in which to do “a good job ol engineer-
ing and field testing.” Along with this
Truesdell hopes that when all-channel
set production is in full swing manu-
facturers won't put inlerior tuners on
the market just to keep costs down.,

An Admiral Corp. spokesman says his
company “will wait until necessary” for
full scale conversion to an all-channel
set. Admiral, like most ol the receiver
majors, does make an all-channel set now
and, again like all ol the majors, all of
its VHF sets can be field converted to
UIHTF.  Admiral’'s all-channel set now
makes up 6-797 of otal production
volume. The company has seen no pick-
up in all-channel set demand recently.

Emerson Radio & Phonograph Co. also
notes “no noticeable increase” in its all-
channel set markec since  all-channel
legislation became law. All-channel sets
make up about 159 of Emerson re-
ceiver production. The company will go
to lull all-channel production “as soon
as leasible.”

Svlvania  Home  Electronics  reports
that its UHF receiver sets make up about
200 ol sales, a high figure. .\ Sylvania
executive says that the company saw a
marked demand for UHE equipped sets
in 1961, a continuing increase this year.

Magnovox  reports its all-channel
sales as currently running 189 of pro-
duction. Olympic Radio & Television’s
estimate is 109

Theodore Buchter, assistant to  the
president at Olympic, says that over the
years Olvmpic's UHE set production has
run about 59 a year. Since the passage
ol the all-channel  legislation it has
jumped another 597, “Demand comes in
spurts.”’ says Buchter, “and on an iso-
lated basis. When a U station starts up
it olten changes the complexion of
market. When KyMEeEX went on the air in
Los Angeles earlier this year it created

good all-channel receiver demand in
Southern California. Situations like this
have made a difference.”

While the new all-channel law does
not rule out VHF-only set production
entirely, it does limit VHF sets to intra-
state sale only. But Buchter feels that

THE DOMINANT VIEW IN
THE NATIONS lAHIiESI

A

The Scranton-Wilkes Barre market . . . Third
Iargest in the Third Largest State . . . from the
area’s highest tower, WDAU's dominant position
is established beyond all doubt.

It's a fact . . . when you buy WDAU-TV, you
buy consistent ARB leadership and extraordi-
nary coverage that includes the world's largest
Commurity Antenna (Cable) Television coverage
of 130,000 homes as a plus.

But tnere’s more to a WDAU-TV buy . . . a
feeling of community acceptance . . . for WDAU-
TV represents the pulse of Central and North-
eastern Pennsylvania community life.
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UHF UNBOUND?

confimued

“no one will mess around with it ex-
cept possibly marginal  manufacturers.
We could market a V set and undersell
our competition in New York State by
330, So could Admiral and Zenith in
Hlinois, Packard-Bell in California. But
our whole production will he geared 10

’

litting of the famous “Ireeze.

So said FCC Chairman

geared for a quick UHF tuner change-
over. We will all be forced to work to
the cut-off date.”

‘There is a question or two about the
public’s appetite for the all-channel set.
“Most people don’t even know what it
i, says  one manufacturing  man.
“I'hey’re satisfied with their present sets
and if they do want to see a local UHF
station, they would probably just as soon

They catch on. All-channel will get its
spurt when it’s played up more actively
in the consumer press and in advertising.
Also when UHF stations and good UHF
programming become more available.”

There is nothing to stop a manu-
facturer from developing its own UHF
tuner or combination U-V tuner now
instead ol waiting for tuner suppliers to
catch up, but it does look like VHF-

new ()')I)()Y—

THE UNPLEASANT HISTORY OF UHF TELEVISION: LONG WAIT FOR EQUALITY

“We are at a new frontier in the ether .
tunities for fame and fortune. . . .”
Paul A, Walker in April 1952 announcing the imminent
Since September 30, 1948 the

munications Subcommittee, chairmanned by Senator Charles
L. Potter, began hearings on the UHF problem.  (The
first ol many to come.)

There were suggestions rang-

FCC had shut down its TV licensing lines, closing out ac-
tion on the clamor for new TV stations. The move was
made to study the effects of the “troposphere” on TV trans-
mission (the technicality). But as the FCC was under ter-
rific duress to grant new licenses, time out to consider re-
allocation ol the TV spectrum was also thought necessary
(the practicality) .

It all took 43 months, time in which much of the U. S.
went without TV service.  The reallocation plan delivered,
the FCC's Sixth Report and Order, was to ensure “healthy
economic competition” among TV stations. UHF channels,
1,436 of them, were intermixed with 617 VHF channels.
Voand U would be treated as one national service. In July
1952 the new station grants started 1o roll. By mid-August
the FC.C had 151 applications for V stations, 805 for U sta-
tons.  (And by June 1933, 46 V and 15 1 post-thaw sta-
tions had started operation.)

Within the FCC there was opposition to the allocation
plan. Commissioner Robert F. Jones was a complete dis-
senter. He felt that V" operators were getting a greater break
in station coverage, greater competitive protection. Com-
missioner Frieda B. Hennock also dissented. She felt that
the FCC should have limited VIF maximum power more
than it had so that UHF stations could compete properly.

But television was again rolling. Set manufacturers were
racing to keep up with UHF set demand. But U stations
were finding it rough going. They didn't like the “caliber”
of network afhliation being offered them. They didn’t like
the better signal coverage of the V stations, skimpy billings,
the quality ol UHF receivers. By April 1953, 67 permits
for post-dreese stations had been returned to the FCC, 12
Vs, 55 Us.

Pressure began building up for Senate hearings on UHF
problems and FCC action. In Mav 1953 the Senate Com-

ing Irom government loans to U operators to dropping the
1097 excise tax on U sets to {reezing new VIIF allocations
to deintermixture to shifting television to all-UHF. On the
other hand, there was the suggestion that UHF operators
were just poor businessmen and managers. The FCC said
UHF needed short range not long range help.

And so it went, various FCC commissioners delending or
damning the 1952 allocation plan. VHF operators, as
the UHF hearings took on the appearance of a full redress
ol "I\ grievances over the entire industry, jumped to their
own defense, pointed to their own initial financial losses.
The Uhra High Frequency Assn., formed to “protect and
enhance™ UHF, plugged for its side. V operators and con-
gressmen and senators of various leanings plugged for
theirs. The National Association of Radio & Television
Broadcasters (now NAB) pulled its hair.

The hearings, nearly 2,000 pages long, came up with a
lot ol suggestions, no firm course of action. Potier’s com-
mittee, a vear later, recommended elimination of the UHF
set excise tax (which never came to pass), a study of alloca-
tions by “outside experts” and continued work between the
Senate and the FCC on solving the UHF dilemma. (The
FCC Tater in 1954 did go 1o considering new UHF appli-
cations on a case by case basis.)

With the opening of the 8tth Congress in 1955, a probe
ol the networks and the UHF problem, started in the sum-
mer of 1951 by Senator John W. Bricker, chairman of the
Senate Interstate and Foreign Commerce Committee, fell
to Senator Warren G. Magnuson, who succeeded Bricker.
Magnuson released the Plotkin Memorandum (prepared by
Harry AL Plotkin, committee counsel) and the Jones Re-
port (by former FCC Commissioner Robert Jones, now an
attorney trying to vindicate his dissent against the 1952 allo-
cations) . Both reports hit hard at the networks and the
UHF problem.

all-channel. There’s not much sense in
going into limited work on V sets.”
Olympic’s own full switchover to all-
channel sets will not be much before
the April 30, 1961 cut-off date. “And
despite rumors of some manufacturers
jumping the gun on all-channel sets,”
says Buchter, “no one can right now
because there are only three tuner manu-
facturers in the U. S. And they are not
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get an adaptor on their VHF set to
bring it in. That’s what they’ve done in
New York, those who have wanted to
see channel 31.”

Another view from the advertising
manager of a receiver manufacturer:
“The all-channel set is like anything
else—when it becomes compulsory to
have, people will get it. It's like dish
washers, clothes dryers and safety belts.

only will be around for another year
and a hall—and well into 1964, Manu-
facturers are being permitted to work
out of inventory past April 30, 1964.
They can produce full force up to the
cut-oft and sell past it. Many in the
industry look for strong merchandising
on the part of dealers in 1964 with sales
and discounting on “outdated” VHF the
rule rather than the exception, despite
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“mew” UHF-VHF sets coming on the
market.

Another market perking up lor broad-
cast equipment manulacturers is UHF
transmitting equipment. ‘There is no big
surge vet (along 1952-1953 lines when
the bloom was on UHF), but both RCA
and General Flecuric, the leaders in the
equipment ficld, sce the all-channel
legislation benefiting their business -

the UHFE rush, GE about half as many.
As U stations darkened, partly paid lor
transmitters had to be taken back, the
paper held on them worthless.

GE, carly in 1935, having supplied
the equipment on $5-109, of the 111
UHF stations then operating. even tried
a high stake move to protect its UHF
investment. In partnership with Na-
tonal Telelilm Associates it formed Na-

educational TV broadcasters in  the
works also, the UHF broadcast equip-
ment market is beginning to feel the
stimulating  eflects. Based on RCA’s
broadcast equipment delivery schedules
for 1962, RC.\'s broadcast and com-
munications products division vice presi-
dent C. H. Colledge predicts that his
divisior will show a five-fold sales in-
crease in UHF pansmitters and a three-

The Plotkin Memo proposed “selective deintermixture,”
and the FCC began giving it consideration—working cither
1o make selected markets all U or all V. FCC staft chiefs,
meanwhile, with no success, recommended inother “lreeze”
on VHF licensing until the UHF problem was ironed out.

In 1955 three possible solutions to UHEF's ills did present
themselves out of all the talking: moving TV into all-.UHF
(theoretically possible but not practical), deintermixing
(possible but only in a limited way because so many sta-
tions were already on the air) and all-channel receivers
(long range but perhaps the easiest ol the three alterna-
tives). The deintermixture idea had the FCC nod.

By 1955 it was very clear that something had 1o be
done for ULIF. Ts track record, without going into any of
its various problems, was evident at a glance. 1952 SIX
UHF stations on the air: 1953—121 stations: 1954—117
stations: 1955—101 and going lower. UHF aathorizations
were being surrendered faster than they were being issued.

In August 1955 the network and UHF probes were
shelved until 1956 for study by the Senate and the FCC. In
January 1956 the probes were still bogged down, although
the Senate did put into the works a plan of action of its
own for the reallocation of TV. 1t authorized an ad hoc
committee of engineers, asked it to devise and submit to
the FCCG a national TV allocation which would cure the
disorders in the Sixth Report. By this time 152 UHF sta-
tions had opened to operate. But only 99 were left, 1wo-
thirds of them operating at a loss.

In March 1956 there were more Senate hearings on
UHF. The senators were told by the U broadcasters that
this round of testimony could be their last unless something
was done soon to relieve their plight. Through 1956, de-
intermixture was the kevnote of the FCC. Tt was choosing
markets, and by February 1957 had voted to delete the
single V's in Fresno, Calif. and Evansville, Ind.

In January 1958 the FCC had a new item to look into.
pay TV, and the Senate began investigations into network
practices that took the energies of almost everyone. Senator
Magnuson, however, seeing that the Senate Commerce
Committee’s five-year study of TV was not getting any
lighter, began prodding the FCC for some reports on its
steps to solve the UHF problem.

In March 1959, after two-and-a-half years of investigation
by the Senate-assigned engineers, the I'elevision \llocations
Study Organization fmally reported that UHF TV cannot
compete with VHF television—a final confirmation  of
what practical experience had shown since 1953, The
TASO report made no recommendations, but it indicated
a4 condemnation ol a mixed UHF-VHF allocation.

The FCC pushed deintermixture in 1960, saw its initial
cases into the courts and began planning for an all-out
attack for UHF in 1961, Last vear it proposed the deinter-
mixture of eight cities to all-UHF plus a range of other
steps—dual operation in both VHF and UHE lor those
already broadeasting in the V band, easv UHF channel
application—intended o whet broadcasters’ appetites lor
the high band. Scemingly attacking the problem from all
sides at once, the FCG had earlier in 1961 trotted out its
all-channel receiver legislation. which wasn’t given much
of a chance ol passing Congress.

Many members of Congress birterly attacked the FCC's
deintermixture plans, and while some still frowned on the
all-channel legislation, it did seem an easier course around
[rightened VHF broadcasters and their congressmen.

Called to testify before the House Commerce Committee
last March, FCC Chairman Newton N. Minow urged separa-
tion of the two issues. He described the all-channel set as
the best method of achieving a Jong-term goal, and the
deintermixture proposal as a step being considered as a
short-term solution in a few areas.

Representative Oren Harris (D-Ark.), chairman of the
committee, laid the groundwork for a compromise in asking
\linow if the Commission would postpone deintermixture if
it got the legislation requiring 82-chunnel scts. T'he answer
that came: get us all-channel and we’ll call a halt on de-
intermixture. The FCC was glad to get half a loaf.

The “do something” order of Congress on UHF teleui-
sion has been carried out. The all-channel law was enacted
last July. Since then there has been a ripple of new applica-
tions for UHF outlets. All-channel set production, which
becomes law after April 30, 1961, is already edging up.
VHF broadcasters, for at least five vears, are safe from
deintermixture. And the wait is on to see if all-channel
is really the solution to one of television’s biggest problems.

mensely. If and when the new UHF sta-
tions come, it will be new business for
the equipment giants.

RCA and GE, ol course, haven’t vet
erased the memory of third-degree burns
received in the early days of UHF
television when they, along with Du-
Mont, cranked up to supply the demand
for UHF (ransmitters. RCA sold 80
wansmitters in the first two vears of
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tonal Afliliated Television Stations Inc.
as a salvage operation lor floundering
stations. NATS was to supply program-
ming, sales machinery, management
counsel and even financial help—cash
loans from GE, deferred film rentals
from NTA. It didn't help.

With the all-channel receiver as the
carrot out before mew UHF station
prospects, and federal financial aid for

lold increase in UHF antennas this year.
Last year's sales are probably a narrow
base to project on, but the sales curve
is at last going up.

Since the advent of UHF television,
the equipment manufacturers have con-
tinued to improve and expand their
line of UHF equipment. The UHF
signal. being inferior to the VHF signal
beyond certain distances, has to have
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UHF UNBOUND?  continued

“Deintermixture is our only salvation” . . . “all-channel is only « nod, a bone”

powerlul transmitters and antenna SYs-
tems behind it. The FCC permits U
stations up o a maximum of five mega-
watts ol eftective radiated power. Only
one UHF station, wssr-1v South Bend,
Ind., now has a five megawatt antenna.
Powering-up is costly, however, and
many UHF operators can’t aftord i1,
doubt anyway that it is the answer (o
matching VHF competition,

The cost of UHF equipment is only
slightly lower than VHF ecquipment, no
break for the handicapped U operator.
RCA’s UHF transmitters run from about
$39,000 for 1 kilowatt 1o about $178,000
for 25 kw. RCA’s UHF antennas range
from $3,500 for low gain (o $93,000 for
high gain.

A\ sore point with UHF broadcasters
is not so much the high cost of original
equipment that everyone is faced with,
but high power operating costs includ-
ing parts replacement, UHF operators
just don’t get the mileage out of their
transmitter power tubes—the Klyvstron

that VHF operators do. Thev go fast,
and cost S$7,600 apicce in 25 kw,

wxve-rv, the new New York UHF
outlet, according to Municipal Broad-
casting’s director Seymour Siegel, will
take $150,000 a year to operate. And this
is purely physical cost.  Power alone is
$32,000 annuallv, “double the cost ol
a comparable VHE station,” says Siegel.

