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CAN FIND A
BETTER
STATION
.BUYIT!

Out of Texas, the great television perfection eight full years...
country, comes the greatest of them KPRC-TV, Houston. We challenge
all, mellow, warm-hearted, aged to you to find a better station.

EDWARD PETRY & CO.

National Representatives

COURTESY OF ANCIENT AGE



IN THE LAST ISSUE, WE ASKED YOU TO GUESS
THE CALL LETTERS OF OUR STATION FOR $500 CASH

WHO ARE WE?

WHO ELSE COULD WE HAVE BEEN, BUT...

Wi

1240 ON YOUR DIAL LOUISVILLE, KENTUC!
459 TIME BUYERS
CAN’T BE WRONG!

.
\\\\\\

AVERY-KNODEL

NATIONAL REPRESENTATIVE

GLEN A. HARM(

GENERAL MANAGER



Eveny Way You Look 1t Iz -
DES MOINES, lowa
Prefers

KRNTTYV

A The Station Most People Watch Most!

A The Station Most People, by Far
Depend on for Accurate News!

A The Station With Far and Away the
Most BELIEVABLE Personalities!

New DEPTH
Study

PROVES

It! New ARB
Shows It, TOO

This Central Surveys study reveals
many interesting facts that show
without question KRNT-TV is the
one fo use to get the kind of results
an advertiser must get these days.

KATZ has the NEW — the
TRUE — facts on television
viewing in Des Moines.
Ask them for your copy.

Over 50%
Named KRNT-TV
Personalities
EXCLUSIVELY!

Central Surveys has been engaged in
notion-wide market research and public
oplnion surveys for over 20 years.
Among the more than 200 clients are
many PUBLIC UTILITY companies. List
shown on request.

stations' total of 6%

Published every Monday, 53rd issue (Yearbook Number) published in Septemberobé BroapcasTiNG PusLicarions Inc., 1735 DeSales St.,
N. W., Washington 6, D. C. Entered as second class matter March 14, 1833 at Post ce, Washington, D. C., under act of March 3, 1879.



A.B. JOLLEY....

....is probably the best known
agricultural commentator in 4

the State of Texas". . ..

....stated Mr. Paul W. Limerick, Western Ad- ‘._

vertising Agency, in his letter below, for which

we are very grateful.

RACIN’E,WISCONSIN CHICAGO 1LILLINOIS
10 Wisconsin Avenus 35 E.Wackar Driva

WESTERN ADVERTISING AGENCY

INCORPORATED

CHICAGO 1, ILLINOIS

april 30, 1958

Mr. W. A, Roberts

Viece-Fres. in Charge of Radio
Radiec Statien KRLD

Dallas, Texas

Dear Mr. Roberts:

T imagine it is rather unusual to have a client that
expresses his appreciation for cooperation and excellent
service like I intend to do in this letter. However, I
think it would be much out of lins if I did not write this,

Our aseociation with you and A. B. Jolley and your station
has been most pleasant and ] cannot speak highly encugh of
the perscnalized c¢ooperation that bas been shown our ¢lient,
the DeKalb Agricultural Associstion.

We have found Mr. Jolley more than snxjous to cooperate with
our sales organization in the field and always ready o obiain
localized news which has made the program exceedingly effective.

The writer has made several trips with Mr, Jolley and has noted
with muech pleasure that he 18 probably the best knmown agricultural
commentator in the State of Texss and is affectionately called

"3 ,B." by hundreds and humireds aml hundreds of farmers when

they see him on the street. He has never falled to appear befure
our Dealers Meetings and on field trips and has originated many
worthwhile ideas that have conaistently paid off.

The management of your station, which of course is you, can also
be highly commended for their excellent spirit of cooperatiom.
Our advertising job would be made much easier if the management
of all of our media %ould be as much concerned with making adver-
tising pay, as you have been.

Agaln let me express the sincers aprraciation of both your efforts
and Mr, Jollsy, from our client and from ourselves.

Sincerely, M/Q
Lo

¥ Limerick

MEMBER OF AMERICAN ASSOCIATION OF ADVERTISING AGENCIES

KRLD Radie, the only full-time 50,000 watt station
operating in Dallas-Fort Worth, is the radio station

of The Dallas Times Herald, owners and operators K R L D R =] d i o

of KRLD-TV, Channel 4. For full information con-
cerning the JOLLEY FARM NEWS, check with
The Branham Company, national representatives.

50,000 WATTS

CBS NETWORK FOR DALLAS-FORT WORTH

John W. Runyon, Chairman of the Boord — Clyde W. Rembert, President
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MAIJOR MOVE e There’s bound to be
heavy opposition to proposal, now secretly
before FCC, to shift all television to one
contiguous band of 25 channeis beginning
with present vhf ch. 7 (story page 27).
But it's doubted any opposition will come
from military. More than year ago it
became known that military was interested
in ¢ch. 2-6 space for future use in tele-
metering and long-range communications
[LEAD Story, April 1, 1957). If tv were
moved out of low-band vhf, government
would be happy to move in.
L ]

Proposal for new 25-channel television
band was submitied in confidence 1o FCC
by Comr. T. A. M. Craven. It's thought
that other sources may also suggest that
proposed band be widened to take 11
more channels, making total of 36 —
enough, engineers believe, to create places
for thousands of tv stations—all capable
of reception on sets that would be no more
expensive lo make than present vif-only
receivers.

[ ]

RUSSELL RETIRING? ¢ Frank M.
{Scoop) Russell, Washington vice president
of NBC since 1929, reportedly is on verge
of relinquishing vice presidency. It’s be-
lieved he will continue to represent NBC
and its parent, RCA, as Washington con-
sultant. No successor to Mr. Russell’s vice
presidency will be named, it’s said. Wash-
ington activities of NBC are under general
supervision of David C. Adams, executive
vice president.

Myr. Russell, who will be 63 on June 23,
has been more than NBC representative
in Washington during his nearly 30 years
with company. He also has represented
RCA and, other subsidiaries. When he
changes status from officer to consultant
of NBC, he will also resign directorship
in NAB, post he has held since 1930. He's
had longest continuous term of any NAB
director.

L]

NOTHING SPECIAL? ® ABC-TV re-
searchers have ptepared statistical blast, to
be loosed soon, at so-called “specials™
which dot other tv networks’ schedules
but not ABC's. Study, based on Nielsen
figures, will claim once-a-month continu-
ing specials have average cost-per-thou-
sand per commercial minute of $4.29
compared to $3.39 average for all half-
hour weekly evening programs and as
low as $2.83 for average quiz and audi-
ence participation show and $2.62 for
average evening western. Study concludes
that “specials” are effective for introducing
new product, say, or for celebrating spe-
cial occasion, but fall short of week-in
week-out programming as regular adver-
tising vehicle.

closed circuit

First authenticated television circulation
data in two years, showing county and
city breakdowns, will be made available
in late June to Advertising Research Foun-
dation members. Figures are being com-
piled by ARF with aid of latest Census
Bureau nationwide sampling plus Nielsen
data. Circulation will be based on March
1958 v homes. NAB members and others
affiliated with ARF, including media and
advertiser groups, will receive copyrighted
data. Publication of figures will not be
permiited unitil Sept. 15.

NETWORK REGULATION ¢ FCC again
tomorrow (June 3) goes to Capitol Hill to
tell Senate Commerce Committee what it
thinks about Bricker bill (8 376) to place
networks under direct regulation. Com-

‘merce Committee gave FCC $250,000 to

conduct network inquiry (Barrow study)
three years ago, and FCC hasn’t yet com-
pleted its work, with important program
phase still in investigatory stage.

1's expected FCC, through testimony
of Chairman John C. Doerfer, will sug-
gest to committee that it give directives
to Commission, after report of status is
given committee. View Is held that com-
mittee might coordinate its network views
in final report on overall television in-
vestigation which has been under way,
off-and-on, for some four years.

FIRST WEEK e FCC Comr. John S.
Cross, who took office last Monday, has
picked engineering assistant—Bruce S.
Longfellow, chief, Technical and Alloca-
tions Branch, Broadcast Bureau. He’'ll
probably choose his legal assistant this
week.
[ ]

Comr. Cross, who assumed his new
office only last Monday, has already set
one new mark — for nonchalance. He
dozed through most of Senate Commerce
Committee hearing on v allocation last
Tuesday—his second day on job. And as
heae table gues: at Federal Communica-
rons Bar Assn. luncheon same day, he
had tough time keeping his eyes open dur-
ing address by his colleague, Comyr. Fred
W. Ford.

NOW IT CAN BE TOLD ¢ Zenith’s late
chairman, Comdr. Eugene F. Mc¢Donald,
called his long time adversary, Gen. David
Sarnoff, chairman of RCA, after settle-
ment of Zenith's $16 million suit against
RCA last September, suggesting they let
bygones be bygones. Comdr. McDonald
said he wanted to call personaily on Gen.
Samoff and would do so the next time
he was in New York. He was never able to
make the trip.

NBC-TV and CBS-TV expect to hear
today (June 2) whether American Tobacco
Co., will renew Your Hit Parade on NBC-
TV (Sat. 10:30-11 p.m.) or—after eight
years on NBC-TV—mave show to CBS-
TV (Fri. 7:30-8 p.m.). Advertiser has been
looking for earlier time berth. Agency is
BBDO, New York.

RENEWAL FORMS e Further considera-
tion is being given to proposed changes
in licensee renewal forms [GOVERNMENT,
May 19], after broadcaster’s committee
at May 19 meeting with Budget Bureau
and FCC representatives determined that
although. some revisions were desirable,
changes in entirety were unsatisfactory.
Last week Commission agreed to with-
hold further action pending additional dis-
cussions. Steering group of broadcasters
mcels loday to organize next step.

At root of broadcaster objection to
changes is fact that proposed new form
keeps virtually intact all program classi-
fications in original form. Also rousing
hroadcasters’ ire (somie even threatened
to ‘resign from commiittee if FCC went
ghead with plans to issue proposal) is fact
that single time is listed for measurement
of commercial announcements (and these
are  most desirable commercial hours)
rather than full broadcast day. Commiis-
sion planned to ask for commercial spot
count for 6 a.n.-6 p.un. for radio, 6-11
pan. for tv.

L

CASUALTY ¢ One network casualty that
can be attributed to recession is expected
to be Monsanto’s Conquest science series.
Ten shows over two-season spread had
allocation of $2 million—one-third of
Monsanto’s total ad budget—and it's
learned that advertiser and its agency,
Gardner Adv., St. Louis, this week will
notify CBS-TV they won't pick up second-
year option. Reason: Monsanto, leading
supplier of resins for auto body paints
and other products used in motor industry,
has been hurt by auto market slump,
deems corporate advertising as luxury at
this time.
L]

CBS Inc. President Frank Stanion and
Mrs.  Stanton, unosteniatiously left for
Europe on May 14 io take in Brussels
Fair and otherwise work and play. Sched-
nled return is about mid-JTune.

SPOTS OVER KOVACS ¢ Pabst Blue Rib-
bon beer, Chicago, which had been con-
sidering sponsorship of Ernie Kovaes net-
work show, has decided against it and will
put good portion of advertising budget in
television spots in selective markets. Nor-
man, Craig & Kummel, N. Y, is agency.

BROADCASTING
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Summer, this 1958 finds the big
Radic WOW area a luxuriant Qasis on
the economic maps* of the U.S.A.

Cash from farm marketings hit over
$700 million with Nebraska up 35% and
Iowa up 14%. Cattle’s about $25. The
ponds and creeks are loaded, too.

SAC (which annually pumps $30 mil-
lion into Omaha area payrolls and pur-
chases) will spend an extra $25 million
for missile bases.

This’ll make 1958 construction total
up to a quarter of a billion.

Sow your ad dollars in the WQW
Radic Omaha Qasis.

Call John Blair now.

. New WOW-Land “boom” news is the Strategic Air
*See FORTUNE — April 1958, FORBES—May 15, 1958 and Command's $25 million world missile bases project.

RAND McNALLY'S Map of Business Trends for May 1958 This’ll bring 1958 construction {private and state) to
the quarter-billion mark. All this and good farm, too!

Omatia

CBS

REGIONAL RADIO WOW 7~

e
dio olOne FRANK P. FOGARTY, Vice Presidenl and General Manager
Ro 2 avera9d BILL WISEMAN, Sales Mencger
JOHN BLAIR & COMPANY, Representatives

WOW and WOW-TV, OMAHA * KPHO and KPHO-TV, PHOENIX
WHEN and WHEN-TV, SYRACUSE * KCMO and KCMO-TV, KANSAS CITY
KRMG, TULSA, OKLAHOMA

Meredith Stations — affiliated with Better Homes and Gardens and Successful Farming Magazines
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THE WEEK IN BRIEF

Tv Realocation Studied—FCC considers secret proposal to
consolidate all tv into single 25-channel band. Objective: to
lick the uhf problem and create chance for vast expansion in
number of operating stations. Page 27,

How Do Agencies Price Their Work?—New Study by Assn.
of National Advertisers turns up. Among many other things—
samples of actual contracts in use by agencies and advertisers.
Page 27.

More Productive Advertising.—That’s the goal of seven-
volume repott on three-year, $200,000 study of advertising
management, being issued this week by Assn. of National
Advertisers. Page 28.

Radio Back in 1960 Census—Federal bureau decides to re-
verse decision that had deleted radio count. Page 30.

Up and Adams—MacManus, John & Adams’ Charles F.
Adams blasts conformity and sterility in current ads, blames
“motivational mumbo-jumbo” and other research for making
creativity “a dirty word.” Page 35.

Agencies in the Know?—Two executives from agency row
urge advertisers to include their agencies in marketing plans,
observe that agencies in the know can perform more effectively
in advertising-sales objectives. Page 36.

C-P-M of What?—Media researchers challenged by author
Martin (Madison Avenue USA) Mayer to show what they’re
counting when they cite “cost-per-thousand” statistics; only
thing mass consumers have in common, he notes, are “belly-
buttons.” Page 38.

Sold: Hal Roach Studios—Scranton Corp. purchases all out-
standing stock in Hal Roach Studios, the first major producer
of feature films which converted to tv film production in 1948.
Sales price will be “in excess of $12.5 million.” Page 44.

Magnetic Striped Newsfilm—Newly developed film printer
of CBS Newsfilm enables “high fidelity” sound track of mag-
netic striped film fo be used in news syndication field. Page
48.

Why They Shoot Film Overseas—One thing, Philip Krasne
points out, it isn't to save money. He discusses procedures
involved in shooting abroad. Page 54.

The CATV Problem—Telecasters ask that community an-
tenna systems—and translators and boosters—be related to
local tv stations; Senate Commerce Committee hears dozen
broadcasters and rebuttal by catv representatives. Page 56.

Pressure Charges Still Fly—Legislative Oversight hearings
continue on St. Louis-Springfield, 111, decisions. WHDH-TV
Boston challenges subcommittee’s authority to subpoena its
records in investigation of Boston ch. 5 grant. Page 64.

Senate Commiitee Reopens Old Wounds—Allocations.
FCC Chairman Doerfer agrees selective deintermixture has

BROADCASTING

not cured problem, hints that some relaxation of engineering
standards may be in order although other commissioners urge
pause until TASO report is in. Page 68.

FCC Orders New Miami Ch. 10 Hearing—Acting on re-
mand from Appeals Court, FCC starts machinery for new
hearing to decide if its 1957 grant of ch. 10 to National Air-
lines should be voided because of alleged illegalities and im-
proprieties. Page 72.

UP-INS Merger Confirmed as Justice Eyes Deal—Forma-
tion of UPI from consolidation of two wire services formally
announced. INS-Telenews not involved. Justice Dept. looks
for possible antitrust violation. Page 75,

Adam’s Pulse—Station rep Adam Young hurls statistical
missiles at “modern radio” ecritics, says radio reaches more
adults than teenagers and attempts to “set the record straight.”
Page 77.

The Best Advertising Buy—Harry K. Renfro, D’Arcy Adv.
Co. radio-tv director, says night radio offers best dollar-for-
do!lar buy in media field. Praises radio, and offers some
pointed suggestions, in talk to Kentucky Broadeasters Assn.
Page 82.

Educators Explore New Methods-—Radio-tv specialists con-
fer at U. 8. Office of Education, with National Assn. of Edu-
cational Broadcasters cooperating. Educators and commercial
broadcasters cooperating more effectively, delegates told.
Page 86.

Reprieve for Etv—New York’s Metropolitan Educational
Television Assn. wins temporary stay as Ford Foundation-
supported educational tv-radio center at Ann Arbor comes
through with financial transfusion; other sources—all private
—also swell META coffers. Page 86.

What Price Attention?—President John G.
Petrik of Petrik & Stephenson, Philadelphia,
thinks it’s too high in many current tv com-
mercials, especially when it’s achieved by
gimmicks which obscure the sales pitch.
See MoNDAY MEMO. Page 105.

MR. PETRIK
DEPARTMENTS

ADVERTISERS & AGENCIES .. 28 NETWORKS ............... 83
AT DEADLINE ............. 9 OPEN MIKE ............... 14
AWARDS . ................ 87 OUR RESPECTS ............ 20
BUSINESS BRIEFLY ... .. .. 351 | PEOPLE "o waofdsns szt sty 102
CHANGING HANDS .... ... 80 PERSONNEL RELATIONS .. ... 84
CLOSED CIRCUIT .. .. ...... 5  PLAYBACK ................ 90
COLORCASTING .. ......... 30 PROGRAMS & PROMOTIONS 99
DATELINES ... ..ooovooov.. 79 PROGRAM SERVICES ... .... 75
EDITORIAL ................ 106 STATIONS ................ 77
EDUCATION ............... 86 TRADE ASSNS. ............. 82
FILM . 44 UPCOMING ............... 18
FOR THE RECORD .......... 91
GOVERNMENT . ............ 56
IN REVIEW ............... 17 TN 955 .
INTERNATIONAL ........ ... 88 Ly < I o
LEAD STORY .............. 27 '@' b H
MANUFACTURING .......... 85 % . o 4
MONDAY MEMO ........... 105 Cuont’ ogn®
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In Kansas City . . . WHB reaches more men & women . . . than the next 3 radio stations combined

[PPSR —

Page 8 o

H's a Don Loughnane
Noon, Too!

Noen to 2 . . . Don talks to 53%
of all the men and women who
listen 1o the top 4 Kansas Chty
stations, This remarkable record
may be attributed 6 Don's deep.
resonant. easy-going alr  volce
and the professlonal alr approach
which  charavterlzes  everything
WHDB does.

June 2, 1958

Sure, WHB is consistently and
dominantly first in total audience
every hour of the day.* But you
want to know about men and
women? Great!

Of all the men and women who
listen to the top 4 Kansas City
radio stations . . . 51.7% listen
to first place WHB. (Nielsen,
Nov.-Dec., audience composition
analysis, 6 am.-6 p.m. average.)
And every hour of the day more
men and women listen to WHDB
than to any other station.

Station
HA!I
26.9%

— N ————

Station
MBH

Station
“
9.5%

Talk to a Blair man . . . or WHB
General Manager George W. Arm-
strong about WHB's tremendous 96-
county coverage plus fantastic audi-
ence appeal.

*Whether you're talking abeut Meiro Pulse. Nielsen.
Trendex or Tlooper . . . Arca Nielsen or Pulse.

WHB

10,000 watts * 710 ke.
KANSAS CITY, Missouri

WDGY Minneapolis St Paul

REPRESENTED BY JOHN BLAIR & CO.

WHB Kansas City

REPRESENTED BY JOHN BLAIR & CO,

WTIX New Orfeans

REPRESENTED BY ADAM YOUNG INC,

WQAM Miam/

REPRESENTED BY JOHN BLAIR & CO.

BROADCASTING



at deadline

KTNT ANTITRUST SUIT ASKS $15 MILLION
OF CBS, KIRO; AFFILIATION SWITCH HIT

Triple damage antitrust suit asking $15
million from CBS and Queen City Broadcast-
ing Co., Seattle (KIRO-AM-FM), filed in
federal district court, Tacoma, Wash., Thurs-
day by Tribune Publishing Co., Tacoma
(KTNT-AM-TV). Also named defendant was
Saul Haas, president and majority stock-
holder of Queen City.

Suit charges that condition of 1948 KIRO
radio affiliation with CBS provided Queen
City would have first chance for CBS-TV
affiliation in area if it received tv station
grant, offering similar first refusal to CBS.
KIRO’s clear channel facility (710 k¢) was
described as important element in negotia-
tion.

In 1952, suit charges, CBS asked Queen
City to eliminate tv affiliation pledge but
latter allegedly refused to release network
from its promise. CBS and KTNT-TV signed
affiliation pact in 1953, agreement specify-
ing either party could end it on six-months
notice. Queen City received tv grant for ch.
7 from FCC July 25, 1957, complaint con-
tinues, and on Aug. 7, 1957, network noti-

fied KTNT-TV it would end its affiliation
Feb. 7, 1958. CBS then affiliated with
KIRO-TV effective Feb. 8, 1958, suit con-
tinues, charging Queen City made it “con-
dition of continuing to affiliate its radio
station KIRO with CBS Radio Network.”

Mr. Haas, according to suit, *“has par-
ticipated in and has caused Queen City to
do the acts described” and is party to con-
spiracy to restrain trade and attempt to
monopolize. Tribune alleges damages
amount to $5 million, asking $15 million
treble damages. Tying agreement, it is
charged, “fenced out” competition for tv
affiliation in Tacoma-Seattle area. KTNT-
TV contends it has been at disadvantage in
sale of time to advertisers and its value as
going concern has declined.

Counsel for KTNT-TV are J. H, Gordon
of Tacoma and Lloyd N. Cutler of Wash-
ington. Mr. Cutler, specialist in antitrust
practice, has been counsel to Richard A,
Moore, KTTV(TV) Los Angeles, in Mr.
Moore's presentation of antitrust charges
against tv networks before Senate and FCC,

P&G Sinks $13 Million
Into NBC-TV Daytime Shows

New and renewal business by Procter
& Gamble, Cincinnati, amounting to $13
million in gross billing on NBC-TV day-
time schedules, being announced today
(Mon.) by Walter Scott, NBC vice presi-
dent, television network sales. Orders are
effective July 1 for 52 weeks and call for
sponsorship of three 15-minute segments per
week on Today Is Ours (Mon.-Fri., 3-3:30
p.m.); four quarter-hour periods per week
of From These Roots (Mon.-Fri., 3:30-4
p.m.), and renewals on daily quarter-hour
portions of Tic Tac Dough (12 noon-12:30
p.m) and Queen for a Day (4-4:30 p.m.)
and two 15-minute segments of It Could
Be You (Mon.-Fri,, 12:30-1 p.m.).

New orders were placed through Benton
& Bowles, New York, and renewals through
Dancer-Fitzgerald-Sample, New York. P&G
business raises to almost $24 million gross
billing placed on NBC-TV’s daytime pro-
gramming during May, according tc Mr.
Scott.

Aid-to-ETV Bill Passes Senate

Senate Thursday passed unanimously, by
voice vote, and sent to House bill (S 2119)
authorizing federal grant of $1 million to
each state for educational tv (story page
70). Bill was introduced by Sen. Warren
Magnuson (D-Wash.) and received co-
sponsorship of Sen. John Bricker (R-Ohio).
Proponents of measure predict House ap-
proval during current session.

BROADCASTING

FCC's Opinion on Editorials:
Give Other Side Equal Chance

FCC believes editorializing is fine but rea-
sonable fairness requires presentation of
other side of controversy same evening or at
some time shortly after editorial program.
Dicta given in May 28 letter to WAPI,
WAFM (FM) and WABT (TV) Birming-
ham, Ala., which had licenses renewed after
being held up on question regarding anti-pay
tv editorial evening program last January.

Commission’s phraseology: “A standard
of reasonable fairness would call for the
presentation by a proponent of subscription
tv during the same evening or at approxi-
mately the same time on a week day shortly
thereafier.”

WABT put on discussion program three
days later in morning program, with two
station employes taking position of pro-pay
tv adherents. Commission’s action in re-
newing license taken as token of attitude
toward other stations and networks it had
queried following complaint by Skiatron’s
James M. Landis early this year [GOVERN-
MENT, Feb. 24]. Comr. Craven dissented to
contents of letter to Birmingham stations.

WHOO-AM-FM Sold for $350,000

Sale of WHOO-AM-FM Orlando, Fla.,

to Donald J. Horton of Lexington, Ky., an-
nounced bv Ted Estabrook and Red Weiss,
owners. Price was $350,000. Paul H. Chap-
man Co., station broker, handled sale. Mr.
Estabrook will remain at WHOO as general
manager and Mr. Weiss as sales manager.

BUSINESS BRIEFLY |

| Late-breaking items about broadcast

business; for earlier news, see ADVER-
TISERS & AGENCIES, page 28. |

GB&B GETS RIVAL e Rival Packing Co.
(dog food), Chicago, appoints Guild, Bascom
& Bonfigli, S. F., as advertising agency,
effective Sept. 1, with budget fixed at esti-
mated $1.7 million, covering sponsorship
of spot tv programs and printed media.
at a Thursday luncheon in New York.
Account now being handled by MecCann-
Erickson, N. Y,

THIRD FOR JOHNSON e S. C. Johnson
Inc. (waxes), Racine, Wis., already having
added alternate-week sponsorship of Zane
Grey to its Red Skelton program, has picked
up third alternate-week buy on CBS-TV in
Thursday, 8:30-9 p.m. slot this fall. Though
no program is set, network hopes to con-
vince Johnson to share tab with P. Lorillard
Co. (moved out from Saturday, 9-9:30
p-m.) on new Wanted: Dead or Alive series
[BusiNEss BRIEFLY, May 26].

DIAL’S ON MUTUAL & Armour & Co.
(Dial soap), Chicago, understood to have
signed for three-month campaign on Mutual,
utilizing 50 ten-second adjacencies to news-
casts per week, starting June 16. Agency:
Foote, Cone & Belding, Chicago.

FACTOR ON NBC-TV e Max Factor &
Co. {cosmetics), Hollywood, has signed for
Opening Night, filmed dramatic series, for
summer on alternate weeks over NBC-TV
(Sat., 9-9:30 p.m.), starting June 14.
Agency has been Doyle Dane Bernbach,
N. Y., changing this month to Kenyon &
Eckhardt (see page 31).

TWO FOR CBS ® General Mills (Hi-Pro),
Minneapolis, and Hearst Publications (Good
Housekeeping) N. Y., signed with CBS Ra-
die, through Dancer-Fitzgerald-Sample,
N. Y., and Grey Adv., N, Y., respectively.
Hearst will sponsor ten 7% -minute units of
daytime dramas June 28-30; Hi-Pro will
have ten 5-minute units of daytime serials
for eight weeks, beginning June 4.

SPIKE FOR OASIS ¢ Liggett & Myers
Tobacco (Oasis filter cigarettes) will feature
Spike Jones on its Club Qasis time period
during summer on alternate Saturday sched-
ule (NBC-TV, 9-9:30 p.m.). Agency: Mc-
Cann-Erickson, N. Y.

HALO PURCHASE e Colgate-Palmolive
Co. (Halo), N. Y., has purchased two seg-
ments weekly for four weeks of American
Bandstand on ABC-TV {Mon.-Fri., 3-3:30
pm. and 4-5 p.m.). D'Arcy, N. Y, is
agency.
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at deadline

JOHNSON BLASTS FCC INACTION ON CATV

Former Senate Commerce Committee
chairman Thursday charged FCC with “out-
rageous” conduct in not taking jurisdiction
over community tv systems.

Former Sen. Edwin S. Johnson (D-
Colo.), who was until two years ago gov-
ernor of Colorado, appeared in behalf of
broadcasters group importuning Senate
Commerce Committee to force FCC to
exercise authority over CATV operations
—and also to limit use of translators and
boosters where they adversely affect regu-
lar, local tv station operation (story page
56).

Committee completed two days testimony
Thursday with completion of broadcasters’
side of argument. Community antenna rep-
resentatives will testify in rebuttal at later
date. Committee also plans to ask FCC
to return for further examination on allo-
cations (maybe this week).

Sen. Johnson declared tv industry cannot
exist “half regulated and half unregulated.”
CATYV operations, if unregulated, will de-
stroy local tv service, he said. FCC has
closed its ears to pleas for help “by design
or by happenstance,” Sen. Johnson declared.

Former Colorado governor—who “au-
thorized”™ unlicensed boosters in his state
in defiance of FCC's ban in [956—urged
on-channel boosters be authorized by FCC.
He said translators were too expensive and
not reliable enough because they used uhf
channels. He cited Comr. T. A. M. Craven’s
report last year which held that boosters
could be considered receiving equipment.
He said there are now 32 boosters operating

in Colorado (in communities ranging from
15 homes to small cities with 1,500-2,000
population), but that only 14 are “licensed”
by state.

Community antenna systems will not go
into smaller communities, Sen. Johnson
stated, because it is unprofitable. Since they
can put local stations out of business, this
discriminates against rural viewers who ¢an-
not be connected profitably to cable system.

Commission has had knowledge of this
situation since 1952, Sen. Johnson recalled,
yet has done nothing.

Other witnesses testifying Friday:

Dwight Dahlman, Wyoming Public Serv-
ice Commission, related experiences of his
state group in trying to regulate CATV
operators, These are still in litigation.

J. Patrick Beacom, holder of cp for once-
on-air WIPB-TV Fairmont, W. Va., told
committee how cable company carried his
uhf station for two days then deleted it
in favor of Pittsburgh's then WDTV (TV).

William L. Putnam, WWLP (TV) Spring-
field, Mass., appearing for. Committee on
Competitive Television, denounced FCC and
Congress for delays in meeting problems
like CATV and uhf-vhf allocations problem,
and stated that Television Allocations Sys-
tem Organization would come up with
technical information already known and
which would be of no help to Commission
—since it must make “political” decision.

Wallace M. Bradley, Committee for Com-
petitive Television, urged committee to order
FCC to move more quickly and completely
along selective deintermixture road.

FCC Opens Gates to 1 Kw Bids

FCC Thursday announced it will accept,
after July 7, applications from Class IV
{(local) am stations to increase power up to
1 kw daytime maximum. NARBA agree-
ment, currently pending Senate ratification,
removes 250 maximum for Class IV day-
time operation for all outlets located more
than 62 miles from the Mexican border. No
action will be taken on applications until
coordination of NARBA agreement can be
effected among North American countries.

Also Thursday, Commission invited com-
ments by July 7 on proposal to abandon
Class B fm allocation plan which, Commis-
sion feels, has outlived its usefulness. Plan
first promulgated in December 1945 as tem-
porary guide for allocating Class B fm fre-
quencies.

WOAI-AM-TV Stock Shift Filed

WOAI-AM-TV San Antonio filed with
FCC Friday to buy 24% of stock in licensee
held by National Jewish Hospital, Denver,
for $1,145,000 and retire shares to treasury.
This would give Hugh Halff Ir., 40% stock-
holder, control with 52%.
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Vanda to JWT Hollywood Tv Post

Charles Vanda, vice president in charge
of television, WCAU-TV Philadelphia, joins
J. Walter Thompson Co. in Hollywood as
director of tv programming July 15. Mr.
Vanda, 23-year veteran in broadcasting, will
report to Dan Seymour, vice president and
director of radio and tv, JWT (N. Y.). Mr.
Vanda headed programming for CBS on
West Coast for 14 years, joining WCAU-
TV in 1949. Cornwell Jackson heads
JWT’s Hollywood office.

FIRST VTR PILOT

What is ¢laimed to be first pilot film
shown simultaneously on film and
video tape and to be offered in either
form is being shown to agencies this
week by Video Varieties Inc., which
plans to syndicate Times Square
Varieties to stations either as film or
VTR presentation. Pilot was filmed
Wednesday in New York by Tele-
studios Inc.

PEOPLE

CHARLES E. DENNY, 25-year veteran of
radio station management, has joined
WBNY Buffalo as general manager. He has
served in executive capacities with WHO
Des Moines, WSYR Syracuse and WERC
Erie, Pa. He retired two years ago from
WSEE-TV Erie, which he had built and
operated.

RAY MILLER JR. elected president of
WERE Cleveland, succeeding his father,
RAY MILLER SR., who is retiring to de-
vote full time to law practice.

JOHN DOSCHER, with NBC’s sales staff
since 1953, appointed to N. Y. account
executive staff, John Blair & Co. He fills
vacancy left by WILLIAM 0. TILENIUS,
veteran of more than 25 years in broadcast
field.

ALLAN EMIG, formerly with engineering
and artists & repertoire staff of Capitol Rec-
ords, Hollywood, named director of Colum-
bia Records west coast recording depart-
ment.

BENJAMIN M. SEIGER, formerly director
of marketing, Pharmaceuticals Inc., N. Y.,
to “Journal of Lifetime Living” (pharma-
ceuticals subsidiary) as executive director.

ROBERT M. FLANIGAN, midwest man-
ager and national sales representative for
Storer group and before that with WOV
New York, to John E. Pearson Co., Chi-
cago office, as salesman.

Gen. Matejka Leaves ODM Post

Maj. Gen. Jerry V. Matejka (USA ret.)
has resigned as assistant for telecommunica-
tions to Office of Defense Mobilization Di-
rector Gordon Gray. ODM spokesman said
Thursday post will remain vacant for unde-
termined period because of pending reor-
ganization of Defense Dept. and its com-
ponents. Gen Matejka in 1956 served on
four-man board which, at request of FCC,
conducted study of spectrum.

Five Ams Granted by FCC

FCC Thursday announced following new
am grants:

Elba, Ala.—To Howard Parrish Jr. {(gen-
eral manager, WOZK Ozark, Ala.) for
1350 ke with 1 kw daytime.

Flagstaff, Ariz.—To Eldred O. Smith
(3314 % owner KHEY El Paso, Tex.) for
1290 kc with 1 kw daytime.

Charlotte, N. C.—To Queen City Broad-
casting Co. (T. C. Wood Jr.) for 1310 k¢
with 1 kw daytime.

Grafton, N. D.—To KGPC Co. for 1340
ke with 250 w.

Bellefonte, Pa.—To Bellefonte Broad-
casting Co. (Cary H. Simpson) for 1330
ke with 500 w daytime. Mr. Simpson owns
WTRN Tyrone, Pa., and has interests in sev-
eral other Pennsylvania stations.

Justice Holding Off on UP-INS

Victor Hansen, antitrust chief of Justice
Dept., said Thursday Justice plans no ac-
tion “at present time” on merger of United
Press and International News Service (story
page 75). In letter to UPI president, Frank
H. Battholomew, Mr. Hansen said Justice
concluded consolidation “falls squarely with-
in the failing corporation exemption” of
Clayton Antitrust Act.

BROADCASTING



“Advertising never sold me

We've ail heard that one before. Often.
But it’s not true.

Fact is, whether we know it or not—or
admit it or not—advertising has sold
something to every one of us,

And that’s all to the good.

In the first place, a basic function of ad-
vertising is to inform. To convey news.
News about products. What they are.
Where to get them. How much they cost.
Through this function alone, advertising
sells great quantities of goods.

Secondly—even people like the little lady
above, who make a conscicus effort to
reject advertising, are made to want the
things advertised. Sooner or later, that
leads to a sale,

Finally, there is a third and much broader
way in which advertising sells us things,
It creates so much demand that mass
production is possible; hence, more goods

are sold to more people for less money.

Yes, it's all to the good, because it makes
the wheels go *round. Advertising makes
possible the high-speed distribution that
is the key to our economic system. With-

ADVERTISING AS A SOCIAL FORCE

“Advertising nourishes the consuming
power of men. It creates wanis for a
better standard of living. It sets up
before @ man the goal of a better
home, better clothing, better food for
himself and his family. It spurs indi-
vidual exertion and greater produc-
tion. . . . The business of advertising
has a big part to play in the future
of the world.”

—from a speech by Sir Winston Churchiil,
delivered before the Advertising Club of London, 1924

anything!”

out it, capitalism as we know it would
be impossible.

So, Madam, think what you will. Mean-
while, you can keep enjoying the things
made available because of advertising’s
vast contribution to our economic and
social system.

And say what you will, Madam. It's a
free country! And that freedom, too, is
part of the great tradition of which adver~
tising is a very real part.

*

Advertising is our business, and we take
pride in it. As one of America’s ten largest
agencies, we are grateful to play a part,
along with our clients, in the dynamic
growth of the world’s economy.

BENTON & BOWLES, INC.
666 Fifth Avenue, New York

Advertising and Marketing counsel to leaders
in American bustness

The 23 clients of Benton & Bowles, in order of our length of service to them: General Foods Corp. » Procter & Gamble Co. - Pepperell Manuf: ing Company - A

tion of American Railroads - American Express Co. » Aveo Manufacturing Corp. - Norwich Pharmacal Co. - Carling Brewing Co., Inc. + Philip Morris, Inc. - Mutual Of New
York » Continental Oil Co. - H. C. Moorea Co, * Railway Expreas Agency, Inc. - International Business Machines Corp. - 8. C. Johnson & Son, Inc. - Florida Citrus Commission
General Aailine & Film Corp. - Western Union Telegraph Co., Ine. - Barden Company + Keantile, Inc. - Schick Incorporated - Allied Chemical Corp. » The Eversharp Pen Co.




Sure is.

New York’s hottest
hot-weather buy,
The Late Show.
Right now
delivering—

’

e
BKQ)\ Sy
/ '

Yeah!
The biggest
audiences

in its seven-year
history.
Average of
723,438 homes
tuned-in
every night.
J.; WNielsen

says s0.*

Thatain’t all.
The Late Show's
ratings go up
with the
temperature.
Last year,
its
Summer audiences
were bigger'n
they were other




They tell me
with WCBS-TV’s new
rate structure
you can get
greater circulation
at less cost
than before,
and—

I get you.

You mean, where else
in all advertising
can you reach
more customers today
for less money
than it cost you
yesterday ?

Precisely

Better call
Plaza 1-2345.
WCBS-TV, Ghannel 2,
New York. CBS Owned.

Represented by
CBS Television

Spot Sales,

too.

*Bi-monthly report, March-April 195
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Fertilizer dealer, food chain, brewer
and apparel shop—all are finding lo-
cal Radio today’s reliable, low cost
selling medium. Big city or small,
East, South or Midwest—sponsors
are most happy with their commer-
cials tailored from the Lang-Worth
RADIO HUCKSTERS & AIRLIFTS
SERVICE.

KAWL, YORK, NEB.:
JERRY BRYAN REPORTING—

A Lang-Worth Huckster Fertilizer
jingle, run as a service spot, was
bought off the air by Miller Seed &
Supply To., leading to an increase of
their KAWL schedule by 30 spots a
week. Campaign so successful it was
cited in T-F-D national farm journal.

WPEN, PHILADELPHIA, PA.:
MURRAY ARNOLD REPORTING—

WPEN’s imaginative selling and pro-
duction resulted in a Huckster jingle
being the base of giant Penn Fruit
Supermarkets’ “biggest value ever”
promotion. Result: a big spot sched-
ule for WPEN and other stations and
“solid success” reported by W. B.

e

Doner agency.

WHLF, SOUTH BOSTON, VA.:
PRESTON YOUNG REPORTING—

Station’s efforts resulted in another
Huckster jingle becoming the base of
a large Company’s campaign. Rich-
brau Beer subsequently increased
their schedule on WHLF 50% and ex-
panded the campaign to other mar-
kets in the area.