SHORT TERM AID

Among the present UHF broadcasters
themselves, there is no complete agree-
ment that the all-channel receiver law
is the best step possible in their behallf,
They generally see it doing long-term
good, but many of them want short-
term aid ol the kind represented by de-
intermixture.  Naturally enough,  the
mixed-market U’s [avor deintermixture.
The all-U markets not bucking VHF
competition see all-channel for the wid-
est good, suitable 1o their position.

William L. Pumam. president and
general manager of the Springfield TV
Broadcasting Co. (running the all UHF
string of wwrp Springficld, wrrr Green-
ficld and wwor Worcester, all Mass.),
feels that both deintermixture and all-
channel are good steps. He sees the all-
channel Taw swinging more people into
UHF.  “All kinds ol people are trying
to get into the game. All the opportunists
who have held back waiting to see how
UHF goes are now coming 1o life, look-
ing for CP's.”

Putmam heads the Committee for
Competitive TV, the last remaining of
several groups that have tried to stimu-
late the acceptance of UHF over the
years. CCTV has 20 members. “Trying
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to educate the public o the need for a
more competitive system ol TV is an
expensive business,” savs Putnam. “We
don’t have the fat o get very far.”

Putmam’s key station, wwre, is an
NBC-TV affiliate. On making money in
UHF he is optimistic. “We have a S700
rate card and run four hours a day ol
pretty expensive local live programming.
I make a profit on it. But T look around
these hills and see big rate cards, bigger
ones around the country—S$2,000, $3,000,
S4,000 cards. If T can make a profit on
a S700 card, everyone can do i

Away from Boston's V' stations, Put-
nam is in lagely UHF territory. In
Pennsylvania, Robert M. Stough, station
manager of wssa-1v York, the oldest con-
tinual-operation UHF station on the air,
is troubled. He favors deintermixture.

“We've been thrown a bone with the
all-channel  law,” says  Stough.  “The
measure will not resolve our problem.
We are dominated by a large VHF in
our backyard [wear-ry Lancaster] which
can cover miles and miles. 1 may be
seven years before all-channel does any
good for us.”

Stough feels that a UHF station has
to be in an all-UHF market (o exist com-
fortably.  “Advertisers don't want 1o
listen to us because we have no com-
parable numbers to match wear-rv, But
two vears ago we resolved our problem
by formulating a three-station buy called
the Keystone Stations. In league with
wib-rv Harrisburg and wiviery Leban-
on [both UHF], we go alter national
business, merge our coverage and sell as
one huy. Individually we'd stand no
chance.  Together we can survive.

“But deintermixture is our only salva-
tion,” continues Stough. “All-channel is
only & nod. And iC’s been said that in-
creased power for UHF is a way (o com-
pete with VHF. But I don’t believe
power is the answer. We can go to 5
megawatt but a transmitter in this range
comes at a fantastic price. You would
spend up to the hilt to get on the air
and vou may still not be equivalent to
your V" competition. The concept of the
U station is local, a community serv-
ice. If you boost vour coverage with more
power you're getting away [rom local
service into regional service. Right now
we wouldn’t think of going to 5 mega-
watts to send our signal into places that
don’t even have UHF sets. The cost ol
promoting UHF and our programming
in new areas would be more than we
could take on.”

On the subject of power, Fred C.
Mueller, vice president and general man-
ager ol WEER-TV Peoria, Il says, “The
FCC higher power okay is an effort 1o
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make the U station competitive with the
Vistation. It doesn’t work. The engincer-
ing costs of a U are higher than a V's
for the same amount of effort. I1f a V
and a U exist side by side in a market,
and the U powers-up, and if by some
[reak of nature achieves coverage equal
to the Vs, the nature of the U's operat-
ing cost will give it a smaller profit re-
turn,

BOOSTED POWER

“Boosted power may be an answer 1o
VHEF competition,” Mueller goes on
“but 1t iy not a totally satisfactory
answer.” Mueller also makes the point
that a U in a VHF market has to [face
the fact that it may be the better run,
better managed operation from a busi-
ness standpoint, vet it loses out to un-
cqual competition, better facilities.

Mueller’s pet gripe seems to he UHF
coverage and the ad agency. werk-1v is
in an all-UHF markee and doing well,
but, Mucller says, “‘even now we could
hope that the buying fraternity would
throw away its slide rule and look at
markets for what they really are.

“Peoria used to be the 77th ranked
market in the U, S, But because we can-
not go out from Peoria with our kind ot
signal to cover more people, other mar-
kets have come up on us. We are now
80 something. Tulsa, for instance, used
to rank neck and neck with us. Today
it is 5lst ranked thanks to its VHFEF
operations. Tulsa’s V signals go out to
cover more people and yet, when you
look at our market statistics side by
side, our populations  buy very much
alike. Markets are made by coverage and
the UHF marker just doesn’t stand up
as well, by the numbers, as the VIIF
market, cven il their consumer char-
acteristics are the same.”

Mueller believes that if deintermix.
ture had gone on it would have been
the best possible answer for UHF ills.
He believes that in time UHF channels
will find wakers but that UHF, “by the
nature of the beast,” will never send
its signal as far as VHF “and people
sitting out of our coverage area with all-
channel sets still won’t be able to get
us. All-channel will not help this situa-
tion.”

Robert W. Mack, general manager of
wiMA-TV Lima, Ohio (single station mar-
ket, three network affiliation), feels that
the all-channel law is the “ultimate”
UHF solution, although he sees it taking
many years to affect intermixed markets.

Mack’s immediate concern is for the
technical quality of the new all-channel
set tuners. “T'uners for UHF haven’t
been adequate,” says Mack. “If they ever
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- WMAR-TV...
A CALM,

CLEAR VOICE

“..THIS IS A
CHANNEL 2 EDITORIAL...”

Community problems that call for calm scrutiny,
clear exposition, and pungent independent conclu-
sions are examined following these words on Balti-
more’s Channel 2.

WMAR-TV’s editorial department searches
deeply into the reasons and motivations that create
these problems, illustrates them graphically, and
offers reasonable solutions.

Here are a few recent topics:

“FOR KICKS” —a study of juvenile vandalism.

“FUTURE OR FRUSTRATION”—a study of
Baltimore’s Friendship International Airport and
its future in competition with the new Dulles Inter-
national jetport.

“SIGNAL F”—a study of the reasons under-
lying the growing sociological phenomenon of
assaults on policemen.

“ISSUES ’62”’ —a widely praised explanation of

the 25 issues and questions
on the Baltimore City e
ballot last November 6th.

When WMARyland needs information and
advice, the calm, clear voice of Channel 2 supplies
clarity and logic . . . another reason why

In Maryland Most People Watch

WMAR-TV@

CHANNEL 2—Baltimore 3, Maryland

Represented Nationally by THE KATZ AGENCY, INC.

For Against

QUESTION Nuo. A

School Loan

Ordimance Ne. 12%0 to authorize the
Mavor and City Council of Baltimore
to borrow, not to exceed 15000000, to
acquire property in Baltimere City and
thereon or on other City property, con-
struet, reconstruet, add  to, improve
modernize and equip new  or existing
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UHF UNBOUND? continued

get the receiver dial down to the point
where they can be tuned like the present
VHF-only tuners, this will be a big step
up for UHF.”

For David M. Baltimore, general man-
ager of were-Tv Wilkes Barre, Pa., re-
action on all-channel is something like
too little, too late.  Baltimore feels that
UHF “would have a better chance if
deintermixture was carried out and if
the all-channel law had been passed a
vear before it was” Baltimore would
have liked to have seen both measures
together, “one for immediate help, the
other backing up. We've lived too long
under second class citizenship,” he says.

Noting that most UHF failures have
come in mixed U-V markets, Baltimore
feels that “in 999 of the cases a U has
to be in an alllUHFE market” to get by,
to develop itself  “without  whatever
stigma a U or a Vomeans in front of a
title.”

George |. Mead, president of wsrr
Erie, Pa. (competing with a VHF in his
market), finds it difhicult to decide what
course the FCC should have followed on
UHF. “Only time will tell if its decision
for all-channel was the right one,” says
Mead.

The wser president would have liked
to have seen one point covered in the
all-channel law that is not now included:
the recommendation that the federal
government waive excise tax on the
manufacture of all-channel sets. “This
would have had the effect,” says Mead,
“of making the sets comparably priced
with VHFE sets.” Right now Mead hopes
for better UHF receivers than are on
the market currently. “Manufacturers,”
he says, “through no fault of their own,
had no previous incentive to make better
UHF sets. They put little money into
UHF research. But ultimately I believe
people won’t know the difference be-
tween U and V. Right now the difference
attributed to UHF doesn’t affect most
people.”

Mead feels that the UHF station's
biggest problem today is getting circula-
tion in intermixed markets. “U’s in all-
UHF markets are doing handsomely,”
says Mead. “‘Advertisers have to use
them if they want the market. In inter-
mixed markets, the U can hurt because
the advertisers buy the largest circula-
tion, and the V stations offer it.”

Historically, the UHF stations in in-
termixed markets have hurt for advertis-
ing. National advertisers pass them up
on a spot basis, they may do all right
on network, if they have the affiliation,
and they may do all right on a local
basis, provided there are enough local
merchants with money to spend on TV.
(Low UHF rates help here.)

In one deintermixture hearing last
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vear, testimony from a station represen-
tative revealed that a California U had
seven national advertisers in 1961, only
five others back over the previous five
vears. The rep further testified o the
station’s “nominal” billings, its unprofit-
ability to the rep firm and the necessity
to offer rate concessions. It’s the story,
unfortunately, ol many U's.

One New York station rep handling
several UHF stations says there are few
problems involved in representing a sta-
tion in an all-UHF market. The U's
rates here are commensurate with its cir-
culation. Whether a U station (or a V
station) is a profit or loss to the rep de-
pends on the amount of dollar volume it
does. V's generally draw more money
because they give more coverage.

If the all-channel receiver law succeeds
in fostering more UHF stations, the
agency timebuyers’ job will become more
complicated, but according to reps, it
will create no great problem as long as
the broadcast services are measuring.
“Advertising is guided by ARB and Niel-
sen,” says one rep. “And markets are
still markets whether two stations or five
stations are operating. If an advertiser
wants coverage maximum, he buys the
station that gives it.”

Deintermixture, according to another
representative, just equalizes the business
done among stations, although the
amount of dollar volume going into the
deintermixed market may be lessened
because, without the VHF, station reach
is lessened.

DEINTERMIXTURE-DEVALUATION

Deintermixing, to this rep, is in eflect
“devaluating” a market. Among two
s and a V, the V is doing more volume
than its competition. When it’s converted
to a U its reach is lessened and its rates
come down. If advertisers use the mar-
ket as before they are paying less for it.

Harrington, Righter & Parsons’ Art
Illiot points out that UHF stations are
not alike, however—not equal all the
time. In all.lUHF markets they split
audience up differently. And, Elliot
says, for the national advertiser, one or
two VHF stations sharing a region
with a cluster of U’s means a lot of
service—if he wants it and can afford it.

“UHF stations exist in mixed mar-
kets,” says Elliot, “because they can sup-
plement a VHF station and at a low
cost.  Most national budgets in south-
eastern Pennsylvania go to wearL-tv, but
the area’s U’s are often used as support.
s can also do well by national adver-
tisers when the VHF station in demand
is sold out, not uncommon in the mixed
markets.”

Elliot feels that the real strength of
most U stations lies in their local busi-
ness, “they usually do better in this area
than competing V’s.” The U offers the
local retailer a buy he can afford, little

or no waste circulation, perhaps even a
brighter home picture within the area it
covers.

Elliot seems to have some misgiving
abouwr the all-channel law and its effect
on ULHF stations. He feels that il it
does increase the number of U stations,
it would not only make the agency buy-
ing job more complicated, it would also
not do much for UHF business. “Adver-
tisers will still buy the better-coverage \
stations.”

On Fred Mueller’s argument of cover-
age being dictated by what a market’s
buying power is rather than the number
ol people a station is able to reach (he
compared Peoria and Tulsa), Elliot says,
“Tulsa wins out because advertisers buy
TV markets, not metropolitan markets.
They buy people and VHE in Tulsa
reaches more of them. Peoria may be just
as big as Tulsa but that’s the way advertis-
ers buy—and it’s not going to change.”

For the rep handling a UHF station
the job is difhicult. It does less volume
than the average V yet the rep has to
put in as much work on selling it, maybe
more for he faces more advertiser resis-
tance.

Network afhliation is a vital aid for
UHF stations.  Not only do they need
the programming for audience appeal,
they need the adjacencies for selling, and
they tuke almost the full nerwork line-

depth perception:
the facts as seen f

through our eyes <

Hundreds of satisfied clients in
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Blackburn’s clear analysis of the
facts on changing markets before
entering into a media transaction.
Protect your investment, too,
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& COMPANY, INC.
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UHF UNBOUND? continued

1 fourth all-UHF neticork?

ups.  Lean, hard and low on staff, the
average U has to keep overhead down.

‘The networks today are afhliated with
82 UHF stations, many of them shared.
ABC-TV has 32 UHF athliates, CBS-TV
23, NBC-TV 27, Where a U fills in
needed coverage, a network will use it
(One network man, however, indicates
that it is sometimes a case of doing “a
favor.”  He says one of his network’s
southern U's “should fold.” But as long
as it hangs on, “we’ll feed it program-
ming.”)

Over the UHE years, the networks
have been criticized by many UHF oper-
ators.  In 1953 and 1951, when the new
[s were meeting their initial setbacks,
the cry was against the networks” failure
to afhliate with more U stations than
they did, plus the networks’ continued
athliation  with  VHEF  stations—even
though theyv often had to share a V athli-
ate with a competing network. .\nother
complaint was the U's inability o get
live network programs, even though a
coverage arca Voafliliate couldn’t carry
the programs except on a delaved basis.

Most of the complaints  centered
around CBS and NBC. ABC, in late on
its pick of afhliates. had 1o turn 1o UHF
athliation where it could.  The fourth
network at the time, DuMont, was trying
to build itsell up into competition with
the majors. It also had 1o go heavy 1o
UHF afhliation, most ol it shared with
other networks.

SMALL MARKET UHF PROBLEMS

Belore a Senate subcommittee investi-
gating UHFE problems carly in 195,
Frank Stanton of CBS testified as to the
troubles involved in small market UHF
afhliation: “While some stations in ma-
jor markets form a basic required group
which an advertiser must buy [belore the
end ol the network must-buy practice],
this group obviously cannot include sta-
tions in smaller markets. For the latter
type ol station, the advertiser has an op-
tion ol picking any one or more. In
order lor an afhliation with such an
optional station to ripen into any pro-
gramming or economic return for the
station, there is still the not inconsider-
able problem of getting the advertiser to
order that station.”

What Stanton was sayving, ol course,
was that advertisers as much as networks
camie into the making of UHF afhlia-
tion. Nevertheless, in November ol
1954 CBS-TV announced its Extended
Mirket Plan, a new afhliate formula de-
signed 1o extend network TV service to
small market stations at low prices.

CBS would afiliate with the smallest
market station so long as the station
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Possible but, “icho’d have the money to operate it?”

rate was consistent with the actual circu-
lation delivered and the station coverage
did not seriously overlap that of other
CBS afhiliates. NBC-TV (ollowed up with
an announcement that it had a similar
plan already in operation.  ABCTV
and DulMont said they were studying
similar plans.