WILK, ASBURY PARK, N, J.:
JOE MENZZOPANE REPORTING—

WILK solved Grayson Stores local
outlet’s clamor for a hard-hitting jin-
gle with the Radio Hucksters service.
An innovation: a talented WJLK an-
nouncer sings, hums and mixes com-
mercial with the jingle —for that
custom-built sound!

Thase and many clher progiessive ata.
‘tions. cambine theis top afoductian and
‘sales know-howwith RABs) HUCEETERS
most happy spbrsors:

FEATURE IIEG‘H.HS INC.

’1?55 Broadw ay, N Yares, N
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Seconding Silvernail

EDITOR:

BROADCASTING is to be congratulated in
prevailing upon Frank Silvernail to become
its consultant [LETTERS FROM THE EDITORS).
This will certainly make an already good
magazine even better.

Frank Kemp

Vice President—Dir. of Media
Compton Adv.

New York City

EDITOR:

I am delighted to know that you have
engaged Frank Silvernail as a consultant on
BroADCASTING. Certainly there is no one bet-
ter equipped than Frank to give the agency
viewpoint in any discussions concerning our
industry. Congratulations to you for your
foresight and best wishes to you both for
a happy association.

Vera Brennan

Broadcast Coordinator

Sullivan, Stauffer Colwell & Bayles
New York City

EDITOR:

Congratulations are in order to both
BroaDCASTING and Frank Silvernail for the
marriage recently completed. Believe this
will be beneficial to all interested in the
broadcasting field because of the long ex-
perience of both the publication and Mr.
Silvernail.

Frank Coulter

Associate Media Director
Young & Rubicam

New York Ciry

EDITOR:

Your reputation for astuteness was again
re-enforced when I learned that Frank
Silvernail had joined BROADCASTING as a
consultant. I commend you for selecting one
of the outstanding men of our industry to
join your already excellent staff. Few, if
any, men in the agency business have con-
tributed more to ethical relations than has
Frank. I know that he will make a material
contribution for many years to come.

P. A. Sugg
Vice. President
NBC New York

Handouts in Program Guise

EDITOR:

Jerome Feniger of Cunningham & Walsh
hit a couple of targets, but not all, in his
excellent appraisal of radio °58 [ADVER-
TISERS & AGENCIES, May 19].

He put his finger on over-commerciali-
zation, top 40 programming and general
lack of imagination.

I wish Mr. Feniger would use his forum
once again to examine another factor in re-
cent programming: the money wheels and
the bountiful giveaway. This practice of
buying audience, and therefore ratings, has
not been given enough scrutiny by agencies.
I recognize legitimate contests embodying

elements of skill and overt response. But
plain and simple handouts are a reflection
of programming bareness and ownership
wealth. Timebuyers should be on guard.

Sol Panitz

President

WQSN Charleston, §. C.

What's Watt?

EDITOR:

What makes Thompson R. Watt, radio-tv
editor of the Denver Post such a great ex-
pert on the complicated business of local
programming [PLAYBACK, May 19]?

.. If radio stations were to follow the
suggestions of Mr. Watt and his ilk, the
medium would be right back where it was
five years ago when all the same experts
predicted it was dead and buried because
tv had become a reality. Of course, radio
is a “mostly young” advertising medium.
Of course, most of the listening to radio is
done by people under 45 years of age. Is
this damning? This same group happens to
buy more of everything than the older peo-
ple and then the children who spend all
their time reading comic books and watch-
ing tv.

It js irritating for us to see so much
space of your fine publication wasted, cru-
sading for what some of the older broad-
casters don’t understand and therefore must
assume it is a horrible thing that should be
stamped out.

How about some constructive suggestions.
The stations that too many of these ignorant
critics are talking about also happen to be
commanding the attention of more radio
listeners in the major markets than local
programs ever reached before. Would these
critics . . . suggest a heavy load of sym-
phony music, polkas, talk shows, or just
what? Invariably, these same people have
no real interest in radio programming that
will get the attention of the masses. They
only think that they will run the radio indus-
try and further their own selfish causes by
using meaningless cliches.

As always, the people have the final say
in what they want. Mr. Watt and others
like him can stop worrying about one or two
stations playing music. In Denver there are
at least 10 more that he can turn to and
enjoy.

Arthur H. McCoy
Executive Vice President
John Biair & Co.

New York City

Evening Reading Habit

EDITOR:

. BROADCASTING is one of my favorite
publications and I read it religiously at
home. [ think everyone connected with it
should feel mighty proud of your news-
gathering service. There is a terrific timeli-
ness. BROADCASTING is certainly getting the
news and reporting it to readers fast.

Edmund L. Cashman
Vice President

Foote, Cone & Beiding
Hollywood

BROADCASTING



We Point with Pride...

10.000 WATTS
' EFFECTIVE
TB RADIATED
POWER*

ON THE AIR...APRIL 20, 1958

* WEZL beams its E-Z listening with 10,000 watts effective
radiated power where 5,000 watts into a top-loaded
tower gives the equivalent efficiency of a 10,000 trans-

mitter into a quarter-wave tower.

— = """ == ASSOCIATED WITH WV OK , BIRMINGHAM -WBAM , MONTGOMERY
\i\% (ALABAMA'S MOST-LISTENED-TO and PROVEN POWER and COVERAGE STATIONS)

(AND SOON--WAPE, JACKSONVILLE, FLA.)

Al Natisnally Representod by
25 Radio 7V Representatives, Ine.

NEW YORK * CHICAGO °* BOSTON °* LOS ANGELES
SAN FRANCISCO -+ SEATTLE
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. New York

. Los Angeles
. Chicago

. Philadelphia
. Detroit

. Boston-
Manchester

. San Francisco
. Pittsburgh

. Cleveland

. New Haven

. St. Louis

. Washingtan, D.C.

. Indianapalis-
Bioomington

. Minneapolis-
St. Paul

. Providence
. CHARLOTTE

. Hartford-
New Britain

. Baltimare
. Atlanta

. Kalamazoo-
Grand Rapids

. Dallas-Fort Worth

. Cincinnati

..and what a kice!

Ardent advertisers are now enjoying the sweet kiss of sales
success from the Nation's Sixteenth Television Market!

Television Magazine credits the Charlotte-WBTV Television Market with
689,882 sets, making this the Sixteenth Television Markel in the Nation ... First in the South!

Re-evaluate your expenditures. Call CBS Television Spot Sales for a date!

Source: Television Magazine Set Count, May. 1958

" AMERICA'S

16

MARKET
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IN REVIEW

SEE IT NOW

British Prime Minister Harold MacMillan,
a skilled diplomat of the “old school,” is no
Disraeli or Gladstone or Churchill. Quiet,
short on witticism and a dispassionate con-
versationalist, Harold MacMillan as a per-
sonality is the Tory's answer to Labor's
Clement Attlee. Thus, any lengthy interview
with Mr. MacMillan is apt to be, for lack of
any other description, colorless,

On May 12, Edward R. Murrow joined his
colleague, Charles Collingwood (since
Howard K. Smith’s reassignment stateside,
CBS European bureau chief) at 10 Downing
St., the traditional residence of British prime
ministers. The half-hour discussion (no
doubt culled from much more footage)
touched on a goodly number of topics such
as open v, secret diplomacy, summitry, rec-
ognition of communist China, the European
common market, West German renaissance
and the parallel decline of the British empire,

Messrs. Murrow and Collingwood asked
the right questions and Mr, MacMillan field-
ed them with a great deal of aplomb. There
was little news to be had in this chat with the
exception of Mr. MacMillan's revelation
that had Britain not been facing the brunt
of “Operation Sea-Lion” (which somehow
never got out of Hitler’s order of battle
room), the A-bomb would have been devel-
oped at Harwood instead of in the squash
court at the U. of Chicago, “We have a
great moral claim to it,” said the British
Prime Minister, not without a trace of re-
morse.

In one basic respect, however, the talk
with Mr. MacMillan proved of great benefit.
That was in his scorn for the word “problem”
as applied to world conflicts. His comments
are worth noting here;

“When we were children [‘problem’]
meant something to which there was an
answer—an algebraical problem . . . you
either got it or else you got it off a friend
of yours or you looked it up at the end of the
book where it said ‘with answers.” It was a
thing capable of a precise solution. Now, we
misuse this word ‘problem’ to mean one
of the conditions [to which] there are no
precise solutions . . . there’s the handling
of a situation day-by-day and year-by-year
and generation-by-generation until it—if it's
kept in some reasonable control—doesn’t
burst into disaster . . . I believe that one of
our troubles in the whole of our journalism
. . . is the misuse of the word ‘problem.’ ”

It should be duly noted by tv's Cassan-
dras . ..

Production costs: $5,000.

Sustaining on CBS-TV Fri. May 23, 7:30-8
p.m,

Producers: Edward R. Murrow and Fred
Friendly; cameraman: William McClure.

FRANCE AT THE BRINK

In David Schoenbrun CBS News (and for
that matter, radio-tv journalism in general)
has a brilliant, astute and profoundly observ-
ant reporter on French affairs. A former
romance language teacher and OWI propa-
gandist-turned-newsman, Mr, Schoenbrun

BROADCASTING

has been pounding the Parisian beat since
V-E Day, first as bureau chief of overseas
news agency and since 1947, for CBS. In
that time he has rubbed shoulders with
many of those who make up that singularly
confusing cast of characters that is now
playing the denouement to the fourth
French Republic.

Thus it would seem rather mawkish that
43-year old Dave Schoenbrun a week ago
Sunday night felt compelled to whip out
his credentials in order to prove to the
American viewer that he, indeed, knew what
he was talking about. Certainly those who
have read his award-winning As France
Goes (Harper & Bros., 341 pp.) published
last fall needed no reassurance as was of-
fered by his frequent “I know Gen. Salan”
or “I have talked to Pierre Pflimlin. . . ."”

Mr. Schoenbrun was flown in from Paris
by CBS to report first-hand on the conspir-
acy that is tearing France asunder “in the
shadow of a man on horseback.” Though
it would seem an awesome task within the
short span of 25 minutes to analyze the
events since May 13, Mr, Schoenbrun made
it seem terribly simple.

In his book, Mr. Schoenbrun last year
contended that the French people—ultra-
sensitive to one-man rule as typified
throughout their stormy history by the
Bourbons, Richelieus, Robespierres and
Bonapartes—‘have become convinced that
they have a vested interest in weak and
unstable government.” The special report
on CBS indicated that the attitude is more
of a vested disinterest and that, ironically,
this public lethargy has created a vacuum
into which an autocrat could easily step.
Though Mr. Schoenbrun insisted Gen. De-
Gaulle is neither fascist nor dictator, the in-
ference was clearly drawn,

In detailing the stakes both factions have
in the current imbroglio and running down
the “dramatis personae” Mr. Schoenbrun
may have wanted to be thoroughly impar-
tial. It must have been terribly difficult for
a man who professed stanch admiration for
the crack professionals helmed by the in-
surgent Brig. Gen. Jacques Massu. But to
balance the scorecard, Mr. Schoenbrun
voiced open dismay for the mystic from
Colombey-les-Deux-Eglises whom he typi-
fied as “a Hamlet . . . who cannot seem to
make up his mind.”

By exercising a crisp and authoritative
command of the situation-at-hand, Mr.
Schoenbrun once again underscored a
famed Murrow maxim that there’s more—
much more—to tv journalism than trundling
out a good looking announcer who reads
well. Mr. Schoenbrun thinks well,
Production costs; $9,000,

Sustaining on CBS-TV Sun, May 25, 6-6:30

p.m.

Producer: Leslie Midgeley, director: Verne

Diamond.

Participants: David Schoenbrun, Eric Seva-
reid.

BOOKS

THE STORY OF ADVERTISING by
James Playsted Wood, The Ronald Press
Co., 15 East 26th St., New York 10, N.Y.

IN 6 MONTHS:

NOW

S,

NATIONALLY!

8th (from 19th) among all CBC

shows! Outrates ‘“Have Gun
Will Travel”, “Dinah Shore”,
“Disneyland”’, etc.

Network rating higher every
rating period, now 41.0!

21% increase in homes
reached!

30% increase in viewers!

Pre-tested as popular movie and
through dozens of farnous Satur-
day Evening Post stories, TUG-
BOAT ANNIE helps Lever
Brothers Limited of Canada win
friends and influence sales. Lever
Brothers” success story gives
proof of greater profit than ever
for you in your own market. Of
course, the American premiere
market showing is swamping
all competition too!

the aaventures of

TUGBOAT
ANNIE
tea

TELEVISION PROGRAMS OF AMERICA, INC.
488 MADISON « N.Y. 22 « PLaza 5-2100
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IN REVIEW conminuep

512 pages. $6.50. May 26, 1958.

From the town crier of medieval England
to television today is the scope of this well-
documented survey of advertising. The
growth of magazine and newspaper adver-
tising in the U. 8., rise of the advertising
agency and the advent of radio are detailed
and illustrated by Mr. Wood. The volume
is neither a critique nor a defense, but doss
highlight advertising’s contributions during
the two great world wars. A six-page bibli-
ography plus index make the book valuable

| to the student or researcher.

~ UPCOMING

June

June 3-6: 36th annual conference, Naticnal In-
dustrial Advertisers Assn., Chase and Park
Plaza Hotels, St. Louis.

June 4-6: Armed Forces Communications and
Electronics Assn. Exhibit, Sheraton Park Hotel,
Washington, D. C

June 5-T: Western Assn. of Broadcasters, Banf!
Sorings. Hotel Banff, Alta.

June 6-7: Colorado Broadcasters Assn., Hotel
Antlers, Colorado Springs.

June 7: UP Broadcasters of Connecticut, Colo-
nial House, Hamden.

June 7-8: Broadcasters Assn. of Texas. Town
House Hotel, San Angelo.

June 8-11: Advertising Federation of America,
national convention, Statler-Hilton Hotel.
Dallas.

June 10-12: Natjonal Cormmmunity Television Assn..
Mayflower Hotel, Washington, D. C.

June 14: UP Broadcasters of Pennsylvania Hol-
iday Motor Hotel, Mechanicsburg.

June 19-20: Virginia Broadcasters Assn.,
water Inn, Irvington.

June 19-21: Maryland-D. C. Radio & Tv Broad-
casters gssn.. Stephen Decatur Hotel, Ocean

June 19-21: Florida Assn. of Broadcasters,
lonial Inn, St. Petersburg Beach.

June 22-28: Advertising Assn. of the West, annual
convention. Vancouver, B. C.

Tide-

Co-

July
July 19: Conference on Tv for Women in_Home
conomics, Business and Education, UCLA,
Los Angeles.

July 21-25: National Assn. of Educational Broad-
casters, seminar. Allerton House, Monticello,
1.

August

Aglg 1-2: Oklahoma Broadcasters Assn.,

exoma Lodge, Lake Texoma.

Aug. 4-23: Summer Tv Workshop, College of
Communication Arts and WKAR-TV Michigan
State University, East Lansing.

Aug. 13-18: Affiliated Advertising Agencles Net-
work, annual international meeting, Lord Bal-
timore Hotel, Baltimore.

Aug. 19-22: Western Electronic Show and Con-
\éelilltfion. Pan Pacific Auditorium, Los Angeles,

a

Aug. 24-Sept. 4: National Assn. of Educational
Broadcasters, Conference on Televitsed Instruc-
tion, Purdue U, Lafayette, Ind.

Aug. 26-27: Georgia Broadcasters
Simons.

Lake

Assn., St.

September

Sept, 5-6: Texas AP Broadcasters Assn., Roose-
velt Hote], Waco.

Sept. 5-7: West Virginia Broadcasters Assn..
Greenbrier Hotel, White Sulphur Springs.

Sept. 19-21: International Sight & Sound Ex-
position’s seventh annual High Fidelity Show
and Music Festival, Palmer House, Chicago.

Sept. 21-24: L'Assn. Canadienne de la Radio et
e la Television de Langue Francaise, Alpine
Inn, Ste. Marguerite, Que.

Sept. 22-23: Loulslana Assn. of Broadcasters,
ownhouse Motel., Lafayette.

October
QOct. 5-7: Central Canada Broadcasters Assn..
Alpine Inn, Ste. Marguerite, Que.
QOct. 8-10: IRE Canadian convention, Exhibition
Park, Toronto.
Qct. 13-15: National Electronles Conference,
Hotel Sherman, Chicago.

Oct. 28-29: Central Canada Broadcasters Assm.
Westbury Hotel, Toronto, Ont.

BROADCASTING
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400 Park Avenue Phone MUrray Hill 8-1000
Represented Nationally by George P. Hollingbery Co.
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Alan Llsser Larry Berrill

Jim Healy

John Bainbridge

. SELLS for these sponsors:

Ambassador Hotel
Bardahl Oil Additive
Glendale Federal Savings
Interstate Bakeries
Marina Federal Savings
Sakrete Cement

Sally Shops

Simca Auto Sales

Troy Laundry

Union Pacific *

Union Maid Bakeries
von's Grocery Co.

. WON AWARDS
from these organizations:

Advertising Association of the West
Calif. Assoc. Press Radio-TV Ass'n
Los Angeles Advertising Women
Radio-TV News Club of So. Calif.
Radio Advertising Bureau

.. IS NOW AVAILABLE
for a few additional advertisers who
can utilize the class approach to
Southern California’s seven-million
mass. Ask your KBIG or Weed con-
tact for the full quality story.

The Cataling Station
10,000 Watts

74 ou;‘ol-ua

JOHN POOlE BROADCASTING CO.

8540 Sunset Blvd,. Los Angeles 28, Cellfornia
Telephone: HOllywood 3-3265

Nat. Rep. WEED and Company
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OUR RESPECTS
to William Joseph Moyer

HE executive vice president and general manager of KARD-TV Wichita, Kan.,

didn’t start his career in that direction. William Joseph Moyer was going to be
an investment banker—that is, until 1929. Instead he became a newspaperman, then
a pilot and, in 1949, turned to broadcasting.

The impact of the stock market crash and the depression which followed left
Mr. Moyer with “an indelible respect for the value of a dollar,” he recalls, reminiscing
over his earlier experiences in finance. A native of Wilkes-Barre, Pa. (born Oct. 6,
1911), he attended high school in Easton, Pa., and then decided to get into finance
before going to college. He worked on the board of Easton’s E. W. Clark & Co.; in
the statistical, margin and clearing house departments of Dominick & Dominick, and
as a bond trader and customers’ trainee at Barney & Co., both in New York.

Came the crash and the resultant bleak outlook for investment banking, and Mr.
Moyer turned to a newspaper career, joining the Star Publishing Co. (Easton Plain
Dealer, Washington [N. 1.] Star, and five other newspapers in northeastern Pennsyl-
vania and northwestern New Jersey). Over a span of six years he held positions in
circulation, national and local advertising, editorial and. composing room depart-
ments, and became assistant to the publisher in 1936. In the meantime he managed to
sandwich in a year at the U. of Kentucky toward a bachelor of science degree (while
working one night a week at the Lexingfon Times-Herald as a printer). During the
summer he returned to the Star Publishing Co. and, in 1939, enrolled at Lafayette
College in Easton, continuing until January 1941.

Interested in flying since 1929, Mr. Moyer had racked up 300-400 hours by 1941
and accepted a position as civilian flying instructor at an Army school at Lodwick
Aviation Academy in Avon, Fla. In May 1942, he resigned and accepted a Navy
commission, and exercising radar test pilot duties at the Naval Air Station, Anacostia,
D. C., and production test pilot and ferry duties at Floyd Bennet Field in New York.
He was assigned as Bureau of Aeronautics representative in Dallas in 1944, in charge
of Navy aircraft procurement contracts and inspection at various companies, in-
cluding Cessna Aircraft in Wichita. He was promoted to commander before the war’s
end in 1945 and continued in service for four more years, including the Korean War.

Then he saw tv—"the answer to an advertising man’s prayer. There it was—the
ultimate in mass media of communication—a medium that embodied and usurped all
of the assets of the other mass media—a medium limited only by the imagination.”

ICHITA Television Corp. was incorporated by Mr. Moyer; his brother, Dan,

a Wichita attorney, and others in August 1950, with Bill Moyer as president.
They solicited 15 other business people to serve as directors, with George M. Brown
subsequently becoming president during a financial reorganization. For over two
years Mr. Moyer grappled with various legal, operational and financing chores in-
cluding an educational program for officers, directors and stockholders, and directing
preparation of various documents for the station’s tv application and anticipated
competitive hearings. KARD-TV was involved in one of the most protracted con-
tinuous hearings in FCC history—from October 1952 to February 1953, with the
record finally closed in September. FCC issued its final decision in June 1955 and
KARD-TV took the air three months later with full power, 1,070-ft. tower and tem-
porary studios. (Final opposition to KARD-TV’s ch. 3 grant, carried to an appellate
court, dissipated only last February.)

The station become an optional NBC affiliate in May 1956 and a basic affiliate in
January 1957. KARD-TV competes with ch. 10 KAKE-TV Wichita and ch. 12
KTVH (TV) Hutchinson, ABC and CBS affiliates, respectively.

Ratings and their techniques are one of his principal interests. Mr. Moyer has
been outspokenly critical of feature film programming and its effect on so-called
“known rating weeks” and advocates a special “secret week” report as a com-
petitive counter-weapon.

Under Mr. Moyer’s executive hand, KARD-TV has developed a community
identification, emphasizing public service, while gradually improving its financial
position. (It won the Alfred 1. duPont small station award this year, last year won a
Brotherhood Award of the National Conference of Christians & Jews.) The station
moved into new quarters in November 1956 and carries about 40 hours of color
programming weekly, including a handful of local live shows, plus the NBC schedule.

Mr. Moyer is active in various funds and other civic activities and is a member
of aviation, industrial planning and government committees of the Wichita Chamber
of Commerce. He also belongs to the Quiet Birdmen (a pilot organization) and the
Wichita Club. He is married to the former Mae Gualding; they have no children.
He likes swimming and adds “if I have a hobby, digging into ratings is it.”

BRoADCASTING




These Four Top Radio Personalities help you get
Maximum Results in Michigan’s biggest market
at LOWEST COST PER THOUSAND on

Van Patrick ¥ pobi “Barefoot Boy”
_ obin Seymour arefoot. boy .
WKMH Sports Director Yl , Bobti’ with Rohin” Ross Globe-Trotting

“VYan"” is known coast to
st o 1y Ry e of_Mickigns Mulholland Raconteur

Tiger and Detroit Lions most popular D.Js., “T d 1y
: : ROBIN programs . . . d e
g?ﬁﬁghﬂﬂ R};gﬂ?;rlxlwgl;;tg music weekdays 3 to Oglfl“;ageﬁ lpattl;i%lsé?ﬁ ra r 0

Does 15 minute Sports 7 p.m., Sundays 3 to i) }:1 t le v. = k-

Show Monday through 6 p.m. Has a_tre Ay ey eV Ty giee Originating nightly from
. mendous and loyal AysiromBGRIORI) o

Saturday, 6:30 p.m. followin Features music and in- the penthouse of the

E- terviews with visiting Sheraton-Cadillac, 8 p.m.

celebrities. to 1 a.m., Trader Bob

intersperses his music

with entertaining re-
marks about his travels.

New faces . . . new features . . . a new studio atop the Sheraton-Cadillac Hotel in downtown
Detroit . . . give a new look to Detroit’s dominant sport station. Advertisers who KNOW
use the KNORR network. It’s your best buy in the rich Detroit market.

Save up to 15% by using 2 or more of these powerful stations
WKMH WKMF WELL WSAM WKHM

Dearborn-Detrait Flinl, Mich. Baotlle Creek, Mich. Saginaw, Mich. Jackson, Mich.
Jockson Broadcasting

USE 4 OR 5 STATIONS...SAVE 15% - USE ANY 3 STATIONS... SAVE 10% . USE ANY 2 STATIONS...SAVE 5% & Telovisian Corp.

KNORR BROADCASTING CORP. ioyescrie sy hesterseco

The MOoTOR cilg



Now you can Purchase..

TRERE'S DLy gy
VELEPRORPTE*
MEfERrep oy

‘-n""u[”

 SPECIAL!

- NEW TRIAL PLAN:

=1 !ﬁi‘f:f" - then Purchase

: _:‘»?Ea nbination
~_ Package Rate

’-.ff’_-:T‘l_ePI'OMpTer
."f'? TelePro 6000

7

~ Ask for Jim Blair
Eqwipment Sates Manager

*TelePrompTer'” is a registered trademark
(U.S. Pat. No. 2435373} and is descriptive
only of the TelePrompTer cueing equipment
manufactured by TelePrompTer Corporation.
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TelePrompT -

Prompting Equipment =

WHEN IS A COMMERCIAL EFFECTIVE?

Only when the advertising dollar produces maximum sales results through skillful communication be-
tween sponsor and audience. This requires believability, confidence and flawless delivery by your performers
’ ;

That's why more and more advertisers are insisting upon local on-the-air salesmen who are backed by Tele
PrompTer prompting equipment. And that's why advertisers are enthusiastically endorsing the

TELEPROMPTER LIVE SPOT NETWORK

A merchandising service by TelePrompTer Corporation which actively encourages nation spot ad-
vertisers to buy the sales effectiveness of local live talent on our 140 TelePrompTer-equipped stations

zLE JJE@JJ@TE@

CORPORATION -
"Where the Art of Group Communications is a Science”

311 West 43rd St., New York 36, N. Y., JUdson 2-3800

NEW YORK + LOS ANGELES - CHICAGO « WASHINGTON, D. C. - DETROIT - PHILADELPHIA - TORONTO - LONDON




¢ What is a Pulse

Radio Survey?

The PULSE is the trade name given to
radio surveys conducted by PULSE, Inc.
PULSE, Inc. has been taking radio surveys
for seventeen years and is considered the
most authoritative radio audience measur-
ing company in the broadcast industry.
Proof of this, is the fact that PULSE re-
ports are used by more radio stations than
any other method and/or company.

Unlike an "independent” survey, PULSE
is an authentic, researched method in
which the radio audience in a particular
city is correctly measured. "‘Independent”
surveys are more often than not surveys
taken by radio stations themselves and the
coefficlent of error Is very, very high! Be-
sides that very important fact, radio sta-
tions often take these surveys in a method
which clearly slants the answer and. of
course, could only come out one way.
Their way.

A PULSE report is usually ordered by a
group of stations in a particular city or
area. The date of the actual survey is not
released to the stations involved but the
survey month is usually known. Each sub-
scribing station pays their proportionate
part. Part of the cost of a PULSE report
is borne by (90) ninety of the leading na-
tional advertising agencies. Clearly. the
advertising agency is interested In know-
ing the share of radio audience enjoyed
by each station, since this report is used
as a basic yardstick in determining which
station will carry its client’s message. Be-
cause this {8 most important, the ninety
major advertising agencies subscribe to
PULSE for its known reputation and
authenticity.

Subseribing radio stations are free to use
the final resulits of a PULSE report to sell
local and national accounts. Understand,
that whether or not a station subscribes,
has no bearing upon the final ocutcome of
a PULSE survey. The radio stations sur-
veyed are not the only subscribers. Agency
subscribers paying a share of the report
are interested in the exact deposition of
the audience too, and that is exactly what
they get. , ’

The foregoing quotation spearheads an
advertisement by a radio station famous for
its quality, integrity, and leadership.

Naturally we are pleased. But the im-
portant aspect is that this station’s typical
reaction explains the fundamental reason
‘why Pulse has grown from one-market
coverage back in 1941 to more than 200
markets in 1958.

And the first quarter of 1958 is our best
in Pulse’s entire history.

For pioneering an exclusive plus, out-of-
home radio, correctly additive to in-home
radic, per 15-minutes, per station, per pro-
gram, the American Marketing Association
gave Pulse a special award for its 1948-49
exploration. Since then, the out-of-home
millions have been correctly reported by
Pulse.

Currently Pulse finds that watching tele-
vision out of home adds 4% to the in-home
audience. As the service with the most sub-
scribers, count on Pulse to incorporate this
important and exclusive TV out-of-home
when it becomes an important considera-
tion for Pulse subscribers.

PULSE, Inc.

730 Fifth Avenue,
New York 19

Los Angeles, Chicogo, London
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rel Ia bl I Ity ..use RCA"Premiums” and “Special Reds”

Typicel RCA "Premium” and “Special Red’’ Tubes
Equipment reliability in broadcast and TV station cperations for Broodcast and TV Station Equipment
grows more and more important as the value of on-ait time increases.

To raise the reliability factor of “small-tube” circuitry, why not Shore-Culoff Peatads 7.8in Min.
lock into the advantages RCA "Premium” and “Special Red"” . :i.':{.fm T:iy",,'i:.""ﬁfnd, S
Tubes offer? They insure long and dependable performance— g:::::é::ﬂ: Femade g
through uniformity of characteristics both initially and throughout Twin biode -

life, rugged construction for applications critical as to shock Thviotron Telrade-Tyae
and vibration, and special tests to weed out early failures. Pemonsid Comverren”
High.Mu Twin Triode

Here are a few of the reasons why you can rely on RCA “Premium” . Medigm.Mu Twin Triode |
Yy Y
7-pin Min.
] 7.pia Min.
7-pin Min.
i
1

and “Special Red"” Tubes: RCA “Premiums’ are tested for 575 1080 e

stability and survival rate, 500-hour and 1000-hour life (where 8674/082 8 Yoligs effisgulatay
applicable), audio frequency noise, and microphenics. RCA Medium Ma Tuwin Triods
“Premiums” are rigorously controlled in manufacture for HighMy Tuln Triods
heater-cycling life performance, low-frequency vibration, fatigue, rrem " ical andfer mochanica
shock, glass strain—and monitored by micrascopic inspection of ; i e R s
25 categories of tube workmanship.

New, handy data book RIT-104A intludes tube char-
The advantages of RCA “Premium"” Tubes are available in a wide acteristics you need fo know when you install RCA

choice of types—from your RCA Industrial Tube Distributor. “Premium” and “Spetial Red” Tubes. Get your copy
from your RCA Industriol Tube Distributor.

RADIO CORPORATION OF AMERICA

® Electron Tube Division Harrison, N. J.
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WRC delivers a higher proportion of adults than any of the 16

other rl:ei(fm statjons in Washington . . . the nation’s third market in
averag?d‘temiy ncome. “Twilight Tunes” is an excellent example of

WRC’s adult-appeal schedule. Weekdays from 4 to 6 p. m., “Twilight

Tunes” delivers 21,800 adulfs Ju\??r average quarter- -hour . .

<5 R

than the secmd’ Shaion r‘n.ef}gr{ﬂ;,f 79% more than the third station
'I'ﬁ'\. = _‘.I-H‘"

(mdependent,,l H}ﬁr, IM%E" Radio’s "Twilight Tunes”, S

Lk

you can openkpmjmﬂaddh { r:nrf)ﬂﬂllets) aplenty Ln-’?the Capital!

. 42% more

NBC LEADERSHIP RADIO STATION IN WASHINGTON, D.C. - SOLD BY NBC SPOT SALES
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TV REALLOCATION IS UNDER STUDY

® Long-range plan
e Goal: end of uhf

A long-range proposal to reallocate tele-
vision into a single band of 25 channels is
being explored by the FCC.

The proposal would eliminate the present
channels 2 through 6 and create a single
band starting with the present ch. 7. An
orderly transition period of seven to ten
years is contemplated.

The objective would be to cure the prob-
lems created by the present allocation of
television into two widely separated bands
—vhf and uhf. Under the proposal, a vast
expansion of the number of television sta-
tions is envisioned.

It was learned authoritatively last week
that the proposal was submitted to the FCC
May 21 by Comr. T. A. M. Craven, inter-
nationally recognized allocations expert. Mr.
Craven was understood to have submitted it,
in memorandum form, as a starting point
for discussion of a new allocations policy.

Because of the FCC's preoccupations with
congressional hearings, Mr. Craven’s memo-
randum was given only cursory study, but
it constitutes a major item of unfinished
business.

Aware that talk of new allocations evokes
volatile reactions, Mr. Craven emphasized
to his colleagues that his memorandum was
exploratory and his suggestions intended
as a basis for discussion rather than espousal
of a cause.

In accord with Mr. Craven’s wish, the

would move all tv into one area of spectrum

problem, vast increase in operating stations

memorandum has not been made public.

Here, however, are its main suggestions.

In Mr. Craven’s view the evolution toward
eventual reallocation of television could
proceed in three phases:

Phase 1 (immediate): The creation of at
least three “comparable” facilities in major
markets now lacking them. Presumably this
would be done somewhat along the lines
of the “jumior reallocation” proposal of
ABC-TV which seeks outlets competitive to
the affiliates of CBS-TV and NBC-TV in
the nation’s major population centers.

ABC-TV has proposed the creation of at
least three “‘comparable” stations in each
major market through a combination of
deintermixture (to make markets all-vhf or
all-uhf}, reduced mileage separation and
directional antennas,

Phase 2 (short-range): An extension of
Phase 1 to create an opportunity for com-
petitive facilities in the first 150 markets.
Phase 2 would not begin until the Television
Allocations Study Organization has com-
pleted its technical report which is targeted
for the end of this year. TASC, which is
financed and staffed by broadcasting and
manufacturing interests, has been conduct-
ing extensive engineering studies to test the
soundness of the technical standards for tv
established by the FCC in its 1952 Sixth
Report which set up the present tv system.

Phase 3 (seven to ten years in the

future): The reallocation of all television
broadcasting into 25 channels, each six
megacycles wide, in a band beginning at
174 mc and ending at 324 mc. Those parts
of the vhf band mow occupied by chs. 2
through 4 (54-72 mec)} and c¢hs. 5 and 6
(76-88 mc) would be diverted to other serv-
ices. So would the entire uhf television band
(470-890 mc).

Moving tv into a single band, it is said,
would eliminate the present “scarcity” factor
in the vhf range and would simplify the
manufacture of receivers capable of receiv-
ing all the channels allocated to tv,

It would be no more expensive to make
sets capable of receiving the 25 contiguous
channels than to make sets that now are able
to receive only the 12 existing vhf channels.
At the moment, with vhf and uhf television
spaced so widely through the spectrum, the
manufacture of receivers capable of accom-
modating both vhf and uhf ranges imposes
problems in design which raise production
costs.

In addition to easing the problem of set
manufacturing, the block allocation of 25
contiguous channels would also provide
greater uniformity of broadcast service
then now is the case, in the view of some en-
gineers.

The dislocations of non-broadcasting serv-
ices now occupying portions of the 174-324
mc region, to which all tv would be confined,
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TV REALLOCATION conrminuen

would not impose severe difficulties. accord-
ing to the memorandum.

Television (chs, 7-13) now occupies the
174-216 mc portion of the proposed tv
preserve. The 216-324 mc area is occupied
by the government, by amateurs and by
some industrial communications.

There is no assurance at this stage that
the Craven memorandum will get off the
ground.

The FCC has been unable to agree on
such relatively simple readjustments as lo-
calized deintermixture, except in a few in-
stances. It is therefore doubted whether the
present membership of the FCC could agree
on so revolutionary a project as a general

ADVERTISERS & AGENCIES

reallocation—unless a mandate came from
Congress, the White House or both.

The Craven memorandum underscores
the long-range nature of any complete re-
allocation. Plans would have to be evolved
for transition operation, permitting dis-
located stations to broadcast on both their
old and new frequencies until old receivers
become ebsolete and new sets substituted.
A reallocation plan would also take into
account the need for amortizing existing in-
vestments in both receiving and transmitting
apparatus and for an orderly method of
design and manufacture of the new equip-
ment.

Comr. Craven last year proposed that the
FCC drop its Table of Television Assign-
ments as a means of introducing flexibility

into the placement of new stations in under-
served markets [BROADCASTING, March 11,
1957, et seq). He later withdrew the plan
after opposition from educational interests,
which protested the elimination of reserved
non-commercial assignments, and from the
Assn, of Maximum Service Telecasters,
which contended the Craven Plan would
break down existing standards and lead to
the degradation of present service.

The new Craven memorandum despairs of
any basic solution through the deintermix-
ture process—a view in which he was joined
by FCC Chairman John C. Doerfer in testi-
mony last week before the Senate Commerce
Committee, which has been investigating tv
allocations (see page 68).

Mr. Craven, in his memorandum. de-

A $200,000 LOOK AT THE AD BUSINESS

Massive ANA report shows how agencies, advertisers play their hands

The Assn. of National Advertisers today (Monday) is taking the
wraps off its three-year, $200,000 advertising management study.
hailed by ANA President Paul B. West as “the most significant
step ever taken toward more productive advertising.”

Results of the study are compiled into seven volumes. to be
known as “Practical Guides and Modern Management Practices
for Better Advertising Management.” or. less formally, “The Guide-
book Series.”

The guidebooks reflect the experience and thinking of many
leading advertisers on basic advertising preblems. officials pointed
out. In addition to exploring these problems in detail, they offer
numerous case histories and examples which show how specific
advertisers handle specific situations. thus furnishing a guide to
others seeking assistance.

Announcement of the publication of the series coincides with
the issuance today of Volume 5, on the always-sensitive question of
advertiser-agency relationships (see separate story). The first four
volumes—*Principles of Advertising Management,” “Advertising
Organization,” “Advertising Plans: Preparation and Presentation™
and “Advertising Budget and Cost Control”—were released earlier.

The remaining two—“Advertising Personnel Management” and
“Evaluating Advertising Effectiveness”—will be released in the near
future. The seven-volume set is available to agencies. media and
other non-members of ANA at $1.50.

Henry Schachte of Lever Bros., chairman of the ANA Advertis-
ing Management Committee, described the major objective of the
study thus: “. . . To show how advanced principles of management
could be applied to the advertising function. We have gathered the
best of all modern practices in every phase of the management
of advertising—including its new marketing assignment—so that
all of us can improve the productivity of advertising.”

Importance of the study also was stressed by a number of lead-
ing officials in both advertiser and agency circles in statements
issued by ANA. These were Frank O. Prior, president of Standard
Oil (Indiana); Melvin Brorby, senior vice president of Needham,
Louis & Brorby; J. Davis Danforth, executive vice president of
BBDO and chairman of the American Assn. of Advertising Agen-
cies; Clarence Eldridge, management consultant, and Marion
Harper Ir., president of McCann-Erickson. Russel H. Colley, man-
agement consultant, was retained by ANA as editor for the series.

How agencies set their prices

Outside of their !5% commission—or
whatever commission it is. in those cases
where it isn't 15%—what price tags do
agencies hang on their services?

Services and prices of one of the top ra-
dio-tv agencies. Young & Rubicam. are
spelled out and those of a number of other
agencies, mostly unidentified. are dealt with
at length in Vol. 5§ of the Assn. of Na-
tional Advertisers’ new “Guidebook™ series
being announced today (Monday).

The 374-page volume, on “Advertising
Agency Relations,” delves into such phases
as advertiser-agency plan of operation. plan
of organization, the living as well as the
contractual relationships. how to select an
agency and how to appraise its performance.
key points to look for in contracts, agency
services and compensation and the financial
relationships between advertiser and agency.
Inevitably, attention is attracted to compen-
station and other financial arrangements.