Like almost evervihing else done to
help UHFE. the various plans seemingly
had Little eftect. Even the networks” own
UHLE ownership intentions were a bust.
In addition to five VHF stations, a
broadcaster is allowed to own two UHF
stations, and back in the mid-1950s, GBS
and NBC each bought two UHF stations
for oRo’s.  CBS bought wner Hartford,
Conn. and wxix Milwaukee. NBC ac-
quired woxg-1v New Britain, Conn. and
wiUE-TV Buflalo.  All lour stations were
eventually sold for a basic reason: They
were not delivering as large an audience
in their markets as rival Vs, a sad fact
for an o&o to lace. CBS and NBC had to
go to V afhliation m these markets and
scrap their UHF swategy.

CBS-TV is now making a new UHF
athliation move. The network had been
sharing primary afhliation with NBC-
TV on wear-tv Lancaster, Pa. weAL-Tv,
however, hasn't been clearing GBS pro-
gramming too well and GBS decided 1o
look clsewhere in the area to strengthen
itsell.  On January 1 it lines up with
the three jointselling UHF's, wne-1v
Harrisburg, wssa-1v York and wroyi-mn
Lebanon. Al are shared affiliates but
will program alike with CBS leed. wear-
v goes exclusively with NBC.

Il a network needs coverage in a
certain market and it has the choice of
afiliating with a U or a V, the V usual-
ly wins out—its coverage is better. An
NBC stations’ man, however, says that
while the kev is coverage, in certain
instances a U mav ht the scheme of
things equally or even better than a V.

The networks” kev station relations
men all feel that all-channel receivers
will ultimately open up more UHF sta-
tions around the country.  Can the net-
works use them as affiliates®>  This is
another question. Savs an NBC man.
“We cover 999, of U.S. homes now. 1
can’'t say that we need new stations. But
then again the FCC might rule that we
will have to take some.”

William B. Lodge, CBS’ vice president
in charge ol affliate relations and en-
gineering, answers similarly that CBS
now serves better than 959, of U.S.
homes. “It might be possible to find
some pockets of population not now
served but not many.”  Lodge says he
can’t forecast on the possibility of un-
afhliated UHF stations taking an “im-
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portant” share of the audience away
from the networks if a quantity of new
UHF's arrive on the television scene.
“It will be,” he says, “a function of the
programming they carry. But right now
the networks' share of audience is as
good n four, five and seven station
markets as it is in three station markets.”

Robert L. Coe, ABC-T'V vice president
in charge of station relations, also feels
that new unathlizwed U stations will not
hurt network audience. “'They may in-
crease scts-in-use,” sayvs Coe, “but they
probably won’t cut in on our audiences.”

The network men say their UHF
afhliates today present no more problems
or any different problems than their
VHF afhliates. They may clear “slight-
Iy better than Vs, especially in the
smaller markets where there is less de-
mand for time. The network afhliate
men also say a tourth network servicing
UHF swations is possible but, “Who'd
have the money to operate 2"

NO NETWORK ENDORSEMENT

UHF operators themselves are gener-
ally optimistic about the idea of the
networks picking up future UHF sta-
tions. They feel the webs can use them
when a U comes to a two-network service
area or il all-channel sets add substantial
circulation to unafhliated outlets.

As for the networks” not alwavs hearty
endorsement  of UHF afhliation, one
UHF operator savs this: “You have to
understand that the networks are com-
petitive as hell. They can’t help being
short-sighted. "They live for today. They
don’t want o establish greater competi-
tion to themselves, In the three station
markets they don’t want a fourth station.
They want outlets, but cach wants the
best one.”

[t will be argued whether deinter-
mixture would have been a beuer course
to curing UHF's ills than all-channel.
The argument will continue unal all-
channel proves itself. Most people seem
to think it will prove out, in time, per
haps another decade—a long time for
some present U operators to hold on.

The FCC was on a rocky road with
“selective” deintermixture right up un-
il the time it saw the all-channel legis-
lative safely on its way to passing Con-
gress.  Since 1955 it has deintermixed
Peoria, ., Elmira, N.Y. and Fresno,
Calil. Bakersheld, Calil. will be deinter-
mixed soon. Deintermixture of Spring-
field, 1. and Evansville, Ind. is still
being fought in the courts.

Proposed for deintermixture, but now
safe while all-channel takes its course:
single VIIF stations in Madison, Wis.,
Rocklord, 1., Hartford, Conn., Erie.
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Pa., Binghamton, N.Y., Champaign, 111,
Columbia, §.C. and Montgomery, \la.

The FCC's Ken Cox feels that the de-
intermixture that has taken place has
“achieved a limited goal: equal oppor-
tunity tor all stations in some fairly im-
portant markets.” Il all-channel should
not work, Cox says the FCC will ke
a carcful look at deintermixture again,
something that should make VHF op-
erators root for all-channel.

A SUCCESSFUL CHANGE

One former VHF operator, now UHF,
Leslie H. Peard Jr., general manager of
KFRE-1V Fresno, says his change to U
status, while expensive from an equip-
ment conversion standpoint, has not af-
fected KFRE-TV’s abilities one bit. “Our
billings are even better than belore,”
says Peard, “and our U signal is better
than ouwr V signal was.” (‘T'his might be
accounted for by terrain. Fresno is in
a valley. Rising above it arc the Sierras
and KFRE-TVS antenna is 4,600 feet up
at a power of 288 kw. It secems (o be an
ideal UTHF situation, but not typical.)

Peard sayvs deintermixture has “im-
proved” the Fresno market, taken “con-
fusion™ out of time buving because agen-
cies before had to weigh the V against
the U's. (K¥rE-TV's deintermixture order,
however, was fought by the station long
and bitterly, Tt went 1o UHF in Janu-
ary 1961, carried on a dual UHF-VHF
operation—fought by the existing Fresno
s, karg-1vand K jro—for five additional
months.)

Can a new UHF station starting up
todav in an intermixed market make
good? The question will be coming in
tor a lot of probing as all-channel lures
the first new UHF stations into opera-
tion.  The answer depends upon the
market and the resources ol the operator.

One ol the newer UHF stations is
wLkY Louisville, Ky. It went into op-
eration on September 16, 1961 in com-
petition  with wave-iv, an NBC-TV
VHE primary, and waas-iv, a GBS-TV
VHF primary.  \lso opevating in the
market is wrrk-1v, an E'TV U. Alloca-
tions are out for two other UHF’s,
wiran-ry and wezi. The later failed in
the market after a six month airing in
1951, is now on suspended operation.

Behind wrky is Kentuckiana Televi-
sion Inc., owned by an array ol success-
ful lTocal businessmen. Among the chiefl
stockholders are the president of Brown
& Williamson Tobacco, the president of
Minute Maid Corp. and Morton Foods,
an Army general, a successful stock-
broker. Clearly it’s good backing.

It depends on who you listen to to find
out how wLKY is doing. The station’s
general manager, Lloyd Bennett, says
national advertising is running about
209, of business. Strength is in local
advertising, which before wrLky had few
opportunities to buy the costly V’s in
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the market. Bennett claims that wiky's
various all-channel set promotions and
contests have gotten Louisville “759%,
converted” to UHF reception with most
set dealers and servicemen won over.

WLKY's big strength is in its afhliation
with ABC-TV, bringing this network’s
programming into  competition  with
CBS and NBC's (WAVE-TY and wnhas-Tv
split up some ol it before). “We can
exist if we are a third network athliate,”
says Bennett. “An independent couldn’t
make it.”

But the rub in the situation is that
the WLKY owners, while taking the UHF
“for the best third TV station possible,”
have their eyes on getting a Louisville
VHE allocation later on. They would
like channel 7 ordered as a V drop-in
from ncarby Lvansville, Ind. where it
is operating as wrvw and tied up in that
market’s deintermixture hearings.

wLKY's Louisville VHF competition
say they are not being aftected at all by
the new station. They call it “an anchor
operation” planted in hopes that the
new FCC-ordered channel 7 allocation
will come its way. They feel that area
set conversion to UHF is a lot less than
WLRY claims because, “why should people
spend money for UHF if the market is
going 1o go all-VHTF anywav?” At best
they see wiLKy “breaking even.” “They
aren’t making a profit,” savs one com-
petitor.

The future of new UHF stations is at
best clouded.  ‘They will take a lot of
money to start and a lot ol money to
keep going before all-channel sets beel
up audience.  And they will need pro-
gramming, if not network led—and the
networks indicate they don’t need many
more aflifiates—at least syndicated fare,
in abundance and at low cost.

New UI's face a protracted period of
fimancial loss. VHFEF operators laced it
too back in the early days of TV. For
the first lew years even the vaunted VVHF
stations went deeply into the red.  In
1948 the FCC reported that the four
networks and 50 stations showed a loss of
S5 million overall, and 10 non-network-
owned stations showed an additional loss
of S8.5 million. TV’s overall losses in
1949: S38.6 million: in 1950, $9.2 mil-
lion with red ink starting to turn black.

But on the side of UHF is the future.
1970°s population is projected at 210-215
million, gross national product at S800
billion vs. 1960s $504 billion. There
will be more people available for tele-
vision, more advertising money to spend
to rcach them. To meet the needs both
VHEF and UHF channels must be util-
ized. And many people do not foreclose
the possibility of television some day be-
ing all-UHF.

The “risk-takers” are ready for UHF
now. Kaiser Industries’ television vice
president, Richard C. Block, says, “We
believe that the future of television lies

in the UHF field.” And Kaiser wants
to pioneer in major market UHF. It
sees the big cities as having enough
people to cut out portions for “new
forms, new types of programs.” Block
says, “when television came on the scene,
people predicted a lot less radio.  To-
day we bave more ol it and it can work
the same way for UHF.”

And Block says that while Kaiser's
UHF proposals do not include pay-TV,
he indicates that il pay works in as a
program service, Kaiser would not be
closed to it. Tomorrow’s UHF can take
many courses.

Broadcaster  John  Poole, who like
Danicl entering the lion’s den went up
against seven Los Angeles Vs with a
little U (ki) in 1953 and failed, is
not discouraged at the hard voad UHF
has had to hold.  “Looking ahead 10
years,” says Poole, “1 can see all kinds
of speciahized programming opportuni-
ties for U stations. A big future lies in
cthnic programming, foreign films. And
there’ll be enough advertisers to make
this kind of programming work. 1ts a
long, hard haul, but vou can’t stop it
There arce venwuresome people willing
to lose to wind up eventually with the
prize.”

William E. Steers, president ol Doher-
ty, Cliftord, Steers & Shenfield, leels that
the televiston trend is 1o UHF, perhaps
all-UHF. Will there be enough advertis-
ing around in from five to ten years
[rom now to support new UHF stations?
Steers thinks so.

“1 don't know what the cconomics
will rcally be, ol course,” says Steers.
“The national boys always buy big
things. But media that seem to be grow-
ing arc the specialized publications, the
suburban papers, the weekly. In broad-
cast, it's FN radio.  These outlets per-
form certain functions in the community
that mass media do not. It [ollows that
to make UHF ecffective and profitable,
it has 10 be tied in with the satislaction
of people. It has to deliver fare that
is interesting and different. It may split
up the advertising pie to an even greater
extent than it is today.

“UHF will certainly meet the local
needs of people and of local advertisers.
Television seems to be all ‘technique’ to-
dayv. big and lavish. Tt is refreshing to
see local ventures, local programs. 1
think that with ULHIF, the special in-
terests will be served.”

It took only a vear or two after the
1952 allocations system was adopted to
recognize its inadequacies.  And since
1954 the FCC has tinkered with the
UHF problem as one might with a
second-hand car. In 1962 the FCC found
what it considers a good mechanic—all-
channel legislation. The car may have
new breakdowns. But it is at least on
the road. Now it’s sit back, and wait to
see il it picks up speed. END
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art work, tor rehearsal and for dressing
and make-up rooms.

New York television producers, in
those carly days, working in a medium
that was not vet profitable and whose fu-
ture was as vet unknown, were forced to
operate in buildings that were designed
for theatre or radio productions. "T'he
cconomic tides of the time did not justi-
Iy the tremendous costs of putting up
buildings specifically for television pro-
duction.  Instead lesser, but still sub-
stantial funds  (running into the mil-
lions), were poured into the remodel-
ing ol radio studios and the purchase
and leasing of almost every large-arca
enclosure—Irom legitimate theatres and
movie houses to warehouses—available
m the New York City metropolis,

NBC-TV, for instance, went all out to
transform its Rockefeller Plaza radio
studios [or television use. .\s early as
April 1948, the network was able to an-
nounce the opening of “the world’s most
modern and  best equipped television
studio”—Studio 8G in its RCA Building
headquarters in New York., Among
other things, the new studio was said 1o
include 500 miles of wire, over two miles
of coaxial cable, 52 tons of refrigeration.
and “enough light, heat, power and air-
conditioning 1o supply a village of 100
average-size homes.” Radio was nevel
like this.

By 1950, the cathedral of all radio
studios fell victim to television's voraci-
ous needs for space. NBC's huge and
famous studio 8-H, where maestro Arturo
Toscanini pertormed his frequent musi-
cal magic with the NBC Symphony Or-
chestra, was rebuilt as a television studio.
At the same time the network announced
that it was leasing and wansforming
Broadway’s Center Theatre, rebuilding
another Broadway theatre called the
Hudson and reconstructing studios 3-A
and 3-B in the RCA Building as televis-
ion studios. (NBC also for some time
leased Billy Rose's Ziegfeld T'heatre.)

The other networks were equally as
active. GBS took studio space in such
diverse locations as Grand Central Sta-
tion, the Bronx, the upper and lower
East Side and midtown areas of Man-
hattan. At one time they owned or
leased such legitimate and movie theatres
as the Maxine Elliott, the Mansfield and
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the Bilunore, the Alvin, the Hammer-
stein (now Studio 50) and the New
Yorker (now Studio 52).

ABC, not to be outdone, leased the
Ritz, the Elvsee and the Liule theatres.
Orher Broadway theatres that were used
by the networks at various times in the
carly davs of television included  the
Belasco, the Forrest and the Barryimore.

New York municipal othcials seemed
delighted with their newest tourist at-
traction and industrial revenue provider.,
In 1948, the ciny's then-mavor William
O'Dwyer asked his commerce commis-
sioner Edward €. Maguire to make rec-
ommendations on how his administra-
tion could best tacilitate the growth and
expansion of the vouthlul television in-
dustry. Pardcular attention was to be
paid to expediting the procedures for
the securing of permits for location tele-
casts. For municipal othcials realized
that visually New York convevs un-
matched geographic excitement and vi-
tality and that outside telecasts from its
streets and Limdmarks were one of the
city’s biggest selling points.  And city
ofhicials also remembered that the motion
picture industry had its beginnings in
New York, but moved westward because
of northern climate and big city red tape.

When Commissioner  Maguire came
back with his report in April of 1948, he
indulged in some huandwriting-on-the-
wall reading. "I this city,” he said. “is
to maintain its place in the field of tele
vision broadcasting, and is to become
the capital of televised entertainment, it
will be necessary that the municipal gov-
crnment make everv reasonable effort
to case the way of the industry.” But
Maguire’s note of caution largely went
unheeded and littde was done to aid the
cause of television production in the city.

REMOTE TELECASTS

Still producers showed a great interest
in doing remote telecasts all over the
citv in those davs of network genesis. In
the three-month period from January 1.
1948 through March 31, 1948, New York
City's Department of Commerce received
and processed applications for permits
covering 96 television and motion pic-
ture locations. The great bulk of these
were lor video broadcasts.