Young & Rubicam’s charges and billing
procedures, incorporated in text as revised
Oct. 1, 1956. include these highlights re-
lated to radio-tv:

Y&R gets the traditional 15% media com-
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mission (or requires the client to make up
the difference if the media commission is
not 15%). Radio and tv production charges
and talent are billed to the client at cost
(before cash discount) plus 15%.

Among the radio-tv services that the
basic 15% pays for are “the placing of ra-
dio lor tv] advertising, the creative planning
and repairing of radio [or tv] programs,
supervising their production, the procuring
of artists and other persons used in connec-
tion with programs . and such other
services as may be incidental to the man-
aging of a radio [or tv] campaign. . . ."

In the area of special charges, the Y&R
manual notes these relating to the broadcast
media:

"When Y & R plans the broadcast there is no
charge for writing commercials. However, for
commnercials prepared for broadcasts on which
we receive no commission (for example, com-
mercials prepared for a program placed and
pald for locally by a dealer), writing time is
chargeable at the rate of $11.50 per hour with
no commission added. Layout time on finished
tv story boards which are presented to the client
is charged at $5 per hour plus 15% commission
on shows placed by Y & R, and $9 per hour

plus 15% commission on shows on which we
receive no commission. No charge is made for

working drawings which are not presented to
the cilent.

"Y & R provides editorial services and cutting
room facilities in connection with the prepara-
tion, handling, integration, etc.. of motion pic-
ture films. The charge for this service is at the
rate of $1.50 per hour plus 15%. Costs incurred
by Y & R for storage of client-owned film out-
side Y & R's premises are billed at cost.”

Y & R also performs publicity and public re-
lations service for clients on request, billable to
the client "at separate hourly rates for general
publicity and radio/television publicity services
of staf members plus 15%,” and “for out-of-
pocket expenses at cost plus 15% except in the
case of travel, postage, entertainment, etc.,
which are billed at cost without commission."”

The Y & R booklet also notes that “any ad-
vertising prepared by Y & R and placed paid
for directly by the client is fully commission-
able” and “ihat part of dealer advertising pre-
pared by Y & R and paid for by the client,
either directly to media or through reimburse-
ment to the dealer, is fully commissionable.”

An Anderson & Cairns manual presented by
ANA shows that A & C—}ike most of the agen-
cies cited In the book—also uses the bhasic 15%
media commission system. Among the services
and materials which the client may either se-
cure for himself or have A & C supply, the
following customarily are billed at net cost
(after dlscounts) plus 17.65% if secured by the
agency, unless an amount is agreed upon in ad-
vance:

“Radio performances, i.e.. actors, singers, musi-
cilans, announcers, package programs or acts,
radio rights, dramatic or musical centinuities,
auditions, scripts, directors, sound effects, spe-
cial orchestrations, musical arrangements, music
rights, electrical transeriptions, pressings of
electrical transcriptions, ete.

“Submission recordings of commercials after
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scribed deintermixture as no more than
“nibbling” at the allocations problem and
said it had little value even in the short
range.

Whether the Craven suggestions have the
endorsement, actual or implied, of the Office
of Defense Mobilization, which functions
directly under the White House, is not
known. It was stated, however, that on
March 24 the ODM suggested that it and
the FCC could jointly pursue long-range
planning on future use of the spectrum by
this country, and jointly provide guidance
and substance both at the technical and
policy levels. Comr. Craven is the FCC's
liaison with ODM and is chairman of the
all-important engineering policy committee
planning for the International Telecommu-

approval. Talent: announcers, actors. singers,
musicians, sound men, music arranger's fees,
etc.; sound effects charges, studlo rental, music
rights, etc.

“Wiring and enginéering charges for broad-
casting. or other sepcial services or facilities. [In]
television, (a) all elements required to televise
and broadcast television programs including com-
mercials {(except the writing of commercials).
either live or by film, including announcers,
performers, directors, technicians, scripts, rights,
musie, studic arrangements and equipment
rental, scenery, properties, filming from Kkine-
scope for further distribution, ete., [and] (b)
cable and radio trelay charges when not in-
cluded in televislon broadcast charges.””

Turning from agency to advertiser ar-
rangements, the ANA report quotes a “sug-
gested guide” prepared by General Electric
Co. for its some 50 decentralized operating
departments. This specifies that the agency,
on authorization by the client, will—among
other things—“make all necessary arrange-
ments for the preparation, rehearsal, pro-
duction and broadcasting of radio and tele-
vision programs in accordance with author-
ized plans and station schedules; the agency
service to include procurement of and con-
tracting in its name for radio and television
time and facilities and talent at the most
advantageous rates, supervision of all ele-
ments of program planning and production
and of publicity and program merchandis-
ing, check and verify performance in ac-
cordance with contracts, and make payments
to media in time to earn any available cash
discounts.”

The GE guide calls for payment of the
15% media commission, or its equivalent,
to the agency.

For certain additional materials and serv-
ices to be secured by the agency from other
suppliers, the form provides for paying the
agency its net cost (before cash discount)
plus 15%. These include special writing
talent; radio, talent, scripts, announcers,
musical arrangements and productions and
electrical transcriptions; television materials
and services purchased or rented (such as
studio rentals), use of facilities including
kinescope, talent, announcers, set-up and
take-down work, rental of properties, art-
work and painting, costume rental, makeup,
sets, carpentry and construction and all
other television production items . . .”

This guide also says that, on co-op ma-
terial prepared by the agency, the advertiser
will pay to the agency 15% of the share of
local space or time charges assumed by the
advertiser.

A sample contract supplied by Reynolds
Metals Co. incorporates the 15% media
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nication Conference in Geneva next year.

ODM proposed that it and the FCC ap-
point an executive from each group to give
policy guidance to the technical allocations
groups of the FCC and the Interdepartment
Radio Advisory Committee, which sits
for the government. These steps would
place the allocations planning at the highest
level.

Presumably it also would augur against
adoption by Congress of the identical reso-
lutions introduced last year by Sen. Charles
Potter (R-Mich.} and Rep. William Bray
(R-Ind.} for the appointment of a three-man
commission to investigate the utilization of
frequencies allocated to the federal govern-
ment [BROADCASTING, june 24, 1957). Sen.
Potter and Rep. Bray were disturbed over

commission to the agency. The agency also
would get cost plus 15%-—unless a different
amount is agreed upon in writing—on cer-
tain services and materials purchased else-
where, including: “radio and television tal-
ent and programs or package shows. radio,
television and other scripts or continuities.
musical arrangements, electrical transcrip-
tions, television film commercials and pro-
gram and commercial production.™

Another contract, submitted by an un-
identified advertiser, specified that travel ex-
penses of the agency must be absorbed by
the agency—except that “traveling expenses
of any of your personnel engaged with the
production of radio or television programs
are to be billed to us at the net cost only.”
Another advertiser’s contract, also un-
identified, made no such exception.

ANA cited one contract to show the de-
tail in which a method of payment for ra-
dio-tv time and programming was spelled
out. Also from an unidentified advertiser. it
said in part:

"“All ideas, suggestions and plans for adver-
tising and/or merchandising, for radio and/or
television programs, or characterizations for
present or proposed products, pacKages or im-
provements in existing products or packages,
as well as the embodiment of any of these in
sketches, layouts, copy. scripts, programs and
designs which may be submitted to us by you.
shall, except when otherwise Specifically desig-
nated at the time of such submission, be under-
stood to bé available to us for our free use
without payment of any royalty. license fee or
other payment and without condition.

“Upon the adoption, approval or use by us of
any of the above, all right, title and interest
therein shall be our exclusive property, and
thereafter we shall have the #full and free
right to use same in any way deemed by us
to be desirable, indirectly through agents or
otherwise and without regard to the continu-
ance of this contract and without payment of
any compensation to You except as herein spe-
cifically provided.

“In your performance hereunder you will
from time to time be engaged in work in econ-
nection with radio and television programs.
characters, personalities and trade names of
ours. It is understood that neither you nor any
of your employes or any third parties may by
virtue of any such work with any of our prop-
erties acquire any right, title or interest therein,

“You agree to assure the protection desired
by us in the last two paragraphs by securing
fromm each of your employes engaged in any
work on our behalf a written agreement by
the terms of which the employe surrenders any
and all right, title or interest in any of the
items referred to In either of these paragraphs.

“We shall pay you as full payment for all
services and expenditures hereunder. {(a) for
fadio and television station time, printed word
space and all other media, the cost to agency
for authorized commitments made In our behalf
less any and all space, gquantity and frequency
discounts earned by us and any cash discount

CONTINUED

possible demands by the military for a
larger slice of the radio spectrum, partic-
ularly the lower vhf band—the very chan-
nels 2-6 that would be involved if the
Craven memorandum were implemented.

Comr. Craven, himself a former naval
communications officer, does not believe
that the military is now using more spec-
trum space than it requires for peacetime
operations. He also recognizes that broad-
casters will be disposed to regard his long-
range plan as impractical. But he has advised
his FCC colleagues he feels that, if prop-
erly coordinated and planned, the plan is
possible of achievement as a logical solu-
tion of many of the allocation problems
which have cramped tv development and
are urgently in need of FCC action.

NEW LOOK AT GARDNER

It was Media Day for some 400 !

sales representatives at Gardner Adv.
in St. Louis May 22. The occasion:
Open house to unveil the agency’s
modernized and expanded quarters in
the city's downtown area.

The extensive remodeling program
provides about 40% more floor space
and added facilities for new client
services, notably in the broadcast me-
dia department. Major revisions in-
corporated there reflect the fact that
60% of the agency’s $22 million bill-
ings in 1958 will be in radio-tv.

Under the renovation program,
several departments previously spread
over half a dozen floors at 915 Olive
St. have been integrated, largely on
two floors. Three different viewing
areas have been set up for viewing
commercials and filmed shows. A
workshop and two-way projection
room serves two of them.

Pictured: The reception room of
Gardner's new quarters and three of
the agency’s top officials (I to r}: Presi-
dent Charles E. Claggett, Board
Chairman Elmer G. Marshutz and
Secretary-Treasurer Herbert S, Gard-
ner Jr. The receptionist is Shirley Staf-
ford.
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where payment to you is made within the time
specified for cash discount. In the event that
any advertising media does not allow advertis-
ing agency commission, we shall pay you 15%
of the cost incurred on gur behalf in the use of
such advertising media; (b) for radio and tele-
vision talent and production, package shows, an-
nouncers. lines and loops, testimonials. base-
ball rights and printed word preduction in ad-
vertising media, the amounts paid by you to
third parties therefore plus 15% thereof as your
compensation except that for package radio
and television shows which are paid for in ad-
vance of date of broadcast, the 15% commissions
will not be due and payable to the agency until
the month of broadcast of each episode; further-
more, when the contract with the producer of the
show provides for one or more repeat broad-
casts, the cost will be allocated to all broad-
casts of the same episode in such proportion
as we feel Is proper and our decision in this
matter shall be final, and commission will be
paid during the month of broadcast based on
the costs allocated to that period.

“In the case of radio or television media con-
tracted for by one agency but allocated in part
to another agency. the billing agency wlll pre-
pare an analysis and make the proper trans-
fers of commission to the other agencies con-
cerned In accordance with the following plan:
(a) Agency commission for time and facilities
will be allocated on the percentages of com-
mercials used by each product. (b) Commission
on “package shows' for talent and production
costs, prints and license fees will be allocated
25% to the contracting agency to cover its
out-of-pocket costs, with the balance divided
between agencies on the basis of the percent-
ages of commercials used by the products of
each agency. (e¢) All commission on talent and
production costs on agency produced shows will
be allocated 100% to the producing agency. {d)
In the case of a tlive show, where one agency
handles all of the billing for the presentations
of commercials for other agencies the producing
agency will retain 25% of the commission on
billing for network commercial production faclli-
ties, home economists and related charges. (e)
In the case of a film show, the agency handling
such film show will retain 100% of the com-
mission earned on billings through that agency
on handling and splicing other agencies' film
commercials into such show. Payment shall be
made within 30 days after month of broadcast.

“If [blank] co-sponsors a show with another
company or if part of a show is sold by us, the
amount of commission, if any, to be paid to our
agency, will be determined iy us in each indi-
vidual case by review of the existing facts and
desires of the parties concerned.*

Yet another contract specifically identi-
fied the agency people who would be in
charge of tv and radio production for the
client.

Another gave a precise picture of the
method of compensation for each agency
assignment; in the case of radio-tv adver-

tising placed by the agency, it is as follows*

“[No charge, except as indicated by note which
follows, for] supervising the selection of pro-
grams, reading and checking scripts and super-
vising rehearsals, supervising each telecast or
radiocast, televislon ideas and scripts for com-
mercials, radio ideas and scripts for commercials.
selecticn of stations and contracting for time.
Note: On programs and spots broadcast or tele-
cast over stations which are members of the
[blank] network, the agency receives from client
a service fee as mutually agreed upon based on
cost to agency plus 15%. On programs and spots
broadcast or telecast over stations which are not
members of the [blank]l network, the agency
receives the regular agency commission on time
from the radlo or tv station. If the station al-
lows less than 159% agency commission. agency
receives from client the difference between 15%
and the agency commission allowed by such
station.

“[Net cost plus 15% for] program and com-
mercial scripts by outside specialty writers, when
authorized by client; story boards when author-
ized by cllents; cost of production and talent
for programs, spots and commercials {special
musical ‘arrangements, singing commereclals,
jingles, tunes, lyrics, writers, directors, announc-
ers, producers, actors, musicians, royalties, spe-
cial fees, films, rights. properties, scenery, haul-
age. ete.), when authorized by client.

“[Cost plus 159, forl specialized agency tal-
ent to produce commercials when authorized

by client.”

Another advertiser allowed a 16% %
commission in lieu of fees.

One advertiser, on the other hand, sub-
mitted a contract which employed the fee
rather than the media commission system
of compensation. It agreed to pay the agency
$375.000 a year, and commissions received
by the agency were to be applied against
that figure.

In presenting these various contracts,
ANA made clear that “circumstances vary
widely from one advertiser-agency relation-
ship to another” and that “it is difficult, if
not impossible, and in any event unwise, to
attempt to recommend standard or model
forms of advertiser-agency contracts for in-
discriminate use.” Yet it was felt that “the
experience and thinking of others can al-
ways be used to advantage, provided it is
not slavishly followed,” and the examples
of actual contracts were offered “in that
limited sense only.”

Aside from these advertiser and agency
examples of working arrangements, ANA's
Volume 5 contains sections contributed by

The Next 10 Days
of Network Color Shows
(all times EDT)

CBS-TV

Colorcasting
summer.

schedule suspended for

NBC-TV

June 2-6, 9-11 (3-4 p.m.) Matinee Thea-
fre, participating sponsors.

June 2, 9 (7:30-8 p.m.) The Price Is
Right, Speidel through Norman, Craig &
Kummel and RCA Victor through Ken-
yon & Eckhardt.

June 3, 10 (8-9 p.m.) The Investigator,
Liggett & Myers through Mc¢Cann-Erick-
son and RCA-Whirlpool through Ken-
yon & Eckhardt.

EBoLo®caET I NE"

June 4, 11 (9-10 p.m.} Kraft Theatre.
Kraft Foods Co. through J. Walter
Thompson Co.

June 5 (7:30-8 p.m.) Tic Tac Dough,
RCA Victor through Kenyon & Eckhardt
and Warner-Lambert through Lennen &
Newell.

June 5 (10-10:30 p.m.) Lux Show star-
ring Rosemary Clooney, Lever Bros.
throu~h J. Walter Thompson Co.

June 7 (8-9 p.m.) Perry Como Show,
participating sponsors.

June 7 (10:30-11 p.m.) Your Hit Parade,
Toni through North and American To-
bacco through BBDO.

June 8 (7-7:30 p.m.) Noah’s Ark, sus-
taining.

June 9 (9-10 p.m.) Dinah Shore Chevy
Show, Chevrolet through Campbell-
Ewald.
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such agency leaders as Marion Harper Jr.,
president of McCann-Erickson; Charles H.
Brower, president of BBDO; Robert D. Hol-
brook, chairman of Compton Adv., and
George N. Farrand, treasurer of Young &
Rubicam.

Advertisers who contributed case histories
included Nationai Biscuit, Monsanto Chemi-
cal, Olin Mathieson Chemical, General
Mills, Hamilton Watch, International Har-
vester and Quaker Qats, in addition to GE
and Reynolds Metals.

The principal conclusions of the ANA-
commissioned “Frey Report” on agency-ad-
vertiser relationships and methods of com-
pensation [SpECIAL REPORT, March 3] also
were incorporated.

Volume 5 was prepared by the ANA
Agency Relations Subcommittee of the ad-
vertising subcommittee. Donald S, Frost of
Bristol-Myers heads the subcommittee.

COUNT OF RADIO SETS
BACK IN 1960 CENSUS

® Burecu reverses former edict
® Holland spearheads movement

The 1960 decennial census will tabulate
the number of U. S. homes with radio and
television sets, following a pattern set in
1950 when tv was a relatively new medium.

Radio had been deleted from the census
earlier last month when the Census Bureau
decided there was no point in making a
costly national count inasmuch as nearly
every home has one or more radio sets
[GOVERNMENT, May 12].

Last week, however, the bureau reversed
itself “pursuant to a request made by Sen.
Spessard Holland (D-Fla.), chairman of the
Senate  Appropriations  Subcommittee,”
handling the Dept. of Commerce and Cen-
sus Bureau budget [GovERNMENT, May 26],
according to Sen. Holland’s office, which
announced the bureau decision after receiv-
ing a letter from Dr. Robert W. Burgess,
census director.

The radio count was returned to the 1960
census after several days of fast maneuver-
ing. Sen. Holland voiced polite amazement
that radio was not to be counted when the
subcommittee was questioning Dr. Burgess
May 21. The director gave two reasons—the
1950 census figure of 96% radio saturation is
still valid; it is not technically feasible to
count these receivers.

At that point Sen. Holland noted that tv
had induced a radio slump which in turn
was followed by a radio resurgence. He
challenged the propriety of supplying facts
to the tv industry and not to aural broadcast-
ers. He explained a “great volume” of re-
quests for radio data had been received by
the subcommittee. Dr. Burgess then prom-
ised to review the matter.

Sen. Holland added his only desire was
to have determined the number of American
homes with radio and tv sets and the num-
ber having access to broadcast service. He
said the set audit was important because of
the needs of those beyond tv range who
need radio weather forecasts, farm informa-
tion and similar services as well as civil de-
fense information.

Last Tuesday the Census Bureau reached
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its decision to restore radio to the 1960
census, issuing this statement:

“Since the announcement in April that it
is proposed to include a question on televi-
sion in the 1960 census, the bureau has re-
ceived many requests that a question on
radio should also be included. Although
nearly every household reported a radio set
in 1950, there may still be significant dif-
ferences from area to area as well as changes
in some areas since 1950,

“Accordingly the bureau has re-examined
its position. Director Burgess states that
in view of the great importance of radio as
a communications medium, it i now
planned to include a question on radio in
the 1960 census in order to provide up-to-
date information on the number and location
of households reporting radio. Information
on types of radio receivers will not be re-
quested because the collection of such infor-
mation would be unduly time consuming and
expensive.”

Harold E. Fellows, NAB president. wrote
Dr. Burgess Wednesday that the radio
count “will result in securing information
which is vital to this country’s continued
economic progress and well-being” and will
contribute “to radio’s continued ability to
serve the country.” He voiced regret that
data on battery-powered and fm receivers
would not be collected. NAB conducted an
active industry campaign calling on broad-
casters to state their position to legislators
and the Census Bureau.

Factor's $3 Million Account
Lands at Kenyon & Eckhardt

After a two month period of carefully
viewing a number of agency presentations.
Davis Factor, chairman of Max Factor &
Co., Hollywood, announced the appoint-
ment of Kenyon & Eckhardt to handle thz
$3 million cosmetic account, effective June 2.
K&E will be the advertising agency for the
following Max Factor products: Natural
Wave hair spray, Hi-Fi fluid make-up and
the fragrance lines. “It is anticipated,” Mr.
Factor said, “that additional products will
be assigned later.” Kenyon & Eckhardt, Los
Angeles, will service the account.

Anderson - McConnell, Factor’s other
agency, will continue to handle Curl Con-
trol, Facial Bath, Creme-Puff and a new
lipstick.

Approximately $2.5 million of the Max
Factor advertising budget went into televi-
sion last season with sponsorship of the al-
ternate-week Polly Bergen Show on NBC-
TV. The show was not renewed for next
season.

Max Factor had been with Doyle Dane
Bernbach, New York, until two months ago
when they jointly terminated the association.

Smith, Greenland Leave Gore,
Taking Half of Agency Billings

In an unexpected situation becoming
rarer in this day of the agency merger,
Gore/Smith/Greenland, New York, has
been dissolved as a triumvirate, with Messrs.
Martin L, Smith and Leo Greenland walk-
ing out with roughly 50% of the G/8/G
billings in their pockets. Effective June 1,
Smith/Greenland Co. hangs out its shingle
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Heidelberg Brewing Co., Tacoma,
Wash., is stepping up its radio-tv adver-
tising today (Monday) with a special one-
month saturation campaign in 40 mar-
kets in the Pacific Northwest to promote
the company's new label. The agency is

This

Old-country flavor for a modern beer

Guild, Bascom & Bonfigli, San Francisco.

Commercial copy on radio and tele-
vision is built around the theme of
“Look for the Round Triangle,” to ex-
ploit the company’s new bottle label
design. A spokesman said the advertising
being put behind the new label design
is the largest concentrated advertising
effort in the history of Heidelberg, and
includes newspaper advertising as well as
the expanded radio-tv effort.

On radio, the campaign will include
announcements on Heidelberg’s regular
news, weather and sports programs in
15 northwestern markets, plus a special
spot saturation effort on a total of 40
markets in 30 cities. On tv, the company
is sponsoring Treasure, half-hour travel-
adventure film series in 15 markets.

The Heidelberg tv spot below features
the beer’s bottle and label superimposed
on a print of Hieronymos Bosch’s “The
Jugglers,” which hails from the 16th
Century. It will run on the Treasure show
beginning June 11.

at 420 Madison Ave. (Plaza 9-5656)—the
present address of G/S8/G.

With the $2.5 million in billing that will
go into the new agency are some $900,000
in broadcast allocations, principally in the
food product line. Of the less-than 50 people
currently employed by G/S/G, approxi-
mately 30 are slated to leave with Messrs.
Smith and Greenland.

Involved in the switch of advertisers are
the following broadecast accounts: Hercules
Chemical Co. (tv), Hires Bottling Co. root
beer (radio), Melnor Industries garden equip-
ment (tv), Milady frozen food products
(radio-tv), Osrow Products Co. brushes (tv),
Roman Products Co. frozen foods (radio),
Seabrook Farms frozen fruits and vegetables
(radio-tv), Sau-See foods (radio), Louis
Sherry preserves (radio), 'Weldon Farm
Products’ Alba non-fat dry milk (radio)
and Zausner Foods cheese products (radio).
Standard-Triumph Motor Car Co. (foreign

autos), one of G/$/G's major accounts,
will stay with Chester A. Gore, although
it's been reported that the British automaker
would like a larger agency. (Understood to
be pitching for Triumph: Kudner Agency,
which recently lost GM’s Buick.)

Mr. Gore, now in Europe on vacation,
apparently did not learn of the split until
told last week by cable, but the two de-
parting partners maintained they had told
Mr. Gore of their plans before he went
abroad. It was learned the rupture stemmed
from “personality conflicts” between the
three owners—a report more or less con-
firmed by the remark of one agency officer
who termed the divorce as “very per-
sonal . .."”

Gore/Smith/ Greenland came into being
Jast August upon the merger of Mr. Gore
(then presidemt, Gore/Serwer) with Mr.
Greenland (his vice president) and Mr.
Smith, head of Martin L. Smith Adv.
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M-E Reassigns Haight,
McAvity on Two Coasts

George Haight, vice president in charge
of tv-radio programming for McCann-Erick-
son, and Thomas A. McAvity, corporate vice
president and general executive for tv-radio,
have been assigned new posts, it was an-
nounced last week by C. Terence Clyne,
senior vice president for corporate tv-radio
services.

Effective June 1, Mr. Haight will become
vice president in charge of tv-radio program-
ming services for the West Coast. His duties
will include production responsibilities for
all Hollywood originations, new program
development on the West Coast, and respon-
sibility for McCann-Erickson’s film produc-
tions in Hollywood.

Mr. McAvity will become vice president
in charge of the home office tv-radio pro-
gramming,.

The new assignments of Mr. Haight and

MR. McAVITY

MR. HAIGHT

Mr. McAvity, Mr. Clyne pointed out, were
brought about by the agency's expanded
tv-radio volume and its forward planning.

A large portion of the agency’s program-
ming, including Westinghouse Desilu Play-
house, Steve Canyon, Eddie Fisher, Wells
Fargo, Bob Hope, Death Valley Days, Ches-
terfield Supper Club, etc., will originate
from the West Coast—as well as program
ideas and pilot films. )

Mr. Haight and the agency’s west coast
tv-radio staff will be located at 915 North
La Brea Ave., Los Angeles. Mr. McAvity
will move to the agency’s home office at
485 Lexington Ave. He had been at 50
Rockefeller where the corporate offices are
located.

Kellogg, Chrysler Fall Tv Plans
Await Burnett Recommendations

Fall tv plans of two blue-chip advertisers
—Chrysler Corp. and Kellogg Co.—were
still in abeyance last week, pending recom-
mendations of their agency, Leo Burnett
Co., Chicago.

Kellogg has been reappraising its net-
work-spot picture involving (1) possible
renewal of an ABC-TV children’s strip; (2)
a reported sizable spot tv schedule in key
markets [Crosep CircuitT, May 26], and
(3) purchase of one or more other network
tv properties. During the first quarter of
1958, Kellogg spent an estimated $2.9 mil-
lion on network and $263,000 on spot. If
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Kellogg renews the ABC-TV across the
board children’s series, it’s understood that
two of the five programs—Sir Lancelot and
The Buccaneers—will be replaced. Burnett
is expected to present its recommendations
to the cereal client by week’s end. Sources
close to the account indicate Kellogg will
step up its spot activity at least in some
measure.

Also still hanging in the balance is Chrys-
ler Corp.’s network tv alignment for fall.
The company already has notified CBS-TV
it will drop Climax (and its once-a-month
Shower of Stars) after the current season
ends. The Burnett agency has been screen-
ing several network show properties.

Defendants May Appeal
FTC Allowing Ruling

One or more of six large manufacturers
(and top radio-tv advertisers) may decide to
appeal a Federal Trade Commission ruling
against chain-store merchandising by stations
[GoveErNMENT, May 26].

Cyrus Austin, New York attorney who
represented the manufacturers before the
FTC, indicated last week that probably one
or more of the firms will take an individual
appeal to the courts (presumably to the U. S.
Appeals Court). Mr. Austin said, however,
that no final decision had been yet made by
any one of the companies. There is no time
limitation for an appeal and there are other
procedural courses open, he said. He did not
discount the chance that the firms would file
compliance reports with the commission and
not appeal the ruling.

The firms are General Foods Corp.,
Groveton Paper Co., Hudson Pulp & Paper
Corp., P. Lorillard Co., Piel Bros. Inc., Sun-
kist Growers Inc. and Sunshine Biscuits Inc.,
all large grocery suppliers which used store
merchandising benefits offered by network-
owned stations in New York, Boston, and
Chicago. Six of them had appealed the initial
decisions but were denied at the same time
the commission affirmed its examiner’s rul-
ing. Sunkist earlier had signed an FTC con-
sent order agreeing not to use any discrim-
inatory store promotion plans.

The FTC has ordered the respondents to
discard practices of granting promotional
allowances to favored customers “through
the major radio-tv networks,” noting that
broadcast in-store promotion-aids involving
“favored grocery chains” violate federal anti-
trust law.

This decision drew scattered interest in
New York City where network-owned sta-
tions have been active in in-store promo-
tion. Aside from NBC, which had a formal
statement, other networks were quiet. CBS
said its attorneys were examining the FTC
action and its possible import but would
have nothing to say.

NBC said the decision did not affect its
“Chain Lightning” plan. In a formal state-
ment, P. A. (Buddy) Sugg, vice president
in charge of NBC-owned stations and NBC
Spot Sales, noted that the ruling “relates
to an earlier form of the Chain Lightning
plan which has been superseded by a broad-

ened plan offering participation opportuni-
ties to all food retailers regardless of type
and size.” WRCA New York operates it
“with more than 3,300 individual partici-
pating stores. Of this number,” he continued,
“55% are independents and cooperatives
and 45% are chain stores.”

Apparently whatever use was made of
this type of merchandising by WABC-AM-
TV New York (ABC-owned) in the past,
the stations now are not so engaged. The
network had no comment as to what ex-
tent other ABC stations or affiliates were
using in-store merchandising plans.

A canvas of Chicago stations—network
and independent—indicated they would not
be affected, directly or indirectly, by the
FTC decision prohibiting limited in-store
plans.

Feature Foods, a pioneer food merchan-
dising organization, which has about a dozen
clients among radio and tv stations, pointed
out that it offers its services equally to chain
and independent stores. The firms stressed
that in fact, most of its work is with in-
dependent stores.

Spot Radio Racks Up
Record First Quarter

National spot radio revenue for the year's
first quarter totaled an estimated $46,171,-
000, or a gain of 4% over the $44,411,000
revenue for the same period of a year ago.

Lawrence Webb, managing director of
Station Representatives Assn. which released
the figure last week, said the estimate repre-
sents the largest first quarter ever recorded
for national spot radio business.

Similarly, Radio Advertising Bureau is
announcing today (Monday) a first quarter
4% increase for both spot and local radio
as compared to the first three months of
1957.

Mr. Webb predicted that if this trend
continues, 1958 would prove the best year
for national spot radio on record (1957 was
the top year in revenue from national spot
radio). Last year’s total was more than
$183.9 million, a 26,5% increase over 1936.
Figures released by SRA are based upon
reports of members which are audited by
Price Waterhouse & Co.

The RAB estimate is based on a 21-man
panel of industry executives who are mem-
bers of RAB’s board of directors and plans
committee. The panel represents stations in
markets of all sizes, stations of various
power ratings and a variety of regional eco-
nomic situations.

The panel, or “jury” as RAB refers to the
group of executives, was polled by RAB
during a semi-annual meeting. Figures show
national spot up 5% and local radio ahead
2.9%. Polling breakdown: national spot—
|5 estimated spot average a 10.6% in-
crease, five estimated an average decrease
of 11%, and cne reported no change; local
—12 estimated an average 11.6% boost,
eight estimated a 9.6% decrease, one re-
ported no change.
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We've got lowa
IN
ONE
PACKAGE!

40 OF AMERICA’S 200 best farm counties
are in lowa! They’re the cream of American
agriculture — help give lowa farmers an
average income of $11,800 per year. Yet
NON-agricultural income accounts for
AR 74.5% of lowa's total!

= o

WHO Radio reaches practically ALL of
Jowa's 826,100 rural AND urban families—is
“beard regularly” by more lowa families than

the next four commercial stations combined!

Unless you have lived or worked in Iowa,
you can hardly imagine the impact that this
unique radio operation has on our entire
State. Let PGW rell you!

[
|
] WHO Radio is part of Central Broadcasting Company, which also owns

and Operares WHO-TV, Des Moines; WOC-TV, Davenport
fOl' fowa PLUS! Affiliate

Des Moines . . . 50,000 Watts -
Col. B. J. Palmer, President &:Y Perers, Griffin, Woodwacd, Inc., National Representatives

P. A. Loyet, Resident Manager
Robert H. Harter, Sales Manager

BROADCASTING June 2, 1958 ¢ Page 33



Yearbook-
Marketbook

BROADCASTING’s One Book Reference Library. . ..

.. . aptly describes the new 1958 BROADCASTING Year-
book & Marketbook to be published this September. For
23 years BROADCASTING has produced a Radio Year-
book (February) and a TV Yearbook (issued in August).
This year, in one handy reference volume, both the radio
& tv Yearbooks will be merged, fulfilling countless sub-
scriber and buyer demands.

The new Yearbook will have the help of Frank Silvernail,
Dean Emeritus of the Timebuyers, who recently retired
from BBD&O. As one of the Nation’s leading buyers who
conservatively placed over $25 million in station time,
Frank was a constant user of BROADCASTING Year-
books. Working closely with our editors, he has suggested
changes that will make the 1958 Yearbook a far more valu-

able tool for buyers of radio & tv.

A few of the many features: (1) radio & tv audiences,
their size and composition; (2) radio & tv time sales—by
network, spot and local, nationally and by individual mar-
kets; (3) market information such as retail sales, house-
holds, drug sales, passenger car registrations, food sales—
all by counties; (4) analyses of specialized radio program-
ming—foreign language, Negro markets, multiplexing,
stereophonic broadcasting; (5) a review of how advertising
agencies have grown in radio & tv; plus separate radio and
tv station directories and other standard features which
havé made BROADCASTING YEARBOOKS the most
authoritative, closely-read reference work in radio & tv for
the past 23 years.

Advertising deadline is July 14 for proofs; July 28, final deadline, no proofs. Regular rates. 16,000 circulation.
Reserve your space today!




Advertising Subverted
By ‘Gimmickry’—Adams

A no-holds-barred attack on today’s role
of research in advertising was made Wednes-
day in Toledo, Ohio, by Charles F. Adams,
vice president and Cadillac motor car ac-
count supervisor at
MacManus, John &
Adams, Bloomfield
Hills, Mich. Ad-
dressing the Adver-
tising Club of Tole-
do, Mr. Adams
noted that “imita-
tion is the sincerest
form of suicide,”
and that “the adver-
tising lookalikes have
approached that
point of perilous per-
fection where potshots are being taken at
all advertising.”

Describing some of the current ads—in
print as well as television—Mr. Adams said,
“Here is boredom at its best, the most ex-
pensive sedatives in the history of communi-
cation . . . magnificently produced adver-
tising that does everything but arouse in-
terest in the product that pays the freight.”
He went on:

“It takes a trained observer to tell whether
the product involved is to be eaten, rubbed
in the hair, ridden in or smoked. ‘Mildness
makes the difference’ covers everything
from chainsaws to toilet tissues . . .”

Advertising today, he asserted, is “beau-
tiful . . . and sterile”; it does nothing for the
consumer of the client. ’

Who is to blame for “this virtual collapse
of persuasive power” at a time of economic
recession? Mr. Adams blamed “gimmickry”
—the “sure thing” that abolishes the “basic
insecurity of creativity,” ergo saves an ad-
vertiser from making the wrong guess. The
implementers: “researchers . . . pseudo-
scientists . . . head-feelers” [who] “proposed
to guarantee the results of advertising.”
This playing of the “confidence game,” Mr,
Adams charged, has resulted in “creative
men becoming carpenters hammering to-
gether mass-produced ingredients. And be-
cause the ingredients were mass produced
and for sale to any advertiser, the resulting
ads became as alike as Sundays in Phila-
delphia . . . and every bit as stimulating.”

“Creativity,” said Mr. Adams, “became
a dirty word in some agencies and it became
fashionable to be known as a marketing
agency or a merchandising agency or a
motivation research agency. Anything ex-
cept, God forbid, a creative agency.” You
cannot force a consumer to want some-
thing, noted Mr. Adams. “All the motiva-
tional mumbo-jumbo, all the Freud-happy
figures assembled since Herr Doktor Dichter
was knee high to a couch cannot make the
public’s taste-buds tingle or its ego pant for
a new car. . . . The public just doesn’t give
a damn how much research went into the
preparation nor will it buy blindly to bail
the economy out of a slump.”

Bring back creativity, he urged, and del-

MR. ADAMS
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egate research to its rightful place (“not as
a drunk uses a lamp post . . . but to light
the way”); follow the “inspired hunch” as
did the Leo Burnett agency with Marlboro.
Concluded Mr. Adams: “If creativity is to
conquer the head shrinkers, the prime force
is not likely to come from 10,000 speakers
at 10,000 luncheon clubs . . . but it will
come from the man with the bankroll, the
client. And I believe the average advertiser
is rapidly becoming disenchanted with the
sterile, play-it-safe advertising. He is about
to lower the boom . . . and high time.”

Aiello Goes to MJ&A in July

One of the principal sparkplugs on the
Buick Motor Div. account during its long
stay at Kudner Agency, New York, will

BUSINESS BRIEFLY _ WHO'S BUYING WHAT, WHERE

TROOPERS RUSHED IN e Falstaff Brew-
ing Corp. has renewed State Trooper,
MCA-TV film syndication show, in 66
markets for third successive year, through
its agency, Dancer-Fitzgerald-Sample, N, Y.
MCA Tv Ltd. will go into production
immediately for third series of State Trooper
to meet requests by advertisers for addi-
tional half hour shows. New programs will
bring to 104 number of segments available
for regional and local sponsocrship.

OLDSMOBILE SONG e Oldsmobile Div. of
General Motors Corp., Detroit, through
D. P. Brother & Co., Detroit, will sponsor
CBS Radio’s The Patti Page Show when
singer begins Tues.-Sun. series of five-minute
programs June 17. Miss Page will be heard
Tues.-Fri. 8:25-8:30 p.m.; Sat. and Sun,
7:30-7:35 p.m., and Sun. 8:55-9 p.m.

DAY AND NIGHT e Six new advertisers
have ordered schedules on NBC-TV’s To-
day and Tonight shows: Amity Leather
Products Co., West Bend, Ind., for Rolfes
leather goods (Edward H. Weiss & Co,,
Chicago); Liftsavers, N. Y. (Product Serv-
ices inc., N. Y.); Firestone Tire & Rubber
Co., Akron (Campbell-Ewald, Detroit);
RCA-Whirlpool, N, Y. (Kenyon & Eck-
hardt, N. Y.}; American Optical Co., Buf-
falo, for Cool-Ray sunglasses (Sunderland-
Abbott, Buffalo); Fifth Ave. Color Labs,
N. Y. (Maxwell Sackheim Inc.,, N. Y.).

PILLSBURY MILLIONS = Pillsbury Mills
Inc., Minneapolis, last week placed 52-week
daytime order amounting to more than $2
million in gross revenue on NBC-TV. Pur-
chase calls for sponsorship of alternate-week
quarter-hour segment of six daytime week-
day programs starting in fall. Agency is
Leo Burnett Co., Chicago.

EAGER FOR BEAVER # Miles Labs, Elk-
hart, Ind., and Ralston Purina Co., St. Louis,
will sponsor Leave It to Beaver when series
moves from CBS-TV to ABC-TV starting
Oct. 3 (Fri. 8:30-9 p.m.). Agencies are
Geoffrey Wade, Hollywood, for Miles Labs,
and Gardner Adv., St. Louis, for RP.

remain instrumental on General Motors
Corp. tv advertising. Vincent F. Aiello, a
high-echelon Kudner executive who volun-
tarily took a back seat at the agency follow-
ing the loss of Buick to McCann-Erickson, is
shifting in July to MacManus, John &
Adams, Bloomfield Hills, Mich.-New York,
in a policymaking post. MJ&A is one of
principal GM agencies—servicing both Pon-
tiac and Cadillac auto accounts in addition
to GM institutional advertising on NBC-TV’s
Wide Wide World. Officials at MI&A de-
clined comment on Mr. Aiello’s move as did
Mr, Aiello himself. Both indicated that an
announcement would be “forthcoming.”
With Kudner since 1944, Mr. Aiello had
been executive vice president and copy
chief on Goodyear Tire & Rubber, Buick
and GM institutional accounts.