Yet, though they came back for more,
I'V producers began to grumble about
the city's operational procedures. Most
of their ire was directed against the
bureaucratic congestion that surrounded
every request for location shooting.

Police Form U.F. 80, the Street Fair
Permit, was the major culprit. Originally
designed to cover street fairs or block
parties, it was the only serviceable form
available late in 1947 when producer
Mark Hellinger asked permission to film
his motion picture “The Naked City” on
the streets of New York. So the Street
Fair Permit was pressed into use and it’s

still being used by television and motion
picture producers as of this writing.

The Street Fair Permit is an inade-
quate document lor the job it has 1o
perform. Issued by the police, processed
by the Department of Commerce, it re-
quires signatures of approval by almost
every city agency with which the TV
producer may remotely come in contact.
The permit also takes time to process—
at least 72 hours except for emergencies
—and time is a commodity that TV
producers, even of the late-10s and early
'50s vintage, are chronically in need of.
Then. too, a matter of uglier import be-
gan to make its weight felt. “Schmeer”
is its colloquial name and graflt its mean-
ing. Rumors circulated around New
York production circles—much of it ap-
parently coming from motion picture
people—that “schimeering” was the only
reliable passkey to civic cooperation.
Complaints trickled into the police’s
Community Relations Department and
the city’s Commerce bureau, but no pro-
ducer would make a specific identifica-
tion or charge.

By 1955, television producers special-
izing in location work, tired of their fre-
quent struggles through the administra-
tive procedural labyrinth and also weary
of being constantly at the mercy of New
York's climatic vagaries, had  become
thoroughly disenchanted with the city.
Meanwhile, many of their mostly studio-
operating brethren also were becoming
disillusioned with the production facts of
life in the big city. They and the net-
works they worked for discovered that,
to [unction most efficiently, television
studios should be laid out horizontally
like movie lots. The converted, vertically
designed radio studios they were using—
cach studio on a different floor—were
wocefully impractical. Props and scenery
spilled out into hallways. Sets had to be
struck and shiflted from floor to floor.

The leased and bought theatres were
adequate for the big audience shows but
they were terribly expensive to maintain.
It has been estimated that the networks,
for example, paid upwards of $300,000 a
vear for some of the leased theatres they
operated. Building new horizontal stu-
dios from the ground up only seemed a
short cut to financial throat-cutting. De-
sirable land plots in swarming Manhat-
tan are usually not available at any price.
If they are for sale asking prices are often
astronomical. Add to this initial pur-
chase investment the financial burdens
of building and real estate taxes and it's
easy to see why new production facilities
hardly kept pace with television’s fan-
tastic early growth in other areas.

Looking for some way out of their
dilemma, the networks went knocking at
the City Hall door. They got some at-
tentive cars, some platitudes, and some
half-promises, but no help. Real estate
was not made available, the land was
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still assessed in the upper strata ol the
taxation charts.

Neither did the networks and produc-
ers receive any concessions from the
various uitons operating in their indus-
try. The union situation in New York
studios was, from the start, a confused
one. At first there was a battle for jur-
isdictional control among the existing
radio unions and long-established theat-
rical unions and motion picture and
newsreel groups. Fach won a share of
the booty.

The American Federation of Televi-
sion and Radio Artists, for instance. took
charge of almost all live walent, excepting
istrumentalists.

The National Association of DBroad-
cast Emplovees and Technicians and the
International Brotherhood of FElectrical
Workers took jurisdiction over technical
operations, with each union claiming
difterent blocks of network workers.

The International Alliance of Theat-
rical and Stage Employees and Motion
Picture Operators, which already domi-
nated the movie business, acted as bar-
gaining agents for groups ol stage hands,
graphic and mukeup artists, costumers
and most of the technicians working in
the film side of television operations.

The Screen Actors Guild represented
performers appearing in filmed shows on
television and the American Federation
ol Musicians, of course, had jurisdiction
over musicians. .And still other unions
were involved in television production.
The Radio-TV Directors Guild encom-
passed  producers, directors, associate
directors and floor managers, while the
Writers Guild of America, East Inc. and
the Writers Guild of America, West Inc.,
unions for radio and screen writers, also
took jurisdiction over television writers
on the EFast Coast and West Coast, re-
spectively.

Most of the New York locals fought
hard Tor their share of the division of
labor. They crossed jurisdictional lines,
made hard demands and forced network
adherence to stringent rules.

UNION CANONS

One old-time television figure remem-
bers the time he was producing a live
show and broke a sacred union canon.
It was a few minutes before air time
when he noticed a shiny spot on his
star’s nose. He picked up a powder putt
to remedy the imperfection when sud-
denly his hand was held in a vise-like
hold.

““Lay a hand on that man’s face,’ the
union steward said,” the producer re-
calls today, “*and Tll swrike this pro-
gram.””

This same industry veteran remembers
that the New York locals became so ‘“‘au-
tocratic” that they had to be given extra
rewards for doing their jobs.

“We called it ‘putting the bite on,
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the television figure savs. “Now it's cus-
tomary,” he explains, “for stars or pro-
ducers to give their crews gilts when a
show or series is completed. But these
stagehands and grips and such were not
satisfied with the ordinary gifts. They
howled unless they got what they wanted
and sometimes they got $300 and $100
gifts. There were times when a producer
laid out more for gifts than he did for
seripts.”

But even if they weren't biting, when
the bite was put on, New York producers
found that their labor costs were higher
(and still are) than they were for their
West Coast colleagues filming movies
and television series in Hollywood. New
York crews have a standard call from
8:30 am. to 5.30 p.m. On location they
will start a half-hour earlier and leave
a half-hour earlier (so that advantage
may be taken of extra davlight time)
without penalty to producers. Any ex-
ception to this regimen usually winds up
calling for overtime pavments. 1If a pro-
ducer, for instance, puts in a call for
3 p.m,, the crew works until 5:30 p.m. on
regular time and on overtime for any
hours that go bevond that point. Camera-
men even refuse to waiver the 8 to b
concession on location work. In Holly-
wood, on the other hand. a crew mav
start working at 3 in the alternoon and
their overtime pavments will not start
accruing until 11 p.m., or not until they
have worked o full eight-hour day.
Untons work under standard rules in
Hollywood and under individual rules
in New York.

As the 20s wurned to their middle
vears, television people discovered that
they were part of an enormously profit-
able and still rapidly evolving industry.
Motion pictures who sneered at the in-
fant television found that people weren't
going to the movies as much as they once
did. They began to explore this new
field of income. They came East, learned
techniques and dabbled in filmed com-
mercials. Then they made a concentrated
bid for television business.

Come West, they said. We are the
film capital of the world and film is go-
ing to be important. The big stars live
here. You want a Cary Grant or an Eliz-
abeth Tavlor on television, you're going
1o have to come here 1o get them. And
we have the top technicians here. Why
there can’t be five good film cameramen
in New York. Our California sunshine
can’t be beat—you’ll never miss a day
bhecause of weather. What’s more we've
got all the best prop houses and film
laboratories.

The arguments carried considerable
persuasiveness for by that time program
patterns had changed and filmed shows
had indeed become important.

Film was nurtured as an answer to
television’s enormous demands for pro-
gram material. First the free-lance syn-

dicated film producers entered the field.
Swarms of them were spawned during
the frenetic 1950 through 1955 period.
An increasing percentage of station’s off-
network time was filled with their prod-
uct. But the syndicators found that film
production doesn’t come cheap and many
sank into a morass ol high costs and
debits. The networks and the bigger
syndicators such as Ziv-TV, Screen Gems
and MCA-TV began to take over.

Meanwhile filmed pmgmmming had
made an historic dent in the network
schedule by 1951 with the appearance of
CBS-TV's I Love Lucy show in a weekly
Monday, 9-9:30 p.m., slot. Lucy was a
pioneer. Filmed as it was performed
live before an audience, the program,
which gained overwhelming public ap-
proval, introduced a number of import-
ant filmed-for-television, speed-up, cam-
era techniques.

The same year, NBC-TV began show-
ing Groucho Marx’s You Bet Your Life.
another filmed series which won consid-
erable viewer attention. By 1954, ABC-
TV was in the act with both feet. Tts
hour-long filmed series, Disneyland, was
the hit of the year.

INCREASE IN FILM

By this time about one out of every
four hours of operation at network afhli-
ated stations consisied of film programs.
Non-network TV outlets were using var-
ious types ol film programs three-fifths
of the time. The bulk of network service
still consisted of New York-originated.
live programs, but, especially in the eve-
ning hours, Hollywood was obviously
making serious inroads. The creative
well, which had kept the big, live dra-
matic shows like the Philco TT Play-
house and Studio One gushing so power-
fully during television’s swaddling-
clothes years, was running dry.

The film unions in Hollywood, desper-
ately concerned over the diminishing
motion picture output, made special ef-
forts to encourage the filmed TV trend.
They sometimes permitted their person-
nel to work for television at half their
normal motion picture rate. They drew
an unmarked line. Feature film produc-
ers on one side got double-barrelled sur-
veillance; TV producers on the other
were given a winking nod.

For many observers 1955 was the de-
marcation between TV’s growth as a
probing, idealistic, junior executive-type
business and its final development as a
hard-headed, conservative tycoon-type
industry. It was also the year of the
westerns. Some of the more bitter in-
dustry observers claim that 1955 was the
year television’s golden age turned to
ashes.

Over the land, a great television re-
ceiver buying boom was in sway. The
American Telephone & Telegraph Co.
had finally connected East to \West by
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NEW YORK NEW YORK continued

When the westerns came in full blast, the industry went a-that-a-way to the Coast

way ol coaxial cable and microwave relay
systems.  Kinescope, or kine-recording,
the method of filming oft the TV screen
for distribution to network stations not
connected by cable, was becoming super-
fluous. The talk in the industry was all
about residuals.

Why do a dramatic show or any show
live and only have its potential for one
showing? it was asked. Obviously there
were greal economic advantages to pro-
ducing programs on film so that they
could be rerun in the slack summer pe-
riod or in future seasons. This promise
ol continuing profits was a difficult temp-
tation for networks, producers, unions
and perlormers to ignore,

About this time-—the fall season ol
1955—the walls of resistance built up by
the major motion picture companies
really took a tumble.  Warner Bros.
shook hands with ABCG-TV and began
turning out a mountain of product lor
the network. In the 1955-56 season it was
an hour-long weekly series called 1Warner
Brothers Presents. The series included
13 Cheyenne western segments, which
was followed on the ABC schedule, by
Desilu’s Wyatt Larp. The westerns had
come in [ull blast and they soon had the
whole industry on a run w the coast.

The westerns marked the big step in
West Coast supremacy of television pro-
duction. Previously, the movement west
was spurred by the rise in popularity of
filmed situation comedies like I Love
Lucy and the influx of game shows cre-
ated by such Hollywood producers as
John Guedel, Art Linkletter and Ralph
Edwards. New York could compete with
this kind of programming. But Chey-
enne and Wyatt Earp, for the first time,
brought into television a program form
that could not be duplicated on the Fast
Coast. The westerns required fixed back
lots, great stretches of specialized ter-
rain, large costume wardrobes and long
hours of sunlight for filming.

WESTWARD MIGRATION

The westward migration had become
more than a trend; it became an accom-
plished fact. During 1955, only 15.39,—
for the first time less than half—of the
combined network prime time program-
ming originated in New York. Two
vears later, as a result of the general de-
cline in popularity of live dramatic shows
and the emergence of the big Hollywood-
produced action-adventure series, New
York’s share of prime time programming
slipped another 17.2 points down to
R0

The networks, by this time, had built
huge, sprawling studios out on the Coast,
while selling and turning back some ol
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their legitimate-turned-television  thea-
tres in New York. Only, it seemed, some
ol the perennial eastern personalities like
Ed Sullivan and Perry Como and the
rash of big money quiz shows kept New
York production live. But then in 1958-
59, the legal whistle was blown on the
quiz shows and most left the air alto-
gether. In 1960, when New York produc-
tion was at its lowest depths, CBS was
televising seven hours, NBC one-and-a-
hall hours and ABC two hours of prime-
time New York-produced programming.

But half of the ABC-New York time
was taken by a filmed, hour-long dra-
matic-action series called Naked City.
The show was a harbinger of better
things to come for New York. Started as
a hall-hour series in the fall season of
1958, the program followed the lines ol
Hellinger’s leature film of the "10s. Like
its motion picture ancestor, Naked Cily
on television made extensive use of the
grimy, tough but vital New York City
exterior.  Other than The Big Story,
which was then being done live inter-
spersed with film, Naked City was the
sole dramatic program being shot in the
East at that time.

Yet alter a season of 39 half-hours,
Naked City was knocked off its network
perch. When it came back in 1960, in
hour-long form but with few other
changes, it enjoyed considerably more
success. Taking full advantage ol the
authentic atmosphere ol New York, the
Naked City production crew averages
75% of its six-day shooting schedule on
location. It also draws heavily [rom
New York’s vast reservoir ol acting talent.
The program features the non-actor-
looking-actor (indeed when the situation
calls for it and a union waiver can be
obtained the series will employ non-
actors as extras), many of whom are
virtually unknown to the ordinary TV
viewer. The acting performances on
Naked City are consistently [resh and
believable. The character parts and
extra faces seem to change weekly with-
out suftering any noticeable loss of qual-
ity ol performance.

To some extent, the enduring success
of Naked City gave birth to last season’s
surprise hit, The Defenders. The ABC
series undoubtedly proved that film, espe-
cially location filming, and New York
were not an impossible combination.
But, because Naked City’s script is writ-
ten and its film edited and developed in
Hollywood (actually the script is mailed
East pages at a time while the day’s ilm
product is flown West every evening,
some Hollywood diehards have claimed
the program as their own.

The Defenders is not open to question

—it is a thoroughly New York produc-
tion. Last vear, just before the series
made its seasonal debut, CBS-TV pro-
gramming vice president Mike Dann
outlined the course he hoped the new
New York-produced program would ex-
plore and conquer.

The Defenders, he told TrLEVISION
MAGAzZINE, 1s “pioneering the concept of
doing quality adult drama in the Studio
One and Playhouse 90 radition with
continuing characters, at the same time
observing all the cost factors and limita-
tions that exist for any film show.”

FLYING COLORS

And the series carries out its assign-
ment with flying colors. Executive pro-
ducer Herbert Brodkin brings the 60-
minute show in for an averagz and rea-
sonable — by Hollywood  standards —
$100,000 a week. Author Reginald Rose
supervises scripts that smack of reality
and which are distinguished by the same
high-caliber, distinctive  performances
that have marked Naked City. Unlike
the ABC series, however, The Defenders
is mostly a studio operation working
within studio limitations. The success of
The Defenders gave impetus to a shift in
network program form from the contem-
porary action-adventure [ormat to “peo-
ple-drama” shows. This new program-
ming wave is an outstanding reason why
New York is on the comeback trail in
production.  Eastern producers have
shown that they can do this kind of pro-
gram with more force and artistry and
just as much dispatch and economy as
their Hollywood counterparts.

Along with dramatic productions, per-
sonality shows seem to be on the up side
of TV’s constantly moving programming
escalator.  Gleason has come back to
CBS alter several seasons of exile, Paar
has moved from late-night to prime-time
exposure on NBC, Caesar and Adams
have shows of their own on ABC and
Carol Burnett and Danny Kaye seem
sure to join the network rolls by next
season.

NBC’s Mort Werner thinks that per
sonalities are the key to New York’s pro.
duction renaissance.

“I feel,” he says, “that if personalities
continue to emerge on television, New
York production will continue to in-
crease.”

ABC-TV network vice president Tom
Moore echoes Werner’s opinion. New
York is gaining importance as a tele-
vision production center, he feels, “be-
cause ol an increase in personality-
variety programs.”

Westerns are most definitely on the
wane and this can only be Hollywood’s
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loss. Situation comedies, the only pro-
gram form not cyclical in popularity, is
still strong on the West Coast, but the
continuing fortune ol Car 54. Where Are
You? augers well for the future of simi-
lar types of programming in New York.
Actually there are no basic reasons why
situation comedies cannot be as efheient-
Iy produced in the East as in the West,
if New York had enough facilities for
them.

In the opinion of many the lack of
enough good lacilities is all that keeps
New York from achieving a major break-
through us a production center.

“There’'s no doubt about it.” says
Naked City production coordinator Hal
Schatftel, “compared 1o Hollywood, fa-
cilities in New York wre pretiy putrid.”

Naked City does its interior shooting
in (he Biltmore Studio, a ramshackle
old building located in a slum section of
Manhauan. The studio, which has four
stages—two of them quite small—typi-
fies the decenuralization of New York
facilities.  It's a place to shoot and little
clse.  (Luckily Naked City does most of
its work on the city streets.) It has no
film lab, livde storage capacity and no
facilities  for scenic design o optical
cffects.

Perhaps. the best TV film facility in
the city is the Himan Brown studio lo-
cated just bevond Manhattan's garment
district on the West Side.

Built in 1955, it is by lar the newest
such Tacility in the cty.  Owner Brown,
a noted producer in his own right (Inner
Sanctum, His Honoy Homey Belly agrees
that New York has an urgent need for
more studios, but points out that, “his-
torically, operating a studio in the city
is suicide.” He cites exorbitant land
taxes, high construction costs and traffic
problems as reasons.

Brown’s burden was lightened consid-
erably when CBS-TV took a 10-year lease
on half of his facilities and turned them
mto studios for taped and live produc-
tions.  (‘The network’s recent clection-
night coverage originated from there).

HOST STUDIOS

Besides the Brown and Bilumore fa-
cilities there are only four others in the
city which can somewhat attend to tele-
vision's needs. They are the Biograph
studio in the Bronx (Car 54, Where
Are You? ilms there) . Filmways in East
Harlem (used by The Defenders) , Pathe
m upper Manhattan (it plays host to
The Nursesy and Fox Movicetone where
such old-time programs as Norby and
the Patti Page Show were shot) .

New York’s tape and live facilities,
what there are of them, are in better
shape.  NBC-TV has been particularly
active in this area. 1t has eight tele-
vision’s needs.  They are the Biograph
Building headquarters, and two large
facilities in Brooklyn. Most have recent-
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Iv been renovated for modern operation.
Studio 3-\ was refurbished and made
presentable lor audience shows. A\ new
up-to-date grid system lor better lighting
was among the renovations installed in
Studio 6-.\, which houses the Jack Paar
Show, the Huntley portion of Huntley-
Brinkley and the game shows Say 11hen
and Play Your Hunch. Studio 6-B, where
the Tonight and Mere Griffin shows
are  produced, also received an im-
proved lighting system to go with its
color capabilities. Plans are in the works
to give studios 3-B and 3-K a lacelilting
sometime next vear.  But, by lar, the
network’s most ambitious recent engi-
neering project was its overall renova-
tion ol prize Studio 8- Main purpose
of the alteration was 1o give the studio
a color potential. Renamed the Peacock
Theatre. the big studio  (encompassing
10,000 square feet) . now contains an au-
tomatic audience seating capability (its
10-tiers  of scats. controlled by push-
button device, are retractable) .

ABC has four studios in its 7 West
66th Street butlding besides its  three
theatre facilities—the Ritz, the Elysece
and the Liule theawres. The oice of
Fivestone comes out ol 'T'V-1, Yours For
A Song out of TV-2, various news shows
out of TV-11, the davtime 1o Do You
Trust? out of the Liule There, the
children’s program Discovery out ol the
Ritz and the game show Camouflage out
of the Llysee.

CBS-T'V has 11 studios widely scat-
tered all over Manhattan.  Swudios 11
and 42 (GBS Reports and Calendar)
are in Grand Central Station, Studio 61
(Armstrong  Civele Theatre and  U.S.
Steely 1s on First Avenue and 76 Street,
Studios 53, 54, 35, 56 are in Leiderkrantz
Hall near Park Avenue, Studio 50 is on
Broadway, Studio 52 near Lighth Avenue
and Studio 72 on upper Broadway.

PREMIUM ON SPACE

Yet with all of these facilities, the
recent spurt of New York activity has
caught CBS with an odd show out. Last
month the producers ol Candid Camera,
which is usually taped in Studio 50 (film
spots are inserted during aping sessions
hefore a live audience) , complained that
they were being pushed out by the Jackie
Gleason Show.  (‘The Gleason hour-long
program which normally is wrapped up
in two days of rehearsals and taping was
taking three days to do the job.)

Tom Lgan, production supervisor of
Candid Camera, 1old TELEVISION MAGA-
7zINE that he went to the other networks
in hopes ol solving his predicament but
found that they “have the same studio
facilities problems as CBS.” Ile cven
considered using the CBS-TV affiliate in
Philadelphia, weav-tv (“They have bet-
ter lacilities than New York™) but gave
it up as impractical.

Robert Milford, director ol GBS Pro-
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Drake Discovered
the Hidden Market

Drake S. Francisco, account super-
visor, was circumnavigating for new
markets on Brand X Gasoline, re-
membered he had once put in at a
pumper’s paradise . . . the South-
east’s 19th largest market with gas
s*ation sales of $23,902,000! A quick
signal to Meeker (James S. Ayres in
the Southeast) and the prize cover-
age was pulled alongside —
WCYB-TV @ Bristol, Tenn.-Va.
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DINING

at New York's elegant

MALMAISON

is a delightful experience

MALMAISON
RESTAURANT

10 East 52nd St., New York

LUNCHEON ... COCKTAILS.. . DINNER
At the piano: Jules Kuti, 5 to 11 P.M.

PlLaza 1-0845 « Closed Sundays
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NEW YORK NEW YORK continued

With the vogue towards realism, Hollywood became the ex-lilm capital of the world

grams, New York, acknowledged the lack
ol space [or Candid Camera (he indi-
cated last month, however, that room
would be found for the show probably
in Studio 52) but stressed that the prob-
lem really concerns the need for “a par-
ticular kind of theatre,” one that has an
intimate audience scating arrangement
rather than a need for studio facilities
per se.  Milford thinks that by 1964,
when CBS' S14.5 million production cen-
ter is scheduled for completion, the net-
work will have sufficient studio facilities
to meet all its needs.

The new CBS building (not 10 be
confused with the CBS Tower, the net-
work’s new ofhce headquarters which is
also due to be finished by 1964) should
certainly go a long ways in meeting an-
ticipated production demands. It will
contain a minimum ol seven studios, all
adaptable for film shooting il need be.
Most of all it will give the network a
great incentive to expand its overall
volume of live production.

BUILDING PLANS

ABC also plans to build a new com-
plex of TV studios that will have a color
potential.  The studios are to be part
of a 30story headquarter's building
scheduled for construction in two years.

MPO Videotronics Inc., producers of
filmed commercials and educational and
information films, is still a third com-
pany that is building new production
facilities in the midtown Manhattan
area.  MPO’s center, being built at a
cost of about $2.5 million and scheduled
for occupancy by next month, is strictly
geared for film production. It will con-
tain nine sound stages under one roof.
the largest of which measures about 10.-
000 squarc feet. Bert Briller, assistant
to the president at MPO, says the new
building will be “a completely sell-
contained film center, raw stock in—
finished product out.”

MPO maintains a stafl of 11 directors.
Briller says there’s no reason why his
company can’t do TV features and
series. “Actually,” he points out, “we've
got several pilots now which we're work-
ing on for series possibilities.”

New York production faithful are
most cheered by the coming of these
three new largescale production facili-
ties to New York. They are sure to make
a big difterence in the availability of
studio space both for film and live and
tape production.

Says a director of a New York-orgi-
nated weekly series: “Once we get
enough facilities, we'll be able to meet
Hollywood on a somewhat equal basis.”
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He also points out that one by one the
sell-serving claims Hollywood made 10
prove superiority over New York are
turning out to be at best halt-truths if
not outright fallacies.

And, indeed, the director’s charge can
be documented.  Hollywood, to begin
with, is no longer the film capital of the
world. Producer-theatre-owner Hi Brown
says: “Hollywood has lost its glamour
and importance as the movie capital.
I'he days of filming on the back lot are
finished. There’s a tremendous trend
away from Hollywood. The Talians
and the French proved that realism in
films is the important thing. Who needs
stages? Who needs bright lights? Film
has been developed today that can shoot
tremendously fast without a great deal
of light. Actors don’t care about make-
up anymore—they don’t want to be
prettv-pretty.  The best things on tele-
vision are the real things like documen-
taries. ‘That’s what New York can do
best and that’s why New York is be-
coming important.”

Then, too, the big-name film stars that
Hollywood  claimed for its own and
promised to television have never really
materialized.  Television just can’t offer
cnough financial and other incentives to
make the super-stars like Cary Grant or
Ilizabeth Taylor or Marlon Brando per-
form for TV viewers (except by way of
feature films) . Instead Hollywood pro-
ducers have uncovered a paradoxical
situation—many good actors, the actors
who can change a lukewarm script into
a caldron of emotions, are in New York.

“The non-name actor talent in New
York,” says Naked City’s Hal Schaffel,
“is virtually unlimited. It’s the theatre
influence. It gives the city the greatest
talent pool in the world.”

Name talent is readily available too,
he points out.  Recently the series em-
ploved the services ol Diahann Carroll,
who took the assignment though she is
currently starring on Broadway.

Mr. Schaffel also lays to rest the old
Hollywood bromide of its being the
sunshine paradise. “In the past fow
vears of shooting outdoors in New York,”
he claims, “we only lost two davs to
weather . . . one was a snowstorm, the
other a severe rain storm.”

New York’s dithculties with local
unions have pretty much evened out,
Schaflel thinks.

“You have to learn to accept the rules
and regulations,” he explains.  “The
rules now are just as stringent on the
Coast as to the division of labor. What
ever feather-bedding exists—exists the
same on both coasts.”

Probably the longest-lived

knock

about TV production work in New York
is the one that brands the city fathers
and  their administrative workers with
charges ol disinterest and  corruption.
Lven New York adherents take part in
this raillery.

“New York builds a new Coliscum for
businessmen  to show their goods but
what does it do lor the film industry,”
complains one native producer.  “Why
can’t they build a modern, large-size film
production center and rent studios out
to producers?”

“The amount of cooperation you get
in this city,” declares another New York
producer, “still depends on how much
vou ‘schmeer’ the precincet captain.”

“Why can’t we hire policemen. after
their regular hours, to help us control
crowds and such when we're doing loca-
tion work?” asks a third producer. *“'T'hey
do it on the Coast and in Florida.”

“The city never gave a tinker’s damn
about production in New York,” says
still another producer.

Second Deputy Commissioner Morgan
J. Sheahan, of New York’s Departnent
ol Commerce and Industrial Develop-
ment, concedes that the city in the past
may not have been over-zealous in its
attentions to the TV production indus-
ty.

“But now,” he says, ““the city is coop-
crating as best as it can.” \s an exam-
ple of this change ol policy he points out
that the outmoded Street Fair Permit
will be superseded sometime this month,
by a newer, easier and more applica-
ble form, issued by his department. Pro-
ducers will still have to get special addi-
tional permits from the Park Dept. if
they want to use park facilities, but the
new form will allow them to bypass sig-
natures from a good many other city
agencies.

CITY COOPERATION

“The mavor and his administration
are taking cognizance of the industry’s
nceds and city agencies are bending over
backwards to help,” Sheahan feels.

Walter Arm, Deputy Commissioner of
the New York City Police Department’s
Community Relations Division, strongly
denies that producers have to pay for
police cooperation.

“We heard rumors about ‘schmeering’
five or six years ago,” he comments. “We
set up a special squad to deal with it.
We've had very few complaints in the
last five years. It's not necessary to
‘schmeer’ to get our cooperation. There’s
a limitation to what we can do. You must
recognize that we have problems of
crowds and trafic that do not matter
much on the Coast. But we’ll shut off
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a street lor o certain amount of time il
it's at all possible.”

Commissioner Arm explains that pa-
trolmen can’t hire out to location-shoot-
ing film companies because of the city’s
strict “moonlighting” regulation, which
does not permit members of the [orce
to seck outside emplovment.

“They can do it on the Coast,” he says.
“because thev're more gaited to the en-
tertainment industry.  Policemen there
can even hire out as actors.”

Many long-time New York television
people have nothing but praise [or civic
understanding and treatment.

Candid Camerva’'s Tom Egan savs that
his organization “enjoys beautilul rela-
tions” with the city.  Because ol the
surprise element in thenr filming—it
would be impossible. says Fgan. 1o give
advance notice ol shooting schedules—
the Candid Camera people have been
issued a blanket, “to whom it may con-
cern.”” permit by the department ol
commerce.  It's renewed once a month
and so Tar. according to Egan, it’s been
honored by most” policemen. “The
worst that happens is that they tell us 10
move on.

Fean likes the city and feels it's a
stimulating place to work.  Goodson-
Todman  vice president  Bud Austin
thinks New York is by far the best place
to produce audience participation and
game shows.

COSMOPOLITAN AUDIENCE

“New York has the best audiences . ..
cosmopolitan audiences.” he labels them.
“Ivs titerally the melting pot of the
world. In Los Angeles the audiences are
limited 1o the Americas, with a prepond-
crance ol westerners and mid-westerners.
In New York the studio lacilities are
tailored  for  audience  participation
shows.  Live sound is necessary with
these programs. There’s an electricity
in New York ... the audiences react Lo
evervthing.”

Austin recalls that Goodson-"Todman
took their shows out 1o Calilornia for
brief spells on two occasions recently but
with disappointing results.

“The guality of sound was not right.”
he recalls. “The reactions were not
picked up. We died out there” New
York zealots point out that not only
game shows have died when they hive
made the transition from New York (o
Hollywood.  The two most trequently
referred to examples ave the live prime
time version of the Steve Allen Show and
the post-"35 version of Studio One. Both
went westwiard laden with impressive
notices only 1o flop ingloriously in the
California sunshine.

“New York is a terribly exciting place
to be,” remarks The Defenders produce
Bob Markell. “It has so much 1o offer
points ol refcrence like the theatre and
forcign films.  The Coast has a history
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ol big compuny productions, of running
a very efhcient operation where business
methods dominate creativity.  New York
hasn't reached that stage vet. It doesn’t
get hemmed in by its past.”

But there are those who sav that the
Bob Markells of New York are dreamers.
I'hey say that Hollywood will always
dominate the television production feld.
New York, they poine out, has already
almost reached the maximum in the
number of film series it can support. The
city, they add. can never make the case
that its weather or facilities prove it a
better place than Hollywood 10 make
I'V shows. The city can only hope to
ofler a lot of talents—DBroadway talents.
primarily, plus a number ol other talents
who make up the broad spectrum of cul-
tural life in New York—who otherwise
wouldn’t be available to television.