RADIO ROAST e Borden Co. (Rich Roast
coffee}, N. Y., has launched 12-week cam-
paign on eight radio stations in New York
metropolitan area, using 109 one-minute
spot announcements per week. Agency: Do-
herty, Clifford, Steers & Shefield, N, Y,

STEVERINO STAYS s Greyhound Corp.
has renewed its sponsorship of NBC-TV’s
Steve Allen Show (Sun. 8-9 p.m.) for 1958-
59 season. Agency for Greyhound Corp.:
Grey Adv, N. Y.

SUMMER WRAP e Dow Chemical Co.
(Saran Wrap), Midland, Mich., currently is
conducting 13-week tv spot drive in nine
central and eastern U. S. markets, expiring
in July. MacManus, John & Adams, Bloom-
field Hills, Mich., is agency.

AMERICAN COMBO s Four advertisers
have signed to sponsor segments of ABC-
TV’s American Bandstand (Mon.-Fri., 4-
5 p.m.). They are Minnesota Mining & Mfg.
Co. (Scotch Brand tape), St. Paul, through
BBDO, N. Y.; Polk Miller Products Corp.
(Sergeant’s dog remedies), Richmond,
through N. W, Ayer & Son. Phila.; Shulton
Inc. (toiletries), Clifton, N. JI., through
Wesley Assoc., N. Y., and Vick Chemical
Co., N. Y., through Morse International
Inc.,, N. Y.

CONTINUALLY CONTINENTAL ¢ Con-
tinental Baking Co., N. Y., renewed its
sponsorship of Howdy Doody Show on
NBC-TV, Saturdays, 10-10:30 a.m. for 52
weeks effective June 24. It marks seventh
year that Continental Baking will be spon-
sor of series. Show itself has been on air,
first as daily strip, now weekly, for past 10
years. Agency for Continental is Ted Bates
& Co, N, Y,

RETURN OF ZORRO * AC Spark Plug
Div. of General Motors Corp., Flint, Mich.,
and Seven-Up Corp., St. Louis, renewed
sponsorship of Zorre on ABC-TV for fall
season (Thurs. 8-8:30 p.m.), AC Spark Plug’s
agency is D. P. Brother & Co., Detroit, and
Seven-Up's, ], Walter Thompson, Chicago.
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Give Agencies Voice
in Marketing Strategy

Advertising agencies apparently are be-
coming increasingly conscious of the adver-
tiser’s marketing problems and in doing so
want to be counted in on marketing plans.
The point was emphasized in recent speeches
by three advertising executives.

A blunt appeal that advertisers “let their

agencies do a full job” was made last week
by Harold L. McClinton, president of
Reach, McClinton & Co., New York, in an
address before the 65th annual meeting of
the Canadian Life Insurance Officers Assn.
in Quebec. He opined that agencies find it
impossible to perform their function when
frequently advertisers do not include the
agency as “a real part of the marketing
team.”
. Mr. McClinton urged that marketing pro-
cedures be brought up to date, that effective
marketing strategy be emphasized and the
company’s advertising director be placed
on the “first team.” He cited Reach, Mc-
Clinton’s relationship with The Prudential
Insurance Co. of America as an example
of an effective marketing strategy bearing
on insurance sales objectives.

A Cunningham & Walsh executive, May
22, called on advertising companies to bring
their agencies into marketing plans.

The agency spokesman was William V.
Mulvey, senior vice president, member of
the executive committee and of the board.
Also speaking at a session of the New York
chapter of the American Marketing Assn.
was George Frost, vice president and adver-
tising manager of Cannon Mills and chair-
man of the company’s advertising-merchan-
dising-sales committee. Both presented views
on how far an agency should go in prepar-
ing marketing strategy for its clients.

Mr. Mulvey said the agency should be
called on for marketing service because it is
a “selling weapon to be used” to keep an
edge over competitors, and it is economical
for the client. Use of agency marketing
services would result in more effective ad-
vertising and add a perspective (the agency
would render ‘‘a most unbiased opinion of
industry developments” because it is not
hampered by internal company pressures).

Mr. Mulvey said that “if the advertising
agent is going to be held responsible—to the
point of being canned by the client—for
sales failures, then it is important that he
have a voice in every phase of the distri-
butional pattern of that product.”

Mr. Frost warned advertisers that despite
the extent of agency marketing aid, it is still
the responsibility of the advertiser and not
the agency to make the final decision on the
overall marketing plan. He said there is
need for spelling out in writing the specific
areas of marketing responsibility to be as-
sumed by both the agency and the advertiser.

Accas Joining Grey Media Staff

Gene Accas, vice president in charge of
sales development for ABC-TV, has resigned
to join Grey Adv., New York, as asso-
ciate media director, reporting to Larry
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Deckinger, vice president in charge of media
for the agency, effective June 14. Mr.
Accas has been with ABC since February
1957, and before that was with Television
Bureau of Adv. for a year. Prior to that
he was with ABC for a number of years and
also served with NBC and Foote, Cone &
Belding.

Weekly Radio Audience Up 8%
Over last Year, Nielsen Finds

Rebounding radio business got a new
push forward last week.

The A, C. Nielsen Co., in a special report
for release today (Monday) said radic’s
weekly audience is up 8% over a year ago.

The findings were drawn from a special
study, made annually by the Nielsen com-
pany.

The study showed that during “a typical
mid-winter week" this year 89.5% of all
U. S. radio homes used their household
radio sets, Nielsen said this audience, total-

ing more than 43.5 million different homes,
over 3 million (8%) ahead of the figures for
a year ago.

A total of 655 million home-hours of
radio listening were recorded during the
week, according to the study. Listening was
distributed during the day as follows: 40%
occurred during the morning hours, 6 a.m.
to noon; 34% during the afterncon, from
noon to 6 p.m.; 21% during the evening, 6
p.m. to midnight, and 5% after midnight.

The report found that during a single
week more than 24 million homes use their
radio during the single hour between 8 and
9 p.m. on weekdays. During the evening,
the greatest weekly audience is between 6
and 7 p.m., when more than 20 million dif-
ferent homes tune in across the week.

A total of 55% of all in-home listening
is done during the weekday (6 a.m. to 6
p.m.), Nielsen reported. Evening listening
and listening after midnight account for
26%, while 19% is done during the day-
time on weekends.

TELLING TIME AND MAKING

Last year WRCA-TV
New York decided to add
“a new wrinkle to an old
look” and, as an experi-
ment, started to sell “elec-
tronic time signals”—10-
second, early-morning sta-
tion breaks presenting time
of day and a commercial.

The experiment’s suc-
cess has prompted a de-
cision to offer the plan to
NBC's owned and oper-
ated tv stations, more than
100 network affiliates
carrying the Today show
(Mon.-Fri., 7-9 a.m.) and
to other affiliates present-
ing early-morning local
programming.

WRCA-TV officials ac-
knowledge the plan is no
gold mine, but point out
that by June 24, when the
first anniversary of the
electronic time signal rolls
around, the technique will
have brought in about
$100,000—an overwhelm-
ing portion of which is
“found money.” As of
May 1, income totalling
$76,200 had been billed by
the station $40,750 from
advertisers who had never
used WRCA-TV.

Peter Affe, director of

operations for WRCA-
AM-TV, suggested the in-
novation. He felt 10-sec-
ond station break an-
nouncement within Today
could be sold as time sig-
nal commercials just as
was the practice in radio.
William Davidson, general
manager of WRCA-AM-
TV, and Max Buck, sales
director, agreed.

The presentation to
agencies and advertisers
pointed out that time
checks are wvaluable to
working people, the com-
muter, the housewife and
children. It added that
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these time signal breaks
combine a wvisual and
audio announcement of an
advertiser’s product plus
an actual on-camera clock
showing the exact time.
The cost of WRCA-TV: an
electric clock.

The time signal consists
of that clock adapted to a
device for use in a tel-
optican projector with a
card constructed in the
same way as any telop.
Photographs, art work,
hand lettering, hot press
and film have been used in
presenting the commercial

MONEY

message (see cuts).

The upsurge in business
can be gauged by a com-
parison of station-break
time sold before the elec-
tronic time signal was in-
troduced (10%) and now
(80%). A total of 12
spots are available daily on
Today. The price to an ad-
vertiser is $250 for five sta-
tion breaks a week, mini-
mum purchase, and $750
for 15 breaks a week, the
maximum. Sponsors who
have signed up for heavy
schedules include Trop-
icana orange juice (340
spots over 68 weeks), Myo-
mist (260 spots over 52
weeks), Dove soap (130
spots over 26 weeks) and
Delta Airlines (435 spots
over 41 weeks).

The track record of the
electronic time signal plan
so impressed P. A. (Buddy)
Sugg, vice president of
NBC owned stations and
NBC Spot Sales, that he
recommended other NBC
tv stations consider it. A
presentation outlining
W R C A-T V’s experience
was mailed to affiliated
stations last week.

Creams whil: you wash
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Successfully reaching more people has met only half of Bartell
Family Radio objectives. Attracting and holding mora different people
young and old, all over town, in every walk of life — has been a
continuing accomplishment. A programing of broad appeal, locally
accented, is in the Bartell pattern of audience composition. Here is
professionalism based upon more than o decade of scholarship,

salesmonship, showmanship. This is - d.
bartell family radio
= :

BARTELL g S h
MY [ EW)
RADIO ~ |wyde
COAST TO COAST m'\ﬁw

AMERICA'S FIRST RADIO FAMILY SERVING 15 MILLION BUYERS
Sold Nationally hy Adam Young, Inc. for WOKY The KATZ Agency
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DOES C-P-M MEAN
BELLY-BUTTONS?

¢ Mayer questions tv research
e Author addresses market men

An awesome challenge was hurled at me-
dia researchers last week by an “outsider™:
when you talk about cost-per-thousand,
what are you counting—"belly-buttons?"

The outsider: Martin P. Mayer, author
of the best-seller Madison Avenue, U.S.A.
The insiders: members of the media re-
search discussion group of the American
Marketing Assn., hearing Mr. Mayer's talk
at a Thursday luncheon in New York.

Mr. Mayer's argument is one of “com-
parability of units.” He contends that while
researching his book
he was shown nu-
merous C-P-M stud-
ies of all media—
none of which “con-
tained a hint that
these figures dealt
with  cost-per-thou-
sand of potential
customers.” Thus,
he asked, if media
can’t tell through
such slide-rule find-
ings the makeup of

MR. MAYER
its audience, how can it hope to persuade

advertisers that are getting their
money's worth?

“This is not a technical question,” said
Mr. Mayer. “The comparability of units
technically is itself a massive problem. But
even . . . if you could measure television
audiences against outdoor audiences and
come up with a scientifically valid analysis,
you would still leave a vast area open for
the exercise of plain brute judgment.”

He explained: “No advertiser seeks audi-
ence for its own sake. Bald men by the
thousand may wistfully watch your hair
tonic commercial but not many of them
will buy your product. And those who do
cannot be regarded as long-term customers,
anyway. The question is not how many
do you reach. It is, always and inescapably,
whom do you reach.”

Mr. Mayer suggested that researchers con-
sider the proposition of breaking down audi-
ences into “abstract categories.” The way
Mr. Mayer envisions them: (1) The person
who believes in the product and uses it (the
“most desirable”); (2) the person who
doesn’t use the product but is ready to try
it; (3) the person who has no prejudice
either for or against the product and is
willing to try something new; {(4) the per-
son who uses another brand but who might
be convinced to switch; (5) the person who
has used the product cnce but switched
to another brand for reasons he himself
doesn’t know; (6) the person who doesn't
use the product at all and who won’t spend
the money for it; (7) the person who thinks
the product is “no good.”

This proves, Mr. Mayer felt, that there
is no such animal as a “typical consumer.”
Certainly, he said, a tv advertiser cannot
hope to address a “certain specific income
group.” When a manufacturer sponsors an
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they

ACTIVITY

66.9%
56.5% (70,593,000) spent
82.5% (103,078,000) spent
33.1% (41,356,000) spent
18.8% (23,489,000) spent
26.2% (32,702,000) spent

& Co.

* All figures are aver;
movies” cntegorg which
able within 2-7 da;

a cumulative to

HOW PEOPLE SPEND THEIR TIME

There were 124,943,000 people in the U. S. over 12 years of age during the week
May 18-24, This is how they spent their time:

(83,587,000) spent 1,655.9 million hours . ...
993.2 million hours
412.4 million hours
196.0 million hours ....
254.6 million hours
134.1 million hours ...

These totals. compiled by Sindlinger & Co., Ridley Park, Pa., and published
exclusively by BroADCASTING each week, are based on a 48-state, random dispersion
sample of 7,000 interviews (1,000 each day). Sindlinger's weekly and quarterly
“Activity” report, from which these weekly figures are drawn, furnishes comprehen-
sive breakdowns of these and numerous other categories, and shows the duplicated
and unduplicated audiences between each specific medium. Copyright 1958 Sindlinger

e dally fabulationtlmfo‘:rt?; weekk wétizh  exception of the “attending
e wee n er ulations =
ys of the interviewing week. ng a are aval

SINDLINGER’S SET COUNT: As of May 1, Sindlinger data shows:
people over 12 years of age see tv (86.3% of the people in that age group);
(2) 41,779,000 U. S. households with tv; (3) 46,019,000 tv sets in use in U. S.

WATCHING TELEN INION
LISTENING TO RADIG
READING NEWSPAPERS
READING MAGAZINES
WATCHING MOVIES ON TV
. ATTENDING MOVIES*

(1) 107,850,000

expensive program or buys a full-page ad-
vertisement he is reaching mass and some-
where in that “dense forest” may lurk the
person who will buy the product.

A. C. Nielsen Granted Patent
For Instantaneous Audimeter

A patent covering its new tv instantaneous
measurement device has been issued to
A. C. Nielsen Co.—the most recent in a
series of over 40 involving radio-tv audience
measurements assigned to the market re-
search organization.

The Nielsen-developed device currently
is being tested in “pilot stage operations”
at its Chicago headquarters and is being
refined for eventual industry use, probably
sometime before year’s end. It is similar
in objective to American Research Bureau’s
Arbitron, with certain variable features, and
is called the Instantaneous Audimeter [Abp-
VERTISERS & AGENCIES, April 7).

The patent (No. 2833859) covers use of
the Audimeter for measurement of television
audiences at a central point remote from
homes being monitored and transmission of
telemetering information over leased lines.
The device prints total number of homes
using tv and total number viewing each
program by each minute of the program
day. The patent also covers devices for
recording data necessary ‘‘to make more
comprehensive audience studies such as
viewing by various market sections, audi-
ence flow and other viewing trends required
by the industry.” It was issued and assigned
May 6.

Three New Directors for Bates

Three new directors were elected for one
year terms by Ted Bates & Co., New York,
it was announced last week by William H.
Kearns, president of the agency. They are
Edward A. Grey, vice president and direc-

tor of media; Dan Rodgers, vice president
and account group supervisor, and Allen
M. Whitlock, vice president and account
group supervisor. Mr. Grey and Mr. Rodg-
ers have been with the agency for thres and
a half years, Mr. Whitlock for eight.

Klau-Van Pietersom-Dunlap
Takes Over Chicago Agency

Klau-Van Pietersom-Dunlap Inc., Mil-
waukee agency specializing in agricultural
accounts, will absorb facilities and personnel
of Critchfield & Co., with the latter agency
becoming its Chicago office. The move
becomes effective this week. Among Critch-
field’s 20-plus accounts are such radio clients
as Allgauer Restaurants, Chicago Federal
Savings & Loan Assn. and Crow’s Hybrid
Corn Co. with agency billings of over $2
million. Klau-Van Pietersom-Dunlap bills
an estimated $10 millien. As part of the con-
solidation, Edward Nesbitt, president and
owner of Critchfield, will serve as consultant
and Charles Nesbitt, executive vice presi-
dent, becomes Chicago office manager.

‘Challenge’ Over After Summer

The fate of Revion’s The $64,000 Chal-
lenge apparently has been resolved, with the
show—now seen Sundays, 10-10:30 p.m.—
slated to leave CBS-TV the end of thi
summer. In its place, Revlon hopes t
schedule The $64,000 Question, alternati
sponsor P. Lorillard Co. willing. (Lorillar¢
had expressed great interest in The Mag
nificent Montague with Vivienne Segal, bu
Revlon declined to stamp its approval
Though deprived of Question’s long-tim
Tues., 10-10:30 p.m. berth on CBS-TV b
next season’s scheduling of the new Garr
Moore Show (10-11 p.m.), Revlon ha
signed to sponsor the 10-10:30 half of th
program.
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UPR5%
(ROUNDUPS AND REGULAR)
(WIRE SERVICE DEAL)
NEW YORK=--THE UNITED PRESS ASSOCIATIONS AND INTERNATIONAL NEWS
SERVICE JOINED FORCES TODAY AROUND THE WORLD IN THE CREATION OF A
SINGLE NEWS AGENCY NAMED "UNITED PRESS INTERNATIONAL."

| THIS IS THE FIRST DISPATCH OF THE NEW SERVICE WHICH WILL EMBRACE

i THE LARGEST NUMBER OF NEWSPAPER AND RADIO CLIENTS EVER SERVED

{ SIMULTANEOUSLY BY AN INDEPENDENTLY OPERATED NEWS AND PICTURE AGENCY. |
AGREEMENTS COVERING THE CONSOLIDATION OF SERVICES WERE SIGNED |

BY BOTH SIDES ON MAY 16TH, AND THE ANNOUNCEMENT WAS DELAYED UNTIL

TH ) WORKED OQUT.

aeS, WILL BE PRESIDENT OF THE

UF INTERNATIONAL NEWS

5 0T TRANSwITTING BOTH NEWS |
. PROCESSES. "

AND WILL REINFORCE THE
HNSON, VICE PRESIDENT

SCRIPPS TO INSURE THAT
PAPER OR ANY PERSON
N ADEQUATE NATIONAL AND

LLIAM RANDOLPH HEARST FOR
NG THE ORGANIZATION OF
D FOR ITS NEWS ENTERPRISE
PPANT WORLD-WIDE EVENTS.
TING THE COMPLEX GLOBAL NEWS
SYSTEMS OF THE TWO TTCANIZATIONS INTO ONE EFFECTIVE TRANSMISSION
NETVORX WAS BEEN UNDER WAY SINCE SEPTEMBER OF 1957. THE PLAN WAS
EVOLVED BY FRANK H. BARTHOLOMEW AND LEROY KELLER FROM THE UNITED
PRESS AND J.De GORTATOWSKY AND KINGSBURY SMITK FROM THE INTERNATIONAL
NEWS SERVICE.

KR1044ACDT5/24

This is the historic first dispatch of United Press
International.

It marks the start of operations by the greatest
independent news agency, combining the forces
and facilities of United Press Associations and
International News Service.

The UPI logotype represents objective, thorough,
and enterprising reporting, by word and picturse,
throughout the world today.

U-P-} NEWS PROQUCES“
Press *
International :
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There’s more to Florida...




Streamlined diesel locomotives hauling tons of freight and passengers are

an even more familiar sight today than Florida's abundant marine life, especially
in the Jacksonville area. Rail center of the Southeast, Jacksonville is terminus
for two railroads and the site of General Motors® big diesel plant. The Atlantic

Coast Line Railroad is soon to move its entire 1,350-man headquarters here.

and tO WI BR -1 'f.’ Amid Jacksonville’s widespread expansion,

WMBR-TV continues to maintain its clear-cut television leadership. The latest
ARB, the March metro area study, gives WMBR-TV an 86% lead over the
competition during nighttime viewing hours and a 54% lead for the total week.
WMBR-TV has 22 of the top 25 weekly evening shows, 20 of the top 25 daytime
programs . . .and is first in 334 out of 480 quarter-hours. And that’s only in the
metropolitan area, where WMBR-TV’s vastly-superior coverage makes no difference.
(The latest total-area ARB gives WMBR-TV an average 131% total-week lead!)
Metro area or total area, day or night, there’s a great deal more to. ..