Talent Associates-Paramount  Liud.
president David Susskind, seemingly for-
ever destined to be the devil's advocate,
is one thoroughly New York-oriented
executive who thinks the city’s current
production activity is more mirage than
millennium.

“I think,” he says. “what we're seeing
is an inching forward.” He believes that
only a handtul of the current 22 network
prime-time shows originating from New
York are actually meamngtul additions

1o the city’s production schedules. 'The
game and audience participation shows
like What's My Line? and To Tell The
Truth he discounts as traditional New
York products (much to the city’s em-
barrassment) . Sullivan, Como, Garry
Moove., U. 8. Steel, Avmstrong CGircle
Theatre and Naked City he feels also are
perennrals ol the city and hardly indica-
tive ol a wend.  Again. the news and
documentary programs. he says, have al-
ways been stamped and  branded as
belonging to New York. That leaves. he
estimates. possibly The Defenders and
The DuPont Show of the Week as plau-
sible heralds of a brighter day for New
York production.

“Artistically.” he savs. “Hollywood is
a thousand light years away from New
York, but realistically, T feel, the Coast
is going to dominate television produc-
tion for a long time to come.”

There is considerable substance to
Susskind’s argument.  New York isn't
likely to recapture its glory days as the
leading television production force. It
probably will never agaim even compete
on a 50-50 basis with Hollvwood.  But
as long as programming’s cvclical pattern
swings to the real, the dramatic, the im-
mediate. the fine-tooled. New York can
be counted on to provide an increasing
share ot welevision production. END

Cuisine Exquise ... Dans Une Atmosphere Elégante

[voisin:

575 Park Avenue at 63rd Street
NEW YORK

lLunch and Dinner Reservations: Michel, TEmpleton 8-6490
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TELESTATUS

Exclusive estimates computed by
Television Magazine’s

research department for all
markets, updated each month
from projections

for each U.S. county

TELEVISION

HOMLES

v HOMEs in each market are derived in part from

TELEVISION MAGAZINE's county-by-county projections of
television penetration and the measurement of total house-
holds made by the Bureau of the Census in 1960, plus vari-
ous industry interim reports.

The coverage area of a television market is defined by
TELEVISION MAGAZINE’s rescarch department.  Antenna
height, power and terrain determine the physical contour of
a station’s coverage and the probable quality of reception.

Other factors, however, may well rule out any incidence
of viewing despite the quality of the signal. Network affilia-
tions, programming and the number of stations in the serv-
ice area must all be taken into consideration. The influence
of these factors is reflected in the various industry audience
measurement surveys made on a county-by-county basis
which are accepted by the magazine for determination of
viewing levels in individual television markets.

After testing various formulae, TELEVISION MAGAZINE
adopted a method which utilizes a flexible cut-off point of
25%,. Television homes in a county generally will be
credited to a market if one-quarter of these homes view the
dominant station in the market at least one night a week.

Penetration figures in markets with both VHF and UHF
facilities refer to VHF only.

The television penetration potential varies by sections of
the country. Many areas in New England have achicved a
saturation level above 909,. Other areas—scctions of the
South, for example—have reached a rather lower plateau.
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Future increases from either level can be expected to be
distributed over a longer period of time than was char-
acterized by the early stages of television growth.

In a number of markets. therefore, the TV homes count
is at a temporary plateau. These markets will be held for
an indefinite period of time. The factor chiefly responsible
for this situation is that penetration increases are often
offset by current trends of population movement which for
some regions have shown at least a temporary decline.

In some markets it has been impossible to evaluate the
available and sometimes contradictory data. These areas are
under surveillance by this magazine’s research department
and new figures will be reported as soon as a sound esti-
mate can be made.

In many regions individual markets have been combined
in a dual-market listing. This has been done whenever there
is almost complete duplication of the television coverage
area and no substantial difference in television homes.
Furthermore, the decision to combine markets is based
upon advertiser use and common marketing practice.

The coverage picture is constantly shifting. Conditions
are altered by the emergence of new stations and by changes
in power, antenna, channel and network affiliation. For this
reason our research department is continuously reexamining
markets and revising TV homes figures accordingly where
updated survey data becomes available. For a complete ex-
planation of the various symbols used in this section, refer
to the “footnote” key at the bottom of each page.

Copyright 1962 Television Magazine Corp.
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DECEMBER 1962 Market & Stations—-05 Panetration TV Homes Market & Statians—0p Penetration TV Homes
TOTAL U.S. TV HOMES 50,312,000
TOTAL U.S. HOUSEHOLDS 55 250.000 BEAUMONT-PORT ARTHUR, Tex.—88 166,200 CARLSBAD, N.M.—87 12,700
N B KFDM-TV (C); KPAC-TV (N); KBMT-TV (A) KAVE-TV (AC)
U.S. TV PENETRATION . CIA
BELLINGHAM, Wash.—89 %49,000 CARTHAGE-WATERTOWN, N.Y.—91 91,900
Unlike other published coverage figures, these are neither KVOS-TV (C) WCNY TV (A ) -
station nor network estimates. They are copyrighted and Qs AU U ‘
‘ it i BIG SPRING, Tex.—87 20,500
I i KWAB-TV (A,C) CASPER, Wyo. —83 43,700
N . BILLINGS, Mont.—83 60,100
Market & Stations—0 Penetration TV Homes KOOK-TV (A,C); KCHL-TV (N) CE?fRRrRTA',)IPE-‘WﬁIEAELg«O' lllg\)‘ﬂ'a??]‘A o 306,300
BINGHAMTON, N.Y.—90 235,500
ABERDEEN, s{.‘p.‘—vz’zs‘ 25,500 WNBF-TV (A Cl: WINR-TVS (A NCJ 549,200 CHAMPAICN, 111.—89 327,000
BIRMINGHAM, Ala.—
ABILENE, Tex.—86 #9381 100 RMINCHAM A e RO
KRBC-TV (N) ! CHARLESTON, 5.C.—82 ) 143,000
} e BISMARCK, N.D.—83 46,600 ; - ’ Coh !
| ; CHARLESTON-HUNTINGTON, W. Va.—83 427,500
| ADA. Okla.—82 83,300 Williston, ND, and KMOT, Minot, N D) WCHS-TV (A); WHTN-TV (C); WSAZ-TY
L KTEN (ACN) s 200
CHARLOTTE, N.C.—86 609,
BLOOMINGTON, Ind.—90 . AL WS Ed, o s
AGANA, Guam i " CEE 200 WBTV (C,A); WSOC-T\
k CHATTANOOGA, Tenn.—83 209,300
AKRON, Ohio—45 771,300 BLUEFIELD, W. Va.—82 138,900 !
WAKR TVt (A) WHIS-TV (N A
Y CHEBOYGAN, Mich.—85 36,400
ALBANY, 'Ca.—80 163,200 BOISE, Idaho—83 81,500
CHEYENNE, Wyo.—85 289,900
ALBANY-SCHENECTADY-TROY, N.Y.—93 #9426,000 BOSTON, Mass.—94 1.808.200 oot w U
WTEN (C); WAST (A); WRGB (N) WBZ-TV (N): WNAC-TV (A,C); WHDH-TV (C N (Operatas satellite luff, Neb.)
WTEN operates satellite WCDC, Adams, Mass !
BOWLING GREEN, Ky. t CHICAGO. Il —95 2,296,100
ALBUQUERQUE, N.M.—84 163,800 N
BRISTOL, Va.-JOHNSON CITY- CHICO, Cahf.—87 128,600
ALEXANDRIA, La.—80 107,000 KINGSPORT, Tcnn.—78 189,900 K TV (A
k TV (ACN / y
CINCINNAT), Ohio—91 w751,900
ALEXANDRIA, Minn.—81 103,700 BRYAN, Tex.—80 45,100
CLARKSBURG, W. Va.—85 95,000
ALPINE, Tex. BUFFALO, N.Y.—94 581,100 WBOY-TV ‘ACN)
CLEVELAND, Ohio—94 1,298,900
ALTOONA, Pa.—89 308,400 BURLINGTON, Vt.—88 162,000 :
e CLOVIS, N.M.—83 19,700
AMARILLO, Tex.—88 122,300 BUTTE., Mont.—82 55,400 : At
AMES, lowa—91 285,500 CADILLAC, Mich.—88 #22115,400 L
ANCHORAGE, Alaska—93 22,700 Sault Ste Marie, Mic
CAGUAS, P.R.
ANDERSON, S.C. WKBM-Ty

CAPE GIRARDEAU, Mo.—80 238,800 cludes circulation of satellite for b
ARDMORE, Okla.—81 77,900 < 5 . . —

ASHEVILLE, N.C., GREENVILLE-

SPARTANBURG, S.C.—85 445,900 A 0N R N 5 AR e D D D G G S D D G5 S0 GN e S SR R S D S D D S GD GR R GN R AS e R S
WISE-TVH (CN); WLOS-TV (A) ik : ]
WEBC-TV (N): WSPA-TV ( ’
V ' "

1 Please send me TELEVISION MAGAZINE every month ‘
ATLANTA, Ga—88 590,700 ' H
]
: O 1 YEAR $5.00 [J 2 YEARS $9.00 ] 3 YEARS $12.00 1
AUGUSTA, Ga.—82 201,000 1 :
WIBF-TV (AN); WRDW-TV (C : Group { $3.00 each for ten or more {J Bill Co. 1
H Rates $3.50 each for five or more O Bill Me ]
AUSTIN, Minn.—89 181,800 1 :
KMMT (A) [ ] 1
1 Add 50¢ per year for Canada, $1.00 for foreign 1
AUSTIN, Tex.—84 145,000 . !
KTBC TV (A CN) : Name R L - i -
1
BAKERSFIELD, Calif.—93 141,900 : Company 1
K T 68,100 H o : :
DN : Address I . . :
BALTIMORE, Md.—93 772,300 H ’
| ) : City. ... Zone State 1
1

'
1
BANGOR, Me.—88 102,000 1 [ Send to Home '
WABI-TV (A,C): WLBZ-TV (N,A) : 1
Includes CATV IlHomes) 1 Address . ... :

]
BATON ROUGE, La.—85 289,900 ' .
WAFB-TV (C,A): WBRZ INA) 1 ]
: PUBLISHED BY TELEVISION MAGAZINE CORP. e 444 MADISON AVE., NEW YORK 22, N. Y.
BAY CITY-SAGINAW-FLINT, Mich.—93 394,900 1 :
WNEM-TV (N); WKNX-TVt (C); “61,200 1 H
L L S ——-
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COLORADO SPRINGS-PUEBLO, Colo.—87 98,100
KKTV (C}; KRDO-TV (A}, KOAA-TV (N}

COLUMBIA-JEFFERSON CITY, Mo.—84 ©%129,600
KOMU-TV (AN): KRCGC-TV (AC)
(KRCG-TV operates satellite KMOS-TV, Sedalia, Mo )

COLUMBIA, 5.C.—82 227,300
WIS-TV (N): WNOK-TVH (C); ®738,700
WCCA-TV (A)

COLUMBUS, Ga.—80 =186,300
WTVM (AN); WRBL-TV (C)

COLUMBUS, Miss.—79 76,100
WCBI-TV (C,N,A}

COLUMBUS, Ohio—92 484,100
WBNS-TV (C); WLWC (N); WTVN-TV (A)

COOS BAY, Ore.—79 13,600
KCBY-TV (N)

CORPUS CHRISTI, Tex.—87 111,100
KRIS-TV (N); KZTV (C,A)

DALLAS-FT. WORTH, Tex.—90 765,100
KRLD-TV (C); WFAA-TV (A); KTVT; WBAP-TV (N}
DAVENPORT, lowa, ROCK ISLAND, 1Il.—92 332,000

WOC-TV (N); WHBF-TV (AC)

DAYTON, Ohio—93 502,900
WHIO-TV (C); WLWD (AN}

DAYTONA BEACH-ORLANDO, Fla.—92 326,500
WESH-TV (N); WDBO-TV (C); WLOF-TV (A}

DECATUR, Ala.—49 141,200
WMSL-TVE (C,N)

DECATUR, 1Il.—83 126,300
WTVPt (A)

DENVER, Colo.—91 372,300
KBTV (A); KLZ-TV (C); KOA-TV (N); KTVR

DES MOINES, lowa—91 267,100
KRNT-TV (C); WHO-TV (N)

DETROIT, Mich.—96 *1,596,200
WIBK-TV (C); WWI-TV (N); WXYZ (A)

DICKINSON, N.D.—81 18,400
KDIX-TV (C)

DOTHAN, Ala.—78 114,100
WTVY (AC)

DULUTH, Minn.-SUPERIOR, Wis.—88 161,100

KDAL-TV (C); WDSM-TV (A N)

DURHAM-RALEICH, N.C.—85 352,500
WTVD (CN); WRAL-TV (AN)

EAU CLAIRE, Wis.—86 88,600
WEAU-TV (A,C,N)

EL DORADO, Ark.-MONROE, La.—80 168,900
KTVE (AN}; KNOE-TV (AC)

ELKHARDT-SOUTH BEND, Ind.—66 mi143,200
WSIV-TVE (A); WSBT-TVT (C); WNDU-TVH (N)

EL PASO, Tex.—88 #108,400
KELP-TV (A); KROD-TV (C); KTSM-TV (N)

ENID, Okla, (See Oklahoma City)

EPHRATA, Wash.—39 75,500
KBAS-TVH (C,N)
Satellite of KIMA-TVT, Yakima, Wash.)

ERIE, Pa.—91 172,500
WICU-TV (A); WSFE-TVT (C,N) 761,000
Includes CATV Homes)

EUGENE, Ore.—88 #%103,800
KVAL-TV (N); KEZI-TV (A)
(KVAL operates satellite KPIC-TV, Roseburg, Ore )

EUREKA, Calif.—86 54,700
KIEM-TV (A C); KVIQ-TV (AN)

EVANSVILLE, Ind.-HENDERSON, Ky.—83 217,200
WFIE-TVt (N); WTVW (A); WEHT-TVt (C) 1115,800

FAIRBANKS, Alaska—85 10,600
KFAR-TV (AN}, KTVF (C)
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FARGO., N.D.—84 151,300
WDAY-TV (N); KXCO-TV (A
(See also Valley City, ND.}

FLINT-BAY CITY-SAGINAW. Mich.—93 394,900
WIRT (A); WNEM (N}; WKNX-Tv+ (C) 761.200

FLORENCE, Ala.—70 721,600
WOWL-TVT (C,NA)

FLORENCE, 5.C.—80 156,700
WBTW (A CN)

FT. DODGE, lowa—64 29,500
KQTVT (N}

FT. MYERS, Fla.—% 34,000

WINK-TV (AC)

FT. SMITH, Ark.—176 68,200
KFSA-TV (CNA)

FT. WAYNE, Ind.—80 168,500
WANE-TVt (C); WKJG-TVT (N': WPTA-TVt (A)

FT. WORTH-DALLAS, Tex.—90 765.100
KTVT; WBAP-TV (N); KRID-TV (C); WFAA-TV (A}

FRESNO, Calif.—73 B7194,300
KFRE-TVT (C); KJEO-TVH (A} KMJ-TV (N);
KAIL-TVt; KICU-TVt (Visalia}

GLENDIVE, Mont.—83 3,900
KXCN-TV (C A}

GRAND FORKS, N.D.—88 38,100
KNOX-TV (AN}

GRAND JUNCTION, Colo.—82 *%28,200
KREX-TV (ACN)
(Operates satellite KREY-TV, Nortrose. Colo )

GRAND RAPIDS-KALAMAZOO, Mich.—92 555,900
WOOD-TV (N}; WKZO-TV (C ; WZZM-TV (A)

GREAT BEND, Kan.—84 #%138,900
KCKT-TV (N)

(KCKT operates satellite KCLD Carden City, Kan
and KOMC-TV, McCook, Neb !

GREAT FALLS. Mont.—85 57.200
KFBB-TV (A CN); KRTV
(Includes CATV Homas)

GREEN BAY, Wis.—90 311,600
WBAY-TV (C); WFRV (N); WLUK-TV (A)

CREENSBORO-WINSTON-SALEM, N.C.—87 393,300
WEMY-TV (AC); WSIS-TV (N

GREENVILLE-SPARTANBURG, S.C..

ASHEVILLE NC 445,900
WFBC- WLCE.TV (A); tt
WISE

GREENVILLE-WASHINGTON, N.C.—84 u217,600
WNCT (A C); WITN (N}

GREENWOOD, Miss.—78 77,500
WABC-TV (C)

HANNIBAL, Mo.-QUINCY, I11.—87 163,200
KHQA (CA); WCEM-TV (A CY

HARLINGEN-WESLACO, Tex —81 #70,400
KCBT-TV (A C); KRGV-TV (AN

HARRISBURC 1.—81 #%%192,500
(WSIL T\’ operates satellite KPOS-T\
Popular Bluffs, Mo )

HARRISBURG, Pa.—83 129,200
WHP-TVT (C); WTPA* (A

HARRISONBURG, Va.—78 68,300
WSVA-TV (A CN)

HARTFORD-NEW BRITAIN, Conn.—95 725,000
WTIC-TV (C); WHNB-TV* (NY: WHCT¥ 333,800

HASTINGS, Neb.—86 103,300
KHAS-TV (N)

HATTIESBURG, Miss.—87 56,600

WDAM-TV (AN}

HELENA, Mont.—85 7,700
KBLL-TV (C.N)

Market & Stations—9, Penetration TV Homes

HENDERSON Ky.-EVANSVILLE, Ind.—83 217,200
WEHT-TV~ (C}; WFIE-TVT (N); WTVW (A) 115,800

HENDERSON-LAS VEGAS, Nev.—92 52,200
KLRJ-TV (N)}; KLAS-TV (C}; KSHO-TV (A)

HOLYOKE-SPRINGFIELD, Mass.—91 ¢2%180,500

WWLPT (N): WHYN-TVt (AC)
WWLP operates satellite WRLP* Creenfield, Mass.)

HONOLULU, Hawaii——88 “*142,200
KCMB-TV {(C}; KONA-TV {N}; KHVH-TV (A);
KTRC-TV
(Satellites: KHBC-TV, Hilo and KMAU-TV, Wailuku
to KCMB-TV. KMVI-TV. Wailuku and KHJK-TV,

Hilo to KHVH; KALA, Wailuku to KONA-TV)

HOT SPRINGS, Ark.—-82 13,700
KFOY-TV

HOUSTON Tex — 89 513,700
KPRC-TV (N}; KTRK-TV (A}; KHOUJ-TV (C)

HUNTINGTON-CHARLESTON, W. Va.—83 427,500
WHTN-TV (C); WSAZ-TV (N}; WCHES-TV (A)

HUNTSVILLE, Ala.—43 18,700
WAFG-TVt (A)

HUTCHINSON-WICHITA, Kan.—87 *#350,900

KTVH (C); KAKE-TV (A); KARD-TV (N}
{KCLD-TV, Carden City, KCKT-TV, Great Bend,
and KOMC-TV, Oberlin-McCook, satellites of
KARD-TV; KAYS-TV, Hays; KTVC, Ensign, and
KWHT-TV, Coodland, satellites of KTVH

IDAHO FALLS, Idaho—88 65,000
KID-Tv (A,C); KIFI-TV (N}

INDIANAPOLLIS, Ind.—91 690,700
WFBM-TV (N} WISH-TV (C); WLWI (A?
(See also Bloom ngton, Ind.)

JACKSON, Miss.—84 w274,100
WiTV (C); WLBT (AN)

JACKSON, Tenn.—76 64,200
WDXI-TV (A.C}

JACKSONVILLE, Fla.—87 267,700

WIXT (C,A); WFCA-TV (NA)

JEFFERSON CITY-COLUMBIA, Mo.—84 *2129,600
KRCG-TV (A,C); KOMU-TV (A N)
(KRCG-TV operates satellite KMOS-TV, Sedalia, Mo.)

JOHNSON CITY-KINGSPORT, Tenn.-
BRISTOL, Va.—78 189,900
WIHL-TV (A,C); WCYB-TV (AN

JOHNSTOWN, Pa.—91 578,300
WARD-TVt (A,C); WJAC-TV (NA}

JOPLIN, Mo.-PITTSBURG, Kan.—82 144,500
KODE-TV (A C); KOAM-TV (AN}

JUNEAU, Alaska—69 2,200
KINY-TV (C)

KALAMAZOO- CRAND RAPIDS, M|ch—92 »555,900
WKZO-TV (C}; WOOD-TV (N); WZ:

KANSAS CITY Mo —90 610,200
KCMO-TV (C); KMBC-TV (A}; WDAF-TV (N)

KEARNEY, Neb.—86 “#101,100
KHOL-TV (A}
(Operates satellite KHPL-TV, Hayes Center, Neb }

KLAMATH FALLS, Ore.—88 26,800
KOTI-TV (A,C,N)

KNOXVILLE, Tenn.—77 246,900
WATE-TV (N); WBIR-TV (C); WT\K~ (A 43,700

LA CROSSE, Wis.—87 110,400
WKBT (ACN)

LAFAYETTE, La.—83 u119,900
KLFY-TV (C); KATC (A)
(Includes CATV Homes

B Major facility change in market subsequent to latest
county survey measurement date.
e Market's coverage area being re-evaluatec
T U.H.F.
% Incomplete data
vt New station; coverage study nct completed
* US. Coverage only
* Includes circulation of satellite (or booster)
Does not include circulation of satellite
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LAKE CHARLES, La.—83
N

LANCASTER, Pa.—89

WCA N
LANSING, Mich.—93

W]IM
LAREDO, Tex.—80

KCN N
LA SALLE, IlI. (Sec Peoria, 1I1.)

LAS VEGAS-HENDERSON, Nev.—92
Al K

104,100

569,500
367,800
|
|

14,400

52,200

LAWTON, Okla. (See Wichita Falls, Tex.) l

LEBANON, Pa.—85
W

LEWISTON, Idaho—86
¢ T )

LEXINGTON, Ky.—56
NLEX N

LIMA, Ohio—68
v

LINCOLN, Neb.—87
N

LITTLE ROCK. Ark —80
R N

LOS ANGCELES, Calif.—97

LOUISVILLE, KY.—84
LUBBOCK, Tex.—88
LUFKIN, Tex.—80
N
LYNCHBURG, Va.—85
W

MACON. Ca.—83
L N

MADISON, Wis.—88

WHTVE N

MANCHESTER, N.H.—90
MANKATO, Minn.—85

MARINETTE, Wis. (See Green Bay

MARQUETTE, Mich.—88
N

MASON CITY, lowa—89
»

MAYAGCUEZ, P.R.

MEDFORD, Ore.—89

MEMPHIS, Tenn.—81
W

MERIDIAN, Miss.—82
MESA-PHOENIX, Ariz.—89
o NGOKT

MIAMI, Fla.—95
K N W

MIDLAND-ODESSA, Tex.—91
Kt AN KOSA

MILWAUKEE, Wis.—95
WISN-T W
WTM N VXX

TELEVISION MAGAZINE

116,830

20,500

71,703

45,600

207,800

238,100

3,045,900

419,900

122,100

58,700

173,900

119,200

249,200
109,600

151,700

110,200

60,200

166,700

43,500

497,200

130,900

250,400

646,500

106,100

645,600
171,200

Dccember 1962

WAVE-TV gives you
28.8% more SHOPPERS

—28.8% more viewers, minimum!

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

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

More viewers — more impressions

Ask Katz for the complete story.

CHANNEL 3 « MAXIMUM POWER
NBC - LOUISVILLE

The Katz Agency, National Representatives
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Reprint
Checklist

These Reprints Still Available!

THE FREEDOM OF TASTE 0
iph from November 1962 15¢ each

Victor M. Ratner's essay on the historic con-
flict between media and critics stands as
the definitive statement on the side of allow-
ing the people’s taste to prevail. It deserves
a place in the files of all persons seriously
concerned about television and its future.

TV AND THE AUTO DEALER Ol
12pp from September 1962 25¢ each

The final step in the automotive industry’s
scheme of things takes place when the cus-
tomer puts his money up to buy a car in the
local dealer’s showroom. Getting him there,
and into that state of mind, is a process many
dealers have speeded up by conscientious use
of local television. A growing number of
dealers are finding handsome rewards can
come to those who try the TV approach.

THE MANY WORLDS OF LOCAL TV O
14pp from August 1962 40¢ each

A cross-country report of local television, a
complex personality of many parts, many

worlds. It shows the forces working to make
local programming meaningful to all.

TOP 50 NATIONAL ADVERTISERS 0
6pp from July 1962 15¢ each

The record of how television has done busi-
ness with the Top 50 national advertisers
over a span of 5 years, through 1961, is
charted in this special six page pull-out. The
complete dollars-and-cents media history of
the five years is published on the reverse
side.

COMMUNITY ANTENNA TELEVISION |
12pp from June 1962 25¢ each

Friend or foe? It depends. A boon to some
stations, anathema to others, the cable TV
operators are of increasing importance to all.
They're proving the fringes of television can
be profitable too.

THE TOP 100 O

b from April 1962 15¢ each

Exclusive ranking of the 101 markets that
make up the first hundred television markets,
complete with pinpointed map.

SPECIAL REPORT: NETWORKS UNDER
THE GUN 0

32pp from March 1962 40¢ each

The complete story of the significant FCC
hearings into network practices, with con-
densed testimony of all network witnesses.

TELEVISION MAGAZINE
444 MADISON AVE., NEW YORK 22, N. Y.

e Send quantities checked above to:

Name ...
Company .
Address

Payment Enclosed [ (Note: New York City
addressees please add 3% sales tax for orders of
$1 or more.)

Bill me [

Market & Stations—0 Penetration TV Homes

MINNEAPOLIS-ST. PAUL, Minn.—92
KMSP-TV {A); KSTP-TV (N); WCCO-TV (C);
WTCN-TV

751,700

MINOT, N.D.—82 #38,400
KXMC-TV (A.C); KMOT-TV (AN)

MISSOULA, Mont.—84 57,800

MITCHELL, S.0.—84 31,500
KORN-TV A N)

MOBILE. Ala.—8+4 279,500
WALA-TV (N}: WKRG-TV (C): WEAR-TV (A)

MONAHANS, Tex.—88 32,900
KVKM-TV. (A)

MONROE, La.-EL DORADO, Ark.—80 168,900
KNOE-TV (AC): KTVE (AN)

MONTEREY-SALINAS, Calif. (Sec Salinas)

MONTGOMERY, Ala.—75 165.600
WCOV-TVt (C): WSFA-TV (NA): '46,300

MUNCIE, Ind.—59 22,900

NASHVILLE, Tenn.—80 444,100
WLAC-TV (C); WSIX-TV (A)- WSM-TV (N}

NEW BRITAIN-HARTFORD, Conn.—95 725.000
WTIC-TV (C): WHNB-TVH (N): WHCTt +333,800

NEW HAVEN, Conn.—95 709.700

T 1

NEW ORLEANS, La.—89 434,800

NEW YORK, N.Y.—95 5,498,600
WABC-TV (AY: WNEW-TV: WCBS-TV (C):
WOR TV: WPIX: WNBC-TV (N}

NORFOIK, Va.—86 313,100

NORTH PLATTE. Neb.—86 26,100

OAK HILL W. Va—81 89,400

OAKLAND-SAN FRANCISCO, Calif.—93 1.401,900

KTVU: KRON-TV (N); KPIX (C}: KCO-TV (A)
ODESSA-MIDLAND, Tex.—91 106,100
KOSA TV (C): KMID-TV (AN): KDCD-TV i
OKLAHOMA CITY. Okla.—88 348,500
OMAHA, Neb.—91 323,800
KMTV (NY: WOW-TV C); KETV (A)
ORLANDO-DAYTONA, Fla.—92 326,500
WDBO TV (C); WLOF-TV (AY WESH-TV (N)
OTTUMWA, lowa—87 103,100
PADUCAH, Ky.—80 |193,000
PANAMA CITY, Fla.—83 29,300
PARKERSBURG, W. Va.—54 22,500
WTAPH+ (A CN
PASCO. Wash.—57 31,200
PEMBINA, N.D.—82 14,700
PEORIA, WI.—77 17168,500
WEEK-TVt (N); WMBD-TVt (C); WTVH?T (A}
WEEK-TVt operates WEEQ-TVH, La Salle, 111.)
PHILADELPHIA, Pa.—95 2,082,100
WCAU-TV (C); WFIL-TV !A); WRCV-TV (N)
PHOENIX-MESA, Ariz.—89 250,400

KOOL-TV (C); KPHO-TV; KTVK (A}:
KTAR-TV (N)

Market & Stations—9, Penetration TV Homes

PITTSBURG, Kan.-)JOPLIN, Mo.—82 144,500
KOAM-TV (A,N); KODE-TV (AC)

PITTSBURGH, Pa.—93 1,247,100
KDKA-TV (C); WIIC (N): WTAE (A

PLATTSBURG, N.Y.—89 ®»°124,700
WPTZ (AN}

POLAND SPRING, Me.—90 329,600
WMTW-TV (A) (Mt. Washington, N.H.)