Channel 4, Jacksonviile — ‘VJ‘I B “*TV

An Affiliate of the CBS Television Network

Operated by The Washington Post Broadeast Division
Represented by CBS Television Spot Sales




ADVERTISERS & AGENCIES conminuep

Two show businesses get together
as radio-tv boosts Ice Capades sales

Radio and tv are great entertainment
media, as everybody in show business will
readily admit. No one in advertising will
argue that the broadcast media are not
great advertising media. Yet, when it comes
to advertising show business, radio and tv
have traditionally been relegated to the back
row, well behind print media.

This seemed all wrong to George Irwin,
vice president of Heintz & Co., Los Angeles,
account supervisor of advertising for Ice
Capades, and to John Thackaberry, ac-
count executive for this touring ice show.
In the past, advertising for the traveling ice
attraction has been divided among news-
papers, car cards, radio and tv. But last
year the Heintz executive persuaded John
Harris, owner of Ice Capades, and Jack
Sidney, advertising and publicity director
for the show, to change that formula and
put the emphasis on radio and tv.

The new approach was first tested in
Boston. The results were sensational: seat
sales increased one-third; gross revenue was
up $180,000 over the Ice Capades’ visit to
Boston the previous year. Obviously, the
prescription was more of the same for the
Los Angeles run.

So, in January, the Heintz executives
called on the radio and tv stations in Los
Angeles, told them that Ice Capades was
to open in that city April 30 but that its
1958 stay would be only 2% weeks instead
of the usual four weeks. Again departing
from tradition, they did not tell the stations
how much money they had to spend but
asked them “What will it take for you to
sell out the house for this limited run?”

“The reaction was great,” Mr. Thacka-
berry said last week. “The stations gave us
elaborate proposals, listed scores of avail-
abilities, suggested planned program posi-
tions for our spots, offered merchandising
and publicity tie-ins, reported on ratings
and successful use of similar plans by other
advertisers, They couldn’t have been more
helpful.”

Responding in kind, the agency men didn’t
haggle. In virtually every instance, the sta-
tion's proposal was either accepted in full
or turned down. Time for Ice Capades was
placed on tv stations KABC-TV, KNXT,
KTLA and KTTV. In radio, KDAY, KFAC,
KGIL, KMPC, KNX and KWKW were
used.

Heavy emphasis was put on 10-second
ID’s in both radio and tv, starting April 7
and building to a peak during the week
preceding the April 30 opening and the first
week of the Los Angeles run, then taper-
ing off to May 11!. By then, the advertising
had done its job. The last week of the run,
which ended May 18, was virtually sold out
before it commenced.

“We used spots as short as seven seconds

and as long as full minutes,” Mr. Thacka--

berry said, “but we used shorter ones most
in the belief that Ice Capades was well
known to the Los Angeles public and that
our main job was to announce that Ice
Capades was coming to town April 30 and
that it was staying for only 215 weeks, the
shortest Los Angeles run in Ice Capades
history. This was the theme of every an-
nouncement.”

Supporting the spot campaign, the sta-

EVERYBODY’S IN THE ACT IN LA.

- . . and the sponsor likes it. John Harris, owner of the Ice Capades, is obviously pleased
with the ticket response to such stunis as the family act put on by the Bob Cranes in
conjunction with the radio-tv campaign in that city (see story).
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tions all broadcast interviews with Ice
Capades stars, conducted contests with
tickets to the Ice Capades as prizes. One of
the most successful contests was that of
KNX, whose moming disc jockey, Bob
Crane, asked listeners to write their names
on postcards and send them to the station
for a chance to win an Amana food freezer.
More than 10,000 responded. Each day he
broadcast a mystery jingle with clues to an
object frozen in the freezer, then tele-
phoned the writers of cards picked at
random until the object was identified as
the coif worn by Bette Davis, now narrator
of a daytime serial on KNX-CBS, in her
movie portrayal of Queen Elizabeth I. Calls
were made through the entire KNX broad-
cast day; each person called got two tickets
to Ice Capades in addition to a chance to
guess at the mystery object.

In addition, Mr. Crane, his wife and their
son learned to ice skate in the weeks preced-
ing April 30, their progress being fully re-
ported on his morning programs. (KNX'’s
outstanding promotion for Ice Capades can
be attributed (1) to the opportunity to build
audience for Bob Crane, a comparatively
recent arrival at the station, and (2) to the
fact that KNX received about 25% of the
Ice Capades’ total broadcast appropriation.)

The Cranes demonstrated their new skat-
ing skill on May 1, “second premiere night”
of Ice Capades, during a special half-hour
program put on by radio and tv stars before
the regular Ice Capades performance.
KTLA’s remote unit picked up the broadcast
talent show and put it on the air for the home
tv audience, KTTV also did a remote tele-
cast from Ice Capades on opening night.
“All the stations cooperated wonderfully
with special promotions of one kind and
another,” Mr. Thackaberry reported. “They
all helped make the campaign the big success
it was,” He cited, among others, the promo-
tion Spanish-language KWKW gave the
Carmen ice ballet, top spectacle of the Ice
Capades performance, to effect an unusually
large sale of tickets to the city’s Latin Ameri-
can population.

In cold figures, Ice Capades’ 1958 Los
Angeles broadcast budget was virtually
doubled over 1957, while the print media
received about the same each year.

The results: ticket sales for this year's
28 performances topped those for last year's
35 performances by 25%. (Final dolar
figures are not yet tabulated.)

Lambert & Feasley Gets Hudnut

Warner-Lambert Pharmaceutical Co. and
Sullivan, Stauffer, Colwell & Bayles, New
York, have announced that by mutual
agreement Hudnut hair preparation brands,
now being handled by the agency, will go
to Lambert & Feasley. The shift will be
effective Aug. 1. SSC&B, however, will con-
tinue to serve Warner-Lambert as marketing
consultant on new products as they are
developed in research, Hudnut hair prepara-
tions has had a budget of nearly $2 million.
SSC&B had served the account for the past
year; prior to that it was with Kenyon &
Eckhardt.

BROADCASTING




Your Omaha radio investment
talks biggest . . .

ewhere the

biggest Pulse™ is

New Pulse? Old Story! KOWH is first a.m.; first p.m.; first all day!
7.9 average Pulse! 32 out of 40 first place quarter hours! Thus

KOWH continues to dominate Omaha’s radio day, just as it has for
almost 8 years.

The reasons: Programs and personalities that get through to people.
Audiences aren’t the only ones who turn to KOWH. Advertisers do too.
Good coverage, too, on 660 kc. Check with Adam Young or KOWH

General Manager Virgil Sharpe.

* March, 1958 Pulse

KOWH omana

Represented by Adam Young Inc.

BROADCASTING June 2, 1958

-

¢ Page 43



FILM

SCRANTON BUYS ROACH STOCK

® Price reportedly in excess of $15.5 million
® Tv production firm to operate as wholly-owned subsidiary

The purchase of all outstanding stock of
Hal Roach Studios, Culver City, Calif., by
the Scranton Corp., Scranton, Pa., was an-
nounced last week at a news conference in
New York by Alexander L. Guterma, board
chairman of the F. L. Jacobs Co., Detroit,
major stockholder of the Scranton Corp.;
Harold Megargel, president of Scranton,
and Hal Roach Jr.

Purchase price was not divulged but Mr.
Roach said it would be “in excess of $15.5
million.” He added that he could not make
the figure more specific because there were
numerous legal ramifications that could not
be explored at this time. It is believed that
Mr. Roach will receive a certain sum of
cash, long-term notes, participation in sales
and a substantial stock interest in the Scran-
ton Corp. as his share of the transaction.
Mr. Roach places a value of $12.5 million
on the physical plant of the Hal Roach
Studios alone.

As a result of the acquisition, Hal Roach
Studios will be operated as a wholly-owned
subsidiary of Scranton Corp. Mr. Roach
will continue as president and executive
producer of this division and will join Seran-
ton as a member of its board of directors.
He revealed he has a five-year contract
with the new owners, plus options to renew
the agreement.

In turn, Scranton will receive all the prop-
erties belonging to the Roach organization,
comprising the 18-acre studios in Culver
City, all existing tv and motion picture prop-
erties and the entire film library of the
company.

Mr. Guterma reported that present plans
call for major expansion of Hal Roach
Studios activities in new fields and said the
acquisition by the Scranton Corp. will pro-
vide additional capital for such expansion
moves. These will include an increase in the
present schedules of production of fitms for
tv and feature-length motion pictures for
theatre distribution, including production
activity in Paris and London. Plans also
encompass the setting up of a national dis-
tributing organization for tv films.

Hal Roach Studios was organized in 1921
and under the supervision of Hal Roach Sr.
produced more than 600 features, short sub-
jects and comedy films until 1942 when the
U.S. Army leased the property. In 1948,
the studios converted to tv film production
exclusively and in 1955 Hal Roach Jr. ac-
quired ownership.

The Roach tv film properties include
Oh! Susanna, The Stu Erwin Show, Racket
Squad, My Liule Margie, Public Defender,
Passport to Danger, Screen Directors Play-
house, Code 3, The Charlie Farrell Show,
Blondie, Telephone Time and Love That
Jill.

In addition to the film series produced
especially for television, Roach motion pic-
ture properties syndicated to tv include the
“Our Gang” comedies released to tv as
Little Rascals, the Laurel and Hardy and
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Charlie Chase comedy short subjects, plus a
limited group of feature films. The com-
pany also has developed 10 new tv film
series which it is hoping to sell to networks
or stations.

The huge backlog of tv films and motion
picture product released to tv by Roach
gave rise to speculation that one reason for
the vagueness about the sales price is that
at present a definite value cannot be as-
signed to the product because much of it
is re-run film, depreciation value of the
product is uncertain and the ultimate sales
results are not predictable.

Mr. Guterma said the move is in line

ACQUISITION of all outstanding stock in
the Hal Roach Studios, Culver City, Calif.,
by the Scranton Corp. was annotnced by (1
to r) Alexander L. Guterma, president and
board chairman of the F. L. Jacobs Co.
(major stockholder of Scranton); Hal Roach
Jr., president of Hal Roach Studios, and
Garland L. Culpepper, vice president of the
Scranton Corp.

with diversification plans of Scranton and
F. L. Jacobs. Scranton, he explained, is a
local manufacturer primarily but also is
active in the manufacture of electronic parts
and tents. F. L. Jacobs is an automobile
parts manufacturer and recently acquired
symphonic Electronics Corp., manufacturer
of conventional and high fidelity phono-
graphs.

Gross sales of Scranton Corp. in 1957
amounted to about $7 million and the com-
pany reported a loss of about $360,000.
Gross volume of business by Roach in 1957
was about $10 million, and, according to
Mr. Roach, the company operated “very
much in the black.” F. L. Jacobs’ gross
volume in 1957 approximated $50 million
and the company “operated at a profit,” ac-
cording to Mr. Guterma.

Paramount to Enter Tv
With New Space Series

Jim Schulke, vice president and general
manager of Paramount Sunset Corp., has an-
nounced that Paramount will enter the tele-
vision production field with a series entitled
The Conquest of Space. The format will be

a space fiction documentary, which will look
back to the present era from a half-century
in the future.

Paramount plans call for 39 half-hour
films for the first year, starting with an or-
biting space-wheel satellite launched by the

. S. The man on the satellite will travel to
the moon to establish a space station. The
second year of the series calls for space
men’s trips to Mars and Venus and the third
year, the establishment of a space station on
Mars.

Rip Van Ronkel, writer of “Destination
Moon” screenplay, is working on Conguest
of Space. The series will be filmed at Para-
mount Sunset Studio.

Mr. Schulke plans to go to New York
early this month with a pilot of the series to
confer with networks and potential spon-
sors. “If the expected sale is not made, Para-
mount will still go ahead with the series,”
Mr. Schulke said.

He added that Paramount had been prom-
ised the technical aid and cooperation of the
Air Force in all details and that “there
probably won't be anything shown during
the first year that won't actually happen
within the next 25.”

Film Producers Assn. Contracts
For Videotape Jurisdiction

The Film Producers Assn. of New York
announced last week that agreement has
been reached with the International Alliance
of Theatrical Stage Employes concerning
jurisdiction over videotape. A dispute over
videotape led 5,000 members of IATSE to
conduct a one-day strike against FPA on
May 5 [PErsoNNEL RELATIONS, May 12].

Though IATSE always had jurisdiction
over videotape in contracts with FPA mem-
bers, the dispute arose primarily over
IATSE's insistence for protection in the
event that producers sub-contracted video-
tape work to companies that may not have
a contract with JATSE or if producers estab-
lished subsidiary companies. The settlement
reached provides that producers shall sub-
contract only to firms who hold IATSE con-
tracts, “except where there are no such
subcontractors available to offer services at
competitive prices.” FPA also agreed to
grant tape jurisdiction to JATSE in the event
producers establish subsidiary companies.
FPA stipulated, however, that if an FPA
member sells his firm to a company holding
a contract with a union other than IATSE,
IATSE will have no right to jurisdiction.

The terms of the agreement have been
incorporated into a basic contract which
takes effect as of May 22 and expires on
Dec. 31, 1960. It also provides for a trial
period until Dec. 31, 1959 during which
producers and various union crafts will
work together to determine rates and work-
ing conditions to apply in the industry.

FPA, which consists of leading producers
in New York of tv film commercials and
industrial films, has two members with VTR
equipment. They are Elliot, Unger & Elliot
Inc. and Filmways Inc. Six other producers
plan to install equipment “as soon as is prac-
ticable.”

BROADCASTING




The BIG difference
in Philadelphia

radio is...................

WPEN is the only Philadelphia radio
station presenting LIVE TALENT 24 hours
a day, 7 days a week. Listeners tune
to enjoy the TALENT just as much as
to listen to the music.

The WPEN entertainers are in constant
demand for store openings and business
celebrations. They make continuous
personal appearances—they are a real
part of Philadelphia.

WPEN is proud of its ratings, coverage,
cost per thousand, merchandising services
and promotion. But the BIG difference in
Philadelphia radio is TALENT . . . that sells.

Represented nationally by Gill-Perna
New York, Chicago, Los Angeles, San Francisco, Boston

BROADCASTING

TALENT!

b

dialhb 950
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* December Bride, Dick Powell's Zune Grey
Theatre and the Danny Thomas Show,
which has been in the Top Ten ever since
it moved fo the CBS Television Nelwork.

**+The Ann Sothern Show.




No one in the food business does
more advertising than General Foods.
No one in the food business uses
more television. And no one in the

food business has more customers.

For the past six years General
Foods has consistently placed most
of its television advertising on the
CBS Television Network —where
this season it presented three of the
most popular nighttime programs¥
Each of these programs attracted
a weekly average of more than

30 million people. Combined, they
brought General Foods 285 million
advertising impressions a week

through the October-April season.

Next season General Foods will add
a fourth program**to this nighttime
schedule. Its reasoning is simple and
direct: The more people reached

as potential customers, the better
its chances for sales. Television
offers the biggest potential audience,
so television gets the biggest share
of the company’s advertising dollar.

And since the television audience
keeps on growing each year, it is
only natural that General Foods’
investment should grow too.

Like General Foods, other leading
advertisers such as Westinghouse,
1. 8. Steel, Prudential, Procter &
Gamble and General Motors’ Delco
Division will also profit by the
expanding television audience. They
have joined an impressive wave

of renewals on the network which
for 68 consecutive Nielsen Reports
has provided the largest nationwide

audiences in advertising.

CBS TELEVISION NETWORK

General
Foods

asks for
a feurth

helping



FILM conminuep

FOUND: QUALITY NEWSFILM SOUND
THROUGH OXIDE STRIPING METHOD

A thin stripe of iron oxide along one
edge of regular 16 mm movie film is slowly
revolutionizing the television newsfilm busi-
ness. It is a kind of “magnetic tape” sound
track applied to the film, resulting in “live”
quality sound in contrast to the “rain barrel”
effect found in some newsreel clips using
the traditional but lesser-quality photo-
graphic sound track.

There hasnt been much talk about this
significant development because of the slow
pace of introduction among tv station and
other users who must adapt eXisting equip-
ment and procedures and because of the
highly technical nature of the innovation.
There is also an element of slight extra cost,
ranging from 1% to 2% cents per foot
for the striping.

But CBS Newsfilm, under the direction
of Manager Howard L. Kany, has come
up with a key unit of equipment which
may well be the turning point for wider
acceptance of the magnetic stripe and the
distinctly higher quality sound film it makes
possible. This equipment is a continuous
contact film printer, designed and produced
under the supervision of R. C. Rheineck,
CBS Newsfilm chief engineer. This equip-
ment, now at Du Art Labs., CBS Newsfilm
processing plant in New York (see picture),
permits the production of syndication prints
involving magnetic stripe in a single opera-
tion and in the same fast time as ordinary
photographic sound prints.

The printer is the only one of its kind
but it soon will be duplicated in other
CBS Newsfilm distribution centers at Wash-
ington, Chicago and Los Angeles, and later
Seattle and St. Louis. The printer licks
the one major bottleneck in newsfilm, espe-
cially syndication: the element of time.

The magnetic stripe offers several factors
which enhance the quality of the sound
track over the optical system. These in-
clude improved frequency response, greater
signal-to-noise ratioc and lower harmonic
distortion. Magnetic stripe in addition pro-
vides the operational advantage of permit-
ting the camera crew to monitor the pickup
during filming and to adjust sound controls
immediately. There is also some reduction
in size and weight of gear the camera
crew must carry on any assignment.

CBS News began practical use of mag-
netic stripe in November 1956 in footage
for Douglas Edwards With the News. CBS-
TV Network use has expanded since then.
CBS Newsfilm, which syndicates a mini-
mum of 60 stories weekly to 109 stations
in the U. S. and 16 foreign countries,
shipped its first optical prints made from
magnetic stripe originals earlier this year,
the first story being Secretary of Agricul-
ture Ezra Benson’s April 24 news confer-
ence. About 40% of all footage now is
being shot with magnetic stripe and is ex-
pected to hit 100% by the end of the year,
Mr. Kany predicted. Conversion of exist-
ing camera gear and acquisition of new
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gear with magnetic heads included is under-
way.

NBC-TV, which does not have the print
problem since it is not involved in syndica-
tion, also has been converting to magnetic
stripe sound tracks over the past year and
about 80% of all news footage is in the
newer medium. NBC-TV has installed new
projectors in New York, Washington, Chi-
cago and Los Angeles to handle the film
and is converting and acquiring new film
camera equipment. NBC syndicated its

news films for six years, dropping out of
this phase in 1953,

ABC-TV does not have its own news
film crews like CBS and NBC, instead re-
taining INS-Telenews as basic supplier.
Produced by Hearst Metrotone, Telenews
uses the photographic sound system but has

netic “when the users want it.” Since all
stations can project optical sound and very
few can handle magnetic, UP feels any big
demand for magnetic is still a long way in
the future. Even foreign-language users of
UP Movietone are not asking for magnetic
stripe, content to voice-in live over film the
local dialect, rather than use dubbing.

The principal projector makers, RCA,
Eastman Kodak and Bell & Howell, are
reported making magnetic adaptors avail-
able to tv stations for their existing equip-
ment and CBS engineers say the conversion
job is fairly simple and can be handled by
station personnel.

Why does “rain barrel” sound occur in
some news films using photographic sound
and not in theatrical movies or feature news
films using the same process? The difference
is that spot news films, because of the preci-
ous time element, are shot by “single sys-
tem” whereas the higher quality theatrical
and feature films are done by the much
slower “double system.” In the single sys