PONCE, P.R.
WSUR-TV; WRIK-TV

PORT ARTHUR-BEAUMONT, Tex.—88 166,200
KBMT-TV (A); KPAC-TV (N); KFDM-TV (C)

PORTLAND., Me.—9 230,100
WCSH-TV  (N}; WCAN-TV (C)

PORTLAND, Ore.—91 475,400
KGW-TV (N); KCIN-TV (C); KPTV (A);
KATU-TV

PRESQUE ISLE, Me.—87 22,800

PROVIDENCE, R.1.—95 708,700
WJAR-TV (A N); WPRO-T

PUEBLO-COLORADO SPRINGS, Colo.—87 98,100
KOAA-TV (N); KKTV (C); KRDO-TV (A)

QUINCY, III.-HANNIBAL, Mo.—87 160,200
WCEM-TV (A N}; KHQA-TV (CA)

RALEICH-DURHAM, N.C.—85 352,600

RAPID CITY, 5.D.—86 56,690
KRS V' operates satellite &

REDDING, Calif.—87 83,000

RENO, Nev.—90 49,000
RICHLAND, Wash

RICHMOND, Va.—87 299,600
WRVA-TV (A): WTVR (C); WXEX-TV (N)

RIVERTON, Wyo.—83 12,607

ROANOKE, Va.—85 324,900

ROCHESTER, Minn.—89 145,600
KROC-TV (N)

ROCHESTER, N.Y.—94 329,000

ROCKFORD, 11l.—92 209,900
WREX_TV (A \ 105,600

ROCK ISLAND, i1l.-DAVENPORT, lowa—92 332,000
WHBF-T \ ( WOC-TV (M

ROME-UTICA, N.Y.
(See Utica)

ROSWELL, N.M.—88 m15,300
KSWS-TV (A,C,N)

SACRAMENTO-STOCKTON, Calif.—93 473,000
KXTV (C); KCRA-TV (N): KOVR (A)

® Major facility change in market subsequent t ate

county survey measurement date
o Market's coverage area being re-evaluated
t UHF

t5

Incomplete data

w station;
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SACINAW-BAY CITY-FLINT, Mich.—93 394,900
WKNX-TV+ (C): WNEM-TV (N); 61,200
WIRT (A}

ST. JOSEPH., Mo.—85 143,400
KFEQ-TV (C.A)

ST. LOUIS, Mo.—91 838,100
KSD-TV (NV: KTV (A} KMOX-TV (C);

KPLR-TV

ST. PAUL-MINNEAPOLIS, Minn.—92 751,700
WTCN-TV: WCCO-TV (C); KSTP (N);

KMSP-TV (A)

ST. PETERSBURG-TAMPA, Fla.—92 470,800
WSUN-TV+ (A); WFLA-TV (N); +293,300
WTVT (O)

ST. THOMAS, V.I. T+
WBNB-TV (C,N A)

SALINAS-MONTEREY, Calif.—89 %%229,300
KSBW-TV (A,C.N)

(See also San Jose, Calif.)
Includes circulation if optional
satellite, KSBY-TV, San Luis Obispo)

SALISBURY, Md.—68 34,100
WBOC-TVt (A,C)

SALT LAKE CITY, Utah—91 260,500
KSL-TV (C): KCPX (A): KUTV (N)

SAN ANGELO, Tex.—84 29.300
KCTV (ACN)

SAN ANTONIO, Tex.—86 9344,400
KENS-TV (C): KONO (A); WOAI-TV (N}; 11
KWEX-TV+

SAN DIEGO. Calif.-——98 “334,600
KFMB-TV (C): KOCO-TV (N);

XETV (A} (Tijuana)

SAN FRANCISCO-OAKLAND, Calif.—93 1,401,900
KCO-TV (A KFIX (C)- KRON-TV (N): KTVU

SAN )JOSE, Calif.—95 318,000
KNTV (ACN)

(See also Salinas Monterey, Calif )

SAN JUAN. PR. it
WAPA-TV (A N}; WKAQ-TV (C)

SAN LUIS OBISPO, Calif.
(See Salinas-Menterey)

SANTA BARBARA, Calif.—90 76,300
KEYT (A.CN)
SAVANNAH, Ga.—84 117,800

WSAV-TV N A}; WTOC-TV (CA)

SCHENECTADY-ALBANY-TROY, N.Y.—93 426,000
WRGB (N}: WTEN (C); WAST (A)
(WTEN operates satellite WCDC, Adams, Mass )

SCRANTON-WILKES-BARRE, Pa.—81 292,700
WDAU* (C): WBRE-TVt (N): WNEP-TV?t (A)
Includes CATV Homes)

SEATTLE-TACOMA, Wash.—93 593,700
KING-TV (N}: KOMO-TV (A): KTNT-TV (C)
KTVW, KIRO-TV (C

SELMA, Ata —74 13,700
WSLA-TV
SHREVEPORT, La.—84 =297,700

KSLA (C):; KTBS-TV (A);
KTAL-TV (N) (Texarkana, Tex)

SIOUX CITY, lowa—89 165,300
KTIV (AN); KVTV (AC)

SIOUX FALLS, S.D.—86 224,500
KELO-TV (CA); KSOO-TV (N,A)
(KELO-TV operates boosters KDLO-TV,
Florence, SD. and KPLO-TV, Reliance, S.D.)

SOUTH BEND-ELKHART, Ind.—66 m7143,200
WNDU-TVH (N); WSBT-TVT (C); WSJV-TVT (A}

SPARTANBURG-GREENVILLE, S5.C.-

ASHEVILLE, N.C.—85 445,900
WSPA-TV (C); WFBC-TV (N); WLOS-TV (A); t
WISE-TVH

SPOKANE, Wash.—87 263,600

KHQ-TV (N}; KREM-TV (A); KKLY-TV (C)
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SPRINGFIELD, 111.—75 “74167,200
WICS+ (N}
Opoerates satellites WCHU*, Champaign,
and WICD-TV+, Danville, 1)

SPRINGFIELD-HOLYOKE, Mass.—91 “#+180,500
WHYN-TV (A C):; WWLPt (N)
(WWLP* operates satellite WRLP*
Creenfield, Mass.)

SPRINGFIELD. Mo.—78 w128,400
KTTS-TV 1CY: KYTV (AN)

STEUBENVILLE, Ohio—90 449,900
WSTV-TV (A Q)

STOCKTON-SACRAMENTO, Calif.—93 473,000
KOVR {(A}; KCRA (N); KXTV (C)

SUPERIOR, Wis.-DULUTH, Minn.—88 161,100
WDSM-TV (N AY: KDAL-TV (C)

SWEETWATER, Tex.—89 57,000
KPAR-TV (A.C)

SYRACUSE, N.Y.—S3 ‘467,300

WHEN-TV (C); WSYR-TV (N}: WNYS-TV (A)
WSYR-TV operates satellite WSYE-TV,
E'mira, NY.)

TACOMA-SEATTLE, Wash.—93 593,700
KTNT-TV (C); KTVW; KING-TV (N);
KOMO-TV (A); KIRO-TV (C)

TALLAHASSEE, Fla.-THOMASVILLE, Ga.—81 183,400
WCTV ()

TAMPA-ST. PETERSBURG, Fla.—92 470,800
WFLA-TV (N): WTVT (C); 293,300

WSUN-TV+ (A)

TEMPLE-WACO, Tex.—85 »*"7139,600
KCEN-TV (N): KWTX-TV (A C)
(KWTX-TV operates satellite KBTX-TV,
Bryan, Tex

TERRE HAUTE, Ind.—87 183,800
WTHI-TV (AC)

TEXARKANA, Tex.
(See Shreveport)

THOMASVILLE, Ga.—TALLAHASSEE, Fla.

fSee Tallahassee)

TOLEDO. Ohio-—92 391.800
WSPD-TV (AN}: WTOL-TV (C.N)

TOPEKA, Kan.—87 129,300
WIBW-TV (C AN)

TRAVERSE CITY, Mich.—88 m 741,100
WPBN-TV (NA)
(WPBN-TV operates S-2 satellite
WTOM-TV, Cheboygan)

TROY-ALBANY-SCHENECTADY, N.Y.—93 %+426,000
WRCB (N}: WTEN (C): WAST (A)
WTEN operates satellite WCDC, Adams, Mass )

TUCSON, Ariz.—88 109,400
KGUN-TV (A); KOLD-TV (C); KVOA-TV (N)

TULSA, Okla.—86 326,200
KOTV (C); KVCO-TV (N); KTUL-TV (A)

TUPELO, Miss.—80 62,600
WTWV  (N)

TWIN FALLS, 1daho—88 30,400
KLIX-TV (A.CN)

TYLER, Tex.—83 136,300
KLTV (ACN)

UTICA-ROME, N.Y.—94 162,200
WKTV (A,CN)

VALLEY CITY, N.D.—84 152,100
KX|B-TV (C)

(See also Fargo, N.D.)

WACO-TEMPLE, Tex.—85 139,600
KWTX-TV (AC); KCEN-TV (N)
(KWTX-TV operates satellite KBTX-TV,
Bryan, Tex.)

WASHINGTON, D.C.—91 898,700
WMAL-TV (A): WRC-TV (N);
WTOP-TV (C): WTTG

Market & Stations—04 Panetration TV Homes

WASHINGTON-GREENVILLE, N.C.—84 u217,600
WITN (N} WNCT (AC)

WATERBURY, Conn. tf
WATR-TVT (A)

WATERLOO-CEDAR RAPIDS, lowa—91 306,300
KWWL-TV (N}); KCRC-TV (A); WMT-TV (C)

WATERTOWN-CARTHAGE, N.Y.
(See Carthage)

WAUSAU, Wis.—87 132,700
WSAU-TV (A CN)

WESLACO-HARLINGEN, Tex.—81 70,400
KRCV-TY (NA); KGBT-TV (AC)

WEST PALM BEACH, Fla.—9 112,300
WEAT-TV (A); WPTV (N)

WESTON, W. Va.—84 98,800
WIPB-TV (A)

WHEELING, W. Va.—89 312,100

WTRF-TV {AN)

WICHITA-HUTCHINSON, Kan.—87 350,900
KAKE-TV (A); KARD-TV (N}; KTVH (Z)
(KCLD-TV, Carden City, KCKT-TV, Creat Bend
and KOWMC-TV, Oberlin-McCook, satellites of
KARD-TV: KAYS-TV, Hays. KTVC, Ensign. and
KWHT-"V Coodland, sstellites to KTVH)

WICHITA FALLS, Tex.—87 143,600
KFDX-TV (N); KSYD-TV (C);
KSWGC-TV (A} (Lawton}

WILKES-BARRE-SCRANTCN, Pa.—81 292,700
WBRE-TVT (N); WNEP-TVT (A); WDAU-TV* ()
Includes CATV Homes)

WILLISTON. N.D.—81 30.300
KUMV-TV (N A)

WILMINGTON, N C.—83 126,700
WECT {ANC)

WINSTON-SALEM-GREENSBORO, N.C.—87 393,300

WSIS-TY (N): WEMY-TV (AC)

WORCESTER. Mass. +i
WWOR* N)

YAKIMA, Wash.—78 38,900
KIMA-TVE (C.N); KNDO-TVT (A)
(KIMA-T/* operates satellites KLEW-TV,
Lewiston, |daho, KBAS-TVY, Ephrata, Wash |
KEPR-"V+ Pasco, Wash.: KNDO-TV?t cperates
satellita KNDU-TV#, Richland, Wash.)

YORK, Pa.—58 43,500
WSBA-TV (A) :

YOUNCSTOWN, Ohio—68 175,400
WEN|-TVH; WKBN-TVH (C); WKST-T/* (A)
tinc'udes CATV Homes)

YUMA, Ariz.—83 27,000
KIVA (CNA)
ZANESV!ILLE, Ohio—S51 19,300

WHLZ-TvT (A CN)

® Majer facility change in market sub.equent to latest
ccunty survey measurement date
o Marlet's coverage area being re-evaluated
v U.H.F.
i Incemplete data.
+7 New station; coverage study not complated.
* US. Coverage only.
** |nchudes circulation of satellite (or bcoster)
*=% Dyes not include circulation of satellite

TV MARKETS

1—chanqel markets 134
2—channel markets 62
3—channel markets 63
4—(or more)—channel markets 16
Total U.S. markets . 275
Commercial stations U.S. & possessions 564
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EDITORIAL

THE BIG BURN OVER CIGARETTE ADVERTISING

IGARETTE companies spend more than $100 million
C a year for television advertising, so it is under-
standable that television broadcasters have been dis-
mayed by recent talk of curtailment of tobacco ad-
vertising. The broadcasters’ dismay has been accent-
nated by the knowledge that their own hired hand,
the president of the National Association of Broad-
casters, struck the matceh that set the issue burning,.

When LeRoy Gollins suggested that the NAB codes
be amended to prohibit cigaretie advertising that
encourages voungsters to smoke, he provoked a dia-
logue that is certain to continue and intensify. As
the argument grows more bitter, it will be diflicult
for anyone to enter it without appearing to be, at
the one extreme, a grubby profiteer, or at the other.
an unrealistic moralist. The subject deserves investi-
gation, involving as it does serious questions of public
health and a major c¢lement of the LS. cconomy.

That very type of investigation was undertaken by
this magazine in an article published last June. A\
re-reading of the article reconfirms the beliefl that
current advertising for cigarettes raises no moval ques-
tions whatever.

The principal purpose of contemporary advertising

for cigarettes is to persuade smokers to switch brands,
not to persuade non-smokers to start smoking. It is
silly to suggest, as Collins did, that advertising is the
inducement that makes teen-agers smoke.  Junior is
most apt to take to cigarettes if they can be stolen
from mom’s or dad’s carton. It all advertising were
discontinued, cigarette consumption among the
voung would be unaffected, as long as adults con-
tinued to smoke in their present numbers.

Medical evidence suggests that heavy smoking is a
hazard to health, but so is over-eating or over-drink-
ing. The curbing of excesses may be desirable, but
it is more apt to be accomplished by educating people
to the consequences than by outlawing advertise-
ments of products that may be harmless or even
beneficial if discreetly used. Heart specialists urge
their patients to avoid obesity, but we know of no
doctor who has suggested a law against the adver-
tising of sweets.

As long as cigarette advertising avoids misrepresen-
tations or the proselyvtizing of the young, and as long
as cigarettes may be legally sold, television broad-
casters would be doing no service to anyone, least of
all themselves, by rejecting cigarette commercials.

AND THE MAN WHO STRUCK THE MATCH
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IN‘ A Croseue ol LeRoyv Collins published a few
months after he had taken office as NADB president
and had made several speeches eriticising his employ-
ers. this magazine quoted a broadcaster as saying:

“What are you going to do? Here's a guy that some
members would like to get rid of, but they can't
without making themselves look as though they were
against the improvements he’s talking about.  If he
just hadn’t shot off his mouth in public. we'd be all
right. Isn’t it a hell of a note that one man can put
the whole industry on the spot?”

The broadcaster’s appraisal has been verified by
subsequent events.  Collins has been in office nearly
two years, and the spot he put broadcasters on when
he spoke out against tobacco advertising is the most
awkward one he has yet devised for them.

His cigarette remarks, inserted in an otherwise

routine speech at an NAB regional meeting in Port-
land, Ore., came at an interesting time. According to
his present contract, which runs through 1963. the
NAB and he will negotiate for a contract extension at
the next NAB board meeting in January. "The asso-
ciation’s directors might find it difficult to rebufl him
without seeming to endorse the corruption of the
voung, the debasement of television programming
and all the other things that Collins has preached
against in widely quoted speeches.

Unless some genius in their midst figures a way to
disengage without giving the appearance of disen-
cagement or to get Collins off his horse, broadcasters
are committed to straggle along behind a crusader
ol great determination but uncertain purpose. What-
ever the ultimate destination, bones will be lelt
bleaching along the way.
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SYMBOL OF SeFViCE

TELEVISION

WGR-TV Buffalo-Niagara Falls
WDAF-TV Kansas City
KFMB-TV San Diego

KEROQ-TV Bakersfield

reaches more homes than the 7th “. s. Market WNEP-TV Scranton-Wilkes Barre

RADIO

WGR-TV's Power reaches a combined total of 1,603,500 TV Homes. KFMB and KFMB-FM San Diego

WDAF and WDAF-FM K cit
P WGR-TV's Powerful Signal reaches 747,500 television homes in a U.S. market i S

WDOK-AM and WDOK-FM Clevelar
where the buying income is over five and a half billion dollars.

WGR and WGR-FM Buffalo
WGR-TV's Paweriul Signal reaches 856,000 television homes in a Canadian
market, including Toronto, where the buying income is nearly six billion dollars

Represented by
The combined peputation and purchasing power is more than the seventh largest market in the U.S
You cannot afford to overlook these two great markets and the one station that reaches them both best. WGR-TV @@ Co..tnc

American Research Bureau, November 1962. fCanadian Broadcast Bureau of Management, 1962

WGR-TV * CHANNEL 2 « NBC - BUFFALO-NIAGARA FALLS, NEW YORK « A TRANSCONTINENT STATION

TRANSCONTINENT TELEVISION CORPORATION - 330 MADISON AVENUE, NEW YORK 17, N. Y.
